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What you 11 get
after the webinar:

‘ Webinar recording

# Meta Omnichannel Ads playbook and
written guides + links to the resources
& presentation

3 best questions will win exclusive
Stape T-shirts!




Session
outline

_//Omnichannel Ads deep dive

Learn what Meta Omnichannel Ads are, who they are best
suited for, and what they unlock for omnichannel-first
businesses.

_'Rollout plan and eligibility prompts
Discover the typical implementation path, the readiness
prompts you may see, and the most common pitfalls that
slow teams down.

_/Live demo — Conversions API for offline events
Watch a step-by-step walkthrough of setting up offline
conversions and validating the setup.

_'Launch and monitor Omnichannel campaigns

Explore how to create the campaign in Ads Manager and
what to monitor after launch.

_/Q&A session
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Etape is _server-side tracking

Boost data quality and marketing ROI with
all-in-one platform designed to simplify
server-side tracking

;



A full suite of server-side E

tracking solutions

Global sGTM
hosting

sGTM

. EU sGTM
hosting Tho-

hosting




Pioneers in the space, setting E

industry standards since 2021
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clients partners employees
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Reliable & secure infrastructure

SOC 24
<~ &

*
GDPR %
+« s +

* *

****

5,000,000,000+

requests daily

25

server locations




Stape 1is truly a one-stop-shop

infragtructur®

Pro({uct

gu}ylbart

Managed infrastructure

Set up hosting, and focus on data
while we handle the rest

Enablement tools

Tracking Checker, Setup Assistant,
Stape Analytics at your service

24/7 human support

Dedicated implementation team
and a Personal Manager

Power-ups
Customize your container with
performance-boosting tools

Platform integrations

Integrate server-side tracking with
CMS and CRM platforms

Partnership program

Enjoy benefits, commissions, and
growth support

GTM templates

Access the best from the largest
GTM Template Gallery contributor

Enterprise features

Tailored features for secure,
scalable tracking. SSO and HIPAA
included

Knowledge sharing
Insights through blogs, community,
webinars, and detailed
documentation




The challenge with today’s

measurement

e Marketing is still optimized
by channel

e Purchases often happen
across multiple touchpoints

o Offline conversions are
often invisible

Result: incomplete signals —»
incomplete optimization

What you optimize for depends

on the signals you send

-




About
Omnichannel Ads



CUSTOMER INSIGHT

Shoppers don’t see channels.

Today’s shopping journey increasingly blends physical and digital
FauxFurPillow ] touchpoints, with consumers expecting seamlessness throughout.
$18

62% /3% 63%

of consumers say of consumers expect Of customers say

they’ll stop engaging real-time visibility into consistent omnichannel
with brands that offer both online and in-store  experiences are critical to
inconsistent experiences.’ inventory.? their loyalty.®

Source: 1. ZIPDO Education Report: Customer Experience In The Consumer Goods Industry Statistics, May 2025, 2. PYMNTS, Global Digital Shopping Index: U.S. Edition, 2024, 3. Wifitalent reports, Digital customer experience, 2025.



Yet businesses rely on
disconnected channels.

Despite consumer expectations, businesses are still
catching up to integrate omnichannel strategies.

P
Sl e

Although 50% of - y
customers engage with :
three to five channels per —‘
journey, most brands
remain fragmented in
execution.?

[

Source: 1, NewStore, Omnichannel Leadership Report, March 2024. 2, NewStore, Omnichannel Leadership Report, March 2024.

Only

43%

of brands utilize
omnichannel strategies.’




Unlock seamless
growth with connected ot
commerce experiences.

Turn disconnected systems into real-time
omnichannel experiences that drive growth and

revenue.

713% 27% 34%

Increase in ROI for businesses that adopt

more spending from lower fulfillment costs for

omnichannel shoppers, businesses that embrace omnichannel marketing strategies,
compared to single-channel unified commerce.? compared to those that do not.?
shoppers.”

Source: 1. Kantar and Google, 3 ways to win with today’s omnichannel shopper, March 2024, 2. Manhattan, Omnichannel commerce retail trends, 2025, 3. Analytic Partners, ROl Genome Intelligence report, Omnichannel and a brave new world,

2021.
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OUR OMNICHANNEL MISSION ﬁ
.

Empower businesses to drive 3 .S
incremental store sales, just
as effectively as online sales,
through industry-leading Al
and automation.

1

Ko S



OUR SOLUTION

(O Conversion 2:04 il T -

Conversion location

Choose where you want to drive sales. About conversion locations chebook + Q c

Website
Markt & T
Sponsored - @

Drive sales and conversions on your website.
Our fresh take on Spring style: explore home picks
that bring sophisticated vibes to any space.

_ Pickup today

App
Drive sales and conversions on your app.

[ ]
Website and app
m n I C a n n e a s Driv sl and conversions an your website orapp.

Message destinations

rough Messenger, Inst: d WhatsApp.

Fuel product discovery and drive incremental
sales, seamlessly connecting online and offline
shopping experiences with the click of a button.

Website, app and in-store
i lonis a0 yotxwabel I physicalan

Website and calls

your

Performance goal

How you

for your ads. About pe

Threshold Ribbed Cera...
$42.00

o Fuel product discovery no matter a person’s shopping
®) journey: online and in-store.

Shop now

Maximize number of conversions

*Dataset @

Selecta dataset that. , app and ti

09021 14 comments

oY Like £ share

"\‘ Gustavo Lima & e X
Palo Alto - 5h- @
Check out my new puppy! His name is Link and

he’s a naughty boy.

6 © & 0O =

Q) comment

Select a dataset or search by name or ID

Dataset(s) with website, app and offline d
youwant to use

required. To publish this campaign, select the

Cost per result goal @
None

@ Captivate shoppers with formats that bridge the
online and offline buying experience.

Attribution model @

Standard

Drive incremental omnichannel sales that you can Enabling omnichannel
measure. i

Omnichannel ad with

mization in Ads Manager localized feature turn on



OUR SOLUTION

Drive more sales and greater efficiency
using omnichannel ads on Meta technologies.

-— ‘ ! '
lower median cost . ' Tt st higher store
per omni purchase ! \ Nl incremental ROAS
compared to website ‘ 3 g than website only
only optimization.” l Rz optimization.?

Address
1234 Winchester Blvd
San Jose, CA, United States, California

Open in Maps

View Page

Source: 1. Statistical meta-analysis of 27 (for Omni) and 25 (for Offline) split studies that ran between October 2024 and March 2025 from global Retail advertisers that passed QA, 2. Statistical meta-analysis of 19 (for
Omni) and 17 (for Offline) conversion lift studies that ran between October 2024 and March 2025 from global Retail advertisers that passed QA.



Omnichannel ads are paving the future of advertising

Bridges online and offline
experiences

@ Developed with

advertisers, omnichannel
ads meet consumer
expectations for a
seamless shopping journey,
which is crucial, as 80% of
retail sales still occur
in-store.’

Source: eMarketer Forecast, Nov 2023

Compatible with current

strategies

@ Omnichannel ads can be

used within Meta’s existing
solutions: Advantage+, all
placements, and targeting
options, including
location-based targeting
and Advantage+ catalog
ads.

Enhanced consumer experiences

@ New features guide
shoppers to nearby stores
(store locations), highlight
in-stock products (local
inventory ads), highlight
discounts (omni promos),
and encourage people to
shop in-store.


https://meta.highspot.com/items/67b79f819c1273136bb41dd2

OMNICHANNEL ADS BEST P

Data connections Data quality

Ensure you are sending
offline and web events using
the Conversions API.

Validate that your event and
data quality are optimal:

e Offline: At or above a
score of 8.5

e Web: Ensure consistent

signal is being sent.

As a best practice, ensure
that web events are also
passed via the Meta Pixel.

(The next steps will be greyed
out until both of these steps
are completed)

3

Campaign setup

Create an Advantage+ sales

campaign and select ‘website

+in store’ as your conversion
location at the Ad Set level to
enable omnichannel
optimization.

Leverage additional

performance levers:

e Creative: Store locations,
local inventory ads, digital
circulars or Advantage+
catalog ads

e Tailored optimizations:

Conversion location value

rules or omni incremental

attribution

Test and measure

Evolve beyond last-touch to
create measurement
frameworks that tell the
whole story.

Measure the ‘halo’ impact of
business-as-usual campaigns
to establish a baseline.

Build a long-term testing
roadmap that aligns with
your overall omnichannel
strategy.




What you need to run
Omnichannel Ads

7 Offline conversions via Conversions API (CAPI for Offline)

Continuous stream of in-store or CRM events

/ Offline Data Quality score threshold

Typically a minimum quality score (e.g. ~8.5+)

< Online signals (website)

Meta Pixel required (CAPI recommended)

‘/ Datasets connected to the ad account

Offline dataset must be linked to your ad account



Establish data
connections



N\

Online signals:

e Website interactions
page views, add to cart, purchases

e Collected via Meta Pixel

e Can be extended with

Conversions API (web
( recgmw\e"ded

Omnichannel Ads rely on
two types of signals

Offline signals:

CRM-qualified leads
® In-store purchases

Phone sales

e Appointments completed

N\



Conversions . for

offline events

The first step to unlocking
omnichannel optimization

e Sends offline conversions (in-store,
CRM, phone) directly to Meta

e Connects real business outcomes with
ad interactions

e Enables optimization beyond
website-only performance

Meta
technologies

YOUR CUSTOMER For delivery,
INTERACTIONS measurement

and optimization

YOUR CHANNELS

APP CONVERSIONS

API

5 PHYSICAL
STORE

WEBSITE

MARKETING DATA

LEAD (7}  PuRrcHAsE

VIEW
CONTENT

STORE & ADDTO
APPOINTMENT CART

ffo

LOYALTY
SIGN-UP




Offline signals help prove real
business impact

~3.5x | 1.8x ) 2x

Omnichannel iROAS Offline iROAS reported impact after

were driven by Meta ads were driven by Meta ads' sharing offline data via
CAPI (Sofology)?

optimized for online
conversions'

Source: 1, Meta case study October-November 2024, 2. Meta case study July-August, 2024 3. Meta case study October-November, 2024, 4. Meta case study July, 2024



Offline == any
non-browser
source



Why server-side is so relevant?
\/\/

Glient—sich

(server—sid«D

Adds a server layer to clean,

enrich, and anonymize data
before sharing

browser analytics &
ad platform

browser, CRM, CMS, server analytics &
Payment Gateway, ad platform
Google Sheet



Blueprint

Additional source of data

browser, CRM, CMS, sGTM analytics &
Payment Gateway, ad platform
Google Sheet



High-level tasks

Establish a data pipeline
A bit of mapping and tagging

Handle browser IDs (if you can) *



Ways to

Stape CRM Apps Webhooksvia sGTM

Best for supported apps Best for POS, custom systems,

(HubSpot, Salesforce, Pipedrive, or unsupported CRMs

Zoho, Odoo and HighLevel) Ve s ey

Low setup complexity




lots of

Stape CRM Apps

Install &
connect your
CRM

Install the app and

authorize the
connection

Connect &
authenticate

Add your Meta details
and API credentials in
Stape

Map and send
events

Match CRM actions to
Meta events and start
sending data
automatically

TN

[

‘\\\\::::::::::;//,//—




S Conversion Tracking

To set up integration with GoHighLevel, you will need an active Stape account.

CAPI Gateway Signals Gateway Server GTM Customer Match Meta Custom Audiences

Integration status () Running

When enabled, this integration runs automatically in the background. Multiple integrations can be
enabled at the same time.

Meta Dataset ID *

HighLevel

Specify the Meta Dataset (Pixel) ID for app integration.
O O How to find Meta Dataset ID in your Meta Business Manager account.
CAPIG API Key
eyl .

P . d . '
| Q e Il ve Specify the CAPIG API Key for app identification.

How to find CAPIG API Key in your Stape CAPIG account.

H u bSE Zot Meta Lead ID Select feld

Select the field from which the app will retrieve the Meta Lead ID.

Salesforce

User data *

SN X X X X

Odoo Phone number

+ Add more parameters

Select a data point and the field to rNgve its val vents wi
or Phone number is required in the useMNgta se



https://stape.io/solutions/highlevel-meta-leads-api
https://stape.io/solutions/zoho-crm-meta-leads-api
https://stape.io/solutions/pipedrive-meta-leads-api
https://stape.io/solutions/hubspot-meta-leads-api
https://stape.io/solutions/salesforce-meta-leads-api
https://stape.io/solutions/stape-conversion-tracking-odoo-crm-app

great

Server GTM

Setup a webhook

Just make it JSON (or
XML if you're feeling

legacy).
Or install one of our
apps!

Claim with Data
Client

Just add a path or use
the standard /data.

Get the payload as
actionable event data

Setup tags

Map your data, add
triggers and
credentials.
gtm.onSuccess()

N

[

T



Native webhooks

99% of systems out there will have a tool

< Send a webhook Cancel - number2 X

> Trigger enroliment for contacts -
‘When this happens.
2 o
Use webhooks fo pass information back and forth from
HubSpot o another web application. Learn more Group 1
ETT——— -+ Add property
Manual enroliment only

~ Create action T Code + Build

Al HTTP Requests

Method
// This is wrapped in an async function
// You can use await throughout the function

POST -
const sum = inputData.numberl + inputData.number2

Webhook URL * +  Add New Trigger

// Note: Output should be a JavaScript Object or Array of Objects.

1
2
3
4
T Re-enrolloff  Details 5
6 output = { result: sum }
3
8
9
]

https:// | Enter webhook URL

v const headers = {

Authentication type
auth: 'Bearer OASOIOTHAHSHAUUWU'

Please select action

None - ;
Send a webhook
1
:::nes'body i Configuring, 12,  const data = {
el END 13 title: 'foo',
14 body: ‘bar’,
@ Ccustomize request body 15 dSerTdn L
& 6}
Key Selectaproperty | o
Add property 18, cu:st p = await .post('https://jsonplacehc
19 ata,
Key Value [ 20 headers
21 H
Add static value 2
Include all contact properties 23, /e
24 * Response Example

s w

> Testaction
Test Your Code Format Code




Webhooks + Data Client =

Client Configuration OUpULOT CTM:B7ZFAMN, @
Request Togs ariabes fvenDsta
Client Type
o client @
Data Client > Data Client
i s

osta et -clamed
or  Client permissions 6 permissions >

EventData

priority @ cuent_1a 10,1, 1744019616645, 166713712"
0 ematUsadress  “bruceaiaynecars.cor®

[ Eexpose FPID Cookie @ 1

veys g chen i paameter © SR

Automatically prolong Data Tag cookies (& il

Driiceeuaynecorp. coa”,

[ Accept Multiple Events @

Response Settings

exampte_json_ob)

Type additional paths that will be claimed by this client ®

For example: /callback

/my-custom-path

Addpath  AZ

First_nane “Bruce

ip_override “78.27.140.224"




Strengthen data
quality



Check and 1improve your

data quality

e Meta shows your offline data
quality score in Events
Manager

e You'll see recommendations
and alerts for what to fix

e Improving data quality helps
Meta optimize campaigns more
effectively

Purchase
ﬂ ® Active

Event Overview Event quality
It may take up to 20 minutes for your events to be displayed.

Event Coverage
Event Quality @ Event match quality @ | Offline data quality @
Event Deduplication 7°4/1 o 4.3/1 0

Data Freshness
Event match quality  Offline data quality @

Sampled Activities

event data shared from an offline source.
Ad Sets v Ll
Event Source Recommendations

. Send your offline / physical store data more frequently

Ensure data is up-to-date and accurate for better ad performance. Send
your data to Meta system more frequent would enable this.

Learn more

+ Add more offline Purchase events to your dataset

value for your offline Purchase event

Scores of 85 or above ensure

erformance

The offline data quality score helps to show the overall potential effectiveness of

~

up-to-date data to optimize

campaigns and enhance

performance.




How to improve your score

Send data consistently

Avoid gaps — send events on a
regular basis

@otcontinuous se@

Keep data fresh

Don't delay offline events

( <~ send data within ~3 @

Add enhanced details

Include additional fields that help
improve matching and reporting

< pass store codes and content
IDs where relevant

Validate your data

Avoid errors and missing values

<~ check formatting, values,
and required fields

Pass purchase value

Send correct purchase value and
currency for purchase events

) . .
<~ avoid zero, neg@

or missing values




Browser IDs (if you can)

e Send cookie values so they
are stored in CRM and
available with the event

e Use Stape Store or
alternatives as hot-storage,
stitch and enrich data upon
receiving an event

e To be featured in live demo

& Purchase

® Active

Event Overview

Event Coverage

Event Quality @

Event Deduplication
Data Freshness
Sampled Activities
Ad Sets

Event Source

Event quality
It may take up to 20 minutes for your events to be displayed.

Event match quality ®| Offline data quality @

7.4/10 4.3/10

Event match quality Offline data quality o

The offline data quality score helps to show the overall potential effectiveness of
event data shared from an offline source.

- Consider sharing more user identifiers (hashed email, phone, etc.)
- Reduce data processing time for offline uploads




Browser IDs (if you can)

e Send cookie values so they
are stored in CRM and
available with the event

e Use Stape Store or
alternatives as hot-storage,
stitch and enrich data upon
receiving an event

e To be featured in live demo

Event Deduplication
Data Freshness
Sampled Activities
Ad Sets

Event Source

7.4710 4.3/10

Event match quality Offline

The offline data quality score helps to show the overall potential effectiveness of
event data shared from an offline source.

- Consider sharing more user identifiers (hashed email, phone, etc.)
- Reduce data processing time for offline uploads



Browser IDs (if

e Send cookie values so they
are stored in CRM and
available with the event

e Use Stape Store or
alternatives as hot-storage,
stitch and enrich data upon
receiving an event

e To be featured in live demo

you can)

Variable Type
o Stape Store Lookup

or Variable permissions 5 permissions >

Lookup Type

(®) Document Path @
O auery @

Document ID

Vv More Settings

Key Path ®

D Store the result in cache @

> Logs Settings effectiveness of

- Consider sharing more user identifiers (hashed email, phone, etc.)

Source Reduce data processing time for offline uploads



Live demo




Setup
campaign



Maximizing omnichannel impact with
relevant, outcome-optimized ads.

Dynamic and personalized ad experiences help engage
shoppers to drive sales across the channels you value most.

LaLueur Beauty
Sponsored - @

g N
oo 3.2K 320 comments 130 share ,_2

o— v i

wWey Value rules drive

' 2X
4 2 % 7 8 % more conversions

on segments with

: Of shoppers want Of consumers are more
: entertaining experiences likely to make repeat increased value
&"@J or content to discover purchases from bidding compared
e products.’ companies that to business as
personalize.? usual campaigns.®

Source: 1, “Consumer Shopping Study” by Kantar (Meta-commissioned online survey of 2506 shoppers ages 18-64 in the US), September/October 2023. 2,McKinsey & Company, The value of getting personalization right-or wrong-is multiplying, Nov 2021. 3. Based on 17 split studies
that ran between Mar 2025 and Apr 2025 from APAC, EMEA, NorAm advertisers across Ecomm, Retail, Gaming, and CPG verticals. Campaigns used value rules on gender and age.



Drive demand on Meta technologies, convert in-store.

Get better results with omnichannel ads by using our compatible solutions designed with omnichannel in mind to enhance
personalization and deliver the outcomes you want.

Creative Tailored optimization

i © Conversion
facebook Qe ot - oo Updated justnow | O || Discard Drafts
y chebook + Q ° Choose where you want to drive sales. Learn more
Feroldi's & e X Website . 1Aug2021-31Aug 2021 v
Q@) soonsored- @ @ e - X
Exclusive holiday in-store deals across all our L) / p ) Ads
convenient locations. Our fresh take on Spring style: explore home picks fie - \ Website and app
i that bring sophisticated vibes to any space. aspep’ e s e Rules Viewsewp @ Wl v || B v | (BReports v || & Export +
W S Wessagingsops
HARKEY . | ms' - Bid Strategy ~  Budget ~ © Results ~  Reach « Imp
—— = $10.00 2,306 2,306
O e !
- $10.00 32,565 2,306
Perormance gos ©
- - $10.00 2,452 2,306
Piet
adsdogfoodingpixel - — $10.00 8,790 2,306
i Top Organic Sellers Offline event set ©
- $10.00 45678 2,306
S A Account OffnsEvent St - :
Threshold Ribbed Cera... She 2pc Ac: Conversion location value rules X - $10.00 2,306 2,306
op now
P — $15.00 Tellusifin rmore o less toyour 0 a
Exclusive holiday deals available  Learn more 0w0 2 14 comments e o forageetsvens All conversions 2,306 2306
in-store b the Q commenty &> share Baseline conversion location © E Results for this campaign were added 2,306 2,306
Q santanaRow-1.3mi @ Campbell - 2.8 m Website . together across these attribution settings: b
.' Gustavo Lima & w X jashoninded . 7-day click or 1-day view 2,306 2,306
09014 2K comments PeloAltoLEnES) were [ o .
B Q 5 Check out my new puppy! His name is Link and In-app purchases 85 ases (Website an
Like Comment Share he's a naughty boy. _ — O ey - Website purchases 1308
- 6 © Q = " Decrease id by Offline purchases 1000
6 © o =
Drive shoppers to Showcase local Reimagine your print Steer optimization if you value store Generate more omnichannel
nearby stores store inventory program with digital circular or online purchases differently incremental outcomes in real-time

ads



SETUP CAMPAIGN - HOW

CREATIVE

Drive purchases by engaging
people with relevant and timely
content at key moments.

Store locations: Reach local shoppers and guide them
to nearby stores using their native map app or to your
store page on Facebook.

Local inventory ads: Drive purchases by showcasing
relevant local inventory, availability and pricing.

Digital circulars: Use video or collection ad formats
that expand into an instant experience to showcase
local offers and products.

facebook Qe 208 s -
facebook + Q9
_ Feroldi's @ e X
Sponsored - @ @ arkt «
Exclusive holiday in-store deals across all our Sponsored - @

Our fresh take on Spring style: explore home picks
that bring sophisticated vibes to any space.

convenient locations.

£ ; )m}pep’g 9

MARKET

Forelds,

i Top Organic Sellers

Now on sale this weekend!

Threshold Ribbed Cera...
Shop now
$42.00 $15.00

feroldis.com
Exclusive holiday deals available
in-store

Learn more

0w 14 comments

oY Like Q Comment £ share

i Gustavo Lima & e X
Palo Alto - 5h- @
Check out my new puppy! His name is Link and

he’s a naughty boy.
- Large oranges Ready-to-Eat Mangos
ﬂ O] Q = $1.17/ea $.099/ea

©Q Santana Row - 1.3 mi Q Campbell - 2.8 m

09014
oY Like

2K comments

£ share

Q comment




SETUP CAMPAIGN - HOW

TAILORED OPTIMIZATION

Steer the ad delivery systemto == i 5 =
optimize for the outcomes you

Calls ~ Budget v © Results ~ Reach * Imp
Drives:

Website
Drives:

aosie 1Aug 2021-31Aug 2021 v

= $10.00 2,306 2,306
o Saily . -

Customize campaigns to focus on your unique business

. . . . Performance goal @ $10.00 2,306
goals—whether that’s improving return on ad spend or driving - . e
. oL Pixel © F bsi
conversions across specific channels. . - - T
- $10.00 2,306
Conversion location value rules Description Daily
Tell us if in-store conversions matter more or less to your business compared to 2,306

= $10.00
website conversions. This will be used to guide ad delivery only for ad sets using Daily
Website and in-store as the conversion location.

Conversion location value rules: Maximize returns by sharing
which channels, store or online, drive more business value for you.

2,306

Baseline conversion location © All conversions

Website

Results for this campaign were added 2,306 2,306

together across these attribution settings:

Adjust value @

2,306

« 7-day click or 1-day view

In-store Increase bid by

In-app purchases
Website purchases
Offline purchases

@ Increase bid by

Decrease bid by

Incremental attribution: Optimize and report on incremental
conversions. These are conversions that we believe would not have
occurred without the ad being shown.



Test and
measure



Effective ad measurement
is fundamental to driving ROI.

Regularly conducting marketing experiments
can increase ROl by

20%

or more.

Source: “Can Marketing Experimentation Become Your Superpower?” Bain and Company, Feb. 2023



Solutions built for every stage of the measurement journey.

Incrementality is the gold standard for measuring marketing value. You can start your journey towards incrementality with
ad hoc tests to calibrate your attribution models and align them with real-world results.

MEASUREMENT Rigor Scope Speed
APPROACH Causal incremental lift Cross-channel Frequency, real time
Conversion Lift,

Geo-Based Testing ‘
MODELING

Marketing Mix ‘ ‘
Modeling (MMM)

ATTRIBUTION
Ads Manager, Web Analytics,
MMPs, A/B Testing

EXPERIMENTS




Build a long-term
testing roadmap

Understand Omni’s Impact
BAU vs. Omni

Omni Baseline: Measure the value
of omni for intermittent tactical
purposes

(]
H H ey INTERPRET/AND/ACT == === SEE = = = — = — == — = — == — = — == —
that aligns with 3
(]
> If Omni loses, ensure you If Omni drives improved offline If Omni wins outright
0 u r O m n iC h a n n e I have adopted signal and performance but is not a clear move to Scaling test D or
y creative best practices; and winner move to allocation test Creative test E or
interpreted results C to determine if omni and BAU Value optimisation test F
St rategy. contextually; and validate can play complementary roles.
again.
Start by understanding baseline |
performance, then iteratively refine,
improve and scale. a . . .
£ Optimal Allocation Test n Scaling Test
E:’ BAU vs 50/50 BAU spend vs 1.5X (vs. 2X optional)

Optimize omni creative Optimize to Value or Profit
E BAU creative vs omni messaging — Send value parameters and test -
within omni optimization. optimizing omni to these.




Stape

ILMENRLER
Any questions?




