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o When allocating budgets, ad accounts and GA are mostly
0.64 showing contradicting, unreliable data. This leads to marginal
— changes that don’t move the needle.
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KLAR ATTRIBUTION

Klar makes the impact of
each touchpoint visible.

Klar’s 1st party tracking pixel is creating accurate user journeys Facebook

cross device. With modeling this into dynamic, data-driven —
attribution, you are able to understand the incremental impact of Q Emall

each touchpoint. -
Actionable results you can break down across campaigns & ads or 4\ Brondedsearch

new vs. repeat customers, integrated with margins & CLVs.

HOW IT WORKS

Klar Attribution without
the blackbox.
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. e Klar’s Data Driven Model looks at each individual user behavior
6% 4 - time on site, activity, order of touchpoints, channel
[ ] LS l T significance, ... - to calculate the realistic value each
| touchpoint contributed to an order.
TikTok  Facebook Influencer Bsrce:gg:ehd Email Mr/noggtﬁf And goes beyond clicks, taking into account zero-party data,

interrelations and original demand gen sources to integrate
channels like Word of Mouth.

THE RESULT

Creating alignhment to scale
your acquisition confidently.

Using Klar Attribution does not only give you an accurate view on
how much impact each channel or ad has on a conversion. It allows
for a solid foundation for adspend allocation discussions for the
whole team. To make fast decisions with confidence daily and scale
your acquisition profitably.
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How Klar Attribution works:

USER MAPPING

Identify user profiles
and their journeys.

Was this user the same as the one with the same
IP address who visited the site 3 weeks ago? We
define intelligent mapping and cut-off points to
make sure we only assign the correct behaviour to
each individual user to create their profile.
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ATTRIBUTION MODELING

Model close-to-
reality attribution.

Klar’s Data Driven Model looks at each individual
user’s behavior - time on site, activity, order of
touchpoints, channel significance, discount codes,
... - to calculate the realistic value each touchpoint
contributed to an order.
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1ST PARTY TRACKING PIXEL

Track customers
across touchpoints.

The Klar 1st Party Tracking script tracks all
relevant parameters of each visit behavior and
purchase activity across channels and devices.
First Party makes the pixel non-blockable by
ad-blockers or iOS updates.

Order ID ABC Order ID GHI

Products, Coupon Code Products, Coupon Code
Session ID 0000 Session ID x000¢

lid tm Par 3

Session ID yyyyy

T lid Paramet

Session ID zzzzz Session ID zzzzz

Parar lid Paramet

tm Paramet
Session ID yyyyy

Order ID DEF Order ID JKL
Products, Coupon Code Products, Coupon Code

DATA ENRICHMENT

Enrich tracking with
shop and Klar data.

Combining tracking data with shop details and
UTM assignment from the Klar marketing channels
enables to assign each order to a fully tracked
user journey.
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MARKETING MIX MODELING

Go beyond clicks to
fill the gaps.

Not everything is trackable. Our MMM is also
taking into account zero-party data, interrelations
and original demand gen sources of direct traffic
to integrate channels like Word of Mouth.

This allows for a solid foundation for adspend
allocation discussions.
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