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THE FUTURE OF MARKETO MEASURE IN AN AI-DRIVEN WORLD

What Al means for attribution, analytics products, and revenue decisions | October 2026

Al does not remove the need to measure marketing. It raises the standard for what measurement must deliver:
trustworthy data, defensible business explanations, and recommendations that can be tested before budgets move.

THE CENTRAL QUESTION

If Al can interpret customer behavior, forecast outcomes, and recommend spending decisions, what role should
attribution play? Traditional analytics answers what happened and which activities received credit. The next generation
should also explain what might happen, what action is recommended, and how the organization will test whether it
actually worked. Trustworthy measurement—not the number of Al features—will determine the value of these products.

1 THE CHANGE: FROM REPORTING CREDIT TO RECOMMENDING ACTION

Traditional attribution asks which activities receive credit. Al-enabled measurement should also ask what changed, why it
changed, what may happen next, and which action offers the strongest expected return. The leap is from dashboards that
describe yesterday to decision systems that guide tomorrow.

Important distinction: attribution allocates credit under a model; predictive Al estimates likely outcomes; incrementality
experiments test whether marketing caused additional outcomes. One does not automatically establish the other.

2 WHAT MARKETO MEASURE ALREADY DOEs

Marketo Measure connects web, campaign, and CRM interactions to buyer touchpoints and opportunity-level attribution.
Its established models include First Touch, Lead Creation, U-Shaped, W-Shaped, Full Path, and Custom. Buyer
Touchpoints track people and engagement; Buyer Attribution Touchpoints relate interactions to opportunities and revenue.

Al is not entirely new to Marketo Measure. Its custom attribution capabilities include machine-learning recommendations
for stage weighting, based on historical touchpoint and deal data. Adobe also markets Attribution Al for more advanced
modeling; entitlement and implementation depend on the purchased offering.

Product documentation:
https://experiencele

Models overview:

https://experienceleague.adobe.com/en/docs/marketo-measure/using/introduction-to-marketo-measure/overview-resourc
es/marketo-measure-attribution-models

3 WHY MARKETO MEASURE ULTIMATE MATTERS

Marketo Measure Ultimate points toward a wider measurement architecture using Adobe Experience Platform data
connections, warehouse-based data access, and Attribution Al dashboards. This makes it important to evaluate data
availability, identity, measurement methodology, and reporting destinations—not just the dashboard interface.

Do not assume an Ultimate migration preserves every legacy behavior. Adobe documents that Ultimate does not natively
push attribution records back into the CRM; a custom pipeline is needed if CRM writeback is required. Adobe also notes
that historical ad costs do not automatically migrate, some legacy ABM capabilities differ, and source connections must
be reimplemented.

Adobe migration reference:
h :/lexperiencel .
arketo-measure-ultimate

Adobe product overview: https://business.adobe.com/products/marketo/marketo-measure.html
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THREE POSSIBLE FUTURES FOR MARKETO MEASURE

Evolution — Al-assisted diagnosis, natural-language reporting, and guided recommendations make existing attribution
workflows faster and easier to use.

Integration — Attribution becomes one evidence layer within a broader architecture spanning CRM, Adobe Experience
Platform, customer journey analytics, experimentation, and financial results.

Consolidation — Some companies may reduce overlapping standalone measurement tools if a broader analytics platform
meets their data, attribution, and governance needs. This is a possible market direction, not a confirmed Adobe roadmap.

Before upgrading: verify licensing and consumption costs, historical continuity, source connections, identity resolution,
migration scope, CRM writeback, ownership, and whether new capabilities materially change decisions.

4 FIVE WAYS Al CHANGES ANALYTICS PRODUCTS

01 Answers become conversational

Teams will ask questions in natural language: Why did attributed pipeline decline in healthcare? Which campaigns
touched stalled opportunities? The assistant should respond with metric definitions, source lineage, filters, and a link to
the supporting report—not an unsupported narrative.

02 Anomalies become actionable

Al can flag missing touchpoints, sudden Direct/Other increases, inconsistent campaign costs, stage-mapping changes,
and broken synchronization. A useful workflow creates a diagnostic ticket with the affected records, likely causes, and a
named owner.

03 Scenario planning becomes part of analytics

Analytics should help compare potential budget moves, such as shifting funds from an underperforming channel toward a
high-conversion segment. Forecasts require explicit assumptions, uncertainty ranges, and checks against actual
outcomes.

04 Measurement methods converge

B2B touchpoint attribution remains valuable for account and opportunity visibility, but it should be evaluated alongside
holdouts/incrementality tests, marketing mix modeling where data supports it, and revenue/finance reconciliations. No
single attribution model captures every causal effect.

05 Analysts spend less time assembling reports

The work shifts from collecting numbers to validating data, designing experiments, interpreting limitations, deciding where
to invest, and holding the business accountable for results.

THE FUTURE OF THE ANALYTICS CATEGORY

Attribution describes credit across recorded interactions; customer journey analytics reveals behavior and friction across
channels; predictive modeling estimates likely outcomes; marketing mix modeling evaluates aggregate relationships
between spend and outcomes; and controlled experiments test incremental impact. The strongest future measurement
approach will combine methods rather than pretend one model proves causality.

What buyers should require: transparent metric definitions, source-level traceability, confidence and limitations,
role-based access, approved data movement, auditable recommendations, and evidence that the output changed a
business decision. Conversational analytics is useful only when its answers can be reconciled to trusted records.

5 WHAT TO DO NOW: SIX PRACTICAL Al WORKFLOWSs

1. Attribution health monitor — On a schedule, test sample records from form submission through CRM creation,
touchpoint generation, opportunity association, and revenue reporting. Alert on exceptions; never silently rewrite
attribution rules.

www.leadous.com | ©2026



2. Campaign ROI explainer — Combine approved cost, campaign, opportunity, and attribution fields to draft an
explanation of changes. Require the analyst to verify date windows, model selection, and denominators.

3. Data quality co-pilot — Classify missing UTMs, channel mapping issues, duplicate people, unmapped campaigns, and
opportunity-contact association gaps. Create an owner-tagged remediation queue.

4. Budget scenario assistant — Compare investment options by pipeline, conversion rates, deal velocity, spending, and
confidence. Keep recommendations in review mode until finance and marketing approve.

5. Experiment design assistant — Propose holdout tests for reactivation, paid media, ABM, or nurture programs,
specifying the hypothesis, randomized unit, primary KPI, duration, and decision rule.

6. Executive narrative builder — Generate an evidence-linked weekly summary: what happened, what is known versus
inferred, what will be tested, and which decision leadership must make.

IMPLEMENTATION MATRIX: TURN SIX WORKFLOWS INTO OPERATIONAL VALUE

Workflow

Minimum inputs

Al contribution

Human control

Success metric

Attribution health

Form, campaign, CRM,
touchpoint and
opportunity examples

Identify broken links and
draft root-cause tickets

Admin approves rule
changes

Exceptions detected and
resolved

ROI explanation

Spend, opportunity,
model, date range

Draft evidence-linked
variance explanations

Analyst checks
definitions and totals

Reporting hours and
decision speed

Data quality

Field dictionary, UTMs,
campaigns, association
rules

Prioritize anomalies and
suggested fixes

RevOps approves writes

Missing/invalid records
and rework

Budget scenarios

Costs, pipeline,
conversion, assumptions

Compare scenarios with
stated uncertainty

Marketing and finance
approve allocation

Incremental pipeline or
contribution

Experiment design

Audience, treatment,
control, KPI

Draft test design and
measurement plan

Owner checks validity
and consent

Reliable incremental lift

Executive narrative

Approved KPIs, variance
reports, decisions

Summarize signals and
recommended follow-ups

Leader verifies claims
and actions

Faster documented
decisions

Start read-only. Keep permissions narrow, log outputs, and require approval before sending externally, changing credit
assignment, altering segmentation, or modifying records.

6 THE DECISION: KEEP, EXPAND, OR RECONSIDER

KEEP AND OPTIMIZE when CRM/touchpoint data is reasonably complete, teams use opportunity-level reporting, and the

contract costs less than the value of decisions it supports. Start with instrumentation and governance, not additional Al

licenses.

EXPAND OR PILOT ULTIMATE when there is a documented need for a broader data architecture, advanced attribution,
multiple segments, or warehouse access—and the team can support migration, validation, and any required CRM

writeback.

RECONSIDER when signal capture is poor, CRM ownership is unreliable, attribution reports are not used for budget
decisions, or the product duplicates a broader measurement capability. Replacing the tool will not fix missing source data.

7 A 90-DAY READINESS PLAN

DAYS 1-30 | Baseline. Audit source capture, UTM/channel rules, CRM linkage, contact roles, touchpoint counts, cost
coverage, opportunity timestamps, model definitions, and license entitlements. Select 3-5 business decisions the
analytics program must support.

DAYS 31-60 | Pilot. Implement an Al-assisted health monitor and executive insight draft using read-only approved data.
Validate against manual reporting. Run one incrementality or controlled holdout design where practical.
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DAYS 61-90 | Operationalize. Put definitions, ownership, alert thresholds, review approvals, and business outcomes into
a recurring measurement meeting. Expand only if insights lead to faster, better decisions.

8 QUESTIONS FOR ADOBE AND YOUR INTERNAL TEAM

Which Marketo Measure tier is licensed today? Is Attribution Al or Ultimate available under the agreement, and what are
the incremental costs? What data must move through Adobe Experience Platform? What changes for CRM writeback,
history, ad spend, identity resolution, and ABM reporting? What human validation will be required? Can every Al
recommendation be traced to source data?

9 WHAT MARKETING AND ANALYTICS TEAMS SHOULD DO WITH THE TIME Al RETURNS

Al should reduce manual report assembly, exception hunting, and repeatable analysis—not eliminate the judgment
needed to improve results. Reinvest that capacity in customer and account strategy, stronger data foundations,
experiment design, funnel and journey improvements, cross-functional decisions, and financial accountability. Measure
the impact through validated incremental lift, conversion, qualified pipeline, retention, and revenue per dollar
invested—not simply reports produced or hours saved.

THE BOTTOM LINE

The next-generation analytics product is not the one with the best Al summary. It is the one that reliably connects
marketing activity to business outcomes, exposes uncertainty, and helps leadership test where the next dollar will produce
additional growth. Treat Marketo Measure as an important evidence layer—not the sole judge of causality.

LEADOUS PERSPECTIVE

The question is no longer whether your attribution platform uses Al. It is whether your organization can trust its inputs,
understand the limits of its conclusions, and act on the evidence. Leadous can help assess the current measurement
architecture, identify practical Al workflow pilots, validate Marketo Measure and CRM connections, and build a roadmap
tied to measurable business outcomes.

LINKS AND FURTHER READING

Adobe Marketo Measure documentation:

https://experienceleague.adobe.com/en/docs/marketo-measure/using/introduction-to-marketo-measure/overview-resourc
es/marketing-attribution

Marketo Measure touchpoint rules:
https://experienceleague.adobe.com/en/docs/marketo-measure/using/configuration-and-setup/getting-started-with-market

o-measure/touchpoint-generation-and-mapping

Adobe CJA and Marketo data:
https://experiencel m/en nalytics-platform/using/cja- t

IAB 2026 Al measurement report: https:/www.iab.com/insights/2026-state-of-data-report/
IAB MMM best practices: https://www.iab.com/guidelines/modernizing-mmm-best-practices-for-marketers/
Winterberry unified measurement report: https://winterberrygroup.com/the-state-of-unified-marketing-measurement-2026
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