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Introduction
This report presents Simon Data’s perspective on lifecycle marketing, its principles, best 
practices, and approaches. The aim of this document is to reinforce the importance of 
good planning and customer understanding in the success of any lifecycle marketing 
program, and how the right technology can enable brands to achieve better scale and 
business impact. 

For best practice content and guidance, the following reports from Simon are helpful 
companion guides to this framework:

New Customer Welcome Experience Best Practice & Examples

Email Marketing Best Practices & Examples

How to use this report:

Insights. This report offers a collection of original insights 
and guidance on making the most of your lifecycle 
marketing program. Use this report to develop your brand’s 
unique view on customer, marketing, and loyalty cycles 
and guide your planning through the deployment of best 
practices.

Inspiration. Follow the sample strategy guide in this report 
to inspire your own lifecycle marketing strategy. It is meant 
to demonstrate the ways in which peers might approach 
their planning process

Guidance. Use the “Tips” featured throughout the report to 
improve your application of the planning process.

Leverage Your Simon Data Team.  Your dedicated Account 
Manager and the Strategic Advisory team are available 
to discuss how you might use the principles featured in 
this report to help you meet your marketing and business 
objectives. Reach out and schedule a conversation.

https://docs.simondata.com/docs/new-customer-welcome-experiences
https://docs.simondata.com/docs/lifecycle-email-marketing
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Executive Summary
Pillars of Best Practice Lifecycle Marketing

Data-Driven Customer-Centric Strategically-Focused

Key Insights

$$

• Center on data. Data is the keystone 
that holds together a high-impact 
lifecycle marketing program by 
informing and enabling initiatives 
across strategy and execution.

• Be selective. Not all data is good or 
useful and so should be selected 
strategically based on what is 
required to inform, drive, or gauge 
progress against outcomes.

• Share the journey. Failing to consider 
how the customer’s perspective 
shifts when moving from purchase 
to ownership undermines the ability 
to foster a relationship that develops 
into loyalty.

• Make it easy. Marketing initiatives 
that make it easier for customers to 
take targeted actions are more likely 
to result in meaningful conversions 
for the brand.

• Stay focused. Clear, focused 
objectives give teams direction for an 
efficient use of resources and avoid 
wasted time and effort.

• Measure impact. Benchmarks and 
always-on measurement make 
it possible to quickly optimize the 
impact of lifecycle initiatives and 
improve outcomes. 

Think like your customer. Go 
beyond the brand-focused 
funnel approach to marketing 
and consider the impact of 
the customer’s context on your 
collective relationship.

Have a plan. Set a clear 
vision for what your lifecycle 
marketing program needs to 
achieve in order to enable the 
brand’s broader success.

Essential Actions
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Lifecycle 
Marketing:
A POV
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Lifecycle Marketing 
The Simon Data Perspective

Lifecycle Marketing is a data-driven, customer-centric 
engagement strategy. It relies on highly-relevant, 
personalized, and timely experiences to optimize 
customer development across brand awareness, 

conversion, loyalty, and advocacy.

Source:
Simon Data analysis.
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More Than Just 
Marketing 

‘Us’, ‘Them’, and ‘We’. In considering 
lifecycle marketing, we need to also 
understand whose lifecycle we’re 
focused on.  It’s common for marketers 
to build a content strategy around a 
sales funnel-style lifecycle that centers 
on their businesses’ point of view, but at 
Simon Data, we know that customers 
have their own lifecycle that defines how 
they buy and own products, which in turn 
defines their relationship with the brand. 

Recognizing these as three, interrelated 
lifecycles makes it possible to better 
align marketing and customers across 
what the brand is trying to achieve, the 
tactics and initiatives that will impact 
the customer, and what attitudes 
and behaviors are enabled as the 
relationship develops.

‘Us’ ‘Them’ ‘We’

Defined by:

• Sales funnel staging

• Alignment to business objectives

• A focus on the status of the brand’s 
relationship with that customer

Defined by:

• Brand-agnostic purchase/ 
ownership flow

• Active customer need states

• Product lifespan and level of 
consideration for purchase

Defined by:

• Attitudes and behaviors around a 
brand across the customer’s lifetime

• Structured development of customer 
relationship

Marketing Lifecycle Customer Lifecycle Shared Loyalty Journey

Not All Lifecycles Are the Same
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‘Us’: Defining Our 
Objectives

Define success. Every activity that 
Marketing undertakes needs to link 
back to a core business objective. 
The Marketing Lifecycle, which often 
reflects a classic sales-style funnel, 
sets stages that define the outcomes 
that marketing activities seek to drive 
as customers progress through the 
lifecycle. 

How you define your Marketing 
Lifecycle stages can vary based on a 
variety of factors, however you should 
always consider the brand-focused 
results you want to see out of your 
customers at each stage, to help 
inform the highest-value activities 
you should deploy.

Source:
Simon Data analysis.

Capture Nurture Engage
(Pre-Acquisition) (Post-Acquisition)

Retain/Grow Advocate

Capturing new contacts through 
SEO, ad placement, and 
web-based experiences. 

Driving purchase conversions 
and increasing cart size 
through multi-channel 
content engagement.

Driving positive word of mouth and 
peer-to-peer recommendations 
from happy, loyal customers.

Encouraging stickiness by 
driving existing customer 
repurchases or cross-portfolio 
purchases.

Boosting utilization, brand 
engagement, and relevance 
across product ownership.

Start by Establishing Your Objectives
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‘Them’: Driving 
Customer Behaviors

Think like your customer. To be truly 
customer-centric, marketers must also 
understand the lifecycle from their 
customer’s perspective. Customers 
often begin their purchase process 
before ever engaging with the brand, 
seeking out products that help achieve 
some ‘job’ or solve for a need. 

Understanding these needs and the 
challenges customers face in their 
purchase journey is instrumental to 
identifying the best-fit tactics and 
messages that will optimize customer 
movement across the lifecycle 
and create meaningful and timely 
engagement.

Source: 
Simon Data analysis;
1) Christensen Institute.

Shop Own
Buy More

Buy Buy Buy

Share

Identifying a need and searching for a 
solution; consideration level defines 
length/complexity.

Repurchasing or exploring more 
products from the brand’s portfolio; 
becoming more brand-loyal.

Committing to a 
product as a solution 
for the need.

Referring peers through formal 
brand program or word of mouth 
– at any point in their lifecycle.

Buy

Using the product and 
seeing value against 
the original need.

TIMELY TACTICS

SEO/Retargeting

Decision-Simplicity 
Content

Abandonment Messages

Pre-purchase Welcome 
Series

Post-purchase 
Welcome Series

Customer Coaching

Review Requests

Review Requests

Referral Requests

Loyalty Program

Replenishment Reminders

Cross-sell Campaigns

New Product 
Announcements

Shape Customers’ Behaviors at Every Step of Their Journey

https://www.christenseninstitute.org/jobs-to-be-done/
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‘We’: Nurturing 
Customer Attitudes

Build loyalty deliberately. The result of 
well-aligned marketing and customer 
lifecycles is a brand relationship that 
progressively strengthens over time. 
This journey can be conceptualized in 
stages, where each stage of loyalty is 
defined by a set of customer attitudes 
and behaviors vis-à-vis your brand. 

Understanding how these attitudes 
evolve is crucial to eliminating barriers 
that might keep customers from moving 
from one stage to the next. Additionally, 
considering how these stages align with 
other moments across the Marketing 
and Customer Lifecycles can allow you 
to formulate a more effective marketing 
strategy. 

Source: 
Simon Data analysis.

Unaware Aware Disloyal Occasional Loyal Evangelist

Does not know brand, 
might also be unaware 
of the category.

Has never made a 
purchase, but 
familiar with brand.

Purchases from brand more often than 
any other in the category; has a strong, 
positive opinion and preference.

Buys as a part of regular shopping 
in the category, usually when most 
cost-effective; has a generally 
positive opinion.

Encourages peers to try the 
brand/specific products and 
advocates for its benefits.

Has only purchased once; might 
have a negative brand opinion 
from previous poor experience.

Consider What Drives Loyalty Over Time
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Thinking Big Picture

Think bigger. Take stock of how customer 
behaviors align with your objectives and 
how those drive the evolution of your 
shared relationship. This three-tiered 
strategy framework covers objectives 
to outcomes and ensures customer-
centricity, high-impact content, and 
better business results.

MARKETING LIFECYCLE: Defining the Objective

LOYALTY: Evolving Attitudes

Capture Nurture Engage
(Pre-Acquisition) (Post-Acquisition)

Retain/Grow Advocate

Shop Own
Buy More

Buy Buy Buy

Share

CUSTOMER LIFECYCLE: Driving Behaviors

Unaware Aware Disloyal Occasional Loyal Evangelize

Customers progress from unaware to aware as 
they begin shopping, discover the brand, and are 
identified as a lead. 

Product and customer 
experience are paramount 
in gating stronger loyalty.

The decision to ‘buy’ is a 
point-in-time action that 
triggers a change in 
engagement, and a transition 
to disloyal customer.

Advocates recruit new 
customers and help build 
the brand. Targeted referral 
campaigns boost sharing 
by the happiest customers. 

Positive customer brand attitudes are 
supported by effective, tailored 
content that encourages deeper 
loyalty and increased purchase rates. 

Buy

Maintaining customer loyalty is not guaranteed

Source: 
Simon Data analysis.

These lifecycles align and support 
each other in planning, programming, 
and seeing results. While they might 
not all begin at the same time, their 
stages neatly stack up. 

Best-in-Class Marketers Consider How All Three Cycles Relate to Each Other
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It Isn’t Easy...

Know you’re not alone. Across the 
board, marketing teams are faced with 
very real challenges in developing 
customer loyalty, generating 
engagement, and even optimizing their 
own internal operations to enable a 
successful lifecycle marketing program. 

8%

97%
74%

Only 8% of customers 
consider themselves firm 

loyalists to products.1

Winning (and Losing) 
Hearts and Minds

Nearly 97% of emails that go out do 
not result in a click through – and 

82% are never opened at all.2

Falling on Deaf Ears

Over 74% of marketing leaders 
say they are struggling to scale 

their personalization efforts.3

Struggling to Scale

Source: 
Simon Data analysis;
1) Nielsen, 2019;
2) Campaign Monitor, 2020;
3) Gartner, 2018.

Common Lifecycle Marketing Challenges
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Swimming Upstream

Look under the hood. Marketing is not 
directly at fault for some of its biggest 
challenges. Things have changed - 
and quickly - often leaving marketers 
struggling to keep up. Given rapid 
evolution of customer preferences, 
digital technologies, and competitive 
dynamics, marketers face a tough road 
ahead without a strong strategic vision 
to anchor their activities and increase 
the likelihood of success.

Many stakeholders,but no 
collective objective; too focused 

on ‘us’ not the customer.

Inconsistent data collection 
and quality; limited analysis; 

inadequate processing 
capabilities; underutilization

Misaligned Strategy

Data Gaps

Siloed internal teams slow down 
outputs; critical skills gaps limit 

core capabilities.

MarTech stacks are complex 
and disconnected; existing 
platforms underleveraged. 

Delivery Gaps

Technology Gaps

Marketing is no longer 
responsible just for brand, but 
also driving digital experience.

Shoppers increasingly empowered 
with access to information, choice, 

and channels; stronger privacy rights; 
greater expectations. 

Greater Expecations

Empowered Customers

Source: 
Simon Data analysis.

Root Causes of Common Lifecycle Marketing Challenges
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• Presented with personalized
experiences, prospective shoppers
are not only more likely to convert,
but also share higher-quality data
about themselves.

• Transparency in data collection and
usage makes 68% of customers
more likely to value a personalized
experience.1

• Over time, the trust that these
experiences builds enables marketers
to collect and leverage data towards
even better experiences.

• Customer satisfaction and net
promoter scores (NPS) reflect a
customer’s experience with a brand.

• Brands at the top of their peer groups
in these ratings for 3 or more years
see 2.5x faster growth than their
competitors.2

• An investment in meaningful brand
experiences across your customers’
purchase and ownership can have
significant impact on long-term
customer value.

• Short-term profits can be tempting,
but well-cultivated relationships
create value for years to come.

• It’s estimated that 20% of customers
are responsible for 80% of revenue.3

• Targeted, high-impact engagement
initiatives can identify and move
high-potential customers into that
top loyalty tier for strong, long-term
gain.

Better Marketing Data Revenue Growth Longer, Stronger Relationships

Get It Right, Get Results

Make smart investments. Getting the 
most from your lifecycle marketing 
program requires investment and 
persistent stewardship to keep it going. 
For those who think holistically, plan 
strategically, and successfully synthesize 
data into insights, the returns to those 
investments can be meaningful.

$$

Source: 
Simon Data analysis;
1) Gartner, 2019;
2) HBR, 2020;
3) Pareto Principle.

Returns from an Effective Lifecycle Marketing Program

https://hbr.org/2020/01/the-loyalty-economy
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Lifecycle 
Marketing:
From Concept to Action
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Start Off on the 
Right Foot

Start from first principles. To set up 
a best-in-class lifecycle marketing 
operation, marketing teams should 
align their program against a core set 
of principles to increase the likelihood of 
success and scalability.

Know what you’re trying to 
achieve and use that as your 

North Star as you navigate 
how to get there.

Enable a data-driven culture 
that sees data as a tool to make 
business decisions and makes 
strategic decisions about what 

data you need.

Outcome-Oriented

Data-Driven

Establish who your best 
customers are and do 

everything with their needs 
and preferences in mind. 

Identify experiences and 
segments across the customer, 
marketing, and loyalty lifecycles 

that can be optimized and 
orchestrated using technology.

Customer-Centric

Automated & Efficient

Connect customer experiences 
across channels to meet your 

customers where they naturally 
prefer to be engaged.

Make faster, better, and more 
impactful decisions by testing 

and learning through consistent 
experimentation.

Omni-Channel

Iterative

Source: 
Simon Data analysis.

Key Qualities of a Best-in-Class Marketing Program
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Building a Best-in-
Class Program

Aim before you fire. To maximize the 
success of their lifecycle marketing 
program, marketers must ensure they have 
a solid data foundation that can inform and 
enable the breadth of their initiatives, at 
both a programmatic and tactical level.

Including the data foundation, there are five 
essential elements to a best practice 
lifecycle marketing strategy; each with an 
accompanying “gut-check” question that 
should be answered before moving forward 
with any program or marketing initiative. 

This guide is meant to frame the 
development of any marketing experience 
within the context of your broader marketing 
strategy, and the next several pages provide 
tips and tools for addressing each of the five 
core elements as you look to build best-in-
class marketing experiences.

Source: 
Simon Data analysis.

Business

Data

Audiences Experiences Platform

Quantifiable business 
goals & KPIs

Strategic segmentation 
& audience valuation

Available assets to drive insights, targeting, and personalization

Inventory of active 
lifecycle experiences & 

channels

Tools/Capabilities 
to deliver & track 

personalized journeys

“What are we 
trying to do?”

“Who are we 
trying to reach?”

“With what can we make decisions?”

“How are we going to 
reach them?”

“Through what will we 
reach them?”

Core Pillars of Lifecycle Marketing
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Enabling Success: 
Leverage Data
Access to data is critical to a successful 
lifecycle program, and brands should 
always be seeking to expand the 
data they can leverage for insights, 
targeting, and personalization.

• Data is an integral part of defining the
broader lifecycle strategy to both inform
approach and measure for success.

• However, marketers often struggle with too
much noise and not enough signal when it
comes to data

• Marketers must therefore be strategic about
the data they collect - not all data is equal in
actionability, insight, or ease-of-use.

Marketing

Company

Untapped

Unneccessary

TIP:
Centralize data. While not always possible, 
companies should consider centralizing 
data to increase cross-functional access, 
consistency, and data governance.

Source: 
Simon Data analysis.

Marketing Data
Core data that marketing 
readily has direct access to 
for insights, segmentation 
and personalization.

Data Sources

Data Warehouse Analytics / BI Web Events Email Engagement Product Catalogue

Behavioral Discounts & Offers Customer Support Geo / Third Party

Untapped Data
Data not currently collected 
by the brand, but which 
could be to improve insights 
on customers and market 
assumptions.

Unneccesary Data
Data that is not strategically 
required to inform, drive, 
or gauge progress against 
outcomes, or is not feasible. 

Company Data
Data kept across the 
organization that may be 
valuable to marketing but is 
currently inaccessible.

Think Expansively About Data Sources Within and Across Your Businesses
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Enabling Success:  
Set a Content Strategy
Connect business-level objectives to levers that 
can be pulled by marketing to drive success, 
ensure focus, and increase likelihood of impact.

• Start with brand-wide commercial objectives 
to ensure a shared vision.

• Use existing data to benchmark the current 
state to better measure progress against 
goals.

• Many marketing levers may be pulled to drive 
broader objectives – often multiple can be 
pulled at once.

• Content objectives should not yet be tactics – 
define success metrics before moving forward.

TIP:
Be SMART. Best practice objectives should 
be Specific, Measurable, Actionable, 
Result-oriented, and Time-bound.1

Source: 
Simon Data analysis;
1) Doran, 1981.

Business-Level Objectives Marketing-Level Objectives Content-Level Objectives

Target: 
• What would mean success to 

our organization?

Example Example Example

Target: 
• What levers can Marketing pull to 

make business-level objectives 
happen?

Target: 
• What content types and channels 

can help us meet that marketing 
objective?

Business Objective:
• Increase market share in Alpha 

subscription by X%

Business Objective:
• Increase market share in Alpha 

product line by X%.

Possible Marketing Levers: 
• Increase new lead capture.
• Reduce subscriber attrition by Y%.
• Decrease % abandoned new 

customer carts.

Business Objective:
• Increase market share in Alpha 

product line by X%.

Possible Marketing Levers: 
• Reduce subscriber attrition by Y%.

Content Objectives: 
• Increase click-through to and 

completion of Alpha product 
management page by Z%

Clearly Ladder Content Objectives to Marketing and Business Goals
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Enabling Success:  
Target the Right Audience
Be specific about which customer group 
will have the biggest impact on your target 
metrics. Consider the data points that both 
define them and enable the right personalized 
content to resonate with that customer.

• Explicit personalization uses data supplied 
directly by the customer to segment and 
complete form fields.

• Implicit personalization uses data to indirectly 
and seamlessly inform and tailor content to 
meet learned preferences. 

• Loyalty stages can be found through a 
combination of implicit and explicit data.

TIP:
Don’t be creepy. Research shows any 
more than 5 data dimensions used in 
content is likely to be considered ‘creepy’ 
by customers.1 Focus on content that helps 
the customer in some way.

Source: 
Simon Data analysis.
1) Gartner, 2018.

Data Sources

Explicit Data Implicit Data

Name & Birthdate
Product Preferences

Visit Frequency
Engagement Level
Browsing Behavior

Channel Preferences 
Purchases

Analytics/BI
Buying Patterns
LTV

Web Events
Email CTR
Category Affinity

Segmentation 
Targeting Strategic Customer Sub-Groups 

Personalization 
Tailoring Content & Experience for Resonance 

Automation 
Triggering Flows & Journeys 

Key Question: What sub-groups of 
customers do we want to drive our 
objective behaviors in?
 
Example

Key Question: What do we know about 
this group’s preferences, behaviors, 
objectives, and attitudes?
 
Example

Key Question: What will we use 
to define readiness to receive the 
communication?
 
Example

• Occasional Users
• Disloyal Users

• Tom: Single, busy millennial – likes 
cooking, but travels a lot and hates 
wasting food. Needs convenience.

• Use: < 30% of the time
• Engagement: Skips before menu 

release; has received shipment without 
setting menu choice.  

Customer Support Calls
Reviews/NPS
Surveys

Experimentation 
Testing and Learning Across All Dimensions to Drive Optimization

Define Your Target Audience by Asking Smart Data Questions
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Enabling Success:  
Identify the Best 
Experience
Use content to drive behavior change in 
ways that achieve objectives by resolving 
your target audience’s’ top barriers to 
action, creating a better experience.

• Take your objectives and target audience 
into account to improve focus.

• Marketing should brainstorm how they can 
best mitigate those barriers

TIP:
Use the toolkit. See Simon’s Tactic 
Ideation Toolkit to enable your team to 
creatively help solve customer barriers.  

Source: 
Simon Data analysis.

1 2 3What’s keeping our 
target audience from 
doing this now?

What’s the best 
way for us to help 
them do it?

What does that 
look like in action?

Customers face barriers that keep 
them from taking certain actions – 
these could be gaps in awareness, 
unfavorable attitudes, or the existence 
of direct barriers. Oftentimes there 
may be more than one barrier at play 
so consider the one with the biggest 
impact as your primary focus.

For each customer barrier, there are 
several ways that marketing can 
reduce the customer’s burden or 
encourage new attitudes in order 
to mitigate it. Marketing should 
brainstorm creatively to identify what 
they believe can be done and what 
will have the most impact.

Tactics are the way we get the 
solution from step two to market 
for our customers.  Marketing 
needs to think specifically about 
where, when, and how the tactic 
will be deployed. 

Example Example Example

What ’s causing these customers to drop 
their subscription? 

• It ’s easier to drop than to remember to 
check 

• Don’t want to risk unwanted deliveries.
• Can’t control their shipments
• .....

How can we help manage their 
subscription and deliveries? 

• We believe we can manage their 
subscription for them

• We believe we can make it harder to 
unsubscribe

• We believe we can reduce the number 
of unwanted deliveries

• .....

Tactics to manage subscriptions/reduce 
unwanted deliveries? 

• Send an email /push notification that 
delivery will be shipped

• “Donate-a-box” option for unwanted 
deliveries to shelters

• Make shipments ‘by demand’ only
• .....

Identify Top Customer Barriers to Action and Ways to Overcome Them
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Enabling Success:  
Invest in a Robust 
Platform
 
Lifecycle marketing relies on an interdependent 
ecosystem of processes connecting the right 
people, content, technology, and channels 
to be able to drive successful initiatives.

• People kick off and drive the lifecycle 
marketing program, defining content output 
capacity and capabilities and empowered by 
the right technology.

• Technologies – like CDPs and channel 
delivery platforms– are critical to processing 
large, complex sets of data and connecting 
marketers’ content to the right channel at the 
right time.

TIP:
Identify roadblocks. Look across your 
people, content, technologies, and 
channels, and consider where you might 
have process barriers inhibiting flow, 
execution, and impact.

Source: 
Simon Data analysis.

People
• Skills. Core capabilities 

defined by experience, 
training, and outlined by 
roles and responsibilities. 

• Capacity. The number of 
people and level of effort 
available to contribute.

• Sponsorship. Leaders 
enable teams and get 
cross-functional buy-in for 
high-stakes initiatives.

Technology
• Orchestration. The ability to collect and activate multiple 

sources of data enables a richer customer experience.

• Measurement. Analytics capabilities show impact against 
objectives.

• Experimentation. Test & Learn capabilities enable quick 
iteration to drive campaign optimization.

Content
• Purpose. Content frameworks shaped by predefined 

objectives for target audience outcomes. 

• Personalization. Translating data points into the content that 
builds a 1:1 relationship.

• Resonance. Understanding of the segment’s objectives 
and priorities enables tailored, resonant content that drives 
behaviors and attitudes.

Channel
• Omni-channel. Meeting 

customers in their preferred 
channels drives brand 
affinity and a seamless 
experience.

• Timing. Automated 
triggering of messages 
maximizes the impact of an 
experience on customers.

• Spend. Rich customer 
experiences drive 
engagement and retention, 
boosting long-term 
marketing ROI. 

Process
Process defines the utilization and hand-off across each platform element. It is the glue that holds the entire platform together and enables the 
seamless transformation of ideas to customer experiences.

Make Process the Glue That Strengthens Your Marketing Platform



Lifecycle Marketing: An Essential Framework for High-Impact Marketing 21

Lifecycle 
Marketing:
Tracking Progress
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Measuring Success

Stay on target. Dashboards are a useful way 
of tracking the success of specific initiatives 
in the context of broader objectives.  
Whether using Simon Data’s reporting tool 
or your own, any good dashboard consists 
of a limited, high-impact set of metrics 
tracked against a specific time period, and 
are always framed against the context of a 
specific activity or an overarching objective.

Define the Tactic
Clarify the tactic used 
to drive the objective.

Be Time-Bound
Set a reasonable amount of time by 
which you want to see the goal achieved, 
or progress over time.

Be Specific
Consider the best metrics to 
communicate success against 
the objective.

Define Your Goal
Consider the 
ultimate behavior 
you want to 
drive, and any 
parameters.

Set Your Audience
Define parameters for 
those who will receive 
the communication.

Measurement Using Simon’s Results Tool
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Single Attribution Model Classic Multitouch Attribution Models (MTA) Advanced Data-Driven Attribution Models

First-/Last-Click 
Attribution Linear Attribution Position-Based 

Attribution
Time Decay 
Attribution

Algorithmic 
Attribution

Algorithmic 
Attribution with 
Holdout Testing

• 100% of purchase
attributed to the first
OR last touchpoint in
the purchase path

• Low-effort; good for
one-off campaigns

• Simple measure of
acquisition/sales

• Low cost

• Ignores all other
influencers or
channels

• Inaccurate
representation of
journey/conversion

• Most credit to
first and last
touchpoints;
remainder split
across the middle

• All touches get
credit

• Shows both demand
gen and conversion

• Customizable to
match strategy

• First/last touch
might not actually
be high value

• Requires some
assumptions

• Weights learned
though statistical
analysis of
touchpoint
effectiveness on
customer journeys

• More accurate
• Can be rebuilt daily
• Enables optimization
• Can account for

pre-conditions

• Needs high volume
of data to learn from

• Best with multiple
digital channels

• Even attribution
across all
touchpoints in the
purchase path

• Accounts for
nurturing

• Shows a full picture
of the journey

• Allows for basic
optimization

• Over-credits low
impact touches

• Too many
touchpoints
dilute credit

• Progressive
attribution from first
to last touchpoints
in the purchase path

• More credit towards
real conversion
drivers

• Shows how people
interact with the
brand over time

• Ignores impact of
demand gen/early
stage activity

• Assumes journey
is a straight line

• Algorithmic learning
done alongside
test and learn
experimentation
to gauge impact
against investment

• Most accurate,
captures ROI

• Works around in-
market and ad
frequency biases

• Allows granular
optimization

• Expensive (time,
tech, data)

• Complicated
methodology

• Can only be used
with addressable
channels
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Not All Experiences 
Are Created Equal

Attributing impact. Proving the ROI of 
marketing can be tricky. Attribution 
models are one way that marketers 
can show the impact of their content 
on outcomes. However, the right 
attribution model for a given brand 
can vary widely and should be 
based on your strategic objectives 
and capacity to deliver. Not every 
model is right for every team, but 
by weighing the pros and cons of 
each model, brands can gauge 
their needs and capabilities against 
accuracy, expense and complexity.

Source: 
Simon Data analysis; 
Google, 2020; 
Gartner 2019; 
Nielsen, 2019.

Select Attribution Models that Best Show Impact Against Strategy
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https://support.google.com/google-ads/answer/6259715?hl=en
https://www.gartner.com/document/3906271
https://resources.marketingeffectiveness.nielsen.com/ebooks/untangling-attributions-web-of-confusion-a-primer
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Key Takeaways

Think Like Your Customers 
Put your customers – their needs, attitudes, and 
behaviors – at the center of everything you do. 

Tailoring your approach to their perspective makes 
it easier to create and disseminate experiences 

that put them on the best journey for your business.

Capture and Use Data Wisely
Think about the data you will need to define, enable, 

and measure your customers and strategy.

Finding ways to access the right data, instead 
of more data, ensures clearer insights and more 

impactful experiences for customers.

Set a Goal and Stick to It
Align as a brand on what Marketing, and more 
specifically its lifecycle program is on the hook 

to achieve. 

Use the strategic objectives to define 
initiatives and attribution modeling to show 
their impact. Experimentation lets teams be 

iterative without sacrificing the goal.



Lifecycle Marketing: An Essential Framework for High-Impact Marketing 26

Simon Data Strategic Advisory
199 Water Street
32nd Floor
New York, NY 10038




