The Big Lie in Digital Analytics

Why 25-40% of Your Results Are Invisible - and What to Do About It

An objective white paper for advertising and marketing leaders on attribution, optimization, and the
edge-first path to truth.



Executive Summary

Modern analytics undermeasures real customer interactions and journeys, corrupting attribution and
driving inefficient marketing spend. A growing set of browser and network controls suppress client-side

and even some server-side endpoints, including:

e Safari's Intelligent Tracking Prevention

e privacy-focused browsers (including newer Al-powered browsers) with built-in tracking and ad
blocking

e privacy-first extensions and ad blockers

e corporate firewalls and DNS filtering

Consent prompts and page timing cause additional drops. The result is a persistent blind spot — often
25-40% of sessions or conversions — distorting ROAS, starving bid algorithms, and weakening
experimentation and Al systems that rely on trustworthy labels. In practice, this can mean that 30-60%

of reported ROAS is based on incomplete or biased data.

To address this, more brands are moving data collection off fragile browser tags and closer to
infrastructure they control: first through server-side endpoints, and increasingly via network- or edge-
side models. In these architectures, traffic is observed under the brand's own domain, upstream of
common blockers, with consent enforced before identifiers or events are created and heavy JavaScript
lifted off the page. In controlled pilots across B2B, e-commerce and media, these patterns consistently
recover missing events and improve marketing efficiency while strengthening site performance and

compliance.

This paper provides a diagnosis, a practical stack, three real-world case studies, and a 1-day audit plus
2-week pilot playbook to quantify the blind spot and decide whether to scale a network- or edge-side

collection model.



1) The Big Lie: "If Analytics Didn't Record
It, It Didn't Happen."

Most organizations operate as if anything not visible in analytics simply did not happen. That
assumption is wrong: collection is not the same as truth. Client-side tags routinely fire late, get blocked,
or lose state. Single-page apps (SPAs) change routes without hard reloads, so pageview tags never fire;
slow devices drop beacons; consent delays can suppress entire sessions. In B2B, corporate networks
filter third-party trackers; in consumer traffic, Safari's ITP, ad blockers and privacy-focused tools
aggressively prune known endpoints.

The downstream impact is predictable: under-attribution, ROAS distortion, slower optimization, and a
performance tax from tag bloat.

Fast proof with your data (in 1 day):

e Reconcile server logs vs your analytics platform (e.g., GA) on key templates.
¢ Compare Facebook/LinkedIn Landing Page Views vs server sessions on campaign landing pages.

The following chart illustrates a typical discrepancy between actual and recorded sessions:

Actual vs. Recorded Sessions
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2) Why Attribution Is Breaking (and the
Trendlines That Matter)

Attribution is breaking because measurement leaks at several levels of the journey; in practice, it
behaves like a loss funnel:

¢ Root causes. Measurement leaks at three levels of the funnel. Browser privacy features, ad
blockers, and corporate firewalls or DNS filtering block client and some server-side endpoints before
tags can fire. Consent friction and SPA timing or race conditions stop events from triggering reliably,
so large slices of traffic are only partially measured. Late-loading tags and fragile client beacons
drop purchase and lead events first, biasing channel-level ROAS and the labels used for
optimization.

¢ Trendlines. Several forces amplify these losses over time: cookie deprecation; stricter
GDPR/CCPA/TCF enforcement; ad platforms favoring server-side APls and modeled conversions;
the rise of first-party data and edge compute; and performance pressure from LCP/INP that makes
heavy tag setups harder to justify.

¢ Consequence. If measurement relies chiefly on client beacons and third-party domains, the blind
spot widens as these trendlines accelerate and attribution becomes increasingly biased.

e Limits. Server-side tracking narrows the gap but can still be blocked by ad-block lists, DNS filters
and firewalls, and it remains constrained by consent requirements and platform policies.

Measurement Loss Funnel
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Biased channel-level ROAS



3) The New Measurement Stack: First-
Party, Edge-Side, Consent-Aware

A new measurement layer only works if the foundations are in place; without them, it just adds
complexity.

Recommended steps.

¢ Modernize consent. Rationalize your CMP (e.g. Axeptio or equivalent) so consent signals are stable,
auditable and enforced across tags and platforms.

o Simplify tagging. Remove legacy pixels and converge events and parameters into a standardized
schema instead of adding one-off, bespoke client tags.

o Shift measurement to the edge. Make a first-party, edge-side collection layer the primary way you
observe traffic and conversions, and use client- and server-side endpoints purely as destinations fed
by this layer.

Design goals: first-party collection on your own domain, edge-side execution, consent-aware
identifiers, less JavaScript on page, and strong governance and observability.

How it works. DNS points your site to a first-party edge proxy. The proxy runs lightweight edge
components that observe requests, infer SPA route changes, enforce consent, and remove or defer on-
page tags. It then forwards edge-side events to analytics and ad platforms (via GA4, Meta CAPI and
other server-side endpoints) with de-duplication and retries, so dashboards reflect recovered users,
sessions and conversions.

This stack runs alongside your existing analytics platforms (e.g. GA4, Piano), CMP and ad platforms - it
does not replace them, it feeds them better, consent-compliant data from first-party infrastructure.

Outcome.

e Marketing teams see a truer picture of business performance and ROAS and can act accordingly.

e Restored visibility on previously lost traffic (ad-blocked, Safari/ITP, corporate networks) improves
session/user/conversion accuracy.

o Attribution stabilizes (via edge-side CAPI/LinkedIn/TikTok), enabling budget shifts from waste to
winners.

o Page performance improves as heavy client-side tags are removed or deferred, lifting Core Web
Vitals and SEO.

e Compliance risk drops with edge-side consent enforcement (TCF/GPC) and first-party data handling.

e« Downstream models (bidding, LTV, MMM, experimentation) get cleaner labels, improving optimization
quality.

e As LLMs and agents take over more customer touchpoints, edge-side (network-side) measurement
becomes the only reliable way to observe and attribute those interactions.



4) Case Studies

Results are extracted from customer pilots and early deployments. Exact methods and caveats are
summarised under each scenario.

A. B2B SaaS

Context.

An enterprise buyer journey with heavy LinkedIn promotion (video views, gated content, demo forms).
The prior setup relied on client tags and third-party endpoints, which were largely invisible behind
corporate networks.

Intervention.
First-party edge collection was deployed with server-side delivery to LinkedIn and analytics, consent-
aware identifiers, and the removal of bulky page tags.

Outcomes (SaaS business).

e Page views measured across the domain increased by +63%.

e Sessions observed grew by more than +58%, reflecting additional sessions captured.
e Measured LinkedIn traffic increased by +80%.

e Reported ROAS improved by up to +37%.

B2B (SaaS) — Percent Uplifts

+80%

+37%

Page Views % LinkedIn Traffic % ROAS %



Outcomes (PaaS Business):

e Measured page views increased by +54%.
e CPC attribution increased by +45%.

o Conversions recorded increased by +48x.
e Reported ROAS improved by up to +33% .

+54%

B2B (PaaS) — Percent Uplift

Page Views %

+48%

CPC Attribution %

Conversions %




Case Studies (continued)
B. E-commerce

Context.
A D2C store, high mobile Safari usage and significant ad-block adoption. Prior client-side tags struggled
to fire reliably during route changes.

Intervention.
A first-party edge proxy was introduced, with only a micro snippet on-site. Events were delivered server-
side to GA4 and Meta CAPI, and client-side tag load was reduced for performance.

Outcomes (E-commerce).

e Sessions captured increased by +76% compared with client-side JavaScript.
e Users captured increased by +77%.

e Page views captured increased by +81%.

e Confirmed conversions (GA4 purchases) increased by +56%.

e Within the core audience (=3 pages/session), users increased by +143%, sessions by +153%, page
views by +281%, and purchases by +172%.

e For Meta, attributed sessions increased by 80%, and cost per Meta session decreased from roughly
€0.27-€0.38 to €0.15-€0.20 (per session).

e Meta lookalike campaign optimization: cost per conversion decreased from €3,34 to €2,81(-16%)
and ROAS improved by +33%.

E-commerce — Percent Uplifts
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C. Media/Publisher

Context.
High ad-block usage and heavy page payloads led to incomplete audience analytics and weak
subscriber/ad-yield signals.

Intervention.
First-party edge collection with a consent-aware ID was deployed, with server-side analytics and
payload reduction to speed up page loads.

Outcomes (Publisher).

e Page views increased by +19%.

e Sessions increased by +20% overall.

e Among core users (=1 extra page), page views increased by +31% and sessions by +32%.
e Page load time improved from 16s to 7s (roughly 2x faster).

e Search ranking improved from #11 to #9, entering the top 10.

Media — Percent Uplifts
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5) Implementation Guide: Audit, Pilot,
Scale

01 02 03

Day-1 audit (self-serve) 2-week pilot Scale-out

Select a small set of key Instrument first-party edge If results meet thresholds,
components (e.g., GA, Meta), collection and required extend coverage to remaining
compare server logs to your connectors. Track recovered components, retire redundant
analytics platform, reconcile users/sessions/conversions, client side Javascript.

Landing Page Views with server match rates, ROAS shifts,

sessions, and produce a missing- LCP/INP deltas. Enforce consent,

traffic summary with a proposed PIl and residency policies, and

pilot scope. validate de-duplication with
readouts around day 10 and day
14.

6) Vendor-Neutral Evaluation Checklist

Use these criteria to evaluate any edge-side measurement vendor:

e First-party domain & DNS. Runs on your own domain, with you controlling DNS, TLS keys and HSTS.
e Consent enforcement. Robust TCF/GPC handling and clear ID modes (anonymous vs durable).
o Edge performance. Defined SLOs (e.g. p95 latency), PoP coverage and caching strategy.

o Destinations. Supported endpoints (GA, Meta, LinkedIn, TikTok, etc.) plus de-duplication, retries and
batching.

o Portability. Ability to run across multiple edges/CDNs and low lock-in risk.

o Observability. Access to logs, metrics, QA tooling and clear sampling behaviour.

e Security & compliance. SOC/ISO attestations and enforceable data residency controls.

o Commercials. Transparent pricing and predictable treatment of overages and burst traffic.

Conclusion

The analytics blind spot is solvable — because it's structural, not accidental. First-party, edge-side
collection restores ground truth for marketing, optimization and Al, while working with the tools you
already rely on. Short, low-risk pilots consistently show material improvements in measured sessions,
conversions, ROAS, page performance and even organic rankings.



Appendix: Key Terms & Acronyms

Key Terms

e ROAS: Return on Ad Spend: revenue attributed to advertising + ad spend.

o Server-to-Server (S2S): Direct API delivery of events from servers to analytics/ad platforms.

o Network or Edge-Side: Measurement and data collection executed at the network edge (via first-
party domains/proxies), before requests reach the application or browser tags.

e First-party vs Third-party: Traffic/storage under your domain vs outside domains.

o Edge proxy/runtime: Compute at the PoP closest to the user that can observe and transform

traffic.

e CMP/Consent: Consent signals used to gate what data can be collected or sent.

Acronyms

Acrony Expansion

]

DNS Domain Name System

TLS Transport Layer Security

HSTS HTTP Strict Transport Security

TCF Transparency & Consent
Framework

GPC Global Privacy Control

ID Identifier / Identification

SLO Service Level Objective

p95 95th Percentile

PoP Point of Presence

(€7 Google Analytics

CDN Content Delivery Network

QA Quality Assurance

SOC System and Organization Controls

ISO International Organization for

Standardization

Notes (context)

Maps domain names to IP addresses; relevant for first-party
domains.

Protocol for encrypting data in transit; "key custody" = who controls
cert/private key.

Forces HTTPS and prevents protocol downgrade.

IAB framework for gathering/transmitting user consent.

Browser signal indicating a user's opt-out preference.

"Anonymous Vs durable" refers to ephemeral vs persistent IDs.

Target for reliability/perf (e.g., latency thresholds).

"p95 latency" = latency below which 95% of requests fall.

Edge network location serving traffic close to users.

Analytics destination/endpoint.

Distributed edge network for caching/content delivery.

Testing/validation (often alongside logs/metrics).

Audit reports (e.g., SOC 2) over security, availability, etc.

Security/compliance standards (e.g., ISO/IEC 27001).



