Big Data: Epizoda II
Sila se probouzi
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3rd - PROSPECTING 1st - REMARKETING

< bohadi > < aktivni >
<in-market> <frekvenc':n>

<Lookalike>

Private deal Private deal
Seznam.cz Mafra

| < ostatni >

Open RTB

Placement, frekvence

Sdéleni (Produkt 1, Produkt 2, Brand)

Casova relevance dat, sezonalita




3rd - PROSPECTING 1st - REMARKETING

bohaci

PD —iDnes.cz

Vyhodnocenim klicovych proménnych ziskam relevantni segment

s nadprimeérnou responsi a kvalitou konverze




3rd - PROSPECTING 1st - REMARKETING

bohaci

PD —iDnes.cz PD — Seznam.cz

Dany segment mohu zvétsovat porovnavanim klicovych hodnot

nebo lookalike modelingem




Learnin gs

Vys§i CTR u prospektingovych

(2]
segmentu

Vzrostl konverzni pomér za celou kampari

Niz$i ndklady vs. uzavi‘ené obchody

Segmentii odpilotovéno




IT implementace

Sprava kampani
Rozpocet
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$3ee DATOVA PLATFORMA - BRAIN STATION

BRAIN

STATION

3 6 O degree

profile

www.brain-station.com




Diky za pozornost.
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