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How platforms work together :

Attribution

lnnovation
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We asked two questions about attribution :
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The ‘last click’ site gets the credit, but what online action
can be credited to online advertising campaigns?

What effect does adding online advertising to a

newspaper campaign have in terms of creating more
online action?
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How did we find out?
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Non-exposed,
demographically matched
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How a print ad drives online action
P Che Telegraph
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How an online ad drives online

action Che Telegraph
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How a print ad and an online ad drives online action
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Example: Print works
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Over the course of the 3 month test period,
results for a leading mobile & tablet PC
manufacturer...

Non-exposed Exposed

Print Digital Print Digital

0.1

actions per user

0.14

actions per user
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Example: Digital works
P J CThe Telegraph
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Over the course of the 3 month test period,
results for a leading travel company ...

Non-Exposed Exposed
Print Digital Print Digital

‘ |

0.22 +83% 0.39

actions per user actions per user
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And finally...
4 CThe Telegraph
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Overall, the study demonstrates that across 61 campaigns, the most
responsive users were those seeing the campaign across both print AND
digital

Exposed

Print Both Digital

0.45 1.15 0.98

actions per user actions per user actions per user
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Key facts in summary The Telearaph
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Advertising across the Telegraph portfolio
showed a direct effect on online action leading to
an average 13% uplift in site visits and branded

fearch.

On it’s own, a digital campaign generates an
average of 29% more online actions compared to

a hon-exposed group.
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The most responsive consumers in terms of
online action are those who have been exposed
to a campaign across both print and online.
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