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Industry leaders define value of multi-touch attribution 

I-COM, Flashtalking and Cadillac collaborate to deliver a white paper examining the 
business case and value of multi-touch attribution (MTA). 

Amongst other findings the authors specifically concluded that proper attribution: 
• Provides a better understanding of the customer journey. 

• Allows for live optimisation of campaigns and expenditure. 

• Gives a far more accurate insight into the performance of each media 
channel, strategy and creative. 

• Ultimately provides a higher return from digital media investment. 

The paper covers a number of key topics including the meaning of attribution and 
how it should be approached if it is to offer long term value. The paper also explores 
the need for organisational change if MTA is to be truly successful, whilst discussing 
perceived budgetary and cost issues in its use.  

When compared to older bad attribution models the paper shows how MTA can add 
value and ultimately produce better digital data for the measurement of conversions 
within current and past campaigns. As explained in the paper this is the type of data 
that can significantly improve future spend, placement and creative. 

Their conclusions are supported by case studies of successful MTA by leading 
brands including a German fashion retailer, a US telco and a European travel reward 
programme. 

I-COM, the global forum for marketing, data and measurement, has released this 
focused white paper exploring the benefits of MTA and its place in modern marketing 



and advertising.  The white paper has been authored by Flashtalking’s global head 
of analytics, Steve Latham; with contributions from Melissa Grady, head of media 
and performance marketing, Cadillac, USA. The white paper is part of the output of I-
COM’s Attribution Council, which is co-chaired by Michael Schoen, VP Product 
Management, Neustar and Peter Szarka, partner, Hudson River Group. 

“Part of I-COM’s success is the fact that we offer a platform for knowledge sharing 
and exchange. This white paper is another example of that,” comments Andreas 
Cohen, founder and chairman, I-COM Global. “Our Attribution Council wanted to 
deliver something of significant value to the industry and this paper achieves that in 
every respect. As with all of I-COM’s publications it has been researched by subject 
matter experts using the latest real-life examples. Their findings are fascinating and 
clearly demonstrate why attribution should not be undertaken on a whim. Instead, as 
clearly explained, proper attribution measurement for digital media can deliver 
significant value to any organisation willing to take the time to make the most of its 
superior results and metrics.” 

The white paper can be downloaded from: https://www.i-com.org/white-paper-2018/  

Specifically, the paper explores: 
• The challenges with previous attribution models 

• The definition of attribution 

• Hurdles to the adoption of digital MTA 

• The long-term cost of not changing to MTA 

• The benefits of MTA 

I-COM Attribution Council members are leading experts in the fields of econometrics, 
MMM and attribution and discuss best practices as well as the latest innovation in 
those fields. For more information visit: https://www.i-com.org/attribution-council 

___________________________________________________________________ 

About I-COM 
I-COM's mission is to help our members achieve competitive advantage in Smart 
Data Marketing. I-COM was founded in 2004, a spin-off of a P&G led industry 
initiative. Backed by 100 associations in 40 countries, today, I-COM is a Global trade 
body exploring the creation of business value from Marketing Data & Measurement. 
The I-COM community is comprised of the largest international group of industry 
leaders on the forefront of Smart Data Marketing. They come from Fortune 500 
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https://www.i-com.org/attribution-council


companies across the Marketing value chain and hold diverse roles, ranging from 
CMOs to top Data Scientists. 
Through I-COM's global network, our members are able to keep right up-to-date and 
connected to the latest innovations and initiatives that are happening across the 
world – throughout the year. They learn and share through I-COM's intimate and 
insightful forums, as well as prestigious Awards competitions that showcase 
meaningful innovation and work toward achieving consensus on best practices. 
More information at www.i-com.org.


