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Advertising lift 
measurement definitely has 
evolved from the hammer & 
nail problem…it seems we 
have more measurement 
tools than we can handle 

today



WHEN IT COMES TO LIFT MEASUREMENT, THERE ARE 
AGAIN SEVERAL DIFFERENT APPROACHES

Randomized Control Trials
Assigns cases or subjects to treatment or 
control group randomly, ensuring general 
equivalency between the two groups except 
for the ad exposure (treatment)

Observational Methods
Used when randomization is not followed or 
existing data is used post hoc to define test 
and control groups. 

For instance propensity score method 
adjusts for the impact of confounding 
covariates (e.g. age, gender, location) across 
treatment and control groups. Matched pairs 
where one exposed user is matched to an 
unexposed user with similar profile along key 
attributes. Or matched cohort studies where 
a group of exposed cases with common 
attributes are compared to a similar group of 
unexposed cases.

Statistical Normalization Methods
Models and estimation methods are used to 
either adjust for the effect of confounding 
covariates (ANCOVA) or create a counterfactual 
(Synthetic) control group that best resembles the 
test group (before treatment)



However, studies indicate 
substantial variation of 

results across these studies.

Source: 
https://www.facebook.com/business/news/insights/demystifying-
measurement-why-methodology-matters

https://www.facebook.com/business/news/insights/demystifying-measurement-why-methodology-matters


BUT AREN’T RANDOMIZED CONTROL TRIALS THE GOLD STANDARD?

• Randomized experiments require greater effort to set up compared to observational studies, 
which may be at odds with the need for results to be real-time to support in-flight course correction

• True randomization should present equal likelihood of assignment to test or control, which will 
invariably lead to 50-50 split, which is highly impractical in field experiments where you do not have 
the luxury of going with this split
• Various studies indicate control groups that are less than 1/3rd of test sizes lose power, but 

typical studies assign only 10-20% to control group
• Modeled approaches like ANCOVA may offset the loss of power from smaller control groups by 

adjusting for differences of covariates between test and control groups
• Randomized control groups may not completely eliminate at least one other bias- carryover, i.e. 

bias from exposure to previous campaigns- obviously exacerbated for context with high 
frequency of campaigns or long lasting ad effects
• This is however true for any approach, not just for randomized experiments


