Google Ads

Data-driven attribution
methodology

There are two main parts to the methodology of data-driven
attribution in Google Ads:

e Analyzing the available path data to develop conversion rate models
for each of your conversion types

e  Using the conversion rate model predictions as input to an algorithm
that attributes conversion credit to ad events
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Example

In the following high-level illustration, the combination of Ad Exposure #1 (“best tech gifts”),
Ad Exposure #2 (“top rated phones”), and Ad Exposure #3 (“Google Pixel 4”) leads to a 3%
probability of conversion. When Ad Exposure #3 does not occur, the probability drops to 2%,
so we know that Ad Exposure #3 drives +50% conversion probability. We repeat this for each
ad event and use the learned contributions as attribution weights.
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Explore your data-driven model and select it for reporting/bidding

Use the Model Comparison report to compare attribution models and identify optimization
opportunities. Once you've decided you want to switch one or more of your conversion actions to
the data-driven attribution model*, click the tools icon, and select Conversions from the
Measurement section. Then, click the name of the conversion action, and edit its settings to

use the Data-driven model for reporting and bidding in Google Ads.
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