Right '

measurement.
Right signhals.
Right decisions.
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Imaginea 250 62”7 man
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The surface
measurements
are

The statistics
are the same.




But they have completely
DIFFERENT GOALS




Weight is not a qualifier

Power and mass

egs and hips

)

Core muscles for stability

(Technique inforce contro




CWeight class

houlders and upper back

owerful rotational core

ean lower body muscle




Your goals shape
€O measure
and to train

towards that
ultimate win




={g=1ale
measurement
1=







They have different

to build on to achieve
the ultimate win




Not everything should be
measured with the same
metric and methodology

Your ecosystem
and goals are




COMMON MISTA

Letting
determine the KPl metric



Video

Completion
Rate

Click-Through
Rate




Butit's missing
the



https://docs.google.com/document/d/1N0gQkgfg7ZxUsZRga4HCSqSI5bbNNgVt5K6ZVFvCYbU/edit?tab=t.rw69txpez85u#bookmark=id.1dwkky4biwa3

Whataml
trying to
achieve?

How aml Who is
executing i1t? looking at 1t?
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Pricing

Product Marketing

={=1ale
Growth

Omnichannel Brand
Commerce Equity

Trade



? What am |l trying to achieve®?

Q HEALTHCARE Clinical impact and compliance NPI-level engagement, script lift

@ B2B Pipeline and account progression ~ ABM, journey attribution

x TRAVEL Visitation and bookings Location lift, economic impact

f&] COMMERCE

Incremental sales SKU-level attribution, lift



? How aml executingit?

Campaign objective: Connected TV (CTV)

(‘) Reach (unique viewers) Viewable impressions
=7 AWARENESS Impressions Frequency
Completion rate (VCR) GRPs / TRPs

QR code scans
Site visits
Branded search lift

Video completion rate
Engagement rate

— CONSIDERATION

conversions Cost per conversion (CPA)
NOLW

Conversion rate

CONVERSION

Attributed revenue

Incremental reach

LOYALTY/ Repeat conversions TV / CLV
RETENTION Customer retention rate Brand favorability lift




? Whois looking atit? Healthcare

! THE CVV1O Clinical impact and compliance Script lift

THE
! MARKETING Pipeline and account progression Journey attribution

MANAGER

2 THE TRADER Visitation and bookings NPl Engagement
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Success
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ENGAGEMENTLIFT




180%

160%

140%

120%

100%

80%

60%

40%

20%

0%

Topic engagement by age

BEST LIFT AMONG USERS 18-24

183.6%6




200%

150%

100%

50%

0%

Topic engagement by geo

BEST LIFT AMONG
USERS IN FLORIDA

222.3%




Brand Engagement: Lift by Region

This graph displays the average engagement lift percentage by region for your topic ‘Brand Engagement

Region City

Average Engagement Lift (%)

Average Engagement Lift (%)
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\V-1(0=Xe)a
an order




) ¢

Funnel
allocation




CROSS-CHANNELATTRIBUTION




rckAdant StackAdapt

$190 $232

Purchases
touched by



https://docs.google.com/document/d/1N0gQkgfg7ZxUsZRga4HCSqSI5bbNNgVt5K6ZVFvCYbU/edit?tab=t.rw69txpez85u#bookmark=id.1dwkky4biwa3

Average order value when exposure
was INn the user journey

StackAdapt Direct Affiliate Marketing Search

191 $208 $225 $241

Mobile App CRM

$132 $177




Average order value when exposure
was In the user journey

Direct Affiliate Marketi ng Search StackAda pt
Mobile App Other

s110 $177 $189 $243 $316 S2IAKK



Conversion Paths

'his section outlines the structure of influenced vs non-influenced conversion paths.

Distinct Paths Average Time to Conversion

485 /1 255 StackAdapt Influenced Non-StackAdapt Influenced
)

10d Th 6m 14d 8h 34m

StackAdapt Influenced (39.6%)

Non-StackAdapt Influenced (60.4%)

All StackAdapt Influenced

All Conversion Paths

Conversion Path Conversions Vv Conversion Revenue Average Time to Conversion Average k

direct §3.745.49 14d 8h 34m §23.49

) SA Imp - Display > direct $3,745.49 10d 1Th 6m

) SA Imp - Video > direct $3,745.49 10d 1Th 6m

direct > direct $3,745.49 14d 8h 34m

Q) direct > SA Imp - Image $3,745.49 10d Th 6m
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ROAS

Not enough
ROAS signal




OO0
o] _

Most impacted
categories




ECONOMIC IMPACT REPORT




Percent of total economic spend

186

Restaurants

199

People
from Chicago

32% 409

Age: 55-64 Income: $250K+




Ages
%—y




Impact by Visitor Profile

Understand the demographic that is spending at the destination.

Age Income Travel Distance

Visitor Spend

% of Total Visitor Spend (i)




Break and challenge
your measurement
habits and diaghose

with
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Break and challenge

HABITS







Right
measurement.
Right signals.
Right decisions.

CON

3R (3 StackAdapt





