
Stop Tracking Clicks

The Big Idea: Top of Mind / Attention

Marketing’s job isn’t to rack up clicks, it’s to win attention. Attention creates awareness,

awareness creates demand, and demand shows up later as branded search, direct visits,

leads, and sales.

Deep, “surgical” targeting looks smart on a slide, but you pay a hidden tax for that

precision. In today’s privacy-limited world, broad often beats narrow on both cost and

future demand.

How We Got Stuck on Clicks

Dashboards made clicks look like truth. Last-click reports hand all the credit to the final tap

before a purchase, which is convenient for platforms and misleading for you.

Analogy: If a shopper puts a Coca-Cola on the counter and the cashier rings it up, should

the cashier get credit for the sale? Of course not. The brand was built by years of reach,

the display in the aisle, the memory in the buyer’s head. Last-click attribution is like giving

the checkout person all the credit for that Coke—because they “touched it last.” It’s tidy,

but wrong.

Attention ? Awareness ? Action: The Real Funnel

Pre-digital brands (think Yellow Pages if you’re old enough to remember that – if not,

Google it) grew on reach and frequency. That physics hasn’t changed. The more



qualified people who see you enough times, the more you lodge in memory. When a need

appears, the brand they remember gets the first swing. We’re kind of back to where it

started, which I think is cool.

Attention: Your message is seen (impressions).
Awareness: People now recognize/recall you (top-of-mind).
Action: When it’s time to buy, they search for you, visit you, or click you.

Expect a lag: impressions lift this week ? clicks lift days later ? sales lift weeks later. Plan

budgets with that delay in mind.

Why Deep Targeting is a Tax Now

Privacy shifts (cookies, ATT, walled gardens) broke “perfect” tracking and shrunk
match rates.
Layering audiences raises your CPMs and shrinks your reach. You pay more to talk
to fewer people.
Broad lets the algorithm find tomorrow’s buyers you can’t pre-define—and you buy
that reach cheaper.

Bottom line: Narrow can look efficient this week, but broad builds demand you’ll capture for

months.

What to Track Instead: Keep a Simple Daily Sheet

Clicks and platform “conversions” are diagnostics, not decision fuel. The operating metric

is daily impressions by channel and creative.

Make one spreadsheet with these columns:

Date
Channel (Meta, YouTube, Search, CTV, Retail Media, etc.)
Campaign / Creative (short name)
Impressions (daily)
Spend (daily)
Clicks (optional diagnostic)
Leads / Sales (daily totals or orders)
Notes (PR hit, email drop, promo, anomaly)

For organic video, log the daily delta (today’s total views minus yesterday’s total). Build a

pivot that shows Total Daily Impressions across all channels and a simple line chart.

How to Read the Signals

Impressions up ? a healthy pipeline of attention.



Clicks up (with a lag) ? consideration is following.
Sales up (with a longer lag) ? awareness is converting.

Look for impression spikes that consistently precede lifts in revenue. Those are your

builders. Fund them.

How to Make Decisions with It

Budget to the builders: Shift 10–20% weekly toward campaigns/creatives that
create sustained impression momentum.
Keep a test lane: 10–15% for new audiences/creatives so you keep finding
tomorrow’s builders.
Use clicks to diagnose, not to steer. If impressions are flat, don’t chase CPI; fix
creative/reach.

Proving It on a Budget (Incrementality Without a Lab)

Geo holdout mini-test: Concentrate spend in City A for 2–3 weeks. Compare orders
vs. City B over the following 4–12 weeks. Note spillover and seasonality in your
sheet.
Micro-experiments: You’re already turning ads on/off and swapping creatives. Tag
those dates in the Notes column and watch the downstream effects.

Channels That Fill the Funnel Now

Meta (broad): Let the algo hunt widely. Win with creative variety and frequency,
judge by impression momentum.
YouTube: Treat as modern TV. Use hooks in the first 3–5 seconds; mix UGC-style
and polished assets.
CTV / Retail Media: Great for reach and recency. Reporting is siloed—your sheet is
the unifier.
Search: Protect branded terms and run capture, but don’t confuse capture with
creation.

Tool Reality Check (GA4, Pixels, GTM)

Install pixels, set up GTM, and wire GA4 correctly—then keep perspective:

GA4 is Google-centric. It sees some things well, others partially.
Platform “conversions” are biased. They’re hints, not truth.
Your daily impression log is your compass. It spans all channels and respects the
lag.

Step-by-Step Playbook



1. Build the sheet and backfill 60–90 days if you can.
2. Log daily impressions from every paid/organic channel. For organic video, log the

daily delta.
3. Create a line chart of Total Daily Impressions. Optionally overlay clicks and sales as

separate lines.
4. Identify builders: campaigns/creatives whose impression surges precede revenue

lifts.
5. Reallocate 10–20% of budget weekly toward builders. Keep 10–15% for tests.
6. Run one geo holdout per quarter to sanity-check incrementality.
7. Document anomalies (PR, emails, promos) so outliers don’t mislead you.

Objections You’ll Hear and How to Respond…

“But my ROAS dashboard—” Great for troubleshooting, not for strategy. ROAS is
capture; impressions create demand.
“My audience is niche.” Perfect—broad reach still finds them cheaper, and
frequency builds memory in a small market.
“I need wins this week.” Keep a small performance lane for capture, but fund brand
so you’re not renting clicks forever.

Suggested Visuals

Figure: Line chart—Daily Impressions (primary), Clicks and Sales overlays showing
natural lag.
Figure: “Audience Layering Tax”—Base CPM vs. CPM with multiple layered filters.
Sidebar: DIY Geo Holdout (3-week setup + 4–12 week observation).

Conclusion

Stop worshiping the last click. Start managing your attention supply. Build brand

awareness instead. When you buy awareness efficiently, track it daily, and stick with it

through the lag, you build a brand that wins before the search even happens.

Remember that marketing aims to win attention for brand awareness and future

demand, emphasizing broad reach over deep targeting in a privacy-limited digital

landscape to build sustained impression momentum and drive sales. Don’t get off into the

weeds.

Marketing’s focus should be on winning attention, not just racking up clicks. Prioritize

building brand awareness through broad reach over deep targeting in today’s privacy-

limited digital landscape. By tracking daily impressions and investing in sustained

impression momentum, you can drive future demand and sales effectively.



Glossary of Terms Used in this Article

Impressions
The number of times your ad or content was shown. It’s an attention proxy, not a
guarantee that someone noticed.

Reach
The number of unique people who saw your message at least once.

Frequency
How many times, on average, each person saw your message (Impressions ÷
Reach).

Top-of-Mind Awareness (TOMA)
Being the brand people think of first when a need appears. Built by reach and
frequency over time.

ATT
Apple’s iOS 14.5+ privacy framework that requires apps to ask permission to track
users across apps/sites via the IDFA.

IDFA
Apple’s device advertising ID. With ATT, most users opt out, limiting cross-app
tracking.

GA4
Google’s analytics platform. Good at measuring Google traffic; other channels can be
partial or modeled.

GTM
Tag management tool that installs and controls pixels/scripts without constant code
pushes.

Pixel
A small tracking script from an ad platform used to measure events (views, clicks,
purchases) on your site.

Last-Click Attribution
Giving 100% credit to the final click before a purchase. Like crediting the cashier for
selling the Coca-Cola—the brand work happened earlier.

Incrementality
Sales you wouldn’t have gotten without the marketing. The lift caused by your
campaigns.

Geo Holdout Test
Run heavier spend in City A and hold back in City B for a few weeks, then compare
sales to estimate true lift.

Walled Garden
Platforms (e.g., Meta, Amazon) that keep their data inside, making cross-platform
attribution difficult.

CPM
Cost per 1,000 impressions. A core pricing unit for awareness buys.

ROAS
Revenue ÷ ad spend. Useful for capture channels, but can under-value long-term
brand building.

CTV



TV content delivered via internet-connected devices (Roku, Apple TV, smart TVs).
Great for reach.

Original article: https://www.tonyherman.com/stop-tracking-clicks/
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