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From Attribution to Causality

Blackout experiments & incrementality-adjusted profitability

<CASE STUDY >

@ KEY FINDINGS @ THE GAP, VISUALIZED

Attribution overstates causal impact 2-10x Reported vs. causal ROAS

U.S. market — dumbbell plot from platform-reported to true causal
The Attribution Gap. Last-touch attribution systemically overstates causal impact — ads

frequently intercept users already on organic conversion paths.
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Month-long U.S. geo-blackouts - BSTS / Causallmpact methodology
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