
 
 
Three Generations of Digital Marketing Analytics 
 
Measuring the true effectiveness of digital campaigns is difficult.  The measurement 
of the post-to-profit link has been described as the Holy Grail of marketing.  Sadly, 
very little has changed since that famous quote: “I know that half the money I spend 
on advertising is wasted. My only problem is that I don’t know which half.”1    
 
Accurate attribution remains a big problem in digital marketing. To help digital marketeers get 
closer to the solution, they must turn to the complex landscape of analytics tools. 
 
The common platforms themselves provide detailed analytics 
tools.  Google, Facebook, Twitter and most of the others provide 
tools that are helpful and full of detail.  However, they can quickly 
become complicated and the lack of simple “what do I do 
tomorrow” insights.  They can also be poor at the level playing 
field analysis required in these days of multi-channel ROI 
comparison. 

 
To add further clarity, data from these platforms can be uploaded 
into spreadsheets.  But this can take up valuable effort and still 
not provide the easy dashboarding, accurate cross-platform KPI 
reporting or easy cost/benefit analysis often required.   
 
Given these drawbacks, 
Generation 2 analytics 
platforms emerged. 
Now numbering in the 

hundreds, these tools ingest data from the platforms via 
API’s2 and then offer a wide range of reports, dashboards, 
graphs, and so on to give cross-platform analytics and 
insights that are easier to read and act upon.    
 
However, the Achilles heel of these platforms is often their reliance on the data from the platforms 
themselves through the API’s.  Given the significant impact on non-human clicks, for example, the 
platform data can in some circumstances be very unreliable; sometimes with up to 50% of paid-
for clicks being non-human.  Therefore, even the most attractive report and graphs built on false 
data will lead to false insights, poor spending decisions and wasted budget.   

 
Because of this lack of data independence and reliability we 
now see the emergence of Generation 3 analytics tools. These 
bypass the channel data and use more accurate evidenced 
data based on the actions of validated human interactions.  By 
building on accurate independently validated data across the 
full digital marketing mix measured on a level playing field, 
these metrics will lead to far better insights, more accurate ROI 
and therefore better and faster decision making.    
 
The price of such tools tends to be higher than the Generation 

2 tools; but with uplifts of between 10% and 40% against spend plus the additional efficiency gains, 
the ROI for these tools is becoming very compelling indeed. 
 
Beacon is a leader amongst the new Generation 3 insights tools. To find out more, visit 
www.thisisbeacon.com/, email us at hello@thisisbeacon.com or give us a call on  +44 3 302 234 
588 or +1 833-286-6284.  Beacon - Discover the true results of your digital marketing 

 
1 In Europe this is often attributed to William Lever (1851-1925), founder of Unilever. In the United States of America it is often attributed 
to John Wanamaker (1838-1922), department-store magnate. It has also been attributed to Henry Ford, J.C. Penney and others. 
2 Application Programming Interface 


