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Define the competitors.

2

How the Advertising Channel Scan™ Methodology Works

Measure their digital ad spend across 
relevant ad platforms.

Cross-check spend, impression, and click 
metrics using multiple data sources.

Break down spend by platform and 
competitor.

Highlight top performing platforms and 
competitors.

Highlight seasonal and YoY trends.
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Advertising Channel Scan™ 

Advertising Trends
● Brands in the competitive set spent the most on Paid Search ($30.3M), followed by Facebook ($23.9M) and YouTube 

($21.3M). Display ($3.1M) saw the lowest ad spend allocations.
● Ad spend for Q3 increased by 7% for the brands in the competitive set. 
● Spending in Q3 increased for Facebook (+39%) and YouTube (+32%) and decreased for Paid Search (-17%) and Display 

(-11%).
● 100% of brands saw Paid Search advertising on their top 2 roster for the highest spends.
● TD had the highest budget amongst the competitive set, with an ad spend of $20.5M in Q3 2022.

Content Trends
● 70% of the top two ads for Paid Search campaigns across brands focused on incentivizing the viewer to click by providing 

a gift with sign-up, receiving money back, or saving money with each transaction. 
● Facebook and YouTube saw commonalities in brands focusing on a humanistic approach to their advertising. Through 

showcasing ads with people in them, the brands relate to the viewers through topics like retirement, friendship, and 
humour.

● TD utilizes their partnership with Starbucks in their ads to convey to viewers the benefits of using their cards and utilize 
the popularity of Starbucks to attract clients. 

Key Takeaways
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The following companies were included in the competitive set for this analysis:
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From Q2 to Q3 2022, the competitive set spent $152.5M on digital advertising and increased 
spend by +7% during Q3 2022. 
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*Ad spend includes Facebook, Display, Search, & YouTube.
Spend is a directional approximation and does not include retargeting, or behavioural targeting. 5
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Scotiabank RBC BMO TD
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All brands in the competitive set saw increases in ad spend between Q2 and Q3 2022.
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Spend is a directional approximation and does not include retargeting, or behavioural targeting.

$14M $14.1M
$15.6M $16.1M

$14.9M
$13.5M

$19.6M
$20.5M

$13.2M

+22%
+1%

+3%
+10%

+5%
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Paid Search Facebook Display
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YouTube

$36.9M
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Spend is a directional approximation and does not include retargeting, or behavioural targeting.

Q3 2022Q2 2022

Facebook and YouTube saw increases in ad spend between Q2 and Q3. Paid Search and 
Display saw decreases in ad spend of -17% and -11%, respectfully. 

$30.5M

$17.1M

$23.9M

$16.1M

$21.3M

$3.5M $3.1M

-17%

+39%
+32%

-11%
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$0

$80M

$40M

29%

37%

Channel Budget

     Paid Search $30.3M  (39%)

     Facebook $23.9M  (30%)

     YouTube $21.3M (27%)

     Display $3.1M (4%)

Paid Search ($30.3M) saw 
the highest budget 
allocation across the 
competitive set, followed 
by Facebook ($23.9M) and 
YouTube ($21.3M). 

Display ($3.1M) saw the 
lowest ad spend 
allocations from July 2022 
to September 2022.

Spend is a directional approximation and does not include 
retargeting, or behavioural targeting. 

Digital Ad Spend in Canada (USD)

30%

8

4%
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35%

9

From July 2022 to 
September 2022, TD had the 
largest budget amongst the 
competitive set at $20.5M. 

35% of their budget went 
towards Facebook ($7.2M), 
followed by Paid Search at 
$5.9M (29%) and YouTube 
at $5.3M (26%).

$0

$20M

$10M 29%

26%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

Channel TD’s Budget

     Facebook $7.2M  (35%)

     Paid Search $5.9M  (29%)

     YouTube $5.3M (26%)

     Display $2.1M (10%)

10%
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Share of Ad Spend by Post Type
July 2022 - September 2022

On Facebook, TD budgeted 
$5.5M toward Link Post ads 
(76%) followed by Video 
Post ads at $1.5M (21%) and 
Carousel Post ads at $226K 
(3%). 

76%

21%

10

Facebook

35%

3%

Link Video Carousel

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)
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Spend: $920K |Imp.: 210M
CPM: $4.38 | Click to View

Spend: $122K |Imp.: 28M
CPM: $4.36 | Click to View

TD spent $7.2M on Facebook from July 
2022 to September 2022.

Starbucks Partnership:
● Both top ads feature a partnership 

collaboration with Starbucks. TD 
utilizes the ubiquitous popularity of 
Starbucks to incentivize customers 
to learn more.

● TD ensures the audience quickly 
understands the partnership by 
mentioning ‘Starbucks’ 3+ times per 
ad and pairing their cards next to an 
image of Starbucks coffee cups.

Double the Rewards:
● Both ads explain how clients can 

earn both Starbucks Rewards and 
TD Points by being a TD cardholder. 

Facebook Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD)

Facebook

35%
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https://www.facebook.com/TDCanada/posts/pfbid02XERMXj4bpGx7bcQp81nUqkjyiocdWs5h1SgVmYk2ihRbVhrPok8EbU7stJJiv4n4l
https://www.facebook.com/TDCanada/posts/pfbid0kwFfvSChbodFkdcE7WNwxWuwJjnCfhxBgi9HFCxYAH5Gxre2oPyftAi4EUcCtsStl
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Desktop Mobile

Share of Ad Spend by Device
July 2022 - September 2022

TD budgeted $3.1M toward 
Desktop Paid Search (53%) 
compared to $2.8M on 
Mobile Paid Search (47%).

53%47%
Paid Search

29%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)
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TD spent $5.9M on Paid Search from July 
2022 to September 2022. July 2022 saw the 
highest ad spend of $2.3M. 

Paid Search Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD)

Paid Search

29%
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$20M

$10M

Spend: $85K | Traffic: 3K | CPC: $28.3
View landing page

Spend: $84K | Traffic: 2.8K | CPC: $30
View landing page

Easy to Use:
● The world of investing is confusing to 

navigate and TD alleviates the viewer’s 
concerns by utilizing the word “easy” in 
both their ad titles alongside words like 
“knowledgeable support” and “watch 
in-app how-to videos” in their 
description. 

Money Saving Incentives: 
● Whether through saving $150 in 

transfer fees or getting 50 
commission-free stock trades; TD’s ad 
descriptions both explain how the 
viewer can save money when they 
switch to TD. 

https://www.td.com/ca/en/investing/direct-investing
https://www.td.com/ca/en/investing/direct-investing/services/easytrade
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40%
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From July 2022 to September 
2022, CIBC spent $16.1M in 
digital advertising. 

40% of their budget went 
towards YouTube ($6.4M) 
and 39.6% went towards 
Paid Search ($6.4M), 
followed by Facebook at 
$3.2M (20%).

$0

$16M

$8M

40%

20%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

Channel CIBC’s Budget

     YouTube $6.4M  (40%)

     Paid Search $6.4M  (39.6%)

     Facebook $3.2M (20%)

     Display $67.4K (0.04%)
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Desktop Mobile

Share of Ad Spend by Post Type
July 2022 - September 2022

On YouTube, CIBC 
budgeted $6.4M toward 
Desktop ads (99.95%) and 
$3.4K (0.05%) towards 
Mobile ads. 

99.95%

15
Spend is a directional approximation and does not include retargeting, or behavioural targeting.

Digital Ad Spend in Canada (USD)

YouTube

40%

$0

$16M

$8M
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Spend: $580.4K |Imp.: 43.9M
CPM: $13.22 | Click to View

Spend: $579K |Imp.: 43.8M
CPM: $13.22 | Click to View

CIBC spent $6.4M on YouTube from July 
2022 to September 2022.

Associating with Friendship:
● In both videos’ first frames, they 

hook viewers with a scene of two 
friends embracing one another.

● The video is filmed from a  
first-person perspective and close 
proximity camera angles at the 
beginning of both videos. These 
are aimed to make the viewer 
feel like they’re there in the 
moment.

Sign-Up Incentives:
● Each ad ends with CIBC’s $400 

sign-up incentive to drive leads 
and motivate new customers.

YouTube Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD)

YouTube

40%

$0

$16M

$8M

https://www.youtube.com/watch?v=JMT114SrgkE&ab_channel=CIBC
https://www.youtube.com/watch?v=lWXLs02UNjE&ab_channel=CIBC
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Share of Ad Spend by Post Type
July 2022 - September 2022

CIBC budgeted $3.3M 
toward Desktop Paid 
Search (52%) compared to 
$3.1M on Mobile Paid 
Search (48%).

17

Desktop Mobile

52%48%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

$0

$16M

$8M

Paid 
Search

40%
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CIBC spent $6.4M on Paid Search from 
July 2022 to September 2022. July 2022 
saw the highest ad spend of $3.8M. 

Appealing to Desires:
● CIBC puts the viewer’s top desires 

in their ad title. Audiences who are 
looking for a savings account love 
the words “high interest” while 
students who are looking for a 
debit card love the words “no 
monthly fee”. 

Loaded with Benefits:
● For the ad directed towards 

students, CIBC loads the 
description with an array of free 
perks and benefits for students.

Paid Search Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD) 

$0

$16M

$8M

Paid 
Search

40%

Spend: $268.4K | Traffic: 5.3K | CPC: $1.47
View landing page

Spend: $261.8K | Traffic: 5.2K | CPC: $0.99
View landing page

https://www.cibc.com/en/special-offers/smart-savings-bonus-interest.html
https://www.cibc.com/en/student/bank-accounts.html
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61%

19

From July 2022 to September 
2022, BMO spent $14.9M in 
digital advertising. 

61% of their budget went 
towards Paid Search 
($9.1M), followed by 
YouTube at $2.7M (18%) and 
Facebook at $2.6M (17%).

$0

$15M

$7.5M

18%

17%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

Channel BMO’s Budget

     Paid Search $9.1M  (61%)

     YouTube $2.7M  (18%)

     Facebook $2.6M (17%)

     Display $589K (4%)

4%
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Desktop Mobile

Share of Ad Spend by Device
July 2022 - September 2022

BMO budgeted $4.8M 
toward Mobile Paid Search 
(52%) compared to $4.3M on 
Desktop Paid Search (48%).

48%52%

Paid Search

61%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

$0

$15M

$7.5M
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BMO spent $9.1M on Paid Search from 
July 2022 to September 2022. July 2022 saw 
the highest ad spend of $4.6M. 

Earn Money by Switching:
● BMO entices viewers to click on 

their ad by stating twice in the 
description how clients can earn up 
to $400 by switching.

Relatable to Newcomers:
● Top BMO ads targeted newcomers 

to Canada.
● The ad is supportive in their 

messaging by using words like 
“BMO welcomes you to Canada” and 
stating that BMO has a specific 
program to help newcomers called 
NewStart.

Paid Search Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD) 

Paid Search

61%

$0

$15M

$7.5M

Spend: $306.7K | Traffic: 70.5K | CPC: $4.35
View landing page

Spend: $239K | Traffic: 70.5K | CPC: $3.39
View landing page

https://go.bmo.com/new-bank-account-offers-and-promotions/?ecid=ps-US32896EDB4-DMUM16&utm_source=GoogleSearch&utm_medium=EDB_Search&utm_campaign=Chequing&utm_term=BrandEN
https://www.bmo.com/main/personal/newcomers-to-canada/newcomer-bank-account-offers/
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Share of Ad Spend by Post Type
July 2022 - September 2022

On YouTube, BMO budgeted 
$2.6M toward Desktop ads 
(96%) and $110K (4%) towards 
Mobile ads. 

4%

96%

22
Spend is a directional approximation and does not include retargeting, or behavioural targeting.

Digital Ad Spend in Canada (USD)

YouTube

61%

$0

$15M

$7.5M

Desktop Mobile
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BMO spent $2.7M on YouTube from July 
2022 to September 2022.

Comedic Entertainment:
● BMO’s ad is witty and entertaining 

to viewers because of their video 
theme of “squirrel away your 
savings”.

● BMO keeps the viewer engaged by 
pairing witty lines like “the squirrels 
are better at saving than we are” 
and “try embracing your inner 
squirrel” with funny visuals like an 
over-the-top amount of chestnuts.

Sign-Up Incentives:
● This ad motivates new customers 

to open a new chequing account 
with BMOs $400 sign-up incentive.

YouTube Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD)

YouTube

61%

$0

$15M

$7.5M

Spend: $602K |Imp.: 45.5M
CPM: $13.23 | Click to View

Spend: $329K |Imp.: 24.9M
CPM: $13.21 | Click to View

https://www.youtube.com/watch?v=HkBlmFgTDKQ&ab_channel=BMOCommunity
https://www.youtube.com/watch?v=1aqBLnLMrDY&ab_channel=BMOCommunity
https://www.youtube.com/watch?v=HkBlmFgTDKQ&ab_channel=BMOCommunity
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39%
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From July 2022 to September 
2022, RBC spent $14.1M on 
digital advertising. 

39% of their budget went 
towards Paid Search ($5.5M), 
followed by Facebook at 
$5.2M (37%).

$0

$14M

$7M

37%

23%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

Channel RBC’s Budget

     Paid Search $5.5M  (39%)

     Facebook $5.2M  (37%)

     YouTube $3.3M (23%)

     Display $186K (1%)
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Desktop Mobile

Share of Ad Spend by Device
July 2022 - September 2022

RBC budgeted $3.9M toward 
Mobile Paid Search (70%) 
compared to $1.6M on 
Desktop Paid Search (30%).

30%

70%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

Paid 
Search

39%

$0

$14M

$7M
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RBC spent $5.5M on Paid Search from July 
2022 to September 2022. August 2022 saw 
the highest ad spend of $2.2M. 

Lead with Incentives:
● Both the highest Paid Search ad in 

August 2022 featured the words 
“get an iPad” at the very beginning 
of their ad offering description.

Create Urgency:
● RBC creates a sense of urgency and 

incentivizes a click by stating that 
their free iPad offering will only be 
available until Sept 30. 

Paid Search Tactics

Spend: $465.5K | Traffic: 315.3K | CPC: $1.47
View landing page

Spend: $135.6K | Traffic: 136K | CPC: $0.99
View landing page

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD) 

Paid 
Search

39%

$0

$14M

$7M

https://www.rbcroyalbank.com/dms/pba/open-an-account/offer-n-or.html?utm_dc=ga_DSC_10463639250_124958210776_601105181008__m&gclid=EAIaIQobChMIwPu5t4qs3AIVAQAAAB0BAAAAEAAYACAAEgJVzfD_BwE
https://www.rbcroyalbank.com/dms/pba/open-an-account/offer-n-or.html?utm_dc=ks_SEG_11660290920_112110780703_601170442730_kwd-11855546_m&gclid=EAIaIQobChMIwPu5t4qs3AIVAQAAAB0BAAAAEAAYACAAEgJVzfD_BwE
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Link Video

Share of Ad Spend by Post Type
July 2022 - September 2022

On Facebook, RBC budgeted 
$4.6M toward Link Post ads 
(88%) followed by Video Post 
ads at $600K (12%).

88%

12%

27
Spend is a directional approximation and does not include retargeting, or behavioural targeting.

Digital Ad Spend in Canada (USD)

$0

$14M

$7M

Facebook

37%



© RightMetric 28

Spend: $388K |Imp.: 88.6M
CPM: $4.38 | Click to View

Spend: $193K |Imp.: 44.1M
CPM: $4.38 | Click to View

RBC spent $5.2M on Facebook from July 
2022 to September 2022.

Providing Inspiration:
● With words like “new beginning” and 

“passions” in their messaging, they 
emanate the excitement of 
retirement towards their audience.

● RBC’s landing page provides three 
inspiring examples of their clients’ 
lives during retirement.

Free Gift Showcase:
● RBC puts a large static image footer 

on their video that showcases an 
iPad and the offer of getting an iPad 
“at no cost”. 

● Throughout the video, an iPad is 
shown in use. 

Facebook Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD)

$0

$14M

$7M

Facebook

37%

https://www.facebook.com/rbc/posts/pfbid02UEmzsV2wi5naA8Krd5GLsApGYeo7BiPiwDEh7VQ5zVXkbSQHjv3H6eSU1Va3QAi3l
https://www.facebook.com/rbc/posts/pfbid02akeLFBhMYe79pHV3KFvdSDsjgYHTohmXriRhU4uDmjCJgBVTgxqQ69WKezymU3UMl
https://www.rbcroyalbank.com/retirement/your-second-act.html?utm_source=Meta&utm_medium=Social&utm_campaign=Second+Act+Year+2&utm_content=Retirement+Planning+Static+RE+EN
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Spend is a directional approximation and does not include retargeting, or behavioural targeting.

Digital Ad Spend in Canada (USD)

From July 2022 to September 
2022, Scotiabank spent $13.2M 
in digital advertising. 

Top digital advertising spends 
are focused on Facebook 
($5.6M), followed by Paid Search 
($3.7M) and YouTube ($3.7M).

$0

$13M

$7.5M

43%

28%

28%

Channel Scotiabank’s
Budget

     Facebook $5.6M  (43%)

     Paid Search $3.7M  (28%)

     YouTube $3.7M (28%)

     Display $201K (1.5%)
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Link Video

Share of Ad Spend by Post Type
July 2022 - September 2022

On Facebook, Scotiabank 
budgeted $5.4M toward Link 
Post ads (96%) followed by 
Video Post ads at $145K (3%).

96%

3%

30

Other

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)

$0

$13M

$7.5M

Facebook

43%
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Spend: $274K |Imp.: 62.5M
CPM: $4.38| Click to View

Spend: $261K |Imp.: 59.6M
CPM: $4.38 | Click to View

Scotiabank spent $5.6M on Facebook 
from July 2022 to September 2022.

Money Back:
● Scotiabanks’ top ad spend for the 

period came from ads that offered 
customers an opportunity to get 
money back on their GIC or credit 
card. Scotiabank utilizes bright and 
colourful backgrounds to grab 
viewer attention. 

Award Backed:
● The second highest ad spend went 

to a credit card ad that showcased 
their award for “Best Cashback 
Card” from MoneySense; giving the 
card an added layer of credibility. 

Facebook Tactics

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD)

$0

$13M

$7.5M

Facebook

43%

https://www.facebook.com/scotiabank/posts/pfbid016jWHMri4yUy74HgK8GrVpQLRfqMA7z8iPZZvwK29WmTvR9Bg861bcy28BHSXqx6l
https://www.facebook.com/scotiabank/posts/pfbid025RoiSqTK7vcKD7p7oQYa3xwdNy52WvhCWLHrdkgxtYH7VxuPARLMi9HgFmGGUdNAl
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Desktop Mobile

Share of Ad Spend by Device
July 2022 - September 2022

Scotiabank budgeted $2M 
toward Desktop Paid Search 
(53%) compared to $1.7M on 
Mobile Paid Search (47%).53%

47%

Spend is a directional approximation and does not include retargeting, or behavioural targeting.
Digital Ad Spend in Canada (USD)
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$7.5M
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Search
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Scotiabank spent $3.7M on Paid Search from 
July 2022 to September 2022. September 
2022 saw the highest ad spend of $1.4M. 

High-Relevance Keywords:
● Scotiabank’s description contains 

highly relevant keywords that pertain 
to their target audience such as 
“personalized plans”, “budgeting”, and 
“home purchase plan”.

● Scotiabank urges readers to use their 
online tool to book an appointment 
with an advisor.

Easily Accessible:
● Scotiabank’s ad uses words like “apply 

online in minutes” and “get instant 
adjudication” to communicate their 
quick and easy credit card application 
process. 

Paid Search Tactics

Spend: $90.3K | Traffic: 86K | CPC: $1.05
View landing page

Spend: $38.3K | Traffic: 32K | CPC: $1.20
View landing page

Spend is a directional approximation and does not include retargeting, or behavioural targeting. Digital Ad Spend in Canada (USD) 
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$13M

$7.5M

Paid 
Search

28%

https://www.scotiabank.com/ca/en/personal/advice-plus/get-advice.html
https://www.scotiabank.com/ca/en/personal/credit-cards.html
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Data Caveat
Slides
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Things To Know About Marketing Intelligence Data

Metrics from marketing intelligence tools will never exactly match ‘internal’ tools
We typically expect metrics from marketing intelligence tools to vary by 5-25% compared to internal measurement tools like Google Analytics, Advertising 
Accounts, and so on. It all varies from tool to tool because each tool collects data differently. Sometimes metrics match bang on, other times there’s a significant 
spread. The most common reason for variations is how different tools handle bot traffic. For this reason, we don’t base our analyses too heavily on absolute figures, 
but rather focus on relative figures and trends over time.

Relationships between brands tend to be very reliable
We can see how ‘big’ or ‘small’ brands’ metrics are in comparison to each other really accurately. For example, that Red Bull’s website traffic is 4x higher than 
Monster Energy. Or that Loblaw’s ad spend in Canada is 10x more than Safeway’s. We’ve verified this with multiple past clients whose ‘internal’ data we had access 
to. Knowing accurately the relationship between brands is more strategically important than matching exact figures.

Trendlines over time tend to be very reliable
We can see how metrics are changing over time quite accurately. For example, that Canadian Tire’s web traffic increased by 20% in Q2 and 40% in Q3. We’ve verified 
this with multiple past clients whose ‘internal’ data we had access to. Knowing accurately how things trend over time is more strategically important than matching 
exact figures.

WHAT brands are doing is the easiest thing to observe
This is the most important point. Once we measure how much a brand’s metrics are changing over time, we hone in on the biggest shifts and can see the actions 
that brand is taking to move those metrics. We can see the exact ads that brands run on all major platforms, how all their social posts are performing, where their 
traffic is coming from, what technologies and conversion strategies they’re using on their sites, what emails they are sending, to what segment of their list, and how 
often, etc. This is the best source to identify the causation of changes to the metrics.
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Data Source Caveat
Estimated Ad Spend

Our research/data tools cannot detect ad spend that is based on (a) re-targeting or (b) heavily personalized targeting 
(ex. Males, 18-24, in Hamilton Ontario, that have interests in Soccer, Xbox, Minecraft, Drake, and Korean Food) . They 
can detect ad spend that is cold targeted with relatively broad targeting (ex. Males, 18-24, in Canada, with interests in 
Soccer and Xbox)

Because of this limitation, “estimated ad spend” is typically lower than true total ad spend for a given brand. That 
said, we have independently validated that trend lines over time and differences in proportional ad spend while 
comparing multiple brands is typically very directionally accurate. 

For more detail, please see our article Things To Know About Marketing Intelligence Data. If you’d like to dig deeper 
into our data partners and their methodologies please see RightMetric’s Principle Data Partners.

While not perfect, we are confident that our data partners offer the most accurate and holistic data that is currently 
commercially available. We also believe that making decisions based on a non-perfect view of this data is far better 
than making decisions without any of this data.

https://support.rightmetric.co/things-to-know-about-marketing-intelligence-data
https://support.rightmetric.co/rightmetrics-principle-data-partners
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Data Sources Used in This Research

Data Collection Methodology Page →

Typically Used to Track / Corroborate: 

● Direct vs. Programmatic Buys
● Placements by Channel
● Funnel Deconstruction
● Estimated Ad Spend
● Active Creatives
● Landing Pages
● Display Ads
● Social Ads
● Ad Copy
● CPM
● CTR

https://www.pathmatics.com/product/methodology



