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1. Trying to get one 
channel/tactic to 

do everything



Interest - Use available targeting to show me services and 
products that I might be interested in learning about 

(demographics, interests, lookalikes)

Intent – Use available to show me services and products I’m 
in market for or considering (specific keywords, retargeting, 

customer data etc.)



Relying too heavily on intent 
based channels means you’re 
waiting for you customers to 
come to you once they’re 

already further down the funnel 
and more familiar with your 

competition.

Relying too heavily on interest 
based channels means you’re 
potentially not capitalising on 
awareness and interest you’ve 

created and potentially 
allowing the competition to 

sneak in and steal sales from 
under your nose



https://www.wordstream.com/blog/ws/2017/03/13/cross-network-advertising-brand-search-lift



https://www.wordstream.com/blog/ws/2017/03/13/cross-network-advertising-brand-search-lift



2. Expecting every 
channel you use to 

directly convert



If you focus solely on what revenue can be attributed back directly to 
your paid media channels then you will be disregarding a wealth of 
valuable data that can tell you a huge amount about your audience.

WHY?



Because this is a visual representation of a lot of 
attribution platforms



Multiple platforms available

Multiple models available within those platforms

Cross device attribution

Missing channels/lack of tracking capability

Changing privacy and tracking capabilities



All of these things will have value over the lifetime of your marketing
efforts…

Likes, shares, comments

Completed video views

Saves/repins

Session duration/pages per session

Downloads/Webinar views



3. Jumping straight 
to the sale without 
any introduction or 

education



If you turn up on my doorstep unannounced and just expect me to 
buy your stuff I’m going to slam the door in your face. 



84% of people expect brands to create 
content. About 45% of B2C marketers believe 
visual content is their most important type of 
content, while 88% of B2B marketers agree 

that creating content makes their audience 
view the organization as a credible and 

trusted resource.

https://www.smallbizgenius.net/by-the-numbers/advertising-statistics/#gref



https://www.wordstream.com/blog/ws/2017/03/13/cross-network-advertising-brand-search-lift



4. Ignoring how 
your audience use 
different channels



Facebook, the world's largest social media 
platform leaves video content muted by 

default, and between 83%–92% viewed on 
the site is watched without the viewer 

choosing to turn the audio on.

https://www.newbreedmarketing.com/blog/silent-video-marketing



Are you still watching?

Facebook – Less 
than 2 minutes

Instagram – Less than 
60 seconds (videos with 

the most comments 
average a length of 26 

seconds)

Twitter – 30 seconds or 
less

YouTube – On average 2 
minutes is a good 

timelength to help keep 
viewers engaged

Lengths of specific ad formats for these platforms will also vary 
depending on ad placement.
https://2060digital.com/blog/right-video-length-platform/



5. Relying on 
Google Analytics to 
tell you the full story



Google has been a staple source of valuable insight for all digital 
marketers for years

But…

It doesn’t really help us with everything that happens offsite 
such as social interactions etc. or with channels such as TV or Audio

It doesn’t award post impression attribution credit

By default the lookback window is only 30 days



Look at other attribution views to try and get alternative 
perspectives on performance

https://www.socialmediaexaminer.com/how-to-choose-right-facebook-attribution-model/



https://neilpatel.com/blog/last-touch-attribution-lies/

What if Google Analytics is all you have?

Dig a little bit deeper. Last touch attribution modelling is a potentially 
misleading lie. But don’t just take my word for it…



Thanks for Watching

linkedin.com/in/chrisdowse/

chris@anicca.co.uk


