-# Fairing

The Missing Signal:
How to Use Attribution
Surveys to Unlock
Strategic Growth

Attribution Is Broken, But Modern Teams
Know How to Find the Answers.

IIIIIIIIII



https://fairing.co

TABLE OF CONTENTS

Inside This Guide

T35 o Te 18 ox 4 To] « TR 2
1. The Attribution Gap and Why Your Stack Isn’t Enough Anymore «-----orrerrreeerenennn 5
2. Why Direct-From-Consumer Attribution Is Your Strategic Advantage -..............ooooiin, 12
3. How to Build a High-Signal Attribution SUrVEY Program  «-«.cceoeereriiiiiieiiiieieieeie e 17
4. How to Turn Attribution Insights Into Strategic ACtION -« v orerviiiiiiiii 34
5. What High-Performing Teams Get Right, Plus 3 Common Pitfalls to Avoid -+ vvvviiiinennnn 40
Better Answers Start With Better Questions ...........oo 44
/1Y 0] o 1= T [ o0 =) 3 46

=# Fairing FAIRING.CO

01


https://fairing.co

Attribution Is Broken.

But Modern Teams Know
How to Find the Answers.



INTRODUCTION

Marketing attribution has always promised clarity on the essential questions every marketer must
answer: Where did our customers come from, and what made them take action?

D Marketing attribution

The process of identifying and assigning credit to the channels, touchpoints, and moments that contribute to a
customer’s decision to take action, such as making a purchase.

Clarity is harder than ever to come by.

Privacy changes, signal loss from platform shifts like iOS 14, and growing blind spots across the buyer
journey have changed the rules of digital measurement. Entire touchpoints now happen beyond the
reach of traditional tracking. Device switching, from mobile to desktop and back, can sever the trail of
attribution completely.

Many of the channels that drive users to take action most (e.g., podcast mentions, TV spots, online
groups, influencer posts) don’t show up in your dashboards. And when attribution breaks down, so
does confidence in spend, channel strategy, and your team’s ability to defend and double down on
what’s working best.

For marketing leaders, the stakes are high. You're being asked hard guestions:

« What’s actually driving demand?

« Why are we investing here?

« How do we know it’s working?

The frustrating truth? Most of what drives demand happens outside your platform’s line of sight. But
your customers know, and the smartest teams are starting to ask them directly.

Attribution surveys bring your buyer’s voice into your measurement stack. They capture insights that
platforms can’t, and reveal patterns that help you act faster, and with more confidence, not just more
data.

B0 Measurement stack
The collection of tools, platforms, and methods a company uses to monitor performance and guide marketing

decisions. This typically includes analytics platforms, attribution models, surveys, business intelligence (Bl)
dashboards, and testing frameworks.
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INTRODUCTION

When done well, they become a decision-making asset. They help you shape spend, refine creative,
strengthen internal alignment, and improve marketing efficiency. That means maximizing return on

spend, allocating budget with greater precision, and expanding the margin between investment and
revenue.

But that’s the real issue—how do you actually do attribution surveys well?
This guide will answer that question and show you:

« Where your measurement stack falls short and how attribution surveys close the gap

« What “good” looks like when it comes to survey timing, design, and implementation

« How to translate raw responses into strategic clarity that your team will actually use

Let’s start with the big picture: why attribution has become harder, what it’s costing you, and how
leading teams are adapting.
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CHAPTER 01

The Attribution Gap
and Why Your Stack
Isn’t Enough Anymore



THE ATTRIBUTION GAP AND WHY YOUR STACK ISN'T ENOUGH ANYMORE

Marketing attribution has long been treated as a data problem. Solve the tracking and you solve
the puzzle. But today’s attribution challenges run deeper than broken pixels or disappearing
cookies. They’re rooted in a fundamental mismatch between how buyers behave and how most
tools are designed to measure.

Why attribution is breaking

There are two main reasons attribution is breaking down.

The first is technical: privacy regulations, browser changes, and platform limits have closed the
tracking loops that marketers once relied on.

Data that was once accessible, like cross-site behavior or third-party insights, is now blocked,
incomplete, or entirely invisible. While platforms once promised clean, linear customer journeys,
the idea of capturing a complete conversion path has never really reflected the reality of modern
behavior, especially in a mobile-first, multi-device world.

Multiple Discovery Channels

Search
(Google, Bing)

Social
(Instagram, TikTok)

Threads Branded Search Retargeting
(Reddit, Discord) or Direct Visit Attempt Purchase
WOM
(group texts, referrals)y o oTTTmmmmmmmmmmT & --------------------------------------------------- ?
Digital media Tracking Gaps Attribution often lost
(podcasts, YouTube) (cookies blocked, off- or misassigned

device, no pixel)

Traditional media
(print, broadcast)

Others

(affiliates, outdoor media)

Most journeys start where attribution can’t see.
Discovery often begins in untrackable spaces, like group chats, podcasts, and
Reddit threads. By the time someone buys, the original influence is gone.

®" WHERE ATTRIBUTION BREAKS DOWN.
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The second is behavioral: customer journeys no longer unfold in places where your measurement
stack is built to monitor. The last five years have brought a massive shift toward hard-to-measure
(HTM) channels.

D Hard-to-measure (HTM) channels

Channels and discovery moments that don’t leave clean digital trails. Examples include podcast mentions, word-
of-mouth, TV ads, community chatter, creator content, and group texts.

&, Social & Community

» TikTok (organic + ads)

» Instagram Reels (organic
+ ads)

» Facebook (organic + ads)
e YouTube Shorts or videos
» Reddit threads

« Discord communities

» Slack groups

e Twitter/X threads
 WhatsApp/Telegram

» LinkedIn posts or DMs

e Snapchat

 Influencer mentions
(anywhere)

Modern Channels Driving Product Discovery

& Word of Mouth

« In-person conversations
« Group texts

e Private referrals

®2 THE MODERN CHANNELS DRIVING PRODUCT DISCOVERY.

People discover brands through podcast advertising or mentions, TV ads, influencer Reels, Slack

» Podcasts (ads or

« Blog articles

9% Media () Owned Channels

« Email campaigns

organic mentions) SMS messages

 Newsletters

e Push notifications

 Website content

e Online reviews

e TV

» Radio ads

* YouTube sponsorships

« Webinars/events

Streaming (Netflix,
Spotify, YouTube)

* Mobile apps (games,

news, etc.)

» Outdoor media (bus

wraps, billboards, etc.)

‘Q Search & Ads

Google/Bing search
(organic or branded)

Paid search ads

Display ads (Google,
programmatic, native)

Affiliate links

Shopping aggregators
(Google, Amazon)

communities, Discord chats, and Reddit threads. They hear about you on a morning run or in a

group text.

Those early signals don’t get captured by last-click models, but they still shape intent.

ED Last-click models

A type of attribution model that gives full credit to the final touchpoint before a conversion. While simple, it often
undervalues earlier touchpoints that sparked initial intent.
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THE ATTRIBUTION GAP AND WHY YOUR STACK ISN'T ENOUGH ANYMORE

This dual breakdown—vanishing data and off-platform behavior—has widened the attribution
gap, and most measurement stacks aren’t built to close it.

B0 Attribution gap

The blind spot between what marketers can track and what’s actually influencing buyer behavior. This gap has
grown as privacy changes and off-platform discovery have made traditional tracking less reliable.

When the data disappears, confidence goes with it

The result? Spend flows to what’s visible. Lower-funnel channels that show conversion get over-
prioritized. Top- and mid-funnel plays get undervalued or ignored. And marketers end up flying
blind at the exact moments when customers are forming intent.

What You Can’t See Is What Drives the Sale

x Vv =]

Interacted Purchased

5% 0.5%

®3 DISCOVERY AND RESEARCH SHAPE INTENT, BUT RARELY SHOW UP IN YOUR REPORTS.

Inside companies, this creates friction.
Measurement reports don’t match internal instincts. Teams feel something is working—maybe it’s

a podcast run, a community partnership, or a TV ad—but can’t prove it with data. That disconnect
makes every decision harder.
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The question marketers must answer isn’t just, “How are we performing?” It becomes:

« “Why does our reporting contradict what the team is sensing in the market?”

e “Why do we keep investing in tactics that convert but don’t grow demand?”

e “How are we supposed to defend this budget?”

Even the attribution methods that still function often don’t answer the right question. “What did
they click?” isn’t the same as “What influenced them?”

Why remembering beats tracking

Platforms show a path, but people remember the moment they decided to click or make a
purchase. That memory is the real signal, and it can only surface when you ask them.

That’s where attribution surveys come in. They don’t replace your measurement stack. They

strengthen it by adding the one thing platform data can’t collect: context, straight from the source.

B0 Attribution surveys

A direct method of asking customers how they discovered your brand or what influenced their decision. Unlike
platform-based tracking, these surveys surface customer-reported signals that traditional tools often miss.

How did you hear about us?

Podcast
TikTok
Influencer
TV

From a friend or family member

Other

®4 ATTRIBUTION SURVEY EXAMPLE.
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THE ATTRIBUTION GAP AND WHY YOUR STACK ISN'T ENOUGH ANYMORE

Attribution surveys capture influence that dashboards can’t detect and that even sophisticated
inference models, like incrementality tests or Marketing Mix Modeling (MMM), still have to
approximate.

0 Marketing Mix Modeling (MMM)

A statistical method that uses historical data to estimate the overall effectiveness of different marketing channels.
[t's often used for high-level budget allocation, but does not capture user-level influence.

These surveys help teams see what’s actually driving demand, not just what’s trackable. And they
give marketing leaders the clarity and confidence to prioritize what’s working, cut what’s not, and
communicate impact with greater precision.

What Platforms Can See vs. What Attribution Surveys Reveal

Attribution surveys (expanded view)

Q CAPTURES WHAT CUSTOMERS REMEMBER AND WHERE DEMAND REALLY STARTED.

Platform attribution (limited view)

Q TRACKS LAST-CLICK PATHS. MISSES EARLY DISCOVERY.
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© What traditional attribution misses

The reality:
« Most tools show what’s easy to track, not what truly drives discovery.

- Platforms overlook upstream influence: conversations, creators, communities, and

content outside ad channels.

The cost:
« Channel mix gets distorted by click bias.
« Awareness channels stay underfunded.

« Marketers can’t confidently explain results or defend budget decisions.

The shift:
« Innovative teams ask buyers directly what influenced their decision and then use that

insight to guide their strategy.

« Attribution surveys fill the visibility gap and turn memory into measurable insights.

« When layered into your stack, they become a decision-making asset for smarter, faster,

more aligned growth.

Read on to see how attribution surveys work, where they shine, and how they fit into your broader
measurement strategy.
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CHAPTER 02

Why
Direct-From-Consumer
Attribution Is Your
Strategic Advantage



WHY DIRECT-FROM-CONSUMER ATTRIBUTION IS YOUR STRATEGIC ADVANTAGE

Once you see the attribution gap clearly, the next question becomes, “How do we close this gap?”

Attribution surveys aren’t just a DIY workaround or lightweight tactic. They’re a modern
measurement layer built to surface the insights your stack can’t access.

In some cases, they even outperform more complex models, offering faster, more transparent, and
more cost-effective visibility into buyer behavior.

Whether you use them alongside other tools or as a replacement for heavier approaches, they
bring a unique and increasingly essential perspective to your measurement mix.

Rather than relying on inference, surveys go straight to the source: your customer. They ask what
influenced someone to take action and illuminate patterns you can’t find in a dashboard.

This matters more than ever. Most demand creation happens off-platform in places pixels can’t

track. Think podcast mentions, TV segments, creator shoutouts, and Slack threads. Those
moments shape intent. Attribution surveys help you capture them.

Why customer memory is the real signal

Unlike pixels or algorithms, surveys don’t require perfect paths or complete datasets to be useful.
They rely on something far more powerful: memory.

What customers remember is what mattered to them, and those memories tell you a lot:

« A friend’s text that sparked the first search

« A podcast that made your brand feel credible

« A community recommendation that pushed them to convert

Surveys transform those recollections into structured data. When you standardize how you ask
and analyze, you get meaningful, consistent signal, even across the messy, nonlinear journeys
modern buyers take.

What memory reveals isn’t just anecdotal. It’s the context that helps marketers shape strategy, not
just react to reports.
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Where attribution surveys outperform other methods

Attribution surveys shine in precisely the places your existing tools fall short:

« Your branded search traffic is climbing, but nothing clearly explains why

« You just launched a podcast campaign and buzz is building, but you can’t prove impact

« Word-of-mouth and connected TV are working, but nobody can say precisely where or how

Survey-Based Insights on Brand Discovery

9 Fairing = @ > Questions > Stream Docs Help & Support Logout [=

@ Questions
< How did you hear about us? v w2 EditQuestion

I Stream o

Bank ~ Analytics @ Insights  [J Responses

Live feed

Success Message Last 30 days Since: 06/01/2025 Until: 06/30/2025 Source: All é’_, Export Analytics
dll LTV Analytics
2 customers +23 # Metrics (® Time Series ® Add comparison

88 Integrations

) Time Series
€§3 Settings ©

. z 450
Main settings =

400
Users
300
200

100

Refer & Earn 50

Earn up to $1,000 with us
0

Referal program >

® Podcast Cable TV @ Word of Mouth

() Request a feature

These aren’t edge cases. They’re increasingly the norm. Attribution surveys bring structure to that
noise. They let you validate instinct, uncover blind spots, and steer strategy with clearer inputs.

You don’t need thousands of responses or a year of data to find value, either. A steady flow of

clean, buyer-reported answers can help you spot trends, prioritize the best channels, and build
internal alignment faster.
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-
o

Podcast attribution is broken. This tool fixes it.

Promo codes and vanity URLs miss most of your conversions.

This free calculator helps you uncover the real ROI of your podcast ad spend
using a simple, proven multiplier method based on post-purchase survey data.

What you gain when you ask

Used well, attribution surveys become a shared source of truth. They ground your team in your
customer’s experience, and they:

« Help marketing identify and scale high-intent channels that don’t show up in dashboards

« Help growth reallocate budget based on undercredited influence

« Help leadership connect the dots between brand investments and business outcomes

No measurement method solves everything, but surveys solve the one thing your stack can’t: the
context behind why someone showed up.

When you understand that, you can start using attribution surveys not just to uncover truth, but to
build a strategy around how you use them.

Asking is only part of the equation, though. The real advantage comes from how and when you
ask, as well as how you turn what people say into insights your team can trust.
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Attribution Surveys

= What it captures

Customer memory, influence
moments, dark funnel signals
(e.g., podcasts, WOM)

O Where it struggles

Requires thoughtful survey
design and reclassification to

ensure accurate interpretation

© Time to insights

Fast (weeks)

& Level of complexity

Low to moderate

& Use cases

Awareness validation,
messaging refinement,
budget reallocation

Media Mix Modeling
(MMM)

= What it captures

Holistic impact across broad

channels, long-term trends

O Where it struggles

Requires a lot of data, long
timelines, and complex

statistical modeling

@© Time to insights

Slow (months)

& Level of complexity

High

& Use cases

Long-term budget
allocation, executive-level

reporting

WHY DIRECT-FROM-CONSUMER ATTRIBUTION IS YOUR STRATEGIC ADVANTAGE

Incrementality Testing

= What it captures

Causal impact of specific
channels or tactics via holdout

testing

O Where it struggles

Needs rigorous setup, clean
test/control groups, and can
e hard to scale across
multiple channels

(© Time to insights

Medium (weeks/months)

& Level of complexity

Moderate to high

@& Use cases

Measuring lift from new
channels, validating

channel contribution

Q Wohat attribution surveys reveal

clicked.

They support, not replace, the rest of your measurement stack.

Comparing Attribution Methods: What Each Captures and Misses

Platform-based
(Click/path tracking)

= What it captures

Click paths, on-platform
behaviors, conversion events

O Where it struggles

Doesn’t capture influence or
off-platform discovery;
skewed toward last-click

(© Time to insights

Near-instant

& Level of complexity

Low

@& Use cases

Paid media optimization,
retargeting strategy

They capture the story behind the click—what people remember, not just what they

They surface upstream influence signals that dashboards can’t detect.

They help teams act faster and explain results with greater clarity and alignment.

Read on to learn the strategic but straightforward foundations of building an attribution survey
program that drives clarity, action, and real marketing impact.
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HOW TO BUILD A HIGH-SIGNAL ATTRIBUTION SURVEY PROGRAM

Once you understand what attribution surveys can reveal, the next step is making sure you get the
signal you’re looking for.

That starts with building a program designed for quality, not just volume.

Too many teams view surveys as a one-and-done tactic: toss a question into an onboarding sequence
or a post-purchase flow and hope for valuable insights.

But a high-signal program requires intention: smart timing, strong internal alignment, thoughtful
phrasing, and an understanding of how bias can quietly skew the data.

Done right, attribution surveys become the source of truth in your measurement mix—one that’s easy
to scale, simple to operationalize, and valuable across functions.

Let’s look at how to set that foundation.

Lay the groundwork for quality
Before you think about tools or templates, you need the right conditions for signals to emerge. These

four principles will help you design a survey experience that’s not just easy to launch, but built for
trust, adoption, and decision-making across teams.

1. Start with smart placement, not just good intentions

Attribution surveys work best when you ask the right people, at the right time, in the right context,
and that context should be as close to the transaction or moment of decision as possible.

That’s why in-the-moment placement, like post-purchase or during onboarding, drives the strongest
results.

Response rates for higher than those for
in-the-moment  ----oeeee X ---------------- email or SMS surveys
placements are often sent later.
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Here are a few common examples:

e Post-purchase or conversion — captures decision-making while it’s still fresh

e In-app or onboarding — works well for mobile apps, SaaS, or subscription flows where
activation matters

« Email/SMS follow-up — carries a significant risk of recency bias and isn’t recommended,
especially when delayed more than 24 hours after conversion.

0 Recency bias

A type of response bias in which customers are more likely to recall and report the most recent touchpoint they
experienced, rather than the one that influenced them first.

Asking at the right moment also helps reduce bias. The further from the conversion you get, the
more likely a customer is to recall the last thing they saw, not what truly influenced them.

2. Keep friction low and context high

Even the best question falls flat if the experience is clunky.

Design for real-life conditions: mobile screens, fast-loading experiences, and short attention spans.

Respect your customer’s time by keeping the survey short, clear, and conversational.
A simple “How did you hear about us?” often surfaces high-value insights, especially for first-time

buyers or users. For returning users or legacy brands, a question like “What led you to purchase
today?” can uncover longer consideration cycles or repeat intent.
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How Discovery Starts to Surface

a Fairing = (@ > Questions > Stream Docs Help & Support Logout [
£ Questions
< How did you hear about us? Cancel
‘ Stream e
Bank
Live feed
Question

Success Message
How did you hear about us?

Jll LTV Analytics o
Add a Description

rc%), Customers +23

B8 Integrations

Responses
E@B Settings
Response
Main settings
Podcast () Enable Delete X

Users

Auto-suggest follow-up question

Question

How did you hear about us?

Podcast
TikTok
Influencer
TV

From a friend or family member

Other

You’re not just designing for the user. You’re planning for internal adoption, too. When survey
responses feel credible and complete, it’s easier to get stakeholders to trust and use the data.
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3. Watch for recency bias and plan around it

Recency bias is one of the biggest threats to attribution data quality. Ask too long after the
decision, and you risk getting skewed answers that reflect only the last thing a customer
remembers.

For most brands, the best window to ask is close to the point of transaction. But even then,
phrasing matters.

Use “How did you hear about us?” Use “What led you to purchase today?”
when you’re confident the customer is @ when your buyers have longer journeys
still in touch with their early exposure. or multiple consideration points.

Bias is inevitable, but smart timing and phrasing help minimize its effect and ensure the answers
reflect real influence, not just recent touchpoints.

4. Build trust before you expect insight

Internally, survey data only becomes useful when it’s trusted. That means alignment matters. Make
sure key stakeholders understand what you’re asking, how you’re collecting that data, and where it
fits into your larger measurement strategy.

Clarity upfront saves second-guessing later. If stakeholders dismiss your survey data as vague or
unreliable, it won’t influence decisions, no matter how strong the signal.

This is also where having a partner like Fairing, who’s seen what works across hundreds of
implementations, can help you avoid common missteps before they happen.

Even the best-placed survey, though, won’t deliver value if the question itself falls flat. To get
meaningful responses—the kind that guide strategy and drive confident decisions—you need to
ask in the right way, which we’ll cover next.
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Where to Ask and What You’ll Learn

Placement Example Moment Signal Type Uncovered

B Post-purchase / Checkout confirmation page What drove the final decision/brand
conversion preference

&+ In-app / onboarding Account creation or install First exposure, overall brand awareness

< Email / SMS follow-up 3-7 days post-purchase Mixed recall: influencer, community, social

Q Timing shapes the kind of memory your customer shares. Choose based on the type of insight you need.

Q What strong survey placement looks like

Timing matters. Ask your customers when they have enough context to recall what
influenced them.

Design for trust. Surveys should be helpful questions, not interruptions.

Avoid friction. Keep it short, mobile-friendly, and relevant to the moment.

Get internal buy-in. If stakeholders don’t trust the input, they won’t act on the output.
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Ask better questions, get better signal

A well-placed survey won’t get you far if the question falls flat.

Too often, attribution surveys get reduced to a throwaway form field: a vague “How did you hear
about us?” followed by a wall of options no one reads.

The result? Unclear signal, unhelpful answers, and internal skepticism about whether surveys work
at all.

But the problem usually isn’t the format. It’s the phrasing, the structure, and the lack of intentional
follow-up.

To get high-quality responses that drive decision-making, you need to ask better questions. Here’s
how.

1. Don’t just ask—guide

Most survey programs start with a HDYHAU (“How did you hear about us?”’) guestion, and for
good reason: it surfaces direct-from-customer context while keeping friction low.

&) HDYHAU

Short for “How did you hear about us?” This common survey question captures the first moment of brand
awareness directly from the buyer.

But asking the question well is just as important as asking it at all.

Instead of a vague, open-ended prompt or a multi-select menu that muddles the data, ask for the
primary source.

How did you first hear about us?
Podcast
TikTok
Influencer
TV

From a friend or family member

Other

®5 ATTRIBUTION SURVEY EXAMPLE.
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This single tweak does two critical things:

|t forces prioritization and helps you separate signal from noise

« It produces more precise data, faster, without requiring a full essay from your customer

People usually remember the moment they made a decision, not everything they saw along the

way. That’s the insight you want.

2. Follow the memory

Layer in behavioral follow-ups to capture context around that moment of influence. These
guestions go beyond attribution and help you map buyer psychology and journey dynamics:

Together, these answers help you understand why something worked, not just what they clicked.

9 Fairing
B Fairing Demo

£ Questions

[] Templates
) Live Feed

2 Customers
[l Lifetime Value

%' Integrations

=# Fairing

Question Templates

Attribution

How did you hear about us?

Personalization

Who is this purchase for?

Attribution

What led you to our store today?

Net Promoter Score

On a scale from O to 10, how likely are you

to recommend our product/company to a

friend or colleague?
o

FAIRING.CO

« “What led you to buy today?” — surfaces lower-funnel nudges

Attribution

When did you first hear about us?

Research

What is your age?

« “When did you first hear about us?” — reveals the discovery-to-decision timeline

e “Where else did you see or hear about us?” — clarifies channel type for top-level mentions

Start from scratch

Personalization

Which of these best describes you?

Research

What gender de you identify with?
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3. Avoid the common traps

It’s easy to sabotage your survey without realizing it. A few things to watch for:

Option overload: Long lists create decision fatigue and bump people to “Other”

Unclear labels: “Instagram” could mean paid, organic, or influencer. Top-level choices are
fine, but use follow-ups to clarify

Overlapping options: Avoid forcing people to guess which bucket their experience falls into

Overengineering: While traditional long surveys kill completion rates, platforms like Fairing
progressively capture responses so you can still gather depth without friction

The goal isn’t perfection—it’s clarity.
4. Write like a human
You’re not surveying robots. Use language your audience uses.

“How did you hear about us?” consistently outperforms options like “Please select your initial
point of brand exposure.”

A conversational tone builds trust, keeps completion high, and makes the insights more
compelling when shared internally.

What Good Survey Design Looks Like and What to Avoid

() DON'T ASK LIKE THIS: @ ASK LIKE THIS:

Please select your initial point of brand exposure. How did you hear about us?

(Select all that apply)
Google Search

Facebook Blog Instagram ad
Out of Home ad Word of mouth YouTube
Instagram Connected TV TikTok creator
Google Podcast Podcast
YouTube Affiliate marketing Friend or family

Other | Please specify Other | Please specify

N
Which podcast?
S
SmartLess
Stuff You Should Know
Q TOO MANY OPTIONS, VAGUE CATEGORIES Q CLEAR, FOCUSED, ALLOWS FOR SPECIFIC, ACTIONABLE INSIGHTS
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Q How to ask for more precise answers

Be direct. Use direct phrasing like “How did you hear about us?” that mirrors how people recall.

Add context. Follow-up questions bring depth to simple attribution.

Simplify the experience. Fewer, clearer options = better signal.

Match instinct. Capture the first channel that comes to your audience’s mind.

-
"

Most attribution tools miss the mark.
These survey questions don’t.

Get our top-performing post-purchase survey questions, plus the
multiplier method that leading brands use to uncover the real impact of
their cross-channel campaigns.
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Make your data usable, or it won’t get used

Getting attribution survey responses is only the first step. The real value comes from what you do
with them.

For many teams, survey data lives in isolation, scattered in Typeform exports or buried in a
spreadsheet. But when handled intentionally, that data becomes a high-leverage input for the
decisions that matter most. The key? Treat every response as a starting point, not a final answer.

Collecting attribution data is one thing. Turning it into something your business can act on is
another.

To get there, you need a process that makes survey responses clean, trusted, and ready for use.
That means translating vague answers into structured data, aligning your taxonomy with how
people naturally communicate, and integrating the insights into the systems where decisions
happen.

These three steps outline how to operationalize your survey data in a way that drives consistent,
cross-functional value.

1. Don’t take answers at face value

When someone says “Instagram,” what do they mean? Was it a paid ad? A reel from a creator?
A DM from a friend?

Consumers tend to think platform-first. So rather than forcing them into a predefined box, strong
survey design gives them the flexibility to respond with what’s most top-of-mind, whether that’s a
platform, a specific creator, or a podcast title. That flexibility improves data quality and reflects
how people naturally recall influence.

Innovative teams don’t stop at raw input. They apply downstream reclassification to ensure each
response maps to a usable, internal category without losing its original meaning.

D Downstream reclassification

The process of translating raw survey responses, especially open text, into structured, standardized categories that
align with your attribution taxonomy. This ensures insights are usable across teams and systems.
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This process typically involves:

Think of this as turning customer language into company language without losing meaning along

the way.

€ Fairing

< i
== Questions

Stream
Bank
Live feed
Success Message
dl LTV Analytics
r":'-:,’, Customers

0o Integrations

fo3 Settings

Main settings

Users

Refer & Earn

Earn up to $1,000 with us

Referal program »

=# Fairing

+23

« Reviewing open-text responses for recurring terms

« Mapping ambiguous entries (e.g., “TikTok creator”) to internal taxonomy (e.g., TikTok vs.
organic vs. influencer)

Clarify Attribution with Follow-Up Logic

(@) Questions » Stream > How did you hear about us? > Podcast

¢ Can you share which podcast?

A Analytics @ Insights 2 Responses

Last 7 days Since: 06/14/2025 Until: 06/21/2025 Source: All
# Metrics (O Time Series
B Responses : O Views
Responses
Response Count . Percent Revenue ADV
Crime Junkie 4 22.22% $515.00 $128.75
SmartLess 3 57

Huberman Lab

Stuff You Should Know

FAIRING.CO

e Creating logic that automatically assigns responses to structured labels for reporting

Docs Help & Support Logout [=

& Edit Question

Apply &, Export Analytics

# Add comparison

ull Response rate

90.22% = )

[0 Columns

Extrapolated count Extrapolated revenue
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2. Align your taxonomy with how people talk and how your organization analyzes

Your attribution taxonomy sits at the intersection of two worlds: how your customers describe
influence, and how your internal teams analyze and act on that data.

B0 Attribution taxonomy

An internal classification system that organizes attribution responses into structured categories (for example, Paid
Social, Influencer, Organic Search) so you can analyze and effectively act on insights consistently.

We recommend a flexible structure, often a paired format, such as Instagram — Instagram Ad or
Podcast — The Diary of a CEOQO. This preserves the original signal while making it easier to integrate
into reporting systems.

Reclassification isn’t just cleanup. It’s strategic translation. A few best practices:

« Allow for open-text specificity in follow-ups when applicable
« Refine your categories over time to reflect emerging trends or channel shifts

« Align reclassification logic with your measurement dashboards, reports, and CRM fields

When your taxonomy evolves in tandem with customer behavior and internal needs, your survey
program stays relevant and respected.

3. Make attribution data part of your operating system

Survey responses shouldn’t live in a silo. Once they’re cleaned and categorized, they need to flow
into the tools your team already uses.

That often means pushing structured data into:

Measurement dashboards (e.g., Looker, BigQuery)

Shared databases (e.g., BigQuery, Redshift, Google Sheets)

CRM systems (e.g., Klaviyo, HubSpot, Braze, Iterable)

Other internal measurement tools
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Plug Attribution Data Into Your Stack

Q Looker

Klaviyo

BigQuery

C*

Hubspot @
Braze @

Redshift

“\
&

Google Sheets

v
|

Mixpanel ‘.’
J\

Ilterable @ A @) .. Google Analytics

Integrating attribution data into these systems makes it visible, reliable, and ready for action,
whether you’re reallocating budget, updating creative, or preparing for a board meeting.

When attribution becomes part of your operating system, it shifts from “nice to know” to “must-
have insight.” That’s what makes it truly actionable.
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- T ey
® ® - ~
o ® / N
. ® o ° / \ 7
® | ‘ 7
® o COLLECT P | CLASSIFY I STRUCTURE
o ® \ / /
o & _© /
@ \ /
() ° ® o ° ® N /7
o O ® / 7/
oo o ,° . ’ _ -
o - - -
[ ) . . - o, . : g — _— - -
> Raw Responses ¥ Classification Logic °g Structured Labels
Examples of what users might say: How those responses get interpreted: Final categories (internal taxonomy):
* “Instagram” * “Instagram” — Meta (ask: paid or « Meta (Paid)
organic?)
o “ATikTok | saw last week” e Meta (Influencer)
o “TikTok” + “creator” — TikTok
+ “A friend sent me your product in a (Influencer)  TikTok (Paid)
group chat” .
« “Friend/group chat” — Word of » TikTok (Creator)
+ “l saw a newsletter mention it” Mouth
« Word of Mouth
+ “I think | heard it on a podcast” + “Newsletter” — Email (owned media) . Email
» “Podcast” — Podcast . Podcast
* YouTube

O Most marketers organize attribution data at the platform level (e.g., Meta, TikTok, YouTube, etc.), then layer in
context from follow-up questions to understand source and influence type. This approach balances structure with
flexibility and mirrors how customers recall what influenced them.

®® HOW SURVEY RESPONSES BECOME STRATEGIC SIGNALS
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Q How to operationalize your survey data

« Treat every response as a signal, not a standalone answer.

« Reclassify responses to align with your internal taxonomy without losing the customer’s

original intent.

« Capture platform-level detail, then layer in context via follow-ups to understand source

and influence type.

« Integrate clean data into your measurement stack (e.g., dashboards, reports, CRMs,
spreadsheets, and other analytics tools) so insights feed the models your team already

relies on.
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From survey responses to strategic leverage

The best attribution survey programs do more than gather responses—they create leverage. When
timing, design, and integration are done right, the result is insight your team can trust and act on.

With that foundation in place, it’s time to translate signal into strategy. Read on to see how high-
performing teams turn attribution data into better spend allocation decisions, stronger creative,
and measurable growth.

Q What high-signal survey programs do well

« Time it right. Ask when context is fresh and intent is clear, without introducing bias.

 Keep it clear. Phrase HDYHAU cleanly, avoid option overload, and layer in thoughtful
follow-ups.

e Minimize friction. Design short, conversational surveys that feel native to the moment.

« Reclassify inputs. Translate customer language into structured, decision-ready
categories.

« Operationalize the output. Make survey data visible, trusted, and actionable across
teams.
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HOW TO TURN ATTRIBUTION INSIGHTS INTO STRATEGIC ACTION

Attribution surveys don’t just reveal where customers come from. They reveal what moved them to
act. But insight alone isn’t enough. What separates high-performing teams is what they do next.

Once the survey responses are in, your job shifts from collection to conversion: using that insight
to sharpen spend, guide creative, and inform smarter strategic bets.

Here’s how leading teams make attribution data drive real results.

Find the gaps your measurement dashboards can’t explain

Say your branded search volume is up, but there’s no clear source. No campaign spike, no PR
push, no trackable signals from podcasts, TV, or out-of-home placements.

If you’re only looking at platform data, you’re stuck.

But attribution surveys might show something dashboards can’t: customers referencing a podcast
mention, an influencer shoutout, or a conversation in a niche Facebook group.

These types of references typically aren’t captured by existing measurement solutions, but your
customer remembers them. When multiple buyers surface the same source, that’s not anecdotal—
it’s a signal.

Tools like Fairing help teams capture and operationalize these insights. A steady stream of buyer-
reported responses turns into patterns. Patterns spark hypotheses. Hypotheses lead to tests. And
soon, you’re not just reacting to performance, you'’re optimizing it.

-* Fairing

Surface Signals You Won’t Find in Platform Data

B Fairing — (@ Questions Stream Docs Help & Support Logout [=
£ Questions
Question Stream et B Archive
| Stream L
Bank
H i 2
Live feed 1 i How did you hear about us?
Asking: @ New customers | Until answered ~? Analytics b Live 4 o =]
Success Message
Type: Single response
dl LTV Analytics
9 Customers +23 . . .
R 2 :  When did you first hear about us?
== ' — e . A ~7 Analytics P Live OB
oo Integrations Asking:  New customers || Until answered ! -
. Type: Single response
{o3 Settings
Main settings
i Who is this purchase for?
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Validate instincts and redirect spend

Most marketing leaders already have a sense of what’s working. They sense momentum before it
appears in dashboards.

Surveys help validate those instincts and build internal alignment around what to do next.

Suppose a community campaign feels like it’s driving interest, but performance data can’t prove it.
In that case, survey responses showing it was the first moment of exposure permit you to double
down.

Likewise, when leadership questions a top-of-funnel investment, survey data gives you a way to
show impact, even if it doesn’t convert directly.

The key is framing. Don’t treat survey responses as anecdotal. Treat them as evidence of attention
and influence that’s otherwise uncaptured. When that evidence points to a pattern, it becomes
much easier to reallocate your budget with confidence.

Combine survey data with other metrics for stronger signals

Attribution surveys don’t work in isolation, and they’re not meant to.

The best use cases layer survey responses with other performance data to create a more complete
picture. A few ways to triangulate:

« Match survey responses to customer LTV to identify which early-touch signals correlate with
higher-value segments

« Use incrementality testing to validate lift, knowing that exposure isn’t perfectly controlled,
but survey data can fill in gaps left by partially exposed audiences or purchases with long
consideration windows

« Combine attribution survey data with clickstream analysis to understand the full path to
purchase (e.g., a buyer hears about you on a podcast, then searches branded terms before
converting)

This layered view does more than report performance. It tells a richer story.
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Lifetime Value Cohort Analytics © ® Updated at: May 14, 2024 9:00PM
Response Customers + Ist Order « Lifetime Total LTV Ist Lifetime Avg Repeat Avg Avg Time to
Acquired Revenue Revenue Orders Order AOV Customer Rate Time 2nd Order
AQV Order Coun Between
Orders
Facebook 44,760 $764,050 $764,050 170 $170.72 $90.39 $90.39 1.75 31% 101 Days 62 Days
Instagram 24760 $452,560 $452,560 290 $290.21 $115.21 $115.21 1.8 33% 98 Days 58 Days
Friend or oa s T i R
Family 4760 £228 020 $228,020 18 $N18.75 $96.01 $96.01 2,1 37% 115 Days 69 Days
TikTok $168.92  $101.15  $101.15 3
=

Tired of guessing what “good” looks like?

Get channel-specific benchmarks, driven by self-reported attribution data, to
help you set smarter goals and spot underperformers early.

Connect insight to creative, strategy, and segmentation

Survey data isn’t just for budget decisions. It’s a goldmine for messaging and audience
development.

If customers consistently cite funny TikToks as their entry point, your next ad shouldn’t look like a
static B2B slide deck. If they mention a specific creator or phrase, work it into your ad copy.

Attribution data gives you the language people use to describe your brand, so use it.
This insight also helps you rethink segmentation. If one group regularly cites podcasts and
influencers while another points to brand moments or PR, that’s a clue about where trust begins

and where your team can meet buyers earlier in their journey.

It can also inform how you think about customer quality: different first-touch sources may correlate
with higher downstream LTV.
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Give your team a clear decision path

Good survey programs don’t just surface data. They make it actionable.

That means defining what to do when you spot a trend. If 5-10% of buyers cite a certain channel
over 30 days, is that the threshold for testing a budget shift? If an unexpected creative hook keeps
showing up in free-text fields, does that trigger a copy test or landing page tweak?

Building these rules of thumb and socializing them internally helps your team move faster, with less
friction. It also turns survey insight from something that’s “nice to have” into an actual operating

signal.
Attribution Survey Data
&5 Budget allocation @ Creative development %2 Channel strategy Executive reporting Campaign planning
Shift dollars toward Use language and sources Test or expand Show hidden influence Build based on actual
undercredited cited in responses visibility in cited spaces that supports brand points of discovery
channels (e.g., podcasts, investments

influencer, YouTube)

Q One source of truth. Many paths to action.
Attribution data doesn’t just clarify what happened. It helps you decide what to do next.
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Q How high-performing teams use attribution data

Spot the gaps. Use survey data to uncover what’s driving demand but not getting credit.

Validate instincts. Turn directional hunches into data-backed decisions.

Triangulate truth. Layer survey insight with LTV, incrementality, and clickstream data.

Translate to action. Use what customers say to refine creative, messaging, and spend.

Create decision rules. Define clear paths from the survey signal to strategy shifts.

Read on to see the most common mistakes that hold teams back, and what the highest-performing
ones do to keep attribution survey data clean, trusted, and actionable.
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WHAT HIGH-PERFORMING TEAMS GET RIGHT, PLUS 3 COMMON PITFALLS TO AVOID

Attribution surveys can be one of the most powerful tools in your measurement stack, but only if
they’re implemented and interpreted with care.

It’s easy to assume that once you’ve launched a clean, well-timed survey, the work is done. But in
reality, sustaining a high-signal program means treating it as a living, evolving asset.

Even the most well-designed surveys can lose value if the data isn’t reviewed, reclassified, or used
correctly. That’s why the highest-performing teams don’t just avoid mistakes, they build habits to

prevent them from compounding.

Here are three common pitfalls that weaken the signal, plus how to avoid them.

Pitfall 1
Treating “Other” like a junk drawer

If 10% or more of your survey responses fall under “Other,” that’s not just noise. It’s an insight gap.

Too often, vague or missing options push people to select “Other,” even when their true answer is
a common one.

When this happens, your dataset skews incomplete, and your team may overlook rising channels
or miss the language customers use.

What high-performing teams do:

« Monitor “Other” volume regularly and investigate any spikes

« Reclassify frequently mentioned free-text entries and update answer choices accordingly

« Consolidate duplicate or confusing options so respondents don’t have to guess

“Other” isn’t a failure. It’s a signal that your options need a refresh.

“Other” responses ,‘ O % Insight gap
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Pitfall 2
Ignoring what free-text fields are trying to tell you

It’s tempting to skim or skip open-text responses, especially when the volume is high or analysis
feels manual. But that’s often where your richest insights live.

Free-text fields reveal emerging creators, surprise channels, creative themes, and unexpected
hooks. They’re also the earliest warning system for shifting buyer behavior.

What high-performing teams do:

 Review and pattern-match free-text entries monthly
« Use Al or tagging systems to cluster mentions (e.g., by platform, creator, or topic)

« Feed standout examples into campaign briefs, message testing, and segmentation
strategies

The qualitative signal in free-text answers often reveals what your dashboard can’t.

Pitfall 3
Letting your taxonomy go stale

Customer behavior evolves. So does language. If your internal taxonomy doesn’t keep up, your
reporting becomes disconnected from reality.

New channels, dark social trends, or changing slang can all muddy the data if you’re not regularly
auditing how you classify and interpret responses.

What high-performing teams do:
e Revisit and update your taxonomy at least quarterly
« Track emerging channels and adjust categories to reflect them

« Align internal terms with how customers describe their journey

A flexible, modern taxonomy helps your insights stay sharp and your reports stay trusted.
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Q

Where Attribution Survey Programs Go Wrong

PITFALL 1
Overuse of “Other”

Too many responses fall outside the options. Data gaps widen.

PITFALL 2
Free-text neglect

Valuable patterns are hiding in open fields. Don’t ignore them.

PITFALL 3
Stale taxonomy

Customer behavior evolves. Your categories should, too.

O Even strong survey programs can erode if not maintained. These pitfalls
are preventable, but only if you build in the habits to catch them.

How to avoid common survey pitfalls

Don’t let “Other” pile up. Revisit your options if >10% of responses land there.

Review free-text monthly. It’s where emerging channels and creative cues often surface.

Use surveys as a complement, not a crutch. Triangulate for more substantial confidence.

Audit your taxonomy quarterly. Align categories with real customer language.

FAIRING.CO
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BETTER ANSWERS START WITH BETTER QUESTIONS

If there’s one thing this guide should leave you with, it’s this: you don’t need to overhaul your
stack. You need to fill in the gaps that it can’t cover.

Attribution surveys give you something no platform can: the buyer’s memory of what made them
act. That context changes everything—how you allocate spend, shape creative, and build
alignment across your team.

The strongest survey programs aren’t complex. They’re consistent. They ask the right people, at
the right time, in the right way, and then they put that insight to work.

You’re not chasing perfection. You’re building a system that makes patterns easier to spot,
feedback easier to act on, and smart decisions faster to make.

The more your team trusts the data, the easier it becomes to test new ideas, advocate for early-
stage channels, and connect brand investments to business outcomes.

So don’t wait to get it perfect. Start with a single question and ask your buyers what moved them.
Then, listen and let that insight lead.

o

Ready to capture what your dashboards can’t?

When marketers finally see the full picture, better decisions
follow, and Fairing is how they get there.

< Book a demo or start your free trial today to uncover
what’s truly driving demand and act on it.
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APPENDICES

Attribution at-a-glance

Here are a few terms you’ll see throughout this guide. For a deeper dive into marketing channels
and attribution survey best practices, check out Fairing’s channel dictionary.

Attribution gap

The blind spot between what marketers can track and what’s actually influencing buyer behavior.
This gap has grown as privacy changes and off-platform discovery have made traditional tracking
less reliable.

Attribution surveys

A direct method of asking customers how they discovered your brand or what influenced their
decision. Unlike platform-based tracking, these surveys surface customer-reported signals that
traditional tools often miss.

Attribution taxonomy

An internal classification system that organizes attribution responses into structured categories (for
example, Paid Social, Influencer, Organic Search) so you can analyze and effectively act on insights
consistently.

Downstream reclassification

The process of translating raw survey responses, especially open text, into structured,
standardized categories that align with your attribution taxonomy. This ensures insights are usable
across teams and systems.

Hard-to-measure (HTM) channels
Channels and discovery moments that do not leave clean digital trails. Examples include podcast
mentions, word-of-mouth, TV ads, community chatter, creator content, and group texts.

HDYHAU
Short for “How did you hear about us?” This common survey question captures the first moment
of brand awareness directly from the buyer.
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Last-click models
A type of attribution model that gives full credit to the final touchpoint before a conversion. While
simple, it often undervalues earlier touchpoints that sparked initial intent.

Marketing attribution
The process of identifying and assigning credit to the channels, touchpoints, and moments that
contribute to a customer’s decision to take action, such as making a purchase.

Marketing Mix Modeling (MMM)

A statistical method that uses historical data to estimate the overall effectiveness of different
marketing channels. Often used for high-level budget allocation, but does not capture user-level
influence.

Measurement stack

The collection of tools, platforms, and methods a company uses to monitor performance and guide
marketing decisions. This typically includes analytics platforms, attribution models, surveys,
business intelligence (Bl) dashboards, and testing frameworks.

Recency bias
A type of response bias in which customers are more likely to recall and report the most recent
touchpoint they experienced, rather than the one that influenced them first.

Undercredited influence
The hidden impact of channels or moments that meaningfully shaped a customer’s decision but
don’t appear in platform data. Attribution surveys help uncover these.
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Is your attribution survey set up strategically and ready for
decision-making?

Use this self-audit to identify gaps and opportunities.

<

Survey design
O Are you asking the right question at the right time?

For example, “How did you hear about us?” close to the transaction, or “What
led you to buy?” for longer consideration cycles.

O Is your survey phrased clearly and conversationally?

Avoid jargon. Make it feel native to the experience.

O Is it short enough to encourage completion?

Single-select with thoughtful follow-ups, not overwhelming lists.

O Have you tested it on mobile and other key devices?

Friction kills response rates. Make it seamless.

Signal quality
O Is your “Other” response rate under 10%?

Higher than that suggests it’s time to revisit your options.

O Do you review and reclassify free-text entries regularly?

Monthly pattern-matching helps surface emerging trends.

O Do you use follow-ups to clarify vague answers?

Especially for broad terms like “Instagram” or “Google.”
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Operational readiness

O Is your taxonomy up to date?

Does it reflect current platforms and buyer language?

O Is reclassification logic built into your workflow?

So you’re not manually interpreting responses each time.

O Are survey insights integrated into your measurement stack?

For example, dashboards, reports, CRM, or other tools your team uses.

Strategic application

O Have you defined what a “signal” is and how it triggers action?

For example, if 10% of responses mention a new channel, do you test or reallocate
budget?

O Is your team aligned on how to use survey data?

Insights are only valuable if people trust and act on them.

O Can you connect survey responses to business outcomes?

Like LTV, CAC, or channel lift through triangulation or downstream analysis.
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