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offline attribution trap

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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Coming up...

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 retail online insurance

x3 brands x3 brands x3 brands x3 brands

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

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

&

SimilarWeb

<> Nielsen
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We treat modelling like a
search problem
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The Google Tax

A waterfall chart showing how baseline demand and TV advertising contribute towards website traffic for
Brand 2 (Insurance), and how paid search appears to capture part of that demand at the the point of click
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; F 3 " 5.88m
6m . = -261.8k
I
o PPC intercepted
90% of 0
4 : : 11.6% of TV
3.43m media uplift
generated demand
2m
0
Baseline TV Paid search Total
web visits contribution interception web visits
.o ®o
TAM Ireland & Colourtext: The Google Tax 2026
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The Google Tax

A watertall chart showing how baseline demand and TV advertising contribute towards organic search referrals for
Brand 2 (Insurance), and how paid search appears to capture part of that demand at the the point of click

1.50m
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I _18.8K 906.8k
W
PPC intercepted
: : 4.2% of TV
500k 423.1k media uplift
P generated demand
¢
Baseline TV RRG Total
organic search referrals contribution harvesting effect organic search referrals
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TAM Ireland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025 .. CO'.OU rteXt



The Google Tax

A watertall chart showing how baseline demand and TV advertising contribute towards Mobile App Downloads for
Brand 3 (Supermarket), and how paid search appears to capture part of that demand at the the point of click

Im
800k +360k = -9.5k 753.2k
600k _
PPC intercepted
2.7% of TV
388.4k
400K generated demand
200k
0
Baseline TV Paid search Total
app downloads contribution interception app downloads
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TAM Ireland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025 .. COIOU rteXt



The Google Tax

A watertall chart showing how baseline demand and TV advertising contribute towards Branded Keyword Search
Volume for Brand 4 (Retail), and how paid search appears to capture part of that demand at the the point of click
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+477 .9k : -55.7k & 1.71m
RTINS
1.50m PPC intercepted
11.7% of TV
1.20m
generated demand
Im
500k
0
Baseline TV PPC Total
branded keyword search volume contribution harvesting effect branded keyword search volume
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TAM Ireland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025 .. CO'.OU rteXt
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The TV Persistence Dividend

|

-: colourtext



The TV Persistence Dividend
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TV’s brand memory half-life

Television’s influence on various brand outcomes in these models does not evaporate at the end of a campaign.
On average it takes about nine weeks for half of TV’s brand memory effect to fade away

9 week average
half-life

Brand 5 (Online) ¥4 (App downloads)

Brand 2 (Insurance) Y4 (Web visits)
Brand 11 (Online) (M (App sessions)
Brand 12 (Retail) (&3 (App downloads)

Brand 2 (Insurance) (Organic search)

Brand 7 (Supermarket) (App daily users)

Brand 4 (Retail) 5 (Organic search & branded keyword search)

Brand 3 (Supermarket) P

(App downloads)

TV memory half-life in weeks

.o ®9
TAM lIreland & Colourtext: The Persistence Dividend 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025 .. COlOU rteXt
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Draining - g
shows up slowly in Iost br“ nd e
performance 4

* Pausing TV advertlsmg is not a neutral act
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* 50% of accumulated brand memory glra ; e
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* TV’s value unfolds over longer horlzons than measuremenf*cﬁp‘fﬁ'l"é%

* This means it is routinely undervalued by short-term attribution systems

- COlOU rtext




.

R A2 SR SAA AR
T.It ¢ - f '?* LI
i

3

54 ‘."‘b\ 3
AR

WA RN

o

L S o T v
‘A‘,"-‘,.A.p\—\‘_“ -
e P

~




&

sfrecuveness ...,

LUOesS I
change en

£y,

JorrT(( ([




Last-click hands TV’s value to PPC

A watertall chart showing how some of the Web Visits created by TV advertising for
Brand 11 (Online) are misattributed to PPC by last-click measurement

20m

15m 15.78m

10m

5m

Baseline
web visits

TAM lIreland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland,

TV PPC
contribution contribution

Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025

standard
attribution
hands 5% of
TV's total
measured
value to PPC

TV's boost
to PPC

17.79m

Total
web visits
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TV’s structural boost to PPC

Brand 11 (Online): What happens to the number of web visits
PPC can convert one year after TV is cut

] 1440k
Paid search converted around 1358k
51% more web visits when TV ads i;’ﬁgﬁ
were running 1888k
990k .. .
B8k PPC web visits with TV support —___
B1Ok ST S
L
630k | e e
548k e aee=TT
If TV is cut to zero, PPC’s o )
conversion rate would fall by 1 T T PPC web visits - zero TV support
33% after 1 year 180k | __ee=T_ae=TT
90k ===
Ok
Now Weeks after TV ended Wk 52
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TV’s structural boost to PPC

Brand 11 (Online): What happens to the number of web visits
PPC can convert one year after TV is cut

Paid search converted around

TV spend reduction Year 1 fall in PPC conversion rate
51% more web visits when TV ads

were running 10% budget cut -3. 3%

20% budget cut -6.6%

If TV is cut to zero, PPC’s
conversion rate would fall by 40% budget cut -13.2%
33% after 1 year

100% budget withdrawal -33.1%

.: colourtext TAM Ireland & Colourtext: The Google Tax 2026
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Last-click hands TV’s value to PPC

A watertall chart showing how some of the mobile app downloads created by TV advertising for
Brand 10 (Insurance) are misattributed to PPC by last-click measurement

400k
352.1k
300k
+43. 4K
202.8K
200k
standard
attribution
hands 17% of
oo TV's total
measured
value to PPC
0
Baseline TV PPC TV's boost Total
app downloads contribution contribution to PPC app downloads
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TAM Ireland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025 .. COIOU rteXt



TV’s structural boost to PPC

Paid search converted around
51% more app downloads when
TV ads were running

If TV is cut to zero, PPC’s
conversion rate would fall by
33% after 1 year
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Brand 10 (Insurance): What happens to the number of app downloads
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PPC can convert one year after TV is cut

PPC app downloads with TV support —___
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Weeks after TV ended Wk 52

TAM lIreland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025



TV’s structural boost to PPC

Brand 10 (Insurance): What happens to the number of app downloads
PPC can convert one year after TV is cut

Paid search converted around TV spend reduction Year 1 fall in PPC conversion rate
51% more app downloads when

TV ads were running 10% budget cut 3.5%

20% budget cut -6.9%

If TV is cut to zero, PPC’s
conversion rate would fall by 40% budget cut -13.9%

33% after 1 year
100% budget withdrawal -34.7%
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Cut TV once, take two hits

Brand 2 (Insurance): web visits

5.88m
6m -261.8k
e Cut TV and the first hit is obvious e
o o o (0] 1
e You lose TV’s direct contribution to brand 4m . : IR A)uog”rfrtxema
outcomes :
e e.g. TV delivered 90% of all media-generated on
uplift in mobile app downloads for Brand 2
(Insurance)
0
Baseline TV Paid search Total
web visits contribution interception web visits
.o ®9
TAM lIreland & Colourtext: The Google Tax 2026
Data Sources & Periods for Econometric Models: TAM Ireland, Similarweb, Nielsen Ad Intel | 31 Jul 2023 — 25 Aug 2025 .. Co"ou rteXt



The second hit Is easier to miss

TV’s brand memory reservoir drains slowly Search efficiency declines, CPA rates increase

58k
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PPC app downloads with TV support —__
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PPC app downloads - zero TV support

Now Weeks after TV ended Wk 52
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Summary conclusions

s The TV Persistence Dividend : 0

It’s called | |

' The Google Tax

|

e®e
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3 brands | 4 models 8 brands | 9 models 2 brands | 2 models
PPC intercepted between On average it took around Paid Search was
2.7% - 11.7% 9 weeks 51% & 69%
of demand generated by TV for half of TV’s brand memory more productive when TV
advertising that would otherwise effect to drain away advertising ran at typical levels

have reached the brand organically
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When we do bad attribution for TV

* We make worse decisions about the future

* Shift money in the wrong direction

* Weaken the reservoir of brand memory

* Make paid search look stronger than it is

* When PPC conversions soften, we don’t link

it to the original a
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* When cut, the loss arrives later and proves larger & harder to see
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