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Dom Carter
CEO & Co-Founder at Serotonin

Performance Marketing for Global Brands

Two things have shaped us in the last 18 months:
- Identify efficiencies within the campaigns that we

run, everywhere
- Do “something” with Al

It’s the output of these two requests that shapes my talk today



Reaching the

Unreachable
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DOM CARTER, CEO.
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Who are the

Unreachable?




Potential customers, whose
online activities sit outside of
what algorithms and platforms

consider “worthy of targeting”



First we have your customers

- Who you can reach with your first
party data and via platforms e.g

Instagram

Your Customers



Then your in-market audience, who
you may reach using social platforms
when content is shared or ad
platforms when you invest in
campaigns

In-Market Audience

Your Customers
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in-market segment of your audience.

People who are already likely to buy, as long

as they see the right ad



Advertising platforms are really good at

targeting your existing customers.

The most popular platforms focus only on the

in-market segment of your audience.

People who are already likely to buy, as long

as they see the right ad

...at the right time
...... multiple times

......... over a specific period of time



Advertising platforms are really good at

targeting your existing customers.

The most popular platforms focus only on the

in-market segment of your audience.

People who are already likely to buy, as long

as they see the right ad

...at the right time
...... multiple times

......... over a specific period of time

The ad platforms want to
give you enough to keep
you spending, but not so

much that you dominate.

If you pool all your spend into

a ToF campaign, you won’t

see ‘Direct Results’ - so they

advocate for this type of build.




Then we have The

Unreachable.

Individuals whose online

behaviour doesn’t match
that of the 50% of people
the platforms are

successfully targeting

The Unreachable

In-Market Audience

Your Customers




The Unreachable

In-Market Audience

Most platforms

Your Customers won’t show your
ads to this users.
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The journey to attribution is a long one

It can take a year, maybe more for a full journey to
complete once - most marketing forecasts are 12
months long and don’t have time to focus on the

long term consumer acquisition.

Other platforms steal that credit anyway

Duplication is rife and even after the 12 month
journey it’s likely going to be a Meta RT ad that

claims the credit for the sale.

Marketeers, Agencies and even the Tech
Platforms need to demonstrate a purpose per
channel, and if you don’t demonstrate a sale

your share of the budget is harder to stake.



But when you can find
ways to reach them

you begin to unlock potentially
millions In missed revenue



and this is what we have done.



But you need to be brave.
Commit.

And trust the data.



Which is tough...

Marketeers, Agencies and even the Tech Platforms
need to demonstrate a purpose per channel, and if

you don’t demonstrate a sale

- then your share of the budget is harder to stake.
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To do this we need to find
more budget without impacting
the revenue targets.

We need to prevent wastage of ad spend,
discover efficiencies and leverage technology.

Which also isn’t easy.
But here’s how we do it
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01.

Consolidate as much
lower funnel spend
as possible.

%)

02.

Save further ad spend
through preventing
spam and bot clicks
hitting the site
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Map how intent builds
over time — from
passive scrolls to
active spend.
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Split Strategy
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01.

Consolidate as much
lower funnel spend
as possible.




01.

Strip back hard on any spend that contributes towards a
sale - where the sale was going to happen anyway.

Key focus here is removing as much spend from

Brand PPC as possible + over indexed Retargeting



01.

Activate technology that stops any
unnecessary spending on Branded
Keywords

Google

serotonin manchester X

Images Reviews Careers Salary Address Office News

$ @
Videos

Books

“Lone Ranger” AD

Sponsored

Serotonin.co.uk

https://www.serotonin.co.uk

Serotonin - Ecommerce Agency | Creative Advertising...

Award Winning Digital Agency Perfect For Fast Growing Ecommerce Brands Located
Worldwide. Experienced In Delivering

Our Work
This Is How We Work It

What We Do

We Turn Ideas & Insights Into Creative Digital Strategies

Get In Touch

Fill Out The Form & We'll Get Back To You

Serotonin
We Cover Aspects Of Advertising, Brand And Content Creation

Serotonin.co.uk
http://www.serotonin.co.uk

Serotonin | Digital Marketing Agency Manchester

Our multiple award-winning team is built around creative and digital expertise, working together

to deliver multi-channel campaigns. We use a combination of

Get in touch

Email. hello@serotonin.co.uk. Head Office, Manchester

We're hiring a copywriter

So, to make things easier (for me) why not come and work at

Vision Manchester

Project Info. Vision, a luxurious new development soaring 37

More results from serotonin.co.uk »




02.

Save further ad spend
through preventing spam
and bot clicks hitting the site



02.

Blacklist any IP addresses flagged
as ‘fraudulent’ , ‘'spam’ or even
recognised via Al as a potential
competitor to save CPCs

Active Sources ®

2 358,518 Legitimate Sources

Yvevw 82.47% Clicks

420,389 Clicks from sources currently classified as
legitimate

19th Aug 25 - 17th Sep 25 (9 Last 30 days A

Cost of traffic from invalid sources £37,410.07

& 5,114 Suspicious Sources @ 50,525 Invalid Sources

vE Ve 2.84% Clicks v v v 14.68% Clicks
14,481 Clicks from sources currently classified as 74,849 Clicks from sources currently classified
suspicious as invalid

Live example showing frequency of fraudulent clicks



02.

Fraudulent clicks account for
15-25% of your total spend on
Google and other platforms

We free up this budget to utilise elsewhere



02.

Fraudulent clicks account for s Increase in Conversion Rate
15-25% of your total spend on

Google and other platforms > Improved ROAS

We free up this budget to utilise elsewhere



STOP.

But even if we didn’t move forwards, and we stopped there...

(which is what some brands do).

We have just improved ROAS and CVR without
spending any more on a marketing.



STOP.

But even if we didn’t move forwards, and we stopped there...

(which is what some brands do).

We have just improved ROAS and CVR without
spending any more on a marketing.

But that doesn’t help us to reach the
unreachable...



03.

We map how intent builds
over time — from passive
scrolls to active spend



03.

Broad
generalisation of
some channels
and activations
brands will be
running online

OQMeta A% YoullIB

Direction of Meta / pMax
Intent

+

ROAS

Meta Traffic/
Awareness

Prospecting YouTube Meta

Native Lead Gen

Prospecting
Display

Performance Meta
Max Prospecting

Brand
Search

Lower Cost to

Retargeting Target

Retargeting
Display

+

Less Relevant
Audience

+

More People



03.

A lot of spend heavily
concentrated towards
the lower end.

QOMeta A% Yould

Prospecting

Direction of
Intent

ROAS

Meta Traffic/
Awarness

Meta
Lead Gen

YouTube

Prospecting
Display

Performance Meta

Prospecting

Brand
Search

Meta / pMax
\ Lower Cost to
Retargeting Target

Retargeting .
Display

Less Relevant
Audience

+

More People



03.

Most brands still live
& die on last click or
rely on cookies.



03.

Cookies Don’t Work on 60%
of the Web

Both 3rd-party & 1st-party
cookies are inaccurate. 60%
of people opt-out of being
tracked by cookies across
browsers - negatively
affecting your analytics &
customer data.

60% of those on Chrome opt-out &
40% that opt in are limited to 7-days
since the token resets.

Apple’s i0S-17 Privacy
Restriction

Apple’s iOS-17 restrictions
prevents cookies, blocks
unique ID’s and restricts IPs
based on tracking. Preventing
you from accurately tracking
ads and web actions.

Not Using Al-Attribution Is
Costing You

While Facebook & Google
over-report conversions in
their native ad managers,
attribution tools always
under-report conversions.



03. .

We track across
four different
parameters
using a Unique
Pixel ID

SERVER SIDE

BROWSER SIDE
-

AD PLATFORMS

o]

UTM PARAMETERS

ANALYTICS DASHBOARD

CUSTOMER JOURNEYS

— .—ﬂe — DE-DUPLICATED PERFORMANCE
/ ATTRIBUTION MODELLING




03.

This allows us to see every interaction with the ads,
emails and the website,

not just via customers but every single website visitor.

We use this method to provide the
full lifetime journey, tracked using pixels that hash User

Signal IDs and remain present for up to 3 years.

Once a User makes a Purchase, the Al can resolve the

Customer to their Signal ID to provide a full picture

CLICKED FACEBOOK AD

90 DAYS LATER

GOOGLE RETARGETING AD

PRODUCT PURCHASED
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1. Connect our clients’ customer data across the four tracking
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03.

By joining up the tracking across these four areas using a unique Pixel ID allows us to:

1. Connect our clients’ customer data across the four areas
parametres

2. Leverage the Pixel ID to resolve customer identities across
browsers, sessions, devices (over 3 years)

3. Visualise the customer journey in full, and real time

4. Generate models to improve allocation of spend



But most brands still live & die on last click or rely on cookies...?

These touchpoints from various sources are pooled
within a third-party attribution system tool that we

utilise.

This allows us to know the true ROI across all channels

up to a 3 year period.

Meaning that awareness is nhow a trackable and
measurable campaign type.



A typical customer journey

o o o 2

AD VIEW SOCIAL MEDIA AD CLICK EMAIL CLICK GOOGLE CLICK SALE



A typical customer journey

Last Click Model

0

(0073 (0]0)73 (0]0)73 (0073

AD VIEW SOCIAL MEDIA AD CLICK EMAIL CLICK GOOGLE CLICK WEB SALE




We can utilise the

ML within the platform to
identify users across all
four tracking parameters

Phantom Al

AD VIEW

We then utilise the Al attribution models to reconcile discrepancies
between actual sales data and ad platform reports, relinking hidden

conversions back to the original campaigns.

This then allows us to create new Attribution models built around the
activity that contributed to a sale further up in the funnel.

25%

SOCIAL MEDIA AD CLICK EMAIL CLICK GOOGLE CLICK WEB / SALE




Better allocation of spend across the whole funnel

For us to make data-informed,
conversion-led decisions around top of

funnel channel allocation.

Meta Traffic/
Awareness

Prospe.ctlng YouTube Meta
Native Lead Gen

Prospecting

Demand Gen
DIEE]

Performance Meta

Max Prospecting

Brand
Search

Direction of Meta / pMax
Intent Ret: i Lower Cost to
nten etargeting Target

Retargeting .
Display

+

Less Relevant

ROAS
Audience

+

More People



04.

Split the Strategy



Ad Budget
01— 02

\

New customer acquisition; built using the Retention or ‘In-Market’
models around new customers

(the unreachable)

(the expected sales)

Low ROAS, higher CPA, brand new customer and Higher ROAS, lower CPA, maybe new

incremental 100% - Stronger brand-level creative, customer, maybe returning customer

introductory not direct sales

HIGHLY EFFECTIVE ACTIVITY

More validation that customers Blended ROAS (circa 5x)

are incremental




And that is how we reached
the unreachable, and how
we have used Al to bring
Incremental new revenue
to our clients.



Thank you.

dom@serotonin.co.uk



