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You’ve decided to do 
it yourself (DIY) 
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The seeds grow into a realization that when you 
tailor your analysis	to	your	specific	business	needs	
and marketing strategies, you can ensure a more 
accurate and insightful understanding of customer 
behavior. By considering the unique interactions 
within your B2B buyer journey, you gain a deeper 
understanding of which touchpoints hold the most 
influence	in	driving	conversions	and	optimize	your	
marketing	efforts	accordingly.

Each	interaction,	from	that	first	website	visit	to	a	
webinar registration to a phone call with sales, is a 
potential data point for your timeline. 

BY HONING IN ON KEY TOUCHPOINTS AND 
ANALYZING THEIR SEQUENCE AND IMPACT, 
A CUSTOMIZED ATTRIBUTION MODEL CAN 
QUANTIFY THEIR CONTRIBUTION TO THE FINAL 
SALE. Customization empowers you to:

 » See the true ROI of individual campaigns and 
channels: No more guesswork! Understand 
what’s driving conversions and optimize your 
budget allocation accordingly.

 » Amplify Results:	Ditch	ineffective	
communication and empower your sales and 
marketing teams with a shared data story and 
language, boosting lead quality and maximizing 
growth opportunities.

 » Identify hidden influences: Uncover the subtle 
interactions that nudge buyers along their 
journey, allowing you to tailor your marketing 
efforts	for	maximum	impact.

 » Make data-driven decisions, not gut calls: 
Move beyond intuition and rely on hard data to 
inform your marketing strategies.

WANT TO UNLOCK THE POWER OF TIMELINES 
AND TAKE YOUR MARKETING ATTRIBUTION 
TO THE NEXT LEVEL? We’ll walk you through 
every step, from choosing the right model to 
implementation and troubleshooting. 

You’ve decided to unlock the power of data-
driven marketing with a Do it Yourself  (aka DIY) 
attribution solution. Whether you’re a marketing 
operations whiz, a revenue operations pro, a 
data-master charged with building an attribution 
model, or a decision-maker looking to improve your 
marketing ROI and gain deeper customer insights 
this guide is your roadmap to success.

WHAT IS MARKETING 
ATTRIBUTION? 

It’s	a	magnifying	glass	for	your	marketing	efforts.	
By tracking every touchpoint across your customer 
journeys,	you	can	finally	understand	which	
channels, campaigns, and content are truly driving 
conversions. Attribution gives you the data to 
make informed decisions and score high with your 
marketing ROI. 

TIMELINES ARE THE CRUX OF MARKETING 
ATTRIBUTION. B2B buying cycles are complex. 
When	you	flatten	your	cycles	into	a	clear,	sequential	
timeline, you establish a shared story. Attribution 
models	mathematically	assess	the	relative	influence	
of each touchpoint on the represented customer 
journey,	from	initial	awareness	to	final	conversion,	
and unlock actionable inferences. 

A DIY ATTRIBUTION MODEL GRANTS YOU THE 
ULTIMATE FLEXIBILITY TO CUSTOMIZE WHICH 
TOUCHPOINTS ARE INCLUDED WITHIN YOUR 
TIMELINE. Many self-builds start as an attempt 
to answer a collection of questions about which 
campaigns and programs are working, and which 
aren’t. The answers are enlightening enough that 
they form the seed of a model that grows over time 
as the self-build attempts to handle more data to 
answer more questions. 
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Level up your game:  
When built-in models  
aren’t cutting it
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4. INTERNAL SILO  
Your marketing and sales teams are operating  
in separate universes and your teams are  
strained by misaligned goals and fragmented 
data. The result? Attribution blind spots 
hinder lead nurturing and leave you - and your 
colleagues	-	wondering	if	your	efforts	truly	 
enrich pipeline growth.

5. OUTDATED MODELS & HIDDEN INFLUENCES  
Clinging to simplistic single-touch attribution 
ignores the intricate B2B customer journey. 
You feel like you’re missing valuable insights, 
misattributing credit, and remaining blind to the 
subtle touchpoints that nudge buyers toward 
conversion. Think about a customer reading your 
blog post before attending a webinar, and then 
downloading a white paper before scheduling 
a demo. Single-touch attribution gives all the 
credit to the demo, rendering the rest of the 
journey	-	and	your	efforts	-	invisible.

1. MARKETING IN THE DARK  
Your	marketing	efforts	are	opaque	because	
you’re struggling to track the return on 
investment (ROI) of individual channels. A lack  
of	clarity	makes	it	difficult	to	optimize	budgets	
and demonstrate the true value of marketing  
to stakeholders.

2. BUDGET BATTLES  
Remember	that	nagging	email	from	finance	
requesting	justification	for	your	latest	campaign?	
Without clear attribution data, justifying 
marketing spend can become a battle. Internal 
teams,	especially	finance,	may	become	skeptical	
of	campaign	effectiveness.		When	you	have	
difficulty	demonstrating	marketing’s	impact	
on	revenue,	finance	is	reluctant	to	approve	
budgeting for new initiatives.

3. CONTENT IMPACT ENIGMA  
Your campaign managers are unsure if their 
content hits the mark. Without knowing how 
content impacts revenue and the pipeline, 
assessing its true value becomes impossible. 
Similarly, you lack the data to identify winning 
and losing strategies, hindering your ability to 
refine	campaigns	and	maximize	ROI.

Many	CRMs	and	ABM	platforms	offer	rudimentary,	built-in	attribution	capabilities.	It’s	not	unusual	for	
many	organizations	to	begin	with	the	first	and	last-touch	attribution	modeling	capabilities	they	provide.		
The B2B marketing attribution journey is an ongoing quest for deeper insights and optimized strategies, 
and	even	the	most	rudimentary	built-in	model	is	a	great	first	step	on	that	journey.	Like	any	successful	
initiative, there may come a time when your current approach no longer serves your evolving needs. Is 
it time for you to entertain a more sophisticated approach? First, we’ll help you identify signs that your 
current built-in attribution approach is holding you back. 

FIVE RED FLAGS OF STAGNATION
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REFINE CAMPAIGNS WITH LASER FOCUS  
When you can identify your winning and losing 
strategies with laser-sharp precision, you can 
optimize your campaigns based on data, not 
speculation, and watch your ROI soar. 

BUILD A FOUNDATION FOR CONTINUOUS 
GROWTH  
DIY	attribution	isn’t	a	one-time	fix;	it’s	an	ongoing 
journey of data-driven discovery. As your 
organization matures and evolves, a solid DIY 
attribution foundation allows you to follow and 
deepen your understanding of your customers and 
their	journeys	and	continuously	refine	and	optimize	
your	efforts	for	long-term	success.

Remember, DIY attribution is about taking charge 
and unlocking the full potential of your B2B 
marketing to sharpen your strategies. You know 
growth can trigger new challenges, and we have 
the upgrades to make sure your attribution game 
matches your play. 

Now that you know when and why you might 
be ready to go DIY, move on to Chapters III and 
IV	to	see	how	to	set	yourself	up	for	successful	
customization.  

SEEING RED? TAKE CONTROL OF 
YOUR ATTRIBUTION GAME

Cheers!	Spotting	these	red	flags	shows	your	
organization is scoring on a higher level. As your 
organization scales, the complexities of your 
marketing	efforts	increase,	and	a	one-size-fits-
all approach to attribution may no longer serve 
you. Taking control of your attribution with a DIY 
strategy	will	allow	you	to	tailor	it	to	your	specific	
needs and mine valuable data to: 

TACKLE HIGHER LEVEL C-SUITE QUESTIONS 
Imagine presenting clear, data-backed insights to 
the C-suite, proving the impact of your marketing 
and securing their trust. When you can pinpoint 
what’s truly driving results, you can ditch the - 
queasy - gut feeling and allocate your resources 
with confidence. 

OWN YOUR CUSTOMER JOURNEY 
Gain control over your marketing data and unlock 
deeper real-time insights into your customers 
and their journeys. See how individual touchpoints 
influence	their	decisions,	allowing	you	to	
personalize your approach and nurture leads more 
effectively.	It’s	like	having	a	real-time map of your 
customer journey,	guiding	your	marketing	efforts	
with precision.

BREAK DOWN SILOS, BUILD BRIDGES  
It’s possible for marketing and sales to be a united 
force with data-driven insights. Eliminate the 
communication gap between your teams by sharing 
a common data language. You’ll understand what 
resonates with your customers and collaborate 
seamlessly to nurture leads and close deals. 
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Unlock your  
DIY strategy
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3. SET YOUR MISSION OBJECTIVES

A clear mission objective is crucial for any 
successful quest. Translate each team’s desired 
outcomes into measurable objectives for your 
DIY attribution strategy to track your progress, 
such as: 

 » MAXIMIZING MARKETING ROI: Quantify 
the impact of marketing campaigns on 
revenue and optimize budget allocation for 
greater	efficiency.

 » OPTIMIZE CAMPAIGN PERFORMANCE: 
Identify which channels and tactics are 
driving	the	most	conversions	and	refine	
campaigns for maximum impact.

 » ALIGN MARKETING AND SALES: Foster 
a data-driven collaboration between 
marketing and sales by providing shared 
insights into the customer journey.

 » UNVEIL THE CUSTOMER’S JOURNEY: 
Gain	deeper	insights	into	how	different	
touchpoints	influence	buyer	behavior,	
enabling you to personalize the customer 
experience and forge stronger connections.

By setting clear and measurable goals, you 
ensure your DIY attribution strategy has a 
defined	purpose	and	direction.

1. THE POWER OF “WHY” 
We need attribution! When you hear this cry, 
start by asking, “Why?” This critical question 
helps	you	understand	the	specific	needs	and	
challenges driving the desire for attribution. 
Here are some key questions to ask:

 » What specific questions do we want 
attribution to solve?

 » How will this information empower us to 
improve	our	marketing	and	sales	efforts?

 » What are the current challenges and 
blindspots we see in understanding the 
customer journey?

 » What are the potential risks and limitations 
of implementing attribution?

By digging into the “why” and engaging in 
open communication, you ensure that your DIY 
attribution strategy caters to your organization’s 
core needs and avoids common pitfalls, setting 
you on a path to success.

2. IDENTIFY YOUR TEAM 
MEMBERS AND THEIR DATA 
NEEDS

 » MARKETING: Campaign managers, 
analysts, and marketing leaders seeking 
intel on campaign performance to optimize 
their strategies.

 » SALES: Sales reps and leadership craving 
insights into which marketing channels 
yield qualified leads and how their efforts 
align with the customer journey.

 » THE C-SUITE: Executives seeking to assess 
marketing investments and their impact on 
revenue and growth.

Before you can wield the power of data insights, you need to outline your goals and identify the 
crucial tools you need to collect. Let’s take four steps to prepare for your data-driven adventure:
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4. FORM YOUR ALLIANCE

Securing allies and support is crucial for success. Here’s how to create a united 
front within your organization:

 » Educate	your	marketing,	sales,	and	C-suite	allies	about	the	benefits	and	
limitations of DIY attribution to ascertain everyone understands the power 
and potential challenges.

 » Define	clear	roles	and	responsibilities	for	data	collection,	analysis,	
and reporting. Assign each team member their specialized tasks and 
responsibilities.

 » Establish a communication plan to share relevant updates and foster 
collaboration. Maintain open communication channels so everyone stays 
informed and aligned throughout the process.

By taking the time to build a strong collaboration and set clear expectations, 
you	create	a	unified	foundation	for	building	and	implementing	your	DIY	
attribution	strategy.	Your	alliance-building	efforts	will	unlock	a	synergy	
of cross-functional investments and expertise. This powerful combination 
maximizes your chances of achieving data-driven marketing mastery.
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Gear up
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 » BUILD YOUR DATA CAPACITY: As your 
attribution	efforts	evolve	and	your	data	
volume grows - including data from third 
parties - a data warehouse can be a pivotal 
asset. It centralizes data from various sources 
to track customer interactions across all 
channels	and	establish	a	unified	timeline	
of their journey. It also standardizes how 
data	is	captured	and	stored	across	different	
platforms for more accurate analysis. 

2. DELVE INTO THE ARCHIVES 
 
Building a robust attribution model requires 
thorough research. Embark on a journey into 
your past marketing data and analyze historical 
performance to identify key touchpoints that 
consistently	influence	conversions.	This	data	
becomes the foundation for understanding how 
various interactions guide your customers toward 
scoring a conversion. 

3. CONNECT THE DOTS FOR YOUR 
ATTRIBUTION TIMELINE 
 
Attribution models rely on a clear understanding 
of customer journeys across various touchpoints. 
Here’s how to establish your attribution timeline:

INTEGRATE YOUR MARKETING ECOSYSTEM 
Connect your CRM, website analytics platform, 
email marketing software, and any other relevant 
marketing tools. When you can track customer 
interactions across all channels, you can establish 
a	unified	timeline	of	their	journey.

1. KNOW YOUR DATA LANDSCAPE  
 
The foundation of a robust DIY attribution 
model lies in your data. Before embarking 
on your journey, gain a comprehensive 
understanding of your existing data landscape. 
Here’s what you need to consider:

GET A LAY OF THE LAND 
Take inventory of your marketing tools and 
platforms, evaluating their data collection 
capabilities for attribution modeling, including 
customer interactions across channels, website 
behavior, and lead activity.

ASSESS YOUR DATA’S FITNESS 
The accuracy, completeness, and consistency 
of your data are paramount. Inaccurate data 
leads to misleading results. Assess your 
current data and explore data hygiene 
practices to ensure its integrity.

CHART YOUR COURSE FOR GROWTH 
Consider the need to extend your data 
infrastructure sources and capabilities to meet 
your growing needs. 

 » INTEGRATE EXTERNAL SIGNALS:  
Leverage third-party demographics  
and behavioral data to enrich your 
understanding of your target audience and 
customer journey. For seamless integration, 
ensure your data infrastructure has the 
capacity to handle increased data  
from additional sources. 

You’ve assembled your team and charted your course. Now it’s time to take inventory and acquire the 
essential gear to customize an attribution engine that will help you conquer the marketing landscape. 
You’ll	need	to	evaluate	your	data	sources,	dig	into	your	historical	data,	define	touchpoint	values,	and	
choose	an	attribution	model.	Here’s	your	five-step	guide	to	building	a	strategic	toolbox:
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DATA SOURCE SIGNIFICANCE   
The origin of your data plays a crucial role. 
First-party data, collected directly through your 
own channels, often holds more weight than 
insights gleaned from third-party sources.  This 
is because first-party data provides a more 
accurate picture	of	your	specific	audience	and	
their interactions with your brand.

Remember, you’re not going for a one-size-
fits-all	approach.	Experiment	with	different	
weighting strategies and analyze their impact  
on	your	model’s	effectiveness	to	optimize	 
your insights.

5. EQUIP YOUR MISSION 

The B2B sales cycle often involves extended 
timelines and intricate buyer groups. To 
navigate these complexities, it’s crucial to 
simplify your customer journey into a clear 
timeline for effective attribution. The timeline 
is the crux of attribution because it becomes 
the foundation of your attribution model, where 
different	models	assess	the	relative	influence	of	
each touchpoint.

If a DIY attribution model is in your future, 
equip yourself with a data modeling tool or 
platform that enables customization. Starting 
with an agile platform allows you to focus on the 
touchpoints most relevant to your organization 
and	build	a	model	that	accurately	reflects	the	
unique landscape of your B2B journey.

Different attribution models offer various 
approaches to crediting conversions, 
each with its strengths and weaknesses. 
Understanding these models will help you 
choose the one that best aligns with your 
specific	needs	and	data	availability.	

STANDARDIZE DATA FORMATS  
Ensure consistency in how data is captured 
and	stored	across	your	different	platforms.	
It’s essential to maintain data consistency 
to streamline the integration process and 
facilitate accurate attribution analysis.

IDENTIFY KEY TOUCHPOINTS 
Map out the key touchpoints in your B2B 
customer journey. It will help you determine 
the data points you need to capture and 
integrate into your attribution model. 
Remember, learning which touchpoints to 
prioritize is an iterative process that will 
change with your needs. 

4. DEFINE TOUCHPOINT VALUE

Imagine your touchpoints as valuable loot 
collected throughout your B2B customer 
journey. Now, it’s time to assign strategic 
weight to each one based on their contribution 
to your goals. 

Consider factors like:

UNDERSTANDING  
THE CUSTOMER JOURNEY 
The path a customer takes from initial 
awareness	to	final	decision	(and	beyond)	is	
the customer journey.  Touchpoints, those 
interactions customers have with your brand, 
play a crucial role at each stage. Assigning 
appropriate weightage to these touchpoints 
based on their influence is key to accurate 
attribution.

SIGNAL STRENGTH MATTERS 
Not all interactions are created equal. Stronger 
signals, like a request for a demo or deep 
website exploration, likely hold more sway 
in the customer’s decision-making process 
compared to a simple social media “like.” 
Prioritize these stronger signals when 
assigning value to touchpoints.
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WEAKNESSES

 » Ignores	the	influence	of	later	touchpoints	that	
may have played a crucial role in nurturing 
leads and driving conversions.

 » Does not provide a complete picture 
of the customer journey, potentially 
underestimating the value of channels that 
engage leads further down the funnel.

TIME DECAY ATTRIBUTION 
Distributes credit based on proximity  
to conversion. 

STRENGTHS

 » Attempts	to	balance	the	influence	of	
earlier and later touchpoints by assigning 
more weight to interactions closer to the 
conversion.

 » Offers	a	more	nuanced	view	of	the	 
customer journey compared to last-touch  
or	first-touch	models.

WEAKNESSES

 » Can be complex to implement and requires 
careful	configuration	of	the	decay	curve	
to	accurately	reflect	the	relative	value	of	
touchpoints	at	different	points	in	time.

 » May not be suitable for all businesses, 
especially those with simple customer 
journeys or limited data.

As you review the following models, keep your 
teams’ core questions and resources in mind. 
For example, your teams may want to know 
what the last touch is before the deal is sealed, 
but if you suspect the last touch is perfunctory, 
you probably need a model that digs deeper 
into the pipeline. Here are the pros and cons for 
each attribution model: 

LAST TOUCH ATTRIBUTION 
Credits the last touchpoint for a conversion. 

STRENGTHS

 » Simple to implement and understand.

 » Commonly used, making it easy to compare 
results with industry benchmarks.

WEAKNESSES

 » Neglects the multi-touch nature of B2B 
customer journeys, attributing all credit 
to	the	final	touchpoint	before	conversion	
and overlooking how all earlier interactions 
influenced	and	nurtured	leads	toward	
conversion.

 » Can lead to inaccurate insights, and 
potentially overvaluing channels that 
happen	to	be	present	at	the	final	
touchpoint, regardless of their actual 
contribution.

FIRST TOUCH ATTRIBUTION 
Credits the first touchpoint for a conversion 

STRENGTHS

 » Good	for	understanding	the	effectiveness	
of top-of-funnel marketing activities that 
generate initial awareness.

 » Can	help	identify	the	most	effective	
channels for attracting new leads.
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WEAKNESSES

 » Compared to pre-built models, it requires 
more	effort	and	expertise	to	develop	 
and implement.

 » Needs constant attention to optimize and 
evolve with your organization. 

 » May necessitate additional data sources and 
data analysis capabilities.

Ultimately, the optimal choice depends on your 
specific needs and data availability. Consider the 
questions you want your model to answer, along 
with factors like ease of use, cost, data source 
integrations, and custom model capabilities.

While	built-in	attribution	models	offer	a	starting	
point, much can be gained by crafting a custom 
solution. A DIY approach empowers you to tailor the 
model to your organization’s unique B2B customer 
journey, focusing on the touchpoints that resonate 
most. The result? A customized attribution model 
will produce a more accurate and insightful 
understanding of what drives conversions, 
ultimately leading to optimized marketing efforts 
and maximized impact on ROI. 

Building a successful DIY attribution engine 
is an ongoing process. As your data and 
marketing strategies mature, prioritize ongoing 
experimentation,	refinement,	and	adaptation	to	 
keep your custom model calibrated. Now that  
you are armed with your attribution model and the 
data sources that fuel it, you’re prepared to embark 
on the last critical phase: optimizing your custom 
model.	Chapter	V	delves	into	the	practical	steps	
involved, unlocking the valuable insights you need  
to	fuel	effective	B2B	marketing	strategies	and	 
drive impactful results. It’s a big lift, but we have  
you covered! 

POSITION-BASED ATTRIBUTION 
Allocates credit based on pre-defined 
positions (e.g., first, last, middle). 

STRENGTHS

 » Easy to implement and understand, 
assigning equal credit to all touchpoints in 
the customer journey, regardless of their 
timing or interaction type.

 » Can help understand the overall 
contribution	of	different	channels	to	the	
conversion process.

WEAKNESSES

 » Lacks	flexibility	and	may	not	accurately	
reflect	the	reality	of	B2B	customer	journeys,	
which often involve varying levels of 
influence	from	different	touchpoints.

 » Can	downplay	the	influence	of	critical	
touchpoints that occur closer to conversion, 
potentially leading to inaccurate attribution 
of credit.

CUSTOM MODEL ATTRIBUTION  
Tailors credit allocation based on  
customizable factors.

STRENGTHS

 » Most	accurate	and	flexible	approach,	
allowing you to tailor the model to your 
specific	business	needs,	data	availability,	
and customer journey.

 » Enables you to incorporate various factors 
beyond just touchpoint timing, such as 
interaction type, content consumed, and 
lead source.

 » Provides the most granular insights into 
the true contribution of each touchpoint, 
empowering you to optimize marketing 
efforts	for	maximum	impact.
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Your DIY Attribution Journey:  
Optimizing and avoiding  
the pitfalls
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EMBRACE EXPERIMENTATION 
Don’t	be	afraid	to	experiment	with	different	
approaches and tools. The best solution for you will 
evolve as your needs, data capabilities, and the 
marketing landscape change.	Test	different	models	
and	configurations	to	find	the	one	that	delivers	the	
most valuable insights for your unique business 
needs.

PITFALLS TO AVOID ON YOUR DIY 
ATTRIBUTION JOURNEY 
 
UNREALISTIC EXPECTATIONS 
Remember, attribution models are powerful tools 
for informed decision-making, not crystal balls. Set 
realistic expectations for model performance based 
on the limitations inherent to any modeling approach. 
Focus on using attribution insights to understand 
trends	and	optimize	your	marketing	efforts,	rather	
than expecting perfect accuracy.

DATA SILOS 
Inconsistent	data	identification	and	tracking	across	
different	marketing	channels	can	lead	to	fragmented	
and inaccurate attribution. Ensure consistent 
data definitions and tracking mechanisms are 
implemented across all channels and understood 
by all teams. Invest in data integration solutions 
if	necessary	to	create	a	unified	view	of	customer	
interactions.

OPTIMIZING YOUR ATTRIBUTION 
ENGINE FOR PEAK PERFORMANCE  
 
DATA QUALITY: THE BEDROCK OF SUCCESS 
As the saying goes, “garbage in, garbage out.” 
Inaccurate or inconsistent data leads to skewed 
results and misleading insights. Regularly 
clean and validate your data to maintain its 
integrity. Implement data hygiene practices like 
deduplication, normalization, and error correction. 

START SIMPLE, SCALE WISELY  
Don’t get bogged down in complexity. Begin with 
a basic attribution model that aligns with your 
current needs and data capabilities. A more basic 
but	well-defined	model	can	be	just	as	effective	
as an overly complex one, especially when you’re 
starting out. As your data expertise and volume 
grow, you can gradually add complexity to your 
model.

TEST AND REFINE 
Don’t set it and forget it! Monitor its performance 
regularly, compare results with other models, 
and adjust weightings or even choose a new 
model as needed based on your evolving 
marketing strategy and the insights you gain.

GO BEYOND THE LAST CLICK 
Move past the limitations of last-touch attribution. 
Consider models that capture the multi-touch 
nature of the B2B customer journey and give 
credit	to	all	touchpoints	influencing	conversions.	
This holistic approach provides a more accurate 
picture	of	how	your	marketing	efforts	collectively	
drive results.

Congratulations! You’ve built your personalized attribution engine, a powerful tool for B2B 
marketing success. But, harnessing the power of DIY attribution isn’t just about choosing a model 
and hitting go. 

Here we’ll keep you supercharged with essential strategies for continuous optimization and 
vigilance. By staying proactive, you’ll ensure your DIY model fuels impactful marketing initiatives, 
maximizing the return on your marketing investment.
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SECURITY AND PRIVACY  
Data privacy regulations are constantly evolving. 
Ensure your data collection and attribution practices 
comply with relevant regulations, such as GDPR 
and CCPA. Implement appropriate security measures 
to protect sensitive customer data.

FLEXING  
Building a complex model might seem impressive, 
but it’s not always the best approach. Start 
simple and scale slowly in line with your needs, 
infrastructure, and skill capabilities. 

By following these optimization strategies and 
remaining vigilant against common pitfalls, you 
can ensure your DIY attribution engine continues 
to	deliver	valuable	insights	that	fuel	effective	B2B	
marketing initiatives and drive results.

IGNORING OFFLINE TOUCHPOINTS  
The B2B customer journey doesn’t just exist 
online. The offline world matters, too. Don’t 
neglect	offline	interactions	like	trade	shows,	
networking events, or print marketing materials. 
Consider how to capture data from these 
touchpoints and incorporate them into your 
model if relevant. Utilize surveys or marketing 
automation tools to track these interactions and 
their impact on the customer journey.

MISCOMMUNICATION AND CONFUSION  
Clear communication and transparency 
is key. Communicate the limitations and 
assumptions of your chosen attribution model 
to all stakeholders, including marketing teams, 
executives, and sales teams. This helps avoid 
misinterpretations, misuse of data, and unrealistic 
expectations about model performance.
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CONCLUSION

You’ve stepped up your 
attribution game!  
Now, unleash its power
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ACTIONABLE INSIGHTS DELIVERED THROUGH 
AUTOMATED REPORTING 
Say goodbye to manual data crunching and hello 
to automated reports that deliver CaliberMind’s 
actionable insights in real time. Imagine having a 
dedicated	analyst	whispering	key	findings	in	your	
ear, guiding your strategic decisions, and helping you 
stay ahead of the curve.

DATA HYGIENE MADE EASY & OPTIMIZATION  
AT EVERY TURN 
CaliberMind tackles data inconsistencies and 
cleanses your sources on your behalf, ensuring the 
integrity of your results. CaliberMind’s advanced 
features	further	empower	you	to	test	and	refine	your	
custom model for continuous optimization.

EXPERT GUIDANCE & SUPPORT  
You don’t have to go it alone on your attribution 
journey. CaliberMind fosters a thriving community 
and provides ongoing support from our team of B2B 
attribution veterans. We answer your questions, 
address challenges, and ensure your journey to data-
driven marketing success is smooth and rewarding.

CALIBERMIND. 
YOUR COMPREHENSIVE 
ATTRIBUTION SOLUTION.

CaliberMind	offers	a	comprehensive	suite	of	tools	
and resources designed to simplify and streamline 
your attribution journey, taking you beyond the 
foundation you’ve built:

ADVANCED ATTRIBUTION MODELS AT  
YOUR FINGERTIPS  
Ditch single-touch and delve into the world of 
multi-touch, time decay, and other models with 
CaliberMind. Imagine seeing the intricate web of 
interactions that lead to conversions, empowering 
you to optimize every touchpoint and maximize 
impact.

EFFORTLESS DATA INTEGRATION  
& ENRICHMENT  
CaliberMind breaks down data silos, seamlessly 
connecting your CRM, website analytics, and other 
sources	to	create	a	unified	view	of	your	marketing	
efforts,	effectively	building	a	bridge	between	
your	data	islands	and	allowing	you	to	flow	freely	
between them.

Well done! You’ve embarked on a journey through the world of DIY B2B attribution.  
You’ve learned the essential concepts, explored various attribution models, and gained the knowledge 
to build a custom model tailored to your unique needs. You’re following in the footsteps of many 
marketing ops professionals, from spreadsheets to built-in to DIY to Marketing Decision Engines. 

However, the true power of attribution lies in its practical application. If you need a boost, this 
is where the CaliberMind Marketing Decision Engine steps in, empowering you to seamlessly 
implement your model and unlock  insights that drive real business growth.
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Old marketing attribution systems just bolt onto 
your CRM or marketing automation platform 
and analyze the data in your database as-is. The 
unspoken assumption is that your CRM is in great 
shape. But is it?

CaliberMind connects to all your key marketing 
systems and works with you to identify your  
data’s weak points. Our 5-Star customer success 
team will suggest best practices to clean your 
data and keep it pristine so you can focus on  
what matters—producing more pipeline and 
revenue faster.

ABOUT

Misha Salkinder is a data-driven strategist 
with over 15 years of experience in analytics, 
marketing, and customer data management. 
As the Director of Customer Data Strategy at 
CaliberMind, he leverages his expertise to help 
businesses make smarter, data-driven decisions. 
Previously, Misha held senior roles at Meta and 
Worldwide Business Research (WBR), where 
he led the development and implementation of 
analytics-driven strategies and managed high-
performing teams. With a strong academic 
background, including a Master of Public 
Administration from New York University and a 
B.A. in Economics from Stony Brook University, 
Misha brings a unique blend of technical skills and 
business acumen to his work.

DON’T WAIT – UNLEASH THE POWER OF ATTRIBUTION TODAY!

Now	is	the	time	to	take	action	and	harness	the	power	of	attribution.	Visit	CaliberMind’s	website	today	to	learn	
more	about	our	solutions	and	discover	how	we	can	help	you	optimize	your	marketing	efforts	and	achieve	
breakthrough results. Together, let’s turn attribution into a competitive advantage for your B2B business!

WANT MORE CONTENT  
LIKE THIS?

We hope you’ve enjoyed this short eBook and 
have discovered ways to improve how your 
organization views and uses funnels. We’ve seen 
firsthand	how	transformative	these	exercises	
can be for marketing, inside sales, and full-cycle 
sellers. Stay tuned for more eBooks like this 
that highlight ways to align your entire go-to-
market team better and present new ways to gain 
efficiency	in	your	organization.

To stay current on the latest B2B go-to-market 
landscape trends, subscribe to The Revenue 
Marketing Report. We have an entire resource 
library dedicated to best practices for marketers 
looking to supercharge their contribution to 
pipeline and revenue. Revenue operations 
professionals can also learn more about 
optimizing for scale through our Playbooks. And 
for those of you looking for more in-depth help 
transforming insights into faster growth, contact 
us at calibermind.com. 

ABOUT CALIBERMIND

You need actionable marketing insights that the 
other marketing leaders and the C-Suite trust. 
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CaliberMind is a Customer Data Platform — 
built for B2B revenue marketers that use data 
analytics, and automation — to grow revenue 
faster — together with sales.

Learn more at CaliberMind.com

http://CaliberMind.com

