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How are MMMs built?

MMMs identify and quantify drivers of a KPI, with the objective being to replicate historical business metrics
by building an equation using available information on underlying drivers over time.

Example: Sales KPI °

Example: MMM Results - Decomposition

Mathematical

MM formula is
created with
¢ ¢ ¢ ¢ t time series
Jan-20 Mar20  May-20 Jul-20 Sep-20 regression
analysis
SOURCE WEEKT1 | WEEK2 | WEEK3 | WEEK4 | WEEK5 | WEEK6 | WEEK7 | -
TV GRPS 200 150 150 200 - - -
FACEBOOK ) ) ) ) )
115,000 | 112,000 | 220,000 | 275,000 {300,000 | 90,000 |100,000 T T T t t
IMPRESSIONS Jan-20 Mar-20 May-20 Jul-20 Sep-20
SEARCH CLICKS 3476 1,225 1901 2858 | 2525 925 1115
[l Base [ Distribution [l Search TV || Facebook
DISTRIBUTION(%) | 70 85 75 87 85 81 82
WHETHER('C) 7 7 65 5 5 6 7

Key business metrics are compared to all relevant
factors that influence them in the time period,
historically, aggregated and over time.

<MMME 0|3 21 2

36

If the effect is statistically significant, the model
estimates the incremental impact for each influencing
factor (“decomposition”). Base represents BAU, long
term effects and non identified factors

OiE 710i= BMat 2|37t 7HsSICE - Meta MMM Robyn MZ o|0|x|>
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