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How to Make Measurement
Impossible to Ignore.
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| struggled to survive in Aus as a ginger
¢ ’ | accidentally fell into cricket
The fun deTS | love eating out
Love working in insights & data

| switch between data and data now



Studied Fashion >
entered the Fashion
Marketing/design
world

My measurement journey

(S

The ‘Social Media
Manager’ Phase

Startup life

<

Evolution into Digital
Marketing w/data

In FMCG land, always
backed by data influence

6

Uprooted life

To the sunny UK






Our experience

We deliver
unrivalled
performance for
brands globally.
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Screaming Into
the void, how
to make
measurement
Impossible to
ignore.
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What is a void?

There is very little matter
There is no gravity pulling things together
Things exist... but don’t interact






Dash boq rds :
Frameworks

Tools 3

Conver5|on 4
ra'res B
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J ‘hey, could you just ’roke a qwck
| Iook o’r ThIS | e G e |
I seT purchase as my conver5|on oal

_in Meta so it should be working’ (there

_was no purchqse conversion setupon -
S|Te) e |

Thcmks 1(0) oII our hqrd work from
' Stephanie; John and Taylor’ (your '
name is not S’rephonle John or. ..
| Taylor) sori g S i | N i
| Who’r S our smgle source of ’rru’rh’

Inferna//y screams , &




How measurement got sfuckin fhe_ f.ir;sf place

> .Comes N after strategy |s Iooked

‘.Budget gets aIIooated before measurement is def| ned ¥ i

. ‘ Asked to move fast then asked to prove impact -

| InV|S|bIe When it works obV|ous when it breaks



This isn’t about
execution, you’re
just not being heard.
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(D How to Exit ’r_he Voilel. b
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) What you might have
(or should have) done:

D _Allgnlng with o’rher ’reams g

before Iounch



Previous Failed Launches

TOFU MOFU BOFU

The formula marketers (and most people) understand.

TOFU
Top of Funnel
= Attract (quality traffic)

MOFU
Middle of Funnel
Nurture (build intent)

\

BOFU
Bottom of Funnel

= Convert (drive
revenue/leads)

L




TOFU
Top of Funnel

Previous Failed Launches
= Attract (qualified reach)

TOFU MOFU BOFU o
\
MOFU
Reframed as a measurement system, notjusta funnel .
Middle of Funnel
= Nurture (intent signals)
Defined inputs (traffic sources, users) /
Defined behaviours (engagement, actions) BOFU )
Bottom of Funnel

Defined outputs (revenue, conversion)
= Convert (commercial
outcome) )




@ We ve how allgned bo’rh ’reams L
5 on ’rhe same sys’rem Ll







o why does provmg value feel
hc:rd’? L s e R
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Steps to escape the void

(Noft science)

Create gravity

Frequency

Plot destination

L= . \ 1}

|s that
movement?




D Cred’re Gravrry

Anchor everything to
revenue, cost or risk.

In the v0|d

Conver3|on rate dropped 12% Iast week.”

With Gravity
“We're losing £180k/month
from mobile drop-off on the

checkout page.”




'Chqnge The S|g.n0|I,A

Remove the ’rechnlcql
angque s

In the v0|d . , -
“There’sa discon nect between

e sessmns ‘and CVR due to attrlbutlon
‘ |nconS|stenC|es |

With Clear Signal

“We’re over-crediting paid by 30%,
which is skewing budget decisions.”




'Plck a des’rlna’rlon

Be specific (numbers >
.concep’rs) 2

In the v0|d .
| Ema|I open rates are down

With Direction
“We should test a shorter subject line

format this week to recover the 15%
opens”




39 Crea’re movemen’r. ~

Tie it to a decision someone
needs to make o -

In the v0|d i Sl (g
_We should look into S|mpI|fy|ng the
_.checkout = | ‘

-

With movement
‘Let’s look at checkout simplification

this sprint to unlock additional
revenue’
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Steps to escape the void

Gravity:
Make it matter
(£, risk, cost)

(Not science)
Frequency: Destination:
Make it Make it

understandable

concrete

Movement:
Make it
actionable.



S’rop screamlng
“Into the void.

R Thegoalllsnttobeheard it’s to be |mposs.ible'toign0r'_e i v W




CONNECTIVES3

linkedin.com/brittanydeller




	Slide 1
	Slide 2: Brittany Deller
	Slide 6: The ‘fun facts’
	Slide 7
	Slide 8: Connective3 is a Performance Marketing agency
	Slide 9: We deliver unrivalled performance for brands globally.
	Slide 10: Screaming into the void, how  to make measurement impossible to ignore.
	Slide 11: What is a void? 
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17: This isn’t about execution, you’re just not being heard.
	Slide 18
	Slide 19
	Slide 20: TOFU MOFU BOFU 
	Slide 21: TOFU MOFU BOFU 
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32: www.connective3.com linkedin.com/brittanydeller

