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• What is optimization? 

 

• Current optimization approaches 

 

• Why they are not enough 

 

• The Adometry optimization solution  

 

• Some examples 

 

• Best practices 
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What Is Optimization? 

Given a number of marketing campaigns, 
optimization identifies the maximum additional lift 
in a well-defined goal that can be achieved 
by incrementally modifying those marketing 
campaigns at the right operational level. 

 

• Relies on modeling based on historical data 

• Assumes changing existing marketing tactics 

• Can include online and offline marketing 
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Existing Optimization Solutions 

• Optimization on top of reporting analytics 

 Use historical data to gain insights 

 Use attribution reports to provide insights 

 Make individual local changes without global picture 

 

• Traditional Marketing Mix Optimization (MMO) 

 Qualitative, strategic 

 Usually a professional consulting engagement 
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Current Approaches Are  
Flawed Or Not Enough 

• Attribution metrics are “averages” 

 Optimization requires incremental metrics 

 

• The problem is non-linear 

 Interactions among marketing segments are complex 

 

• The media-buying dimensions are enormous 

 Multiple channels 

 Dozens of campaigns 

 Hundreds of sites 

 Thousands of creatives 
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How is Optimization Different  
From Attribution? 

• Attribution metrics are average 
metrics best used to 

 Make strategic decisions on whether to add, 
keep or remove a whole 
channel/campaign/site/demo category, etc. 

 Plan budget for new campaigns 

 

• Optimization models the non-linear 
dynamics and is best used to 

 Make incremental changes to existing 
placements 

 Manage budget re-allocation across existing 
campaigns 

 

• Attribution and optimization are 
complementary 

 

1M 

175K 
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How Is Our Optimization Different 
From Traditional MMO? 

• Traditional MMO focuses more on 

 Optimizing only channel level aggregate spend 
 Including TV and other offline channels 

 Leveraging macroeconomics data 

 More strategic suggestions 

 Optimizing overall incremental sales in actual $$’s 

 

• Adometry Optimization 

 Operates at a more granular level 
 E.g., site-placement for display, keywords category for search, … 

 Use a non-linear regression model to capture interactions at such more granular levels 

 Patent-pending technology for efficiently and effectively handling high-dimensional data 

 Recommends incremental changes for more scenarios 

 Can optimize multiple different tactical goals 
 ROI, Revenue, different conversions, unique visitors, etc.  

 Can be for display alone, or display + search 
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What/How Are You Optimizing Today? 

• Poll Question 
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The Adometry Optimization Solution 

Non-Linear 

Predictive 

Model 

Training Data 

 
Historical Data Set 
• Impressions/Site-placement/… 

• Observed KPI values 

 

Recent Reference  

Data 

Starting Point 

Cost/eCPM Values 

Constraints 

Optimal Objective Value (KPI Lift) 

Optimal Feature Values (Imp,$/site) 

Sensitivity 

Outputs 

NLP 

Optimization 

KPI’s 

 

Nconv : # conversions 

Nuv : # unique visitors 

. . . 
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The Adometry Optimization Architecture 
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What Goals Do We Optimize? 

• Optimize your most important marketing goals 

 Reach 

 Conversions 

 Unique Converted Visitors 

 Revenue 

 Profit 

 Brand Awareness 

 

• Offer the flexibility of optimizing any one of these or 
multiple together 
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What Inputs Do We Optimize? 

• Optimize what you can control (i.e., is 
actionable) with enough granularity 

 Spend on a site-placement 

 Spend on a keywords category 

 Spend on a social network 

 Frequency cap 

 Spend on a segment 

 CPA goal for a segment 
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What Does An Optimization  
Process Look Like? 

Set a goal and optimization inputs 

Collect data for a long enough period 

Train and validate regression models 

Identify a starting point and real-world constraints 

Decide what changes to make and take actions 

Measure success 
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Optimization Implementation 

14 

Input 

Output 

Training data collected from 

historical campaign data  

• Impression volume for each site-

placement 

• Total reach, total conversions, etc. 

Starting point 

• E.g. impression volume 

for each site-placement 

for past month if we 

want to optimize for the 

next month 

UnitCost value for 

each site-

placement 

Constraints 

• Allowed delta change for 

impression volume for 

each site-placement 

• Allowed total budget 

NLP Optimization 

Optimal Objective Value 

• Projected Lift 

Optimal Feature Values 

• Optimized impression volume 

• Optimized budget for each site-

placement 

Sensitivity 

• How sensitive is the 

optimized objective to 

each feature 

Predictive Modeling 
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Predictive Modeling Performance 

• Building robust non-linear 
regression models with 
large input dimensionality 
is a key challenge 

 

• We are able to achieve 
nearly perfect cross-
validated prediction 
performance 
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Actionable Optimization Recommendations 
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Within-Display Optimization Results 
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Within-Search Optimization Results 
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Optimization Best Practices 

1. Determine the right granularity level that is actionable 

 

2. Optimize a target that is minimally impacted by 
unknown factors 

 

3. Determine a recent starting point that reflects more 
recent campaigns 

 

4. Determine best optimization frequency 
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Why Attribution Science Matters 

Better Insights 

Better Planning 

Better Optimization 

Attribution 

Increased Profits 

Optimization 

Adometry Attribute 




