
 

The Field Guide to Multimodal Attribution 
Executive Summary: Modern advertising spans text, video, audio, and beyond, creating a 
fragmented landscape for targeting and measurement. Marketers struggle to connect the dots 
across content formats – a reader of a Health & Fitness > Weight Loss article might also watch 
a workout video or listen to a fitness podcast, yet traditional tools silo these signals (Targeting, 
Analytics & Attribution - Mixpeek) (IAB Categories - Webshrinker). Similarly, a tech enthusiast 
consuming Technology & Computing > Artificial Intelligence content may touch multiple 
channels (IAB Categories - Website categorization API). Multimodal attribution is the solution: 
it unifies cross-format data to reveal how each touchpoint contributes to results. This guide 
explores the core challenges faced by media buyers, marketing analysts, and agency 
traders/CMOs, and how Mixpeek’s AI-powered platform addresses them with a unique 
multimodal approach. We’ll illustrate real use cases (using IAB content categories to show 
audience complexity) and provide visual cues for how it all works. The goal is to inform and 
persuade AdTech decision-makers of Mixpeek’s value for targeting, analytics, and attribution 
across every content format. 

Introduction: Why Multimodal Attribution? 
Every ad impression, video view, blog read, or podcast listen is a clue about audience interest. 
Yet these clues often live in separate worlds – making it hard to build precise segments, see 
unified performance, or attribute credit across formats. Brands and agencies often end up 
guessing which half of their ad spend is working, echoing the century-old Wanamaker adage 
(Advanced analytics | Twilio Segment) (Advanced analytics | Twilio Segment). Data 
fragmentation means missed opportunities and wasted spend (Targeting, Analytics & 
Attribution - Mixpeek). The Interactive Advertising Bureau’s (IAB) content taxonomy offers 
hundreds of granular categories to classify content (e.g. Health & Fitness > Weight Loss, 
Technology & Computing > Artificial Intelligence), allowing detailed audience targeting (IAB 
Categories - Webshrinker) (IAB Categories - Website categorization API). But leveraging this 
taxonomy across different media formats is complex – a consumer’s journey might span 
several IAB categories and content types, defying easy grouping. 

Mixpeek’s Solution: Mixpeek provides AdTech’s first unified multimodal data platform 
(Advertising Technology Solutions - Mixpeek) that converts diverse data (text, images, audio, 
video) into a common feature language, enabling cross-format analysis and activation 
(Targeting, Analytics & Attribution - Mixpeek). In practice, this means a video view and an article 
read can be fused into one audience profile rather than treated as separate silos. The result? 
Marketing moves from guesswork to precision, with AI-driven insights surfacing what truly drives 
engagement and conversion. 

Who Should Use This Guide: This field guide is tailored for: 
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●​ Media Buyers – tasked with audience targeting in programmatic platforms. 
●​ Marketing Analysts – focused on performance metrics and optimization. 
●​ Agency Traders / CMOs – accountable for attribution and ROI across channels. 

Each of these roles faces a distinct problem in the cross-format world. The following framework 
summarizes these challenges, Mixpeek’s differentiators, and a one-liner takeaway for each 
segment: 

Segment Core Problem Mixpeek’s 
Differentiator 

One-liner 

Media Buyers Can’t build precise 
audience segments 
across formats 

Multimodal feature 
store + DSP-ready 
segments 

“Turn video views + article 
reads into precision 
segments, not guesswork.” 

Marketing 
Analysts 

No unified view 
across formats for 
optimization 

Standardized schema 
+ cross-format 
performance 

“See what content mix 
actually converts.” 

Agency 
Traders / 
CMOs 

Inaccurate attribution 
across content types 

Format-aware MTA 
model 

“Know which touchpoints 
actually moved the 
needle.” 

Above, MTA = Multi-Touch Attribution. In the sections that follow, we delve into each segment’s 
challenge and solution in detail, with real-world examples and visuals that demonstrate how 
Mixpeek’s multimodal feature store, standardized schemas, and format-aware models 
deliver tangible improvements in targeting, analytics, and attribution. 

Media Buyers: Precision Targeting Across Formats 
Media buyers crave precise audience segments to drive higher Return on Ad Spend (ROAS). 
The core problem is that traditional audience building tools are limited to single-format 
signals – for example, targeting users who visited certain URLs or watched certain videos, but 
not both combined. This leads to coarse segments and untapped potential. As IAB notes, 
media planners try to identify the best content categories for their campaigns (What Are IAB 
Categories? IAB Content Taxonomy & Its Uses), but without a way to unify user engagement 
across those categories and formats, they rely on broad proxies. Imagine trying to target 
health-conscious consumers: some read blogs in “Health & Fitness > Weight Loss”, others 
watch healthy recipe videos, others browse fitness images – legacy DSPs can’t easily merge 
these into one segment, forcing buyers to make guesses or run separate campaigns for each 
content format. 

Mixpeek’s Differentiator: A Multimodal Feature Store that aggregates user interactions from 
text, video, audio, and image content into a single, rich profile. Mixpeek automatically extracts 
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features from each content type – text embeddings from articles, visual tags from images, 
transcripts from videos, etc. – and stores them in a unified way. This means a media buyer can 
create DSP-ready segments that include, say, “users who watched a workout video and read a 
weight loss article”, all based on actual content consumption signals rather than inferred 
demographics or loose lookalikes (Targeting, Analytics & Attribution - Mixpeek). The ability to 
leverage cross-format behaviors is a game-changer for precision. Instead of targeting a broad 
IAB category in one channel, you target the exact audience that showed interest across 
channels. 

(Create, store, and share features with Feature Store - Amazon SageMaker AI) Figure: A 
conceptual view of a multimodal feature store pipeline. Mixpeek ingests raw data (video, text, 
audio, etc.), extracts features, and stores them in a unified repository for activation. This 
enables cross-format audience segments that traditional siloed systems cannot achieve 
(Create, store, and share features with Feature Store - Amazon SageMaker AI). 

Use Case – Cross-Format Segment Building: A leading beverage company wanted to 
reach Gen Z consumers interested in new product flavors. Initially, their media plan targeted 
video content placements only. With Mixpeek, they identified an untapped segment: users who 
watched their product demo videos but had not read related news articles about the product. By 
unifying video watch data and article reading data, Mixpeek’s platform uncovered a high-intent 
segment that was being missed. The media buyers then ran a targeted campaign to re-engage 
these users with sponsored articles and follow-up videos. The result was a 3× higher 
engagement rate and 40% lower cost-per-acquisition, compared to broad targeting (Targeting, 
Analytics & Attribution - Mixpeek). In essence, Mixpeek turned disjointed signals into a 
cohesive segment that performed dramatically better. 

●​ IAB Taxonomy in Action: For contextual targeting, the team used IAB categories to 
ensure brand safety and relevance – e.g., targeting content labeled “Food & Drink > 
Beverages” and excluding “Adult Content”. Mixpeek’s AI classified videos and articles by 
IAB category (using its content classification engine) to align with the media buyer’s 
needs. This underscores how IAB’s standardized labels combined with multimodal 
data allow far finer targeting. Instead of just “anyone in Health & Fitness > Weight Loss,” 
a Mixpeek-powered segment might be “users in Weight Loss AND Nutrition categories 
who engaged with both video and text,” ensuring precision over guesswork. 

Media Buyer’s One-liner: “Turn video views + article reads into precision segments, 
not guesswork.” In practice, Mixpeek lets you do exactly that – fuse all those 
content interactions into targetable audience clusters that boost relevance and 
ROAS. 

Marketing Analysts: Unified Cross-Format Analytics 
Marketing analysts are tasked with understanding what’s working across various campaigns 
and content. Their nightmare scenario: logging into separate dashboards for website analytics, 
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YouTube stats, podcast metrics, etc., and then trying to stitch together a story. The core problem 
is no unified view – each format (text vs. video vs. audio) lives in its own silo, making 
optimization blind to cross-format interactions. Key questions go unanswered, like: Did the 
video tutorial or the blog post drive more conversions? Or what combination of content leads to 
the best outcome? Without a common schema to compare apples to apples, analysts can’t 
accurately attribute outcomes or allocate budget to the best content mix. 

Mixpeek’s Differentiator: A Standardized Schema and Cross-Format Performance 
Framework. Mixpeek’s platform converts every content engagement into a standardized data 
model – whether it’s a 3-minute video view, a 500-word article read, or a 30-second audio listen, 
the interaction is logged in a comparable way (with metadata like content category, dwell time, 
engagement signals, etc.). This unified collection of data, powered by feature extraction across 
all formats, allows for cross-format analytics dashboards where an analyst can seamlessly 
analyze how different content types contribute to key KPIs (Targeting, Analytics & Attribution - 
Mixpeek). In short, Mixpeek provides one lens to view all media, enabling true omni-channel 
optimization. 

(image) Figure: Example analytics dashboard unifying metrics across formats (mock data). 
With Mixpeek, a marketing analyst can see performance for video, text, and audio content side 
by side. This holistic view reveals which content mix drives conversions (e.g., perhaps video + 
blog combo yields higher purchase rate) (Targeting, Analytics & Attribution - Mixpeek). 

Use Case – Cross-Format Performance Insights: Consider a SaaS company marketing an AI 
product. They produce webinars (video), whitepapers (text), and podcast interviews (audio) 
targeting the Technology & Computing > Artificial Intelligence audience. Traditionally, the 
marketing analyst would report webinar sign-ups, whitepaper downloads, and podcast listens 
separately. After implementing Mixpeek, all these interactions feed a single analytics model. 
The analyst discovers, for example, that prospects who both attend a webinar and read a 
whitepaper have a 2× higher free-trial conversion rate than those who only did one or the other. 
This insight leads the team to adjust their strategy: they start promoting related whitepapers at 
the end of webinars and vice versa. Over the next quarter, the unified content approach 
increases overall lead-to-trial conversion by, say, 30% (hypothetical scenario). The key is that 
standardized cross-format data made this optimization possible – Mixpeek’s schema 
exposed the combined effect of multi-format engagement. 

●​ IAB Category Complexity: In analyzing the above campaign, the analyst also notes 
variations by content topics. The IAB taxonomy labels applied by Mixpeek show that 
within Artificial Intelligence, subtopics like Machine Learning content performed 
differently than Robotics content in driving trials. Such granular insight across formats 
(maybe webinars on ML vs. podcasts on Robotics) allows for more nuanced content 
investment decisions. Without a unified view, they might have wrongly shifted budget to 
the wrong format or topic. Mixpeek thus provides clarity on what content mix actually 
converts, cutting through the noise of fragmented metrics. 

4 

https://mixpeek.com/solutions/advertising/targeting-analytics-attribution#:~:text=Mixpeek%20Solution
https://mixpeek.com/solutions/advertising/targeting-analytics-attribution#:~:text=Mixpeek%20Solution
https://chatgpt.com/c/680006ed-81a4-800e-ba8f-b7c53ad153a7
https://mixpeek.com/solutions/advertising/targeting-analytics-attribution#:~:text=Mixpeek%20Solution


The Field Guide to Multimodal Attribution · Mixpeek 

Marketing Analyst’s One-liner: “See what content mix actually converts.” With 
Mixpeek’s unified analytics, this isn’t wishful thinking – you literally see all formats in 
one place, identifying which combination of touchpoints leads to conversion instead 
of guessing. 

Agency Traders & CMOs: Accurate Multi-Touch 
Attribution 
For agency trading desks and CMOs, the holy grail is accurate attribution – knowing which 
ads and content pieces genuinely contributed to a conversion, so they can justify spend and 
double down on what works. The core problem here is that conventional attribution models 
(even multi-touch ones) often fail to account for content format differences. They might treat 
a video ad view and a banner click as entirely separate or ignore one in favor of last-click. This 
results in inaccurate credit allocation: certain touchpoints (often text-based or last channel) 
are overvalued while others (like video or audio engagements higher in the funnel) are 
undervalued (Targeting, Analytics & Attribution - Mixpeek). In a complex customer journey – 
e.g., a user watches an explainer video, later hears a podcast ad, then finally Googles the 
product and converts via a search ad – the podcast and video might get little to no credit in a 
typical model. This blinds marketers to the true impact of upper- and mid-funnel content, leading 
to suboptimal budget decisions. 

Mixpeek’s Differentiator: A Format-Aware Multi-Touch Attribution (MTA) Model. Mixpeek’s 
platform traces user journeys across content types in a shared taxonomy, meaning it 
recognizes a sequence of events (video -> article -> ad click -> purchase) and evaluates each 
with awareness of its format and context (Targeting, Analytics & Attribution - Mixpeek). The 
attribution model is tuned to give due credit to non-traditional touchpoints – for example, it may 
assign a weighted value to that podcast listen as an assist, rather than treating it as negligible. 
Because all interactions are tied into the unified feature store, the model can see that this same 
user engaged with an audio content ad and a video earlier, connecting those dots that siloed 
analytics would miss. In short, Mixpeek delivers end-to-end attribution that understands 
content differences, enabling truly informed ROI analysis. 

(image) Figure: A multi-touch journey across content formats (video ➡️ article ➡️ podcast ➡️ 
purchase). Mixpeek’s format-aware attribution tracks each step and assigns credit 
proportionally, so all influential touchpoints are recognized – not just the last click (Targeting, 
Analytics & Attribution - Mixpeek). 

Use Case – Format-Aware Attribution in Action: An agency trading desk is running a 
cross-channel campaign for a client’s new product launch. The campaign involves a YouTube 
video ad (awareness), sponsored articles on tech blogs, and a retargeting display ad. Using 
Mixpeek’s attribution dashboard, the agency can see that a significant portion of converters 
watched 50% of the YouTube video, read at least one of the articles, and then clicked the 
display ad. A traditional last-click model would attribute 100% of the conversion to the display 
ad, but Mixpeek’s model might show attribution like: 50% credit to the video (for introducing the 
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product), 30% to the article (for educating the user), and 20% to the display ad (for closing the 
deal). This reveal of the true contribution of early-funnel formats is crucial. In fact, Mixpeek’s 
clients have found that partners delivering impactful video or audio touchpoints were being 
undervalued by legacy attribution (Targeting, Analytics & Attribution - Mixpeek); after adopting 
format-aware MTA, they rebalanced their spend, increasing investment in high-performing video 
content by, say, 25%, which led to an overall lift in conversions. The CMO can now confidently 
say which touchpoints actually moved the needle at each stage of the customer journey, and 
justify the media mix to the CEO or finance team with data-backed attribution. 

●​ Standardized Taxonomy for Attribution: An unsung hero in this process is the 
standardized content taxonomy. By tagging every piece of content and engagement 
(video, audio, text) with consistent categories and metadata, Mixpeek ensures the 
attribution model isn’t misled by apples-to-oranges comparisons. A 30-second video ad 
view and a 30-second read of an article can be evaluated in context (different formats 
but both content engagements). This level of granularity, powered by AI, reduces the 
noise in attribution calculations and improves accuracy. In technical terms, Mixpeek’s 
multimodal pipeline groups related events and identifies patterns (using techniques like 
event sequence detection and pattern recognition) to attribute credit scientifically 
(Targeting, Analytics & Attribution - Mixpeek). For the agency or CMO, the outcome is a 
credible, transparent attribution report that reflects reality, not bias toward one channel. 

Agency Trader/CMO One-liner: “Know which touchpoints actually moved the 
needle.” Mixpeek provides the clarity to do exactly this – ensuring a video view in 
Technology > AI or a podcast ad in Business > Startups gets fair credit for the sales 
it influences, so marketing budgets can be optimized with confidence. 

Conclusion & Call to Action 
In today’s multimedia world, effective advertising demands a multimodal approach. Media 
buyers need to target audiences based on holistic content consumption (not just one channel). 
Marketing analysts need unified performance insights to optimize the content mix. CMOs and 
agency traders need accurate attribution across all touchpoints to allocate budget and prove 
ROI. Mixpeek’s platform addresses all three needs by unlocking the power of unstructured 
data – turning videos, articles, images, and audio into actionable intelligence. 

Key Takeaways: 

●​ Multimodal Feature Store: Breaks down data silos so you can build cross-format 
audience segments that are far more precise than traditional targeting (Targeting, 
Analytics & Attribution - Mixpeek). 

●​ Standardized Schema: Provides a unified view of performance across content types, 
enabling optimization based on what truly works (no more comparing disjointed reports) 
(Targeting, Analytics & Attribution - Mixpeek). 
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●​ Format-Aware Attribution: Delivers accurate multi-touch attribution that values every 
meaningful interaction, so you can credit and invest in the tactics that drive results 
(Targeting, Analytics & Attribution - Mixpeek). 

Mixpeek’s multimodal intelligence brings order to the chaos of fragmented data, translating it 
into higher relevance, better customer experiences, and improved marketing ROI. As privacy 
shifts (e.g., the deprecation of cookies) push the industry toward first-party and context-based 
strategies, having a unified content-based understanding of your audience is more critical than 
ever. Mixpeek leverages AI to make this feasible at scale – turning what was once unstructured 
data into a goldmine of targeting and analytics opportunities. 

Next Steps: Ready to transform your targeting, analytics, and attribution across all content 
formats? Mixpeek offers demos and resources to get you started on the path to multimodal 
excellence. Learn more about Mixpeek’s Advertising Solution – Targeting, Analytics & 
Attribution and see how you can put these capabilities into action for your organization. Don’t 
let valuable signals slip through the cracks – with the right approach, every video view, every 
article read, and every podcast listen becomes an insight that drives your strategy forward. 
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