Al Marketing Stack Integration:
Smarter Attribution, Better ROI

A case study on how MyEListing connected CRM, Analytics, and Al
to transform marketing from quesswork into a growth engine.

INSIGHTS FROM STRATEGIC Al LEADER RICHARD NAIMY
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Executive Summary: The Shift from Blind
Scaling to Precision Growth

THE PROBLEM

Scaling spend without infrastructure
led to “attribution blindness.”

MyEListing faced siloed reporting,
inflated conversion numbers due to
double-attribution, and eroding
investor confidence caused by
unclear unit economics.

THE SOLUTION

A comprehensive 3-layer integration
strategy involving:

1. CRM as the single source of truth.

2. U-Shaped Multi-Touch Attribution
via GA4.

3. Al-driven lead scoring and routing.

THE OUTCOME
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; 15_20% reduction in

wasted ad spend.

: 47% lift in conversion rates.

* Restored investor trust through

defensible LTV/CAC reporting.
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Marketing Without Attribution is Just
Expensive Guesswork

. : The Attribution Gap
For fast-scaling platforms like

MyEListing, every dollar must work Marketing Spend
harder. In an environment where
venture capital scrutinizes burn rates
with increasing rigor, marketing leaders
face mounting pressure to
demonstrate clear ROI. Lack of clarity _ -
endangers future funding.

Intensity

/

Attribution Clarity

Y
s

Time/Growth Stage

Key Insight: Sophisticated investors view data accuracy as a proxy for operational maturity. If
you cannot answer “What is your actual CAC by source?”, you cannot scale.
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The Dangers of Operating in Silos

MyEListing achieved early traction but operated with dangerous fragmentation.
Three distinct teams ran campaigns with no unified view, leading to channels
competing rather than collaborating.

Google Ads Team LinkedIn Team Meta Team
Reported lead volumes Highlighted engagement Celebrated cost-per-click
based on last-click. metrics. improvements.
Success metric: Success metric: Success metric:
Volume. Engagement. CPC.

The Conflict: When leadership asked, “Which channel delivers the best customers?”, there
were three different answers, and none were definitive.

& NotebooklLM



The “Double-Attribution” Trap and the
Invisible Middle Funnel

1 | i5 The Strategic Cost
* Meaningless CAC: Budgeting
Q ? &k) % Q decisions became arbitrary
Rl because acquisition costs were
O O © > diluted by false reporting.
SEO Visit Paid Search Click Email Conversion . - :
(claimed by Web Team) (claimed by Ad Team) (claimed by Email Team) * SEO Blindness: High organic
- b ) — traffic existed, but its role in
conversion was opaque, risking

content budget cuts.

3 0 O/ » Investor Impact: Inconsistent
(o) numbers shook confidence during
INFLATION fundraising due diligence.
In reported success.
o

+
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The Strategic Pivot: Integration Must Precede Optimization

You cannot optimize what you cannot track. The fix wasn't better ads; it was better infrastructure.

+ - +

The Integrated Stack

L AYER 3: INTELLIGENCE -E Al Lead Scoring & Routing ]22"

(Predictive Modeling)

L AYER 2: TRACKING Multi-Touch Attribution J,Ig;.

Data Fla (GA4 + U-Shaped Model)

LAYER 1: FOUNDATION CRMas Single Source of Truth

(Unified Records)
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Layer 1: CRM as the Single Source of Truth

+ = +

Action: Transformed the CRM The Lifecycle Framework
from a sales tool into a central

data hub.

* Unified Records: Implemented
advanced deduplication logic.
Instead of creating new records

+  for every touchpoint, the system
merges multi-channel hits into
one profile.

* Granularity: Configured custom Shared language defined for Marketing
fields to capture every interaction, and Sales alignment.

not just the last one.

Customer
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Layer 2: Adopting the ‘U-Shaped’ Attribution Model

For B2B platforms with long sales cycles, credit must be shared between the demand generator and
the closer. This model recognizes the SEO content that starts the journey and the paid ad that closes it.

+ - +

40% Credit 40% Credit

20% Credit
- +
First Touch Middle (Nurture) Last Touch
(Introduction) T (Conversion)

Revealed that Paid Social was critical for
nurture, even if it didn’t drive the final click.

- + +
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Layer 2: Cross-Platform Event Tracking in GA4

Implementation moved beyond simple ‘pageviews’ to a detailed event taxonomy (video plays,
pricing visits, downloads).

i + +

’

Standard Tracking Event Taxonomy

» Page View * Video_Play_50%
» Session Duration * Pricing_Calculator_Use \
* Bounce Rate * Whitepaper_Download \Q\

AW il s

CRITICAL INSIGHT: 3.2x Conversion Likelihood

Data analysis revealed that prospects who engaged with
interactive website tools were 3.2x more likely to convert
than those who only read blogs.
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Layer 3: Al-Powered Lead Scoring

The Intelligence Layer
- 45 10

Demographics

Company Info

INPUTS 66}" OUTPUT

rd

Propensity
Score: 0-100

Behavioral Signals N

Predictive ML Model

T

The Revelation: High cost # High quality. Some expensive organic
keywords brought low-quality leads, while specific paid campaigns brought
high-LTV users. This allowed for surgical budget adjustments.

- + +
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Layer 3: Intelligent Routing Automation

Goal: Optimize for conversion rate, not round-robin fairness.

i 1 i
New Lead Scored
High Score (>80) Medium Score (40-79) Low Score (<40)
= - e
Senior Sales Rep Targeted Nurture Automated
(Instant Outreach) Sequence Low-Touch Comms
15 i
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Proven ROI: Efficiency, Lift, and Savings

g ——
15-20%|| 47% || 2X

Reduction in | Lift in Efficiency e
Wasted Spend Conversion Rates Multiplier
Cut cannibalizing channels Driven by better routing Achieved the impact of
and eliminated double- 1 and rep focus. doubling lead volume

attribution inflation. without the cost.
| /4 | /A | /i
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Operational Velocity and Investor Confidence

Speed
Old Reporting Cycle: 2-3 Weeks (Manual Excel)

#

@ — New Reporting Cycle: Real-Time Dashboards

Feedback loops compressed. Experiments evaluated in days, not months.

Confidence
Defensible LTV/CAC ratios by channel and cohort restored investor trust.

“Once we had attribution clarity, we knew where to invest and where to cut.
That confidence paid for itself within months.”
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Strategic Principles for the Al Marketing Stack

1. Integrate Before
You Optimize

Don't optimize silos. Connect

%I |¢r
N 2. Attribution
o Builds Trust

Data accuracy is an asset.
Defensible unit economics signal

your systems first; Al only works _
on unified datasets. _ operational maturity to investors.
- - - -

&
3. Efficiency > Brute

Force
Smart routing beats simply buying

more leads. A 47% conversion lift is
| - cheaper than doubling ad spend.
-

Compressed feedback loops
lead to compound learning

returns.
4 |$
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o 4-
Data Infrastructure is Strategic Infrastructure

Companies that treat attribution and integration as
afterthoughts will struggle to compete. Sustainable
- growth requires a foundation of truth.

Stop guessing. Start integrating.
+ +-

Source: Richard Naimy, Strategic Al | & NetebookLM




