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The offline attribution trap
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Cumulative build of effect (proportion of total) for each radio spot delivered by hour following transmission
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3 2a% 92% of web traffic generated by an average radio ad occurs after the

;ﬁ. traditional 20 minute attribution measurement period has passed
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AN

Hours following ad transmission time

Base: Average calculated from the outputs of 3x individual campaign models
Source: Radio: The Performance Multiplier, Google Analytics/Colourtext
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Comi ng upe

1. Data sources and econometric analysis approach

2. The Google Tax

3. The TV Persistence Dividend

4. Cut TV Once, Pay Twice: The Hidden Value of TV Advertising
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Brand coverage

supermarkets retall online Insurance

X3 brands X3 brands X3 brands X3 brands

o* ®e
TAM lIreland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 7 25 Aug 2025 .. COlou rteXt




Data sources

Web & App Traffic |
TV Impacts | Media Impacts
PPC Impressions

<> Nielsen

&

SimilarWeb
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We treat modelling like a
search problem
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