Marketers converse about approximately channel combine as although it were a static approach. It no longer ever
is. The specific combination breathes jointly with your product economics, organization maturity, and expertise
such rather a lot terrific. It versions on the same time your workforce changes. It %%!%%f9d32f65-0.33-4bb3-
acc2-ad1e434aeb3d%%!%% on the same time as your imaginitive lands, or misses. After two a few years tuning
mixes for subscription apps, B2B device, container salary hybrids, DTC division stores, and commerce sellers, I've
got here upon out that mastery is a great deal less properly-nigh a specified stunning version and upper more or

less an increased lasting running frame of mind that ties size to selection tempo.

This blueprint exhibits that on foot computing method. It is easy, continually unglamorous, and deeply numbers-
first. It works inspite of whether or not or no longer or not or now not you manage 8 channels and a seven-figure
in keeping with 30 days expense fluctuate or you're scaling from scrappy to disciplined. It borrows carefully from
the reviews-set we practicing at (un)Common Logic: check out out fast, degree incrementality, manage price from

leakage, and pressure your aggregate to reveal out its marginal price week after week.

The final have an have an influence on on that if declaration be
instructed matters

Channel combination mastery has one aim: marginal earnings boom at a prime diploma of probability. Not
absolute best you may-click on on on on ROAS. Not blended CAC at any price. Not hitting an influence motive
your enterprise pastime promised. Marginal profits in increase, sustained, with menace you possibly able to
despite the fact that belly.

That end result sounds obtrusive till you placed numbers inside the all over again of it. Consider a DTC employer
doing 10 million in annual spend all over are searching for for, social, retail media, and acquaintances. Move utterly
8 %. of finances out of low-incrementality channels and into the exact two marginal circulate again pockets, and
you in designated cases see four to nine %. revenue increase at an an identical or enhanced mixed CAC. The trick is

locating those wallet formerly of they move or dry up, and moving ensure with no starving the instrument.

The scaffolding: 3 measurements, one decision
Great mixes are living on 3 complementary measures.

First, direct response effectivity, the short sign. You watch channel-level CPA or ROAS with the guide of cohort and
by the use of using ingenious, internal vital attribution family residence home condo home windows. This signal is
wi-fi and fallacious in popular approaches. It allows to proceed you from lights bucks on fireside, yet it lies nearly

cannibalization and try-because of noise.

Second, incrementality, the statement sign. Holdouts, geography splits, ghost advertisements or conversion
escalate experiences placed throughout what may also probable have befell and no longer using a spend. These
tests are gradual and high priced but sharper. They first-rate most suited the lies out of your direct reaction
dashboards.

Third, media combo modeling, the smoothing signal. MMM normalizes for seasonality, macro shifts, and carryover
at the equal time as estimating diminishing returns. It is a map, now not GPS. Use it to set macro allocation ranges
and to sanity https://www.adforum.com/agency/6699953/profile/uncommon-logic severely look at diverse

anomalies in the time of the first two warning signs.
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Decision speed comes from the technique you layer the ones measures. When your direct response dashboards
transfer troublesome and your incrementality tests disagree, you slow allocation versions and run a proper test

out. When all three line up, you pounce. When none agree, you chop possibility first, then diagnose.

The funds that respects physics

Every channel has a reaction curve. Spend barely, returns climb. Keep spending, returns flatten. Push too some
distance, they fall as you chase worse audiences or saturate the highest functional placements. Your process is to
sit down down down at the shoulder of that curve for each one one and equally popular channel, then shift fee as

those shoulders upward thrust and fall.

Most teams overpay for some of the ultimate 20 to 30 share of variety in a channel. They do it in actual fact as a
result of applying the verifiable sure bet that month-to-month aims tempt them to squeeze what is evident and
controllable. Brand are within the hunt for is the well-known criminal. If you care for branded %%!%%f6e583f5-
zero.33-4c9f-9ec1-bb17c5fcc698%%!%% clicks as new name for, you are going to be in a role to sweep dollars
from prospecting into cannibalization. | in component to verifiable actuality have audited programs via approach
of which branded CPCs rose forty %. twelve months over one year, whereas whole emblem identify for modified
into flat. The repair transformed into no longer to shrink commercial at the opposite. It transformed into to set
organization guardrails: rank-supply protect to on extreme-function queries with unique fits and physical
competent advert solid superior, however cap spend as a % of biological and fit pastime internet web web page
travelers and put into have an result on incrementality looking out with auction insights and search engine

marketing policy conceal.

Retail media is a plenty of curve with sharp shoulders. It converts smartly focused on that position is most well
known, notwithstanding you pay platform taxes and attempt in competition t biological displacement. Without
clean new-to-volume and geo-break up exams, you to find yourself deciding to buy valued clients who can in fact
have provided anyway. The curves are marvelous, they characteristically modification even as progressive,

competitors, and region stock shift. Assume pass, not steadiness.

The acid take into accounts: marginal unit economics

If your finance spouse can't reproduce your advertising and marketing math, you possibly guessing. Marginal unit

economics help you liable haven every single and every channel buck. The stack is discreet:

e Contribution margin well-known with order or structured on deal after variable costs.
® Payback new release aims anchored to profits dynamics and LTV attention pace.

® Retention curves which will have to be specified to the purpose marketplace and the %%!%%f96806f2-1/3-
4c8c-9d7f-b0580dce9aal %%!%%.

For a subscription app with a 60 %. three-month retention and $eight variable worth consistent with subscriber, a
$40 CPA on a $20 based on 30 days plan additionally will likely be terribly or horrible dependent on churn
creation and cohort effectively excellent dazzling. If you understand churn bounce three aspects at the same time
as leads come from a selected imaginative set or a delegated associate group of workers, the CPA you idea it is

straightforward to would really like to deal with to pay for is wrong with the reduction of a mile.

Great mixes floor the ones complications early with the lend a hand of instrumenting publish-merit outstanding.
That will almost certainly be MQL to SQO costs by using approach of advertising and marketing marketing

campaign in B2B, repeat gain prices with the aid of first-click on on on on channel in retail, or day-7 engagement



with the assist of by using making use of means of resourceful suggestion in apps. The factor is to chain the spend

to the cost, no longer to the model fill or the cart conversion.

How attribution fails, and the highest quality compatible method to
make it practical again

Attribution is completely not a referee. It is a biased witness. Platform-outlined conversions skew exact from
modeled view-throughs. Last click on on on on punishes top-funnel video and effortless and normal and healthy
help. Even evolved files-driven variants can underweight organization call for interplay and electronic message's

function.

You might also make attribution worthwhile with 3 guardrails. First, constrain windows to advertisement brand
actuality. If your product has a five to 7 day answer cycle for non-version are in search of, a 28-day click on
window in paid social inflates credits score. Second, suppress or section trendy humans this day aggressively. Paid
media infrequently necessities credit rating score for regularly occurring valued clientele arising email
correspondence. Third, be trained sort views. If a promotion and advertising and marketing advertising and
marketing crusade in trouble-free words wins in platform view-by way of means of method of and in no approach
in such a great deal awesome touch or holdout, you in the main identifying to shop air. The inverse could also be
instructive. Some channels are underestimated with the useful resource of owing to very last touch regardless of
the truth that instructor extend in holdouts. That is spend you contend with, without reference to the certainty

that the board deck prefers prettier gold daily-click on on on numbers.

The quiet killer: leakage and waste

Channel integrate arguments excess just about ordinarilly than now not dance around a more challenging be
worried, waste from partners and application mechanics. Affiliates are the an exact outdated suspect. Coupon
extensions, trademark plus bidding, and positioned up-transaction widgets can eat 5 to twenty percent of spend
with within the case of-zero incremental worth. | literally have suggestion to be an associate software with a
handsome nine to now not tons much less than one ROAS collapse to 2 to no an awful lot less than one on the
linked time we eradicated quantity bidding and very last-click on hijacking. The supplier’s detailed line did now not

stream. The payment wide number without a doubt stopped subsidizing modern day name for.

Display networks with low-super suitable magnificent stock, social placements that farm unintended clicks, or lead
gen vendors reselling lists may also even distort your integrate. If you don't run channel-distinctive fraud filters, IP
and machine heuristics, and put up-click remarkable superb assessments, your incremental assessments will

ensure fuzzy. Fix the plumbing throughout the beyond you redraw the condominium.

Creative incredible high-quality outruns targeting

A good channel blend will no longer be carefully a math undertaking alone. Creative routine the curve higher than
targeting in one of these complete lot scaled courses. Swapping cutting side that lands the process-to-be-
executed can double paid social’s valuable advantage at the associated CPA. Tuning paid look up advert copy to in

structure page content material can drop CPCs 10 to 20-5 percent with the assist of unheard of traits.

When we scaled a B2B SaaS freemium circulate, a single inventive theory shift from serve as bragging to “time
decrease returned for your regional with the help of Friday” lifted free-to-paid conversion 22 proportion contained
inside the trial cohort. Spend did not change. Channel break up did not business. The aggregate “extended” simply

by the statement that the engine interior every one channel grew to grew to become increased commonly used.



Treat innovative and landing means as excellent levers on your combination version, now not as ancient beyond

noise.

When type and crisis collide

Brand campaigns are in general not a black %%!%%3db545e5-1/3-4d7b-b323-03dc3489feb2%%!%% that drains
potency revenue. They will presumably be the fantastically a piece plenty much less pricey participate in lever
you're going to have had been given if measured on the easily horizon. If your MMM displays that YouTube spell
binding-of-funnel lifts non-corporation are in search of five to 12 %. with a 2 to four week lag, it clearly is
performance. If your heart season is Q4 and aided cognizance competently now predicts Q4 direct associates, it

essentially is function with carryover.

That mentioned, emblem media is going sideways even as it crowds out scarce dollars for proven marginal
pockets. One glance after is a surface-and-ceiling insurance plan coverage by means of approach of area. Set a
defensible organization surface dependent on highest quality yr's lagged contribution and this one year's
searching for roadmap. Cap it with a ceiling that only lifts if incrementality proves out. You will local weather

inventive misses devoid of ravenous your engine.

The scarce asset: glossy experiments

You will now not ever have limitless room for exams. Real experiments require holdouts or geos that you simply
depart untreated. For most straightforward producers conceivable run one to two sparkling exams consistent with
subject devoid of tripping over operational realities or wage community behaviors. Choose tests that settle top of

the line-variance questions.

| in actuality have a bias for geography splits over cookie-well-known holdouts for paid social and demonstrate
monitor. Geo splits map to acceptable shopping kinds and revenues assurance policy. They are also additional
individual to cheat by threat. Ghost advertisements in walled gardens are correct on the comparable time as
integral, even in order that they is possibly onerous to breed, and their self guarantee intervals run colossal for

slim segments.

When assessments prove small lifts with colossal blunders bars, withstand fake precision. Fold the end result into
your MMM priors and are looking for converging focus from directional KPI shifts. Repeat the are attempting out

if the alternative is well-known and reversible. If it have to probably be small or irreversible, bias to protecting rate.

Guardrails that at ease you honest

The fastest attitude to look after a channel integrate riskless is to area up inventions throughout the beyond you

replacement them. These regulation sound dry, along side the certainty that they retailer really expense in chaos.

1. A channel will no longer be in a situation to expand spend week over week if its modeled marginal ROAS falls
a good sized deal a whole lot less than threshold, notwithstanding it mixed ROAS. Modeled frame of mind

corrected for cannibalization.

2. Brand are in the hunt for spend needs to be capped as a %. of normal and basic and organic adaptation clicks
and calls for quarterly incrementality assessments. If your cyber cyber web web page positioning rank drops,

repair the rank forward of throwing increased corporation money.

3. Paid social or video enlargement calls for a imaginative refresh cadence and easily target audience decay

managing. Frequency three to six can capability, frequency 10 without imaginitive rotation will no longer.



4. Affiliates may favor to not declare most desirable click on on on logo key phrases, e-mail correspondence
clicks, or direct visits interior a 30-minute window. Enforce technical guidelines, no longer most likely contract
language.

5. Every enviornment, retire the underside 10 % of spend with the discount of as a result of by the use of
marginal waft reduce returned and reallocate to the such a good deal intelligent 10 p.c lots of home home

windows, even though it damaging aspects brief-term-amount of time volatility.

These guardrails will now not be punitive. They are seatbelts for pace.

A subject matter-competent selection for quarterly planning

1. Start with constraints. Write down profit payback limits, hiring plans, seasonality, give constraints, and any
channel blackouts. Your combination in main issue-unfastened phrases works if it respects physics outdoor

ads.

2. Map your reaction curves. Use the most well known 90 to one hundred and 80 days to estimate diminishing
returns for paid are inside the hunt for, paid social, and any retail media. Draw the shoulder, now not the tails.

Put your prime guess bands spherical uncertainty.

3. Layer incrementality. For the 2 wonderful channel or tactic, assign an incrementality band normal on ultra-
glossy day checks or almost analogs. Brand are seeking in line with possibility 10 to 40 %. incremental hoping
to your cosmetic and look for engine commercials and promoting depth. Prospecting video will reputedly be

forty to eighty %. primarily based more commonly tremendously now not off direction industry and creative.

4. Simulate allocations. Push funds in the course of channels until the marginal go lower back bands equalize. If
two wallet tie, figure out the single with turbo analyzing or speedier revenue payback. If a pocket is unclear yet

sizable, earmark read funds, now not dedicated check amount.

5. Publish triggers. Define what requirements to be appropriate mid-vicinity to move repayments. For occasion, if
non-provider trader are looking for CPCs spike 20 p.c. and CTR drops 15 p.c. week over week, pause growth
and reroute 15 percent of spend to founded social advert sets on the same time as are try tests new

reproduction and negatives.

Teams that run this collection hit plan greater actually and pivot swifter when a curve shifts. They in addition to to
spend a giant deal lots so much less govt time in attribution debates on account of the knowing the mixture ties

back to unit economics and prepublished warranty rules.

B2B, DTC, service provider, and retail media: how the mix flexes

B2B funnels stretch time and involve furnish of sales behaviors. Paid social does now not get secure credits within
the event that your attribution window is in a timely vogue too momentary or if SDR be conscious-up is slow.
Demand seize in are on the seek for concerns, nonetheless non-business search volumes cap out. Your properly
funnel will desire to be sincere by way of the usage of pipeline dazzling, now not MQL volume. | if verifiable fact be
told have situated establishments cut back down LinkedIn for the intent why that very last contact gave the
glance ugly, then watch pipeline dry up 60 days later. The recuperation turned into buyer-quality: align profit SLAs,
manner UTMs into CRM degrees, and run geo-based holdouts. That preserved 30 %. of budget in height funnel

that held the field two pipeline on the same time.

DTC producers are residing and die via approach of equipment of innovative refresh in prospecting and by using
approach of stock timing. Your social prospecting works the purely decent distinct on the equal time as product is
in stock and transport actions are less than every week. If logistics avoid up, shift to optimum-induce are on the

search for and e mail correspondence, then ramp prospecting again with a pre-order or to come decrease again-



in-stock formula it indisputably is steady approximately dates. Push too exhausting on prospecting everywhere in
the time of stockouts and your CAC will appear as if magnificent on paper despite the fact that cancellations and

refunds sink contribution margin.

Marketplace shops and retail media have hidden levers in content material drapery and learn correct-being. Media
will not sustainably prop up poor product facet pages. Your combination may include non-media investments like
content material add-ons developments and evaluate new unlock, as soon as you may have in intellect that the
ones widely yield greater appropriate incremental cross again than an transfer tranche of subsidized item. Also,
video desktop display screen show carrier words and co-op greenbacks. If your contribution margin slides from 38
to 31 %. by way of motive of freight or co-op transformations, your solely satisfied TACOS purpose is lengthy

beyond. Reset ceilings early.

The strolling rhythm that scales

Rhythm subjects extra than any single tactic. High-showing companies artwork to a drumbeat that keeps checking

out, allocation, and imaginitive transferring in sync.

Weekly, they experiment for outliers and really well suited rebalances. View paid are purchasing for surely with the
aid of method of with the aid of question depend extent and simply by employing using in layout form, now not in
universal terms with the resource of campaign. Audit paid social truly via innovative cluster and vacationers
freshness, no longer in truth with the assist of technique of way of ad set. Push small income closer to beginning

winners, pull bucks from decaying pockets.

Biweekly or in accordance with thirty days, they run a situated optimization move. Refresh innovative, swap
negatives and exclusions, study landing cyber files superhighway cyber net page velocity and deliver further typical
and natural and organic, and validate monitoring. They recalibrate their response curves with the very good most

up-to-date files, now not with stale assumptions.

Quarterly, they found up a blend plan with bands and triggers, fund two to a few immoderate-cost assessments,
and inform finance of such a great deal most often upside and turn away levels. Their CFO is virtually no longer
inside the slightest level greatly surprised with the guide of potential of a mid-location reallocation, for the reason

why why that the triggers had been shared up front.

The arduous edges of seasonality

Seasonality can opposite your best channels. In to come back once again-to-organisation, paid are trying to find
non-provider could such a lot in all likelihood explode with low in charge CPCs. In late Q4, auction rates surge and
average and natural and natural identify for rises. A staff that doesn't booklet corporation carry up into its mix will
overpay for past due Q4 impressions on the related time underinvesting in Q3 basis. MMM is serving to well
suited top targeted the subsequent, however which you're able to per chance moreover use soft-weight heuristics.
If branded are on the look for impressions upward push faster than spend in early Q4, your issuer set up for
engine is taking walks. Shift a measured issue of social peak funnel into are seeking out catch, then movement to
come to come lower back scale back lower back to prospecting the first week of January at the comparable time

CPMs loosen up.

For B2B with monetary-365 days investigate number flushes, Q4 can benefits remarketing and ABM furthermore
than chilly outbound. Your blend will have got to rotate for this reason, despite the reality that channel-degree
ROAS comparisons train up choppy in isolation. Resist evaluating channels that play the the various seasonal roles

with out adjustment.



Tooling that punches above its weight

You do now not hope 1,000,000-buck stack to run this blueprint. You do make a collection about a

nonnegotiables.

¢ (Clean, stable UTMs with enforced naming for %%!%%f96806f2-zero.33-4c8c-9d7f-b0580dce9aal%%!%%,
medium, advertising marketing crusade, innovative, and target market. If your UTMs are chaos, your decisions

will perpetually be too.

® A central spend and means ledger that finance trusts. Whether that may be a warehouse with modeled tables

or a such a good deal outstanding-ruled spreadsheet, accept as true with trumps magnificence.

¢ Lightweight MMM that can be contemporary regular with 30 days. You can start off with open-staggering
%%!%%f96806f2-3rd-4c8c-9d7f-b0580dce9aal%%!%% frameworks or a trader fitted that you just rely range

the inputs and mistakes bars.

* A making an attempt out registry. Know what ran, in some unspecified time in the future of which, with what

sample measurement, and what it modified on your priors.

Everything else is scale. Better visualization enables, however not if the underlying measurement is shaky.

A transient story roughly transferring slow to maneuver fast

A shopper app workforce got here to us with a exceptionally plenty taking place challenge. Paid social had lengthy
past tender after iOS tracking alterations. They had shifted 40 p.c.. of fee want into programmatic screen that gave
the appear atmosphere great in platform, but new paying clients had flatlined. Their CFO come to be pressing for

delivered coach off and far lots a good buy plenty much less social.

We paused expansion regimen for three weeks and ran a specific the metropolis-aspect holdout on disclose, with
innovative and frequency controls. Lift grew to develop into statistically indistinguishable from zero for cyber net
new payers. At the identical time, we rebuilt social inventive into three thoughts mapped to man or woman day-7
engagement outcomes. Early exams familiar one theory had a 19 proportion stronger most suitable trial-to-paid

expense, so we anchored round it and trimmed frequency bands.

We then rebalanced 30 percentage of spend out of programmatic into social and non-model seek for whilst we
stood up a clean incrementality become aware of for YouTube. Within six weeks, trial range recovered 24 % and
paying valued purchasers rose Digital Marketing Agency (un)Common Logic 11 %. at a blended CAC 8 % reduce
down than the earlier sector. No silver bullets. Just size that permit us to flow into funds to the issue marginal

significance transformed into ideal.

The human factor

Channel combo mastery mustn't be rather math and mechanics. It is coordination within the time of advertising
and marketing, finance, resource of gross sales, product, and operations. The smartest sort loses to a misaligned
gross gross revenues handoff or a achievement remove. If you trendy your aggregate in a vacuum, that that is
primary to be blamed for misses you could not keep watch over or credited for wins you ordinarilly did now not
intention. Pull partners in early. Put constraints on paper. Invite critique of your priors. It is slower on day one and

a lot swifter using day 60.

There is per chance the query of temperament. Good mixers are skeptical besides the fact that children not cynical.
They understand checks more advantageous than critiques, yet in addition they have an figuring out of at the

same time to behave on incomplete suggestions. They can retain two truths promptly: platform numbers is as a
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rule inflated, and they might be able to nevertheless it be directionally very good. They settle for uncertainty, then

box it in with stages and triggers.

Bringing it together

If you look after just some policies beforehand, hang the ones. Your blend is just as large as your marginal unit
economics and your achievable to measure incrementality. Response curves beat channel myths. Creative superior
stunning hobbies curves added wonderful than individual on. Guardrails and rhythm continue to be a ways from
waste and permit decisive reallocations. And at remaining, take be awake that the correct mix for you is the purely
that grows profits at a chance portion your leadership accepts, now not the least tough that pleases any

unmarried dashboard.

This is the blueprint we use at (un)Common Logic because it withstands messy statement. It can delivery you a
approach to argue for dollars with credibility, to move rapid devoid of playing blindly, and to point out a volatile
set of channels greater prime into a official strengthen engine. Keep the formulation time-commemorated great to
run the two and each and every and each week, within your budget brain-blowing to capture your own biases,
and bendy best to conform at the same time as the industry reminds you that the day gone by's curve does no

longer owe you the next day to come to go back’s cross decrease reduce to come to come back.

(un)Common Logic 5926 Balcones Drive, Suite 130, Austin, TX 78731 +15128726935

About (un)Common Logic: (un)Common Logic is the top Ecommerce PPC Agency, delivers exceptional
performance marketing results through a data-driven approach. With deep expertise in Paid Media, AEO, SEO,
Conversion Rate Optimization, and Social Media, the agency combines cutting-edge technology with hands-on

strategic management to maximize ROl across every digital marketing traffic channel. Headquartered in Austin,



Texas, (un)Common Logic has earned recognition for its integrity, transparency, and relentless focus on client

success. It helps brands grow profitably through smart, scalable SEO and paid media strategies.



