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Your attribution is stuck on last click (or something slightly better), 
your budget allocation decisions are off and your marketing 
performance is not moving forward anymore…

You are waiting for answers but you do not know the questions you 
should ask yourself!

CONTEXT



5

Thanks to this guide, discover questions that will help your 
attribution move forward!

• Is your current attribution allocating the right value to your 
channels or media partners according to the value they create 
in the path to conversion?
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STEP 1

As a reminder, attribution refers to the analysis of marketing performance. 

If the media path to conversion of your users is straightforward, a last click attribution 
might be enough. The entire credit for the conversion will be assigned to the last touch 
before conversion.

• But, what about a user converting with a more complex media path to conversion, 
with more than one channel or media partner?

Discover how 
complex is your 
Customer Journey
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Try to determine if your customer journey is complex:

• Do you need more than one touchpoint to convert? 

• How long does it take to convert?

From this, you will get a first insight on whether you need to bring 
evolution to your last click attribution.
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What is the part of multi-touch paths?

Looking for the part of your conversions being multi-touch (more than one touchpoint) 
will bring you a first insight about the complexity of your media journey.  

Try to identify the number of channels or media partners involved in your conversions.

1.
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If multi-touch journeys seem to represent a significant part of your 
conversions: 

• Do you need, 2, 3, 5, 10 or more touchpoints?

• How long can your customer journey be?

How many touchpoints does it 
take to convert?

2.

Identify how urgent it is for you to leave last click attribution.
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Obviously, immediate conversions can happen.

But, usually: 

• How many hours, days or weeks does it take to convert?

What is the average time to 
conversion?

3.

The longer the duration, the more touchpoints you will need 
to convert, the more your attribution will need to be able to 
highlight your Customer Journey.
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You now have a rough idea of the complexity of your customer journey. If it tends to 
be complex, you should now try to confirm this impression:

• Does the change of perspective in your performance analysis generate differences 
in the valorization of your channels?

• Are those differences significant?

STEP 2

Does your attribution 
need to evolve?

Assess the importance for you to change your attribution by answering the following 
questions.
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Start a first analysis of your media paths and try to identify the 
best performing channel sequences: 

• Which part of your conversions are attributed to multi-touch 
sequences?

• What is the average number of touchpoints before those 
conversions?

What are the winning paths?
4.
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What happens when you remove some bias?

For example, when you remove discount vouchers from your analysis or a click on Adwords 
branding campaigns?

• Is there any change of credit assignation for the conversions? 

• Are there some channels losing or winning credit? 

• How important are those variations?

How important is the bias phenomenon?
5.
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Be aware of the notion of assisted conversion.

And you will be able to identify if there are major differences between attributed 
conversions and the global presence of a channel within the conversion path.

• When you analyze assisted conversions, is a channel winning a lot of credit?

• How important are those variations? 

• Shouldn’t you find a way to give this channel more credit with your attribution model?

Is your channel more an assisting or 
converting channel?

6.



16

The previous questions have brought you to the conclusion that it is 
time for your attribution to evolve! Now you need to go deeper to 
understand the role of each channel in your customer journey.

STEP 3

Identify the role of 
your channels

Does your current attribution take into account your strategic 
channels, that are creating value in your customer journey?
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Is your channel:

• Creating a strategical user engagement to the conversion?

• Generating a 1st visit or an Add-to-cart session? 

Identify the strategical nature of your channel.

Is your channel useful?
7.
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• Where in the customer journey is the channel creating engagement?  

• Is it in the upper or lower funnel?

Is your channel really useful?
8.

Gain confidence by focusing your 
attribution on the most strategical 
steps of your customer journey.
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• Is your channel creating engagement 
alone or combined with other 
channels?

By identifying the autonomous nature 
of a channel, you will be able to adjust 
your media mix and to optimize your 
ad spend accordingly.

Is your channel exclusive?
9.
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• Is your channel fast-acting when it comes to create engagement?

• How long does it take between a first touch and a conversion?

• Are your conversions faster with this channel?

Is your channel fast-acting?
10.

The faster your channel is, the lower your conversion 
budget will be.
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Thanks to simple questions, you will get simple answers that 
will help you move foward with your attribution:

• Use those insights for internal evangelization.

• Adjust your single-touch attribution model.

• Start to test Multi-attribution models.

AND NOW WHAT?

NOW, IT’S YOUR TURN!
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You want to move forward with your attribution?

Contact us!

contact@eulerian.com
+33 1 84 16 64 54

www.euleurian.com


