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Analytics, DMP & Segmentation

Analytics

e View, understand, and analyze unattributed data signals and churn prediction models to influence what
direction to take for the re-engagement strategy.
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DMP & Segmentation

e Audience data fills in automatically, allowing for segments to be built out according to user profiles in real-
time relating to any audience behavior or in-app event, with ongoing churn monitoring, transaction visibility,
and customization abilities (includes detargeting).

e This can be utilized from Day 1 of the campaign, along with the ability to continuously A/B test segments and
optimize segments accordingly.

ENGAGEMENT SEGMENTS - Include users from your group’s app’s user base. Based on these segments and Re-

engangement Campaigns.
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Bidding & Optimization Methodology

® Bid Funnel Analysis for optimization and monitoring including reach and match rates

Bid Funnel (15.02.2021)

1 7 1 76'009 Total count of users in Segments

Match Rate: 1.44% 1 6' 940 Eligible Unique Users

Reach Rate: 27.84% 4' 1 76 Unique Users Impressions

Clicked Rate: 0.66% 31 Unique Users Clicks

Conversion Rate: 16.84% Conversions
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® Alongside all the basic dimensions, including SSP and bundles, track app opens and app
open percent rates.
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e Direct Partnerships allowing for highly competitive bids, reach and placement variety specific to placements
according to OS/version, such as Samsung.
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LEFTY AXIS Channels

@ GROUPED

Acme Corporation
Globex Corporation

@® Soylent Corp
Initech

Umbrella Corporation

@® Hooli

Vehement Capital Partners

Massive Dynamic

@® Purdy & Sons

® Bidding flexibility on the campaign, creative, channel, GEO levels, while taking into account clients’ Bl reports.

Campaign Id Campaign Type Country Platform

Select v Select A 4
Creative Id Creative Type Creative Dimensions Channel

Select v Select v
Publisher Day of Week Hour of Day Nth Impression

Select v Select v

Traffic Source Engagement goals table

Define the goals of this campaign

Q_ Search X

Actions Segment Countries Creative Type SSP Channel CPC Goal

Segment v  Countries v Creative Type v SSP v Channel v

s U Dominoes Gold Purchas.... 2 Selected n/a All All $2.300 s U
> U Dominoes Gold Purchas.... 2 Selected n/a All All $2.300 s 0
V| Dominoes Gold Purchas.... 2 Selected n/a All All $2.300 V|
> U Dominoes Gold Purchas.... 2 Selected n/a All All $2.300 s 0
V| Dominoes Gold Purchas.... 2 Selected n/a All All $2.300 V|
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® Cohort ROI / Retention / Revenue / DAUs Unique Optimization on the campaign, creative, SSP,
bundles, days, GEO

Multiple conversion mapping for performance and stickiness KPls

ACME CO v MMMMMMMMM Last 30 Days Vv
RRRRRRRRRR Cohort (UU) Report Vv METRIC Select Vv REPORT TYPE Cohort (UU) Report Vv
RRRRRRRRRR Retention
ROI
ROI by Cohort Date &
Sum Amount of revenue gained by users in the cohort by the DAU E (4
OOOOOO USERS cosT Paying DAY 14 DAY 30 DAY 31
33,397.98% Revenue 26.51% 30.01% 30.01%

32 4,010.98% 25.07% 36.07%
29 4,170.14% 11.44% 14.08% 24.03% 36.26% 50.89%
13 4,124.94% 8.29% 8.53% 10.02% 12.00% 17.69%

36 4,246.77% 14.64% 18.76% 27.73% 29.72% 43.95%

27 4,145.24% 10.57% 11.16% 14.10% 25.05% 41.66%
34 4,060.14 22.65% 25.79% 29.53% 37.13% 41.59%

28 4,309.09$ 14.46% 15.69% 19.14% 24.06% 29.48%
32 4,279.86% 13.74% 16.76% 19.89% 22.91% 26.15%

23 4,463.945 9.11% 9.93% 14.02% 18.81% 22.78%

1M0rows  KK¢1-50f5 33

® Automation CPA prediction models running on multiple campaigns and strategies simultaneously

TODAY'S BUDGET STATUS DURATION SEGMENTS SIZE CONVERSION
59.77 amm () Active 22 days 38,592 EVENT
App Event:
241.41% / 600.00$ spent Change Started 23.09.2020 Users
Payment
Campaign overview VIEW MORE
2 e L
o9 & °x
a9
2,938 5.81% 180 56,268 5.51% 3,099 1,969.25%
AVG Daily Targeted CR Convers ions Impressions CTR Clicks Cost
35.00% 0.64%
ECPM ECPC
SEGMENT NAME cosT ECPM IMPS CTR cLicks ECPC
iOS Cart R30 615.65$ 35.148 1,122.90% 4.04% 707 0.87$
i0S Conv R30 622.87% 44,208 1,122.90% 4.04% 581 1.07$
iOS Sessions R30 95.808 22.695 1,122.90% 4.04% 395 0.24$

24.01.2021 634.92% 31.07$ 1,122.90% 4.04% 1,422 0.45%
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CPA Pricing Availability

o Cost Per Action - CPA optimization and performance-based cost model (CPA)

Acme Co Rewards

Acme Co Cart

Campaign Settings

Targeting Creatives

Vv I VIEW DASHBOARD

Campaign Status (O Paused due to budget
Campaign Name (® Acme Co Android Re-Scan
Advertising Type ® Re-engagement \%
Choose segment ©) X Android - 60-90 Day No Scan X Android - 90+ Day No Scan
Budget 25 UsD ($) Daily Budget V | Autopilot Launcher
Conversion Event (O Game Event: Payment \%
Convers & | Unique Wy

Cost Per o | 5 usD ($)

O Immediate O Specific Date @ 13:15

Campaign Start 22.10.2020

Q Don't Start

Creative Forward

o Support and emphasize dynamic creative optimization with full transparency on
all metrics per variation.
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e Daily refresh creatives, new variations weekly.

e In-house creative services (build-out, editing, video, etc.).

Incrementality Testing

e Using ghost bidding methodology along with weekly shared reporting.

Attached is your ACME Weekly Uplift ROl Report for 2021-05-17

Start Date End Date Treatment  Control Spend ROI ROI ROI ROI
Size Size
Day 1 Day 3 Day 7 Day 14

2021-05-10 2021-05-16 56255 6862 $16258.5 5.7% 10.0% 14.4% NaN NaN
2021-05-03 2021-05-09 54688 7082 $15810.3 3.2% 10.6% 19.3% 21.6% NaN
2021-04-26 2021-05-02 59216 7965 $21937.2 7.4% 9.1% 19.0% 23.7% 18.5%
2021-04-19 2021-04-25 61582 8277 $24727.0 10.1% 13.0% 17.0% 29.8% 37.8%
2021-04-12 2021-04-18 61995 8260 $23077.9 6.6% 9.6% 16.1% 18.3% 25.3%

e Always on Control v Test Group user split

® Flexible data receiving

* Measure lift and analyze campaign impact
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