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WWe Increase Ad Revenue
By 33% Without Increasing Spend

Problem

Fieldsheer came to Digital Position with no server-side tracking in place. They were relying on the Google Tag
Manager and CAPI to report accurate conversions back to Google & Meta and optimize their campaigns, which was
resulting in:

33% of all ads revenue lost to 3rd-party cookies

Thousands of data points lost each month

Limited visibility into the customer journey and what was driving sales

Limited campaignh optimization
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SST rimary Website 856.16 169,982.52 Needs attention

Website (Google Analytics (GA4)) 11997416

Website (Google Analytics (UA)) 0.00 0.00 No recent conversions
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[:] Conversion action Action optimization | Conversion source All conv. All conv. value  Status Actions

Primary Website 3,036.90 409,273.40 Needs attention
Website 2, 390,547.92 Active

Website (Google Analytics 301,215.34  Needs attention

Server-Side tracking should be implemented in every single ad platform to truly know how much your paid efforts
impact your business.”

John Vickery




