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Who are Fospha?

Fospha is the future of marketing measurement.

Fast, with a live platform in under a week 

Easy, requiring just 10 minutes setup

Affordable, with pricing from just $1,250 /month
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Using machine learning to combine multi-touch attribution and marketing mix modelling in one view, 
Fospha gives clear, actionable insights on where to spend to maximise your growth. 

Our cutting-edge approach shows you the impact of all clicks and impressions, restoring visibility you 
lost with iOS14 and future-proofing you against further privacy changes. 

Fospha clients achieve on average:

Getting started with Fospha:

Increased competition is pushing up costs,  
squeezing margins and threatening growth targets. 

Headwinds like iOS14, cookie deprecation and the privacy-first 
movement make it harder than ever to reliably see what’s going on.

Cross channel reporting with a single source of truth becoming more difficult as the 
number of channels increases, each with their own attribution methodology. 

If you’re trying to scale a D2C brand 
– invest in Fospha!

Ben Bokaie, Head of Performance

The reporting I’ve been looking for my 
whole career

Kathrin Paramasivam, VP Growth

The most sophisticsted attribution model 
I’ve ever worked with
Jake Higgins, VP Growth

Click here to get started with a with a 
one month money-back guarantee.

The ultimate answer to your eCommerce 
measurement problem.
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Introduction 

As we continue to navigate a competitive eCommerce landscape and evolving consumer demands, 
many brands are opting for a more aggressive approach to marketing, focusing their efforts on 
Conversion activity. For brands who lack a sophisticated measurement tool, bottom-of-funnel is the 
easiest to track. Visibility over the impact on sales is greater, and feedback may seem more immediate. 
Without the ability to accurately measure performance across the whole funnel, brands are lacking the 
trustworthy data necessary to commit to spending beyond Conversion. Naturally, brands will spend less 
where they can't see performance - if you can't measure it, you can't manage it.

Fospha is here to help. With our market leading attribution model and coverage across many of the 
best-known eCommerce brands in the US, UK and EU, our platform is uniquely positioned to shine a 
light on the true impact of mid and upper funnel activity on brands’ performance over time.

This report uses upper funnel to mean Brand Awareness/Reach and mid funnel to mean 
Consideration/Traffic. As Meta has the biggest proportion of spend in higher funnel objectives, we chose 
to focus our report here. We’ve investigated the impact of upper funnel activity on brands’ metrics 
across both the short and long term.

The data demonstrates that brands who spend long-term (10+ months) in Brand Awareness present far 
lower acquisition costs and a stronger average ROAS. This is compared to brands with only 3 months of 
spend, and brands with no spend in this objective at all.

This indicates that although Conversion activity is more direct and easily tracked, it is ineffective as a 
stand-alone objective in the long-term. Instead, with Brand Awareness becoming more effective the 
longer it is maintained, we conclude that investing in upper funnel media is a long-term strategy for cost 
reduction and improvement of returns.
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+4 2 %

B r a n d s  m a in t a i n in g  lo n g - t e r m  u p p e r  f u n n e l  s p e n d  
r e d u c e  c o s t s  a n d  im p r o v e  R O A S

- 3 5 %

- 1 1 %  C P P

To start th is  rep ort, w e’re  g o ing  to  ex am ine p erform ance fo r 
b ran d s w ho su sta ined  the ir  u p p er fu n ne l activ ity  fo r at least 
10  m onths , com p ared  to  b ran d s w ho chose  not to  invest in  
u p p er fu n ne l d u r ing  th is  sam e p er iod . W e know  that 
sp end ing  in  Bran d  A w aren ess  can  create  op p ortu n it ies  fo r 
cost red u ction  fu rther d ow n the  fu n ne l – here  w e can  see  
th is  e ffect v isu a lised .

The m ost s ig n if ican t d ifferen ce  is  fo r RO A S, w here  retu rns  
are  42%  strong er fo r b ran d s w ho chose  to  m ainta in  
A w aren ess  sp end  long -term . C ou p led  w ith  th is  is  a  str ik ing  
d ifferen ce  in  C A C , as  b rand s w ho focu sed  on  C onvers ion  
fou n d  it  35%  m ore ex p ens ive  to  acq u ire  a  new  cu stom er.

Based  on  com m on trend s , th is  is  like ly  d u e to  tw o key  
factors . F irst , u p p er fu n ne l activ ity  lays  the  fou n d ation  fo r 
convers ions later on , as  b ran d  aw aren ess  g rad u a lly  
increases . Second , C PM s tend  to  b e  cheap er fo r u p p er 
fu n ne l activ ity  d u e  to  low er leve ls  o f com p etit ion . Th is  has  a  
p os it ive  knock -on  effect fo r a ll m etr ics  thereafter .*

*T o  r e a d  m o r e  o n  h o w  c h e a p  C P M s  in  h ig h e r  f u n n e l  
m e d ia  im p r o v e  R O A S  – s e e  o u r  B F / C M  r e p o r t  l i n k e d  
h e r e .  

Bran ds n ot run n ing  up per fu n ne l Bran ds run n in g  u pper fu n n el fo r 10 +
m on th s

C A C  (10 -m on th  v iew )

Brands not running upper
funnel

Brands running upper
funnel for 10+ months

CPP (10-month view)

Brands not running upper
funnel

Brands running upper
funnel for 10+ months

ROAS (10-month view)
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Brands maintaining long-term 
upper funnel spend reduce costs 
and improve ROAS  

2023

To start this report, we’re going to examine performance for brands who sustained their upper funnel 
activity for at least 10 months, compared to brands who chose not to invest in upper funnel during this 
same period. We know that spending in Brand Awareness can create opportunities for cost reduction 
further down the funnel – here we can see this effect visualised. 

The most significant difference is for ROAS, where returns are 42% stronger for brands who chose to 
maintain Awareness spend long-term. Coupled with this is a striking difference in CAC, as brands who 
focused on Conversion found it 35% more expensive to acquire a new customer. Based on common 
trends, this is likely due to two key factors. First, upper funnel activity lays the foundation for conversions 
later on, as brand awareness gradually increases. Second, CPMs tend to be cheaper for upper funnel 
activity due to lower levels of competition. This has a positive knock-on effect for all metrics thereafter.* 

*To read more on how cheap CPMs in higher 
funnel media improve  ROAS – see our 
BF/CM report linked here.
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BF/CM Report View Now 

+4 2 %

B r a n d s  m a in t a i n in g  lo n g - t e r m  u p p e r  f u n n e l  s p e n d  
r e d u c e  c o s t s  a n d  im p r o v e  R O A S

- 3 5 %

- 1 1 %  C P P

To start th is  rep ort, w e’re  g o ing  to  ex am ine p erform ance fo r 
b ran d s w ho su sta ined  the ir  u p p er fu n ne l activ ity  fo r at least 
10  m onths , com p ared  to  b ran d s w ho chose  not to  invest in  
u p p er fu n ne l d u r ing  th is  sam e p er iod . W e know  that 
sp end ing  in  Bran d  A w aren ess  can  create  op p ortu n it ies  fo r 
cost red u ction  fu rther d ow n the  fu n ne l – here  w e can  see  
th is  e ffect v isu a lised .

The m ost s ig n if ican t d ifferen ce  is  fo r RO A S, w here  retu rns  
are  42%  strong er fo r b ran d s w ho chose  to  m ainta in  
A w aren ess  sp end  long -term . C ou p led  w ith  th is  is  a  str ik ing  
d ifferen ce  in  C A C , as  b rand s w ho focu sed  on  C onvers ion  
fou n d  it  35%  m ore ex p ens ive  to  acq u ire  a  new  cu stom er.

Based  on  com m on trend s , th is  is  like ly  d u e to  tw o key  
factors . F irst , u p p er fu n ne l activ ity  lays  the  fou n d ation  fo r 
convers ions later on , as  b ran d  aw aren ess  g rad u a lly  
increases . Second , C PM s tend  to  b e  cheap er fo r u p p er 
fu n ne l activ ity  d u e  to  low er leve ls  o f com p etit ion . Th is  has  a  
p os it ive  knock -on  effect fo r a ll m etr ics  thereafter .*

*T o  r e a d  m o r e  o n  h o w  c h e a p  C P M s  in  h ig h e r  f u n n e l  
m e d ia  im p r o v e  R O A S  – s e e  o u r  B F / C M  r e p o r t  l i n k e d  
h e r e .  

Bran ds n ot run n ing  up per fu n ne l Bran ds run n in g  u pper fu n n el fo r 10 +
m on th s

C A C  (10 -m on th  v iew )

Brands not running upper
funnel

Brands running upper
funnel for 10+ months

CPP (10-month view)

Brands not running upper
funnel

Brands running upper
funnel for 10+ months

ROAS (10-month view)

Pg. 5

CAC (10 month view)

-35%

ROAS (10 Month View)

CPP (10 month view)
+42%

-11%

Brands not running upper funnel

Brands running upper funnel for 10+ months

https://www.fospha.com/black-friday-ecommerce-advertising-report-2022


This positive impact can take 
time to materialise

2023

Here’s where it gets interesting. While the results are incredibly compelling in the long-term, these effects 
hadn’t yet materialised after only 3 months. When we focus on the short term, returns and acquisition costs 
seem stronger for brands running only Conversion ads.

Fospha regularly see that the impact of spending in Brand Awareness is not always immediate. With 
customers slowly progressing along the funnel, it can take a while for website visits and ad impressions to 
convert. Fospha anticipates a slight lag, which can sometimes take 3+ months to materialise into revenue. 

That means that while in the long term spending on upper funnel is the right strategy, in the short term it 
can hurt your key metrics. For brands without advanced measurement therefore, they will typically 
experience their increased investment as causing a decay in blended metrics – for example, their overall CAC 
will rise. This is where frustration typically sets in, which may lead them to conclude that upper funnel 
activity is ineffective for them and switch it off.

CAC ( 3-month view)

+33%
+14%

CPP (3-month view)

-7%

ROAS (3-month view)
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However, Fospha's full-funnel measurement model 
allows customers to ride out this sticky patch and reap 
the long term benefits of their investment.

Having proven that upper funnel is great for long term health, the question we logically come to next is how 
long it takes to have an impact. To measure this, we looked at what happened when brands introduced 
spend but then stopped after a period of less than 3 months.

Brands not running upper funnel Brands running upper funnel for 3 months

T h is  p o s i t i v e  im p a c t  c a n  t a k e  t im e  t o  
m a t e r ia l i s e

+1 4 %

H ere ’s  w here  it  g ets  in teresting . W hile  the  resu lts  are  incred ib ly  
com p elling  in  the  long -term , these  effects  had n ’t yet m ater ia lised  after 
on ly  3 m onths . W hen w e focu s on  the  sh ort term , retu rns  and  
acq u is it ion  costs  seem  strong er fo r b ran d s ru nn ing  on ly  C onvers ion  
ad s .

Based  on  p rev iou s  d ata , w e know  that the  im p act o f sp end ing  in  Bran d  
A w aren ess  is  not a lw ays im m ed iate . W ith  cu stom ers  s low ly  
p rog ress in g  a long  the  fu n ne l, it  can  take  a  w h ile  fo r w eb s ite  v is its  and  
ad  im p ress ion s to  convert . F osp ha antic ip ates  a  s lig ht lag , w h ich  can  
som etim es take  3+ m onths to  m ater ia lise  in to  revenu e .

That m eans that w h ile  in  the  long  term  sp en d ing  on  u p p er fu n ne l is  th e  
r ig ht strateg y , in  the  sh ort term  it  can  hu rt you r key  m etr ics .

F or b ran d s w ithou t ad van ced  m easu rem ent therefore , they  w ill 
typ ica lly  ex p erien ce  the ir  increased  investm ent as  cau s ing  a  d ecay  in  
b lend ed  m etr ics  – fo r ex am p le , the ir  overa ll C A C  w ill r ise . Th is  is  w here  
fru stration  typ ica lly  sets  in , w h ich  m ay  lead  them  to  conclu d e that 
u p p er fu n ne l activ ity  is  ineffective  fo r them  and  sw itch  it  o ff .

H ow ever, F osp ha 's fu ll-fu n ne l m easu rem ent m od el a llow s cu stom ers  
to  r id e  ou t th is  st icky  p atch  and  reap  the  lon g  term  b enefits  o f the ir  
investm ent.

+3 3 %

Brands not running upper funnel Brands running upper funnel for
3 months

CAC (3-month view)

- 7 %

Brands not running upper
funnel

Brands running upper funnel
for 3 months

CPP (3-month view)

Brands not running upper
funnel

Brands running upper
funnel for 3 months

ROAS (3-month view)
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The duration of upper funnel spend 
significantly impacts long-term metrics

2023

The data supports that brands who are still spending in upper funnel after 10 months experience greater 
efficiencies versus those who ceased the activity. It becomes far cheaper to acquire a new customer (CAC 
-41%) and returns see a rise of +27% over time. 

This indicates that the longevity of upper funnel spend may be a huge driver of how much success a 
brand ultimately finds with this objective. Therefore, prematurely halting spend if results aren’t 
immediate, may mark a missed opportunity for future reward.

CAC (3 month vs 10 
month view)

CPP (3 month vs 10 
month view)

ROAS (3 month vs 10 
month view)

-41%

-19%
+27%
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It's clear that brands not engaging with Brand Awareness are at a disadvantage in the long run compared to 
those that sustain it. However, let's delve deeper into what potential benefits brands who stopped spending 
in upper funnel after 3 months, may have missed by not persevering. 

Brands running upper funnel 
for 3 months

Brands running upper funnel 
for 10+ months

T h e  d u r a t io n  o f  u p p e r  f u n n e l  s p e n d  s ig n i f i c a n t ly  im p a c t s  
lo n g - t e r m  m e t r i c s

- 4 1 %

- 1 9 %

It 's  c lear th at b ran d s n ot en g ag in g  w ith  Bran d  
A w aren ess  are  at a  d isad van tag e in  th e lon g  ru n  
com p ared  to  th ose th at su sta in  it . H ow ever, let 's  
d e lve  d eep er in to  w h at p oten tia l b en efits  b ran d s 
w h o stop p ed  sp en d in g  in  u p p er fu n n el after 3 
m on th s , m ay  h ave m issed  b y  n ot p erseverin g .

Th e d ata su p p orts  th at b ran d s w h o are  st ill 
sp en d in g  in  u p p er fu n n el after 10  m on th s 
ex p erien ce g reater eff ic ien c ies  versu s  th ose w h o 
ceased  th e act iv ity . It  b ecom es far ch eap er to  
acq u ire  a  n ew  cu stom er (C A C  -41% ) an d  retu rn s  see 
a  r ise  o f +27%  over t im e.

Th is  in d icates  th at th e lon g ev ity  o f u p p er fu n n el 
sp en d  m ay  b e a  h u g e d river o f h ow  m u ch  su ccess  a  
b ran d  u lt im ate ly  f in d s  w ith  th is  ob ject ive . 
Th erefore , p rem atu re ly  h a lt in g  sp en d  if  resu lts  
aren ’t  im m ed iate , m ay  m ark  a  m issed  op p ortu n ity  
fo r fu tu re rew ard .
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Brands running upper funnel for 10+
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CPP (3-month vs 10-month view)
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Strategies to optimise upper 
funnel investment

2023

Typical Spend Split by Meta Campaign Type (Fospha Brands) 
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On average, Fospha brands spend 5% of total spend on Awareness and an equal amount on Consideration. 
This is a small proportion of overall spend, but a starting point for creating a more balanced approach to 
marketing investment, which typically pays off long-term. 

However, Fospha's most successful brands usually spend more than 10% beyond bottom of funnel, with the 
most optimized spending up to 25% in Awareness and Consideration.

For example, Huel is one of Fospha's long-term partners, who have used us to significantly scale their top of 
funnel while lowering costs. Huel’s experience makes the macro trends we’ve observed in this report come   
to life. 

Hear Huel: "Using Fospha data we successfully scaled our top of funnel, and in the first 6 months of our 
partnership increased our new customer conversions by 54%. Amazingly, we were able to do this within our 
target CAC too. During this crucial time Fospha has been the most important tool in our marketing stack.“

For other brands, we’ve helped build the confidence to spend in upper funnel, which basic attribution tools 
aren’t able to do. With Fospha as a strategic partner, CUUP began spending more in upper funnel, which 
played a large role in their efforts to effectively scale. 

Hear CUUP: Fospha “help us understand the full marketing funnel and how channels are driving growth for 
the business… It allows us to expand into new upper-funnel channels that drive awareness and exposure of 
our brand” 
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This Fospha G2 review shows the power of full funnel measurement in delivering business results:

What do you like best about Fospha?

Pg. 9

It helps us identify which channels contribute to overall revenue, especially channels that are more 
upper-funnel that, in the past, we never saw the actual value of (display, social). It also integrates so well 
with other platforms, specifically smartly for us, which makes management super easy, allowing us to utilize 
automation to optimize our campaign to perform better. The dashboards also make it very easy for us to go 
in and see how performance is at the campaign level for when we want to drill down.



Brands who invest in upper funnel activity demonstrate significantly 
better results over a 10-month timeframe 
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In Summary...

2023
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Ultimately, while Brand Awareness can sometimes yield fast results, what Fospha often sees is a lag 
between visits and conversions, particularly when entering a new geographical market that isn’t as familiar 
with your product. This means that upper funnel activity may initially increase acquisition costs – however, it 
has the potential to significantly increase the effectiveness of advertising spend in the long run. It’s useful for 
brands to be prepared for this scenario, and to avoid reactively returning to the safety of Conversion activity. 
Maintaining even a small amount of spend in upper funnel, and monitoring its performance over time, is an 
effective test for observing if the findings of this report reflect in your data.  

The key to all of this is measurement. If you can't measure it, you can't manage it - so most brands don’t 
invest in upper funnel ads. That makes the opportunity there even more acute, as competition and CPMs are 
low. Use a measurement solution like Fospha to differentiate, guiding your spend as you hit the audiences 
your competitors can't see. Try it out today with a money back guarantee - click here.

ROAS CAC CPP

-35%

Pg.10

https://www.fospha.com/pricing


Summary of key conclusions

Fospha brands with 10+ months of upper funnel spend have lower acquisition costs and 
higher ROAS on average than those who do not invest at all, as well as those who invest 
only for a short period.

2023

Upper funnel investment is a long-term strategy for reduction of acquisition cost and 
increased ROAS.

Immediate KPI improvements may not fully reflect the eventual impact of these efforts.

Fospha's best-optimized brands invest up to 25% of overall spend in Brand Awareness 
and Consideration.

A data-driven approach is crucial. Brands should monitor the success of their campaign 
objectives over time, rather than making decisions based solely on immediate performance.

Diversifying away from just Conversion has played a key role in our most 
successful brands’ ability to scale.

Elevating eCommerce: The Unseen Power of Upper Funnel Spending
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Measurement is key to making this happen, as you need the visibility to justify 
the investment
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