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LETTER FROM CEO MMA MTA DATAMAP

Marketers need to implement Multi-Touch Attribution now -- and they know it. TER

Represents the crea

That’s why, for the last year, the MMA - through our MATT attribution initiative - has been unified user data that b
collaborating with member working groups comprised of over 50 global brands, to build Comtomer IntaractGH N

tools needed for marketers to select and apply MTA solutions with confidence. e
As part of this process, we uncovered that successful MTA deployment begins witk
strategy. As a first step, we created the enclosed MTA DataMap™, designed as a
tool of all of the data needed for successful MTA execution.
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* How can Aggregate Data be tied back to Unified User IDs? data to calculate ROL.
« What are the components of Linkable Marketing?
« How does First, Second and Third Party Data flow into creating Audienc

The MTA DataMap poster visualizes all of this and more, giving you a cle
can interact and be integrated to create a successful MTA data strateg

to it frequently, but also hang it prominently in your office! The maln data catagSE NN Desktop

include Linkable Marketin.g,
I’'d also like to point you to our just published MTA Data Strategy Guic e ’:3:?;5:‘:;5:23:?‘°“s 8,25 . - Mobile l Smart TV
manual on everything you need to know about data assets, data linki ; \ /
necessary to building your MTA data strategy. The full guide* can be Unified

mtastrategyguide. . User ID
T

Customer

Identifies the technology for Interaction
linking each type of data,

such as Cookies or

IDs and GPS.

These new tools build on other MTA solutions from MMA’s Marketing
and there is more in development.

To get more involved with the MMA, please email membership@mmag
personally.

Best,
Greg

Delineates the types of data within
each sub-type, such as website
visits and sales.

Greg Stuart

Chief Executive Officer

Mobile Marketing Association

+1 631702 0682 | greg@mmaglobal.com
www.mmaglobal.com

such as desktop and mobile.

* The full guide is currently available to MMA members.

O The important sub-types of data,

ULTIMATELY, BEING SUCCESSFUL AT MTA REQUIRES THE FOLLOWING:
1. Linking together four types of data at the user level.
2. Mapping Unified User IDs, so that, for example, the ad impression on a mobile device can be linked to the conversion on a desktop.
3. Recognizing that each type of data has sub-types that each require their own technology and data strategy.
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GLOSSARY OF TEF

CENTER

Unified User ID: gether devices and customer interactions. A unique user ID links user

d from log-ins on platforms across multiple devices are called deterministic,
vhich are not based on direct information about a customer - are less

RING 1

Aggregate Data: at the user level but is important to include in a fully articulated MTA approach.

Conversions: es, as defined by the marketer.
Linkable Marketing: that contain identity information so they can be easily linked to user data.
Audience Segments: ions used for targeting ads that can come from first, second, or third party data.
First party: >m customer and user interactions with a business, its web presence and apps.

Second party: panies agree to share between one another. Data that comes directly to a business from

other company’s business, web presence, or apps.
Third party: at businesses can get from a variety of sources.

RING 2

Ad IDs: ed to link ad serving and conversions. Android and iOS each have their own versions.
Beacons: store to track and count shoppers as they navigate through the store.
Cookies: a browser so a server can recognize that browser as one it has encountered before.

DMA: arketing Area, this is a Nielsen definition used by virtually all marketers, media, and
cal markets.

Frequent Shopper Data: rchase data that is collected by retailers or third parties for individual shoppers. This

ators, but under certain business terms some retailers might provide it directly.

Location/GPS: t have permission to access a phone’s longitude and latitude. This data is useful for

Onboarded Match: ble Information, this is how different proprietary databases can be matched to one

Pixels: serving and conversions.

Plug #is: s to represent a variable but has no basis for differentiating one user from
s, sometimes broken by geography.

Probability of Exposure: commercial schedules and assign a probability that a viewer will see an ad,

ther media channels as well.

WiFi: to link devices in a home together. For example, if a TV and a smartphone
ad by the same person.

MARKETERS
1-800-Flowers.com*

Allstate*

American Express OPEN*

Bank of America*
Chobani*
Choice Hotels*

Dunkin’ Brands*
Ford Motor Company*

General Motors Company*

GlaxoSmithKline*

JP Morgan Chase & Co.*
Marriott International*
Mastercard*
MillerCoors*

Samsung*

T-Mobile*

Target Brands, Inc.*
The Coca-Cola Company*

*MMA Board Member Company

CONTRIBUTORS

Alex Treglia
Stephen McDonagh
John Baronello
Pamela Moy

Brian Coleman
Greg Bongen

Hy Nguyen

lan Mcdonald

Kayla Cohen Coty, Inc.
Maribeth Crane Expedia, Inc.
Niki Arya

Abby Mehta Gap, Inc.

Danielle Cherry Hallmark Card

Lindsay Coffelt
Olga Nielsen
Sarah Searls
Philip Solomon
Artur Timotheo
Dennis Bulgarelli
Sharon Russel
Chris Hurst MetLife, Inc.
Microsoft Corpor:

Hotels.com
Johnson & Johns

Kellogg Compan
McDonald’s

Joe Mazeika
Laura Hernandez-Romine
Philomena Luk

Scott Reep Mondelez Internc
Terri Coscia PetSmart, Inc
Aaron Smolick Pfizer, Inc.

Chris Hurlebaus Safe Auto Insur.
Carlisle Connally SUBWAY®
Stephanie Eilers TD Ameritrade
Curt Fournier The Wendy’s
Nilambuj Singh USPS

Bill Cramblit
Pamela Caruth
Jess Lasakris
Marina Koletis
Stephen Murray
Gavin Olmstead
Mark Roettgering
Millie Chu
Meghna Sinha
Gregory Pharo
Leana Less
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