
Sure, digital advertising is highly measurable. You know what people did after they clicked or interacted with your ad, 
but is that the whole story? Did they make a purchase in-store? Can you get a more accurate view of how different 
channels are driving returns on your investments? 

The reality is that a big percentage of purchases are still made offline. Understanding the full picture of an individual’s 
journey across online and offline channels gives advertisers the opportunity to more effectively allocate marketing 
budget to the appropriate places—and engage with consumers in a targeted, more personalized way.

Each industry has its own steps in the funnel: 
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Using top-of-funnel interactions to optimize your digital campaigns can be effective. However, world-class marketers are 
incorporating all the steps in the funnel to optimize their spend on the campaigns driving the most value for their company. 

This is known as Full-Funnel Optimization—a strategic way for marketers to allocate  
resources and digital media budgets toward the tactics that drive effective results.

You advertise to connect with your 
customers online. Then what?

Full-Funnel Optimization
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Attribute all marketing “touchpoints” 
along a conversion path

Added ability to apply cancelled 
or refunded orders, removing the 
data from reporting and analysis

Increase ROI by re-allocating 
budgets to highest value  
channels and campaigns

Seamless connection with 
CRM systems, giving you a 
continuous view into which 
ads are driving sales

How does it work?
All businesses have unique event IDs that they assign to individuals once they perform an action on their website, 
such as booking an appointment or scheduling a demo. As those people complete a transaction in-store, businesses 
are able to upload their transaction data into Marin’s Offline Connect Tool. This triggers a match between that per-
son and the unique event ID that houses his or her information, tying the offline conversion data to the ad clicks that 
drove the “connecting” online event. The result: a merging of offline behavior to online actions, giving you a more 
holistic view of attribution.

Additional details

• You can send follow-up activities at any time, with reporting dashboards updated by the hour

• An extended look-back window of two years for businesses with longer sales cycles

• Advertisers must have Marin Tracker implemented

Easy onboarding and setup. All you need to do is notify your account representative and 
upload a file to your Marin application. We’ll handle the rest!

The benefits of Full-Funnel Optimization


