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Target groupChannel

Message

Timing

The Company 
decides on which 
channel to use

Whenever the Company wants 

Those the Company wants 
to address.
It’s often everybody…

What the Company 
wants to sell

The truth about 
campaigns in 
general(?!) 



Customer enter site

Product
Landing page

Customer goes

directly to landing page

Clicked in email

1a.

– Customer searches for product 
on Google or Clicks on an organic 
post on Facebook

1b. 

Customer searched for product
2.

Customer DW, no 
purchase of product

3.

Sales email no 1,
Push in app 

4a.

External banner 
with product

4b. 

2 days

External banner 
with product

5c. 

Sales email no 2, 
Reminder in App

5a. 

Product Landing page

5b. 
Postal mail
- QR code

Social Media

4c. 

CDP
Customer Data Platform
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EMAIL

miltton.fi

APP

PAID SEARCH

EXTERNAL MEDIA

SOCIAL MEDIA

Frequency Cap

ORGANIC 
SEARCH

Relevance



Target groupChannel

Message

Timing

In the channel the 
Customer is using

Whenever the Customer wants 

The Customers who show 
interest

What the Customer is 
interested in

The truth about 
campaigns in the 
future 



Men varför är 
företagen inte där 
idag?
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BREAK IT - MAKE IT









Anna 

Per

Mathilde

Preben

Kjetil

Hege

Create 
awareness Booking Additional

bookings
Before
departure

Day of 
travel Onboard Arrival At desti-

nation
Going 
home

Back at 
home

Team 1 Team 2 Team 3



Attribution models

First click



Attribution models

Last click

First click



Attribution models

Linear

First click Last click



Attribution models

Time-Decay

First click Last click Linear



Attribution models

Time-DecayFirst click Last click Linear

Data driven



Attribution models

Time-DecayFirst click Last click Linear Data driven



Attribution models

Likelihood of purchase
2 %

3 %

Search

Search Display Email

Email

Likelihood 
of purchase

Increased likelihood 
of purchase by 

50%

Likelihood 
of purchase

Time-DecayFirst click Last click Linear Data driven



BREAK IT - MAKE IT



Sammanfattning



Data driven

BREAK IT - MAKE IT



Frågor….och ev 
svar
Instagram: mattiasandersson

mattias.andersson@miltton.com

073-5113371

https://www.linkedin.com/in/mattiasandersson1/
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