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Introduction to MMM 
SaaS and In-Housing
Marketing Mix Modelling (MMM) has long been used by consumer 
packaged goods brands for holistic marketing effectiveness 
measurement. Attribution gained popularity with the rise of 
digital marketing. However, increasing signal loss due to privacy 
regulations, iOS restrictions and cookie deprecation have altered 
the digital advertising landscape, making attribution less effective 
and accurate. As advertisers, especially digital natives, re-evaluate 
their measurement methods, there is renewed interest in MMM as 
a comprehensive technique that can help quantify the impact of 
both marketing and non-marketing activity on sales. In addition, it is 
privacy-friendly and highly resilient to the changes occurring in the 
digital advertising ecosystem.

A limitation of traditional MMM was the complete dependence of 
brands on large consulting firms or analytics providers, making 
it time-consuming, expensive, and not easily scalable. But today, 
with many brands having their own data science teams along with 
significant investments in cloud computing and data analytics, new 
MMM Software as a Service (SaaS) solutions aided by automation 
and AI/ML techniques, allow advertisers to run MMM models  
in-house. They can run MMM more frequently, easily scale it to 
cover more of their marketing budget and analyze their own data  
and keep it in-house.

MMM SaaS  
In-Housing project  

in MEA
Analytic Edge worked with 

advertisers in Middle East & Africa 
(MEA) – telecom services provider 

Zain, UAE’s largest real estate 
platform Bayut, and e-commerce 

company Noon – to help them 
adopt MMM, run the program in-

house and leverage the results for 
business planning and maximizing 

marketing Return on Investment 
(ROI). This paper outlines why 

these advertisers explored MMM, 
their in-housing experience, the 

resource requirements, challenges 
and finally the impact of MMM on 

their business decisions  
and strategy. 
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Why MMM?
Reasons for trying MMM
As per the advertisers, the main reason to explore MMM 
was that attributing performance to marketing channels 
has become increasingly difficult due to recent data 
privacy regulations and limitations on user-level data 
sharing. In contrast, MMM offers a new perspective on 
attributing performance based on incremental changes.  
It also provides an opportunity to measure the 
performance across all marketing channels including 
offline channels such as TV, radio, print and Out of 
Home (OOH).

The advertisers wanted more control and 
transparency during the entire MMM process 
– from data upload to modeling to insight 
analysis – rather than just relying on black-box 
recommendations from an outsourced MMM 
vendor. They were also interested in better 
understanding the key marketing, business 
and macro drivers that impacted their Key 
Performance Indicators (KPIs). Some participants 
indicated that their organizational culture 
emphasized self-reliance and a Do-It-Yourself 
approach, which made in-housing a logical choice.

In-housing MMM vs. 
outsourcing MMM

Attributing performance to marketing 
channels has become more and more difficult 
with the limitations on user level data sharing 
in recent years. MMM offered us a new 
perspective on marketing channels, a way to 
attribute performance based on incremental 
changes rather than user behavior. In addition, 
it also gave us the opportunity to test the 
performance of offline branding channels 
such as radio, TV and billboards.

Anmol Jain, VP, Head of Growth, Noon

By understanding how different 
marketing activities interact with 
each other, we have been able 
to develop more effective and 
integrated campaigns.

Sara Abdullah Alsammahi  
Media Manager, Zain

A
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Experience vs. Expectations
MMM in-housing 
experience
Identifying the non-marketing 
drivers of their business was initially 
challenging, and Analytic Edge 
guided them through this process. 
Advertisers appreciated that just 
gathering the required data is not 
enough to run an MMM. Creating 
transformations such as media lag 
effects and diminishing returns 
curves, and then applying business 
constraints were critical to building 
robust models. Initially, while a lot 
of this seemed a bit complicated, 
with practice and training, they were 
able to build models independently. 
The detailed training videos and 
personalized live sessions helped 
them understand the different stages 
and nuances of the MMM process.

B

l Identifying the KPIs and the key drivers for their KPIs
l Gathering sufficient historical data on the drivers
l Transforming the data to establish clear relationship 

patterns with the KPIs
l Generating multiple model iteration to better explain 

the relationship between the drivers and KPIs

l Shortlisting the ones that best satisfy business and 
statistical validations

l Using the model insights to run various budget 
allocation and optimization scenarios

l Validating the recommendations using the  
latest data

Key milestones in MMM
At the end of the program, all the advertisers had gained a good understanding of 
MMM and agreed on the key milestones in the MMM process.

Advice to advertisers considering 
in-house MMM
The rapid changes in the data 
privacy landscape and resultant 
loss of signals and hence 
incorrect attribution of results, 
has made MMM more relevant for 
measurement than ever before.  
Hence, advertisers understood 
the urgency of adopting MMMs 
as a means to validating their 
existing attribution models.

They emphasized that bringing 
MMM in-house requires a 
significant time commitment  
from all teams involved (e.g. 
Marketing, Trade, Finance, IT 
etc.), especially in the initial 
stages when they are getting 
familiar with the process.

Participants also underlined the 
importance of having the right 
internal data systems in place 
to feed into the MMM platform. 
Lining up all relevant data (e.g., 
sales, media spending, in-store 
promotions, pricing, seasonality, 
macro etc.) from multiple sources 
and in diverse formats can be 
arduous and error-prone without 
the right data infrastructure. 
A lack of automation here can 
sometimes stymie the progress of 
in-housing MMM. Getting the data 
feed automation right is crucial 
to running MMMs frequently, 
on-demand, and coordinated with 
planning cycles for  
maximum actionability.

Key learnings  
from running MMM  
in-house
The experience helped 
advertisers better understand 
how MMM modeling works, 
especially how the impact of 
diverse factors – internal and 
external, offline, and online, 
marketing, and non-marketing – 
on KPIs needs to be considered 
to build accurate models. 

A key takeaway was that MMM 
is both an art and a science.  
It is important to balance the 
end outcome of MMM with  
both a business lens and 
statistical rigor. 

Advertisers are consistently seeking 
validation for their existing attribution 
models and MMM goes a long way 
towards providing that. With the ever-
changing landscape of data privacy 
on different mobile companies; iOS 
for example, the need for MMM 
is higher than ever. Brands that 
have yet to dive into MMM need to 
consider doing so sooner rather than 
later as it adds another dimension 
into measuring the effectiveness of 
marketing spends.

Amash Malik, Director Performance 
Marketing, Bayut
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MMM SaaS advantage

MMM analysis is a 
powerful tool that 
can help to improve 
marketing results. 
However, it is important 
to carefully consider 
the data requirements 
and complexity of 
MMM analysis before 
implementing it.

Sara Abdullah 
Alsammahi,  
Media Manager, Zain

Resource Requirements

Analytic Edge’s MMM in-housing program is designed to help advertisers accelerate their journey in this space 
by adopting an incrementality based planning process through the integration of a self-serve MMM platform. 
Analytic Edge used its Demand DriversTM solution as the platform for the MMM SaaS in-housing program.  
The program delivers the following benefits:

Automation
The platform 
is designed 

for automatic 
integration into 
the advertiser 
and publisher 
data ecosystem, 
enabling faster and 
more frequent data 
updates.

Speed
The MMM 
process 

is automated 
and scheduled 
allowing for faster 
turnaround and 
more frequent 
insights.

Open-Box 
Approach

The analytics team 
has a full view of 
the workings of the 
model increasing 
transparency and 
trust.

Forward 
Looking

The platform 
provides inbuilt 
simulation and 
scenario planning 
tools which allow 
businesses to use 
the outcomes for 
future planning.

Intelligent
The 

integration of 
Machine Learning 
techniques 
reduces analyst 
effort and 
accelerates speed 
to insights.

The SaaS platform itself was intuitive and user friendly, with all the information necessary to go through the various 
steps of in-house modeling in a guided manner. The SaaS model gave a head start to organizations such as theirs 
that have not worked on MMM before. 

C

Advertisers highlighted that an 
in-depth understanding of the 
brand’s market and business 
is a key prerequisite to 
achieve successful outcomes 
from the MMM study. Domain 
knowledge is key as it helps 
the modeler test and validate 
multiple hypotheses regarding 
the expected relationships 
between the key business 
drivers and the KPIs.

Important skill sets 
& resources

Advertisers indicated that they secured the 
support of different department heads for the 
project to run smoothly. Their Performance 
Marketing teams worked in tandem with their 
Business Intelligence and Machine Learning 
teams. Their Commercial Data teams were 
closely involved in creating the necessary input 
factors around their products, pricing, inventory, 
offers etc. as well as macro factors like salary 
weeks, back-to-school indicators etc. All had 
highly integrated cross-functional teams and 
MMM was seen as a key strategic initiative with 
support from the senior leadership team.

Stakeholders buy-in

A strong analytical mind is 
needed to understand the 
relationship between input 
and output. In addition 
to that, the main POC 
needs to have a high-
level understanding of 
the market and business, 
to create the necessary 
links for the model to run 
efficiently.

Anmol Jain, VP,  
Head of Growth, Noon

The SaaS solutions 
like the one provided 
by Analytic Edge 
certainly gives a head 
start to organizations 
that haven’t worked 
on MMM before as 
it saves a brand the 
pain of building the 
model from scratch.

Amash Malik, 
Director Performance 
Marketing, Bayut
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Running MMM helped the advertisers to 
measure offline advertising and branding 
performance. They were able to put a 
number to its impact, giving them more 
confidence to continue investing in offline 
channels and upper funnel campaigns 
in the future. They also appreciated that, 
unlike attribution, MMM takes a much 
more holistic view of the impact of multiple 
drivers of sales and is not restricted by 
only the last customer touchpoint before a 
purchase.

Advertisers indicated that once they have 
a robust in-house MMM process running, 
they intend to regularly update and refresh 
the models and use MMM as a key driver for 
strategic decision-making.

Challenges

Challenges & Impact on 
Business Strategy

While there were different challenges for 
the different advertisers, a common theme 
was how to interpret results and outcomes 
differently for short-term conversion 
(lower funnel) channels and campaigns 
versus long-term branding (upper funnel) 
ones. Advertisers felt that a more granular 
distinction of marketing channels 
(e.g., brand awareness, consideration, 
conversion, remarketing etc.) would serve 
them better going forward.

We feel MMM can play a crucial role in validating 
our existing attribution models and provide another 
dimension for measuring the effectiveness of 
various online and offline marketing channels. We 
will continue to work towards achieving this goal and 
integrating MMM as a key driver of strategic decisions 
to ensure that every marketing dollar is well spent 
towards the investment in our brand’s future success.

Amash Malik, Director Performance Marketing, Bayut

Impact on business 
decisions & strategy

D

Conclusion
Zain, Bayut and Noon found that using an MMM SaaS 
platform like Analytic Edge’s Demand DriversTM  

allowed them to run MMM and other predictive 
analytics in-house and on-demand, using a proven, 
transparent, integrated, and guided process. It offered 
them the cost, scale, and speed advantages they  
need in a modern measurement framework, while 
providing an alternative to both attribution and 
traditional MMM approaches.

Ultimately, choosing the right marketing measurement 
technique and deployment model depends on your 

brand’s specific requirements, resources, and goals. 
Full-service outsourced MMM solutions are well-
suited for companies with limited in-house expertise 
and resources seeking comprehensive support and 
industry insights. SaaS-based in-house solutions are 
more suitable for organizations with multiple brands, 
markets, and in-house analytics capabilities, looking 
for scalability and real-time data analysis. Applying 
these criteria and selecting the appropriate model can 
empower your business to harness the power of data-
driven marketing, optimize budgets, and make strategic 
decisions to thrive in the current competitive landscape.
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About Analytic Edge
Analytic Edge is a global analytics company that leverages 
technology and advanced analytics to help companies 
make data-based marketing decisions. The company’s 
flagship platform Analytic Edge Qube offers a suite of 
marketing analytics solutions with a Software as a Service 
(SaaS) model. The solutions include DemandDriversTM 
for always-on Marketing Mix Modeling (MMM), SynTestTM 
for AI powered Test and Learn, PriceSenseTM for pricing 
and promotion analytics, and PowerViewTM for analytics 
visualization. Analytic Edge works with clients across 
industry verticals such as e-commerce, mobile apps, 
gaming, consumer packaged goods, retail, automotive 
and many others. The company has offices in Singapore, 
India, US, Mexico, Brazil, UK, Switzerland, China, Japan, 
South Korea, UAE and Australia.
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