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YHuBepcuteT MHHONONUC

YnpasneHne Ha OCHOBE AaHHbIX

Share of advertising spending
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YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

PacnpegeneHue 6oaXeTa Ha MapKeTUHT

Marketing Budget Allocation Marketing Channels
Mean Percentage of Budget Shown

Owned digital Website 10.1% Email 9.7% Mobile 9.7%
72.2%
Paid digital Digital ads 11.2% Search ads 9.7% — Pure digital
channels
Earned digital Social 11.3% SEO 10.5%
Offline ads Offline ads 9.9%

Partner/affiliate Partner 9.4%

Events

Events 8.4%

n = 384 marketing leaders. Excludes don’t knows.
Q. How is your total marketing expense budget for the current fiscal year being allocated to or spent on each of the following marketing channels?
Source: Gartner CMO Spend Survey, 2021
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ba3oBbIM NYyTb K/MEHTA:

KoHTaKT
uenesoe MoBTOpPHbIE
noencrteme MNOKYNKU

3HaAaKOMCTBO

B3aMMoOOenCcTBME
C peknamMmom




YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

KaHanbl MapPpKeTHUHIra oXBaTbiBalOT BCée
3Talbl KIMEHTCKOIro nyTtu

Bo3HMKHOBEHUE Bbibop cpean MocTnpoaaKHbIN

lNoKynKa

notpebHocTH KOHKYpPEHTOB aTan

Radio, TV Email, push Email, push TenemapKeTuHr
Bunbopabl CouceTtn bpeHaoB CouceTn 6peHaos Email, push

OLV — ponnKkn B MHTEpPHETE bnoru KOHTeKcTHaa peknama Mnowaaku oT3bIBOB
Email dopymbl, NaowagKkm SEO

KoHTeKcTHaA peknama OT3bIBOB

SEO KoHTeKcTHasA peknama -

Peknama B couceTax peTapreTuHr

SEO



Digital-MapKeTHMHIr OTKpbiBaeT LWWMPOKUM
KPpYyr BO3MOXHOCTEM

Bo3amMmoxxHocTu




YHueepcuteT NHHOMNONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Y kaHanoB digital-MmapKeTUHra ectb Kak pAapj
3HAYMMbIX NPpeUMYyLLECTB, TaK U HEeJOCTAaTKM

Bo3MoXHOCTb Bbi MOXETEe HAacTPOUTb anropUTMbl
perynupoBaTb NoKasbl Takum obpasom, uTobbl peknamy
BUOENa MMEeHHO Bala uenesan
ayavTopus.

C noMoLbIo TapreTuHra Mambl
3aMeTAT aKUuMK B MarasuHe TOBapos
ANA AeTei, a NyTeWwecTBeHHUKN —
ropAwWme NyTeBKU 1 Typbl.

Pe3ynbtatsl peknamMHom
KaMnaHum BCeraa MOXXHO OLEHWUTL
1 NPOAHaNM3MPOBaTh B MENbYAULLMX
AeTanax: NPOCMOTPLI, peakuuu,
nepexoabl U AaXe CTOUMOCTb
NOKyNKu — Bcs nHdopmMauua bynet

nepep BaMu Kak Ha NafoHuU.

TOuHbIe AaHHbIe

OTHOCUTENBHO Ecnu pexknama B xypHanax
HU3KUE 3aTpaThbl M C NOMOLWbIO LMPPOBOro
TENEeBUASHUA CTOUT COTHU
Toicay pybnew, To B UHTepHeTe
3anycTUTb CBOIO KaMNaHmMIio
MOXHO HauyuHas ¢ 500 p.

Hoeoeeeaerus nnowanok
1 COUManbHbIX CeTen NoYTH BCeraa
ByayT BAMATL Ha Baly peKnamy.

N3meHunBOCTb

MoTomy, utobbl OCTaBaThea Ha Nnasy,
Bam npuaeTcs BbICTPO apanTMpoBaTbhCs
K HOBbIM YCNOBUAM.

BnOKMpOBu.LVIKVI Bonbloe KonuyecTso noaen,
peKnambl ABNAIOWMXCA NNaTemecnocobHoi
ayavTopueit, NpocTo CTaBaT
610KUPOBKY Ha NOKa3 peKknamsl.

Ecnu nons3osarens He onoqueT
KYK#H, obvem A3HHbIX, KOTOPbIE
MOX>XHO O HEM MNONYYUTb, CTAaHOBUTCH
3HaYUTENbHO MeHble.

CuTyaTMBHOCTb



YenneHpgX AnAa MapKeToJIOroB U
AHAJIMTUKOB - OMHUKAHA/IbHOCTb




YHueepcuteT NHHOMNONUC
YnpasneHne Ha OCHOBE AaHHbIX

YenneHp ona MapKeToJIOroB MU
AHAJIMTUKOB - OMHUKAHAaJ/IbHOCTb

OMHUKaAHaNbHOCTb — O6'beﬂ,l/lHeH ne

OMHMKaHaNbHOCTb MHOrokaHanabHOCTb
BCEX KaHAa/10B KOMMYHUKaAUNUN KNTUEHTA

C KOMMNaHWeN B eANHYI0 cucTemy i) o) @ 50
C COXpaHeHnem Bcei McTopun e \ & M g
KOHTaKTOB B Pa3HbIX KaHanax, SR Coucern

KOMMYHMKALMM M NOKYMNOK =

3apauya - cbopmmpoBaTh LENOCTHOE e S
M nocneposaTenbHoe obLeHne ,
6pe lea MarasuH

c non b3OBaTeI'IFIMI/I/KfIMeHTaMI/I

enedpoH MarasuH MouTa MecceHaxepbl Mpunoxexune
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YHueepcuteT NHHOMNONUC
YnpasneHne Ha OCHOBE AaHHbIX

[Ilpumep OMHUKAHA/IbHOCTU B
AeBeJIoNMeHTe

g

Mepewen no QR-Koay Ha bunnbopae Ha CTPaHMLY 3aCTPOMLLMKA

N3yumn canT 3acTpomLLMKE, MOCMOTPEN 06BbEKTDI, BbiIbpan nHTepecyowme BapmaHThbl
OcTtaBun cBon email n Homep TenedoHa B OHAANH-4YaTe, YTOObI NONYYNUTH
KOHCYNbTaumto no TefiepoHy

Monyymn 3BOHOK OT MeHeaKepa KOMMNAaHMKN U NPUINalleHne NpmexaTb Ha 0O BbEKT
Mognucanca Ha COLCETM KOMMNAHMUKU, U3Y4YUA OT3biBbl MO NOCTAaMM, MOYNTA OT3biBbl B
AHpekc.KapTax

MO KOHTEKCTHOM pPeKNaMe NepeLLen Ha CanTbl KOHKYPEHTOB, YTOObI CONOCTaBUTb UX
npeanoXeHnsa N yCnoBmaA C YCI0OBUAMM OT BbIOPaHHOIO 3aCTPOMLLMKA

Mpuexan Ha 06beKT, YTOObI 03HAKOMUTLCA C MPOAYKTOM, NOAYy4YNUA opnanH-
KOHCYNbTaUMIO MeHeaXepa Nno npogaxam

Monyymn Ha email KOMMepUyeckoe NPeaNoKEHNE U YEK-UCT MO Aa/IbHENLLMM LLAram

Odnaiin TTL

SEO

Tene- v email mapkeTUHr

TenemapKeTuHr

Coucetun

KOHTeKCcTHaA peknama

MapKeTUHI B TOYKE NpoAarku

Email-mapkeTuHr

11



YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Knwo4yeBaa MeTpuKa Npu aHanuse
3P PEKTUBHOCTHU KaHA/IOB MApPKeTHHra

Visitor Queue $0.21
st Vend: |$102
seo [ $31
mail Marketing  [15)
Webinars m
riliate Marketing  [JIEZED
d Linkedin Ad s ED
ttttttttttttt on m
v D

CPL (cost per lead
ROI (Return on Investment) ( P )

12



YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

KPl KaHanoB MapKeTHHra

B 3aBucumocTu ot

Lo YPOBHSI aHanuaa

KOMMYHHKaLK

lMokazarenu
Tpaduka

3HaHue
npofykTa
Nmnmpx

Kousepcum, KauectBo
MOKYNKW PeKnambl

Oxsar The number of events Reach Visits
brogxer CPA (cost per action) CTR (click through rate) Share of unique visitors
K-BO KOHTaKTOB CPL (cost per lead) CPM (cost per mille) Bounce rate
CTR CPO (cost per order) CPC (cost per click) Time on site
NPS, CSI CPE (cost per engagement in Google Analytics) CPV (cost per view) Pages/Visit
CR (conversion rate) Conversion rate (%)
Conversion level

®uHaHCOBbIE
nokasarenu

CPL (cost per lead)

CPO (cost per order)

CPA (cost per action)

CPE (cost per engagement in Google Analytics)

ROI (Return on investments)

13



YHuBepcuteT MHHONONUC

YnpaBneHue Ha OCHOBE AaHHbIX

OTKypa 6paTtb noKasaTtenu tpadpmka

Google Analytics
AHOEeKC meTpuKa

Bounce rate — ponsa
BblLLEALINX C CanTa

Default Channel Grouping

Organic Search
Direct

Referral

Paid Search
Social

(Other)
Affiliates

Display

Acquisition

Users J New Users
13,786

8,150 (56.77 7,089

2,146 (14.95 1,858

1,991 (13.87%) 1,244
681 (4.74 461
503 (350 424
404 (281 276
317 (2.1 273
163 (1.14% 155

11,780

Sessions

Behavior

Bounce Rate

16963  43.46%

9,464 (5

2,566

2,490

905

550

451

357

180

13.46

51.01%
30.98%
26.27%
33.59%
56.73%
31.711%
56.86%

73.89%

Pages /
Session

4.32

3.76
5.28
5.75
5.25
292
4.89
2.70

2.02

Avg. Session
Duration

00:02:52

00:02:22
00:03:56
00:04:01
00:03:07
00:01:38
00:02:56
00:02:45

00:00:28
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YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

Adekomno3snuma KPl no kaHanam

Total customers
1
Customers: 1,000
Total spent: $18,700
CPA: $18.70 l

Repeat customers

- Customers: 800 Customers: 200

Total spent: $16,200 Total spent: $2,500
_____ CPA: $20.25 1________ CPA: $12.50 1._____
Customers: 400 Customers: 400 Customers: 50 Customers: 150
Total spent: 514,000 Total spent: 52,200 Total spent: 51,700 Total spent: 5800
CPA: 535, 00 CPA: $5.50 CPA. $34. 00 I I CPA: §5.33 |
SEM Offine | Affiliates [ICEEEE SEN Offine | Affiliates [ICEEEE
to site to site

Cust.: 300 Cust.: 50 Cust.: 50 Cust.: 200 Cust.: 200 Cust.: 25 Cust.: 10 Cust.: 15 Cust.: 50 Cust.: 50 Cust.: 50
CPA: $35 CPA: 545 CPA: $25 CPA: 51 CPA: 510 CPA: $35 CPA: $45 CPA: 525 CPA: 51 CPA: 510 CPA: 55




YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

KPl KaHanoB MapKeTHHra

Delivery Rate

Open Rate

Click-Through
Rate

conversion
Rate

Revenue
ver email

Delivery rate=

K—BO IIOJIYYHUBIIKUX

K—BO T€X,KOMY OTIIPaBJIEHO

K—BO OTKPBIBIIHUX

Open rate=
K—BO IIOJIYYHNBIIHUX

K—BO IIepemeamux 1no CCblJiKkaM

CTR =

K—BO OTKPbIBIIHX

K—BO COBEPIIMBUINX JIEUCTBUE

CR =

K—BO OTKPbIBIIHX WJIH ITOJYIHNBIIHUX

Beipyuka =777

16



YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Kak BbIYMCAUTbL, OblN U NPUPOCT?

3aTpaTbl Ha oTnpaBKy 1 email = $2

Kaxabin 1001 nonyyaTenb paccbl/IKM COBEPLLW NMOKYMKY NOCAE PACChIIKK
CpeaHAA BbIpyyKa C NOKYNKn = $220

KakaAa ntorosas Bbipy4ka ¢ otnpasku 1 000 000 paccblNnoK?
BblpyyKa =

17



YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Kak BbIYMCAUTbL, OblN U NPUPOCT?

3aTpatbl Ha oTtnpaskKy 1 email = S2

Kaxkgbin 1001 nonyyaTenb pacCbi/IKM COBEPLLUNA NOKYMKY NOCAE PACChI/IKU
CpeaHsAA BblpyyKa C NOKYNKu = $220
Kakasa ntorosas Bbipy4ka c otnpasku 1 000 000 paccblnok?

Buipyuka = $220 * 1 000 000/100 - $2 * 1 000 000 = $200 000

Kak oueHuTb 3¢ PeKTUBHOCTb TaKO MeXaHUKn?

18



YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Kak BbIYMCAUTbL, OblN U NPUPOCT?

Total Spend

Baseine peried AR3lysis penod

Weeks
B Test Customers

19



YHueepcuteT NHHOMNONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Kak BbIYMCAUTbL, OblN U NPUPOCT?

BO3MOHble NPUYUHbI:

[encTema KOHKYPEHTOB
Ce30HHOCTb
M3meHeHMA Ha pbIHKEe

KTO-TO nameHun TexHnyeckune HaCTpOViKM Ha cepBepe

MpocTo cnyyaliHble KonebaHna B METPUKaXx

Baseine peried

Total Spend

Weels

AEANSS pendd

B Test Customers

20



YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Kak BbIYMCAUTbL, OblN U NPUPOCT?

* @aKTuyecKaa KOHTPO/bHaA rpynna (He
y4yacTByeT B akuuu/ He nosyvaet
npegnoxeHne) — A/B tect

* CHHTeTMUYecKan KOHTPO/IbHasA rpynna (Muiem
MOXOKMX MO/Ib30BaTeNei, KTO He y4acTBOBas B
aKkummn)

Customer Prior Spend @ = test customer

Cluster1 © = controlcustomer
/° N
0%
DO
°
0)

Note: Cluster Mt
aningernally

Justers both test and controlcustomers sing

Customer Age
erint of clossic kmeans custering

Typical Client
Methodology in : poteat
the absence of U N

Holdout "
Pre vs. Post

Baseine paed

Test & Learn
Methodology
Pre vs. Post
Test vs. Synthetic
Control

Total Spend
n 2 o s
-
Wees
B Test Customers
Total Spend

Average per customer per week

Aty pericd

Wetks

W Test Customers [ll Control Customers

Total Spend

Average for all customers per week

Lift

20.2%

Impact
£1,250,620,619.68
Test count: 1,798,587

Total Spend

Average for all ¢

omers per week

Lift
21%

Impact
P156,229,907.91
Test count 1,798,587

Test&Learn® optimised by splitting test
customers into 87 unique clusters with various
customer spending habit and robustly matched o
control cluster similar to the test group cluster to
ensure incrementality is read with high
significance.
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YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

KPl KaHanoB MapKeTHHra

K—BO IIOJIYYHUBIIKUX

Delivery Rate Delivery rate=
K—BO T€X,KOMY OTIPABJIEHO

r— = K—BO OTKDbIBLIKX
Open rate=
Qpen Rate K—BO IOJIyYUBIINX
l CTR = K—BO Nepelie/ X 0 CChlJIKaM
CIick-Through o K—BO OTKPBIBIINX
Rate
K—BO COBEPUINBIIUX JleHiCTBUE
CR = I

conversion
Rate

K—BO OTKPbIBIIHX WJIH ITOJYIHNBIIHUX

Revenue Beipyuyka = (CR 1esieBOH rpynIbl —
per email CR KOHTPOJIbLHOH I'PYIIIbI) * CPEJHUH YEK * K —
BO KJMeHTOB B [T’

22



YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

A/B TecTupoBaHHe

15%

/ — Koadduunenr
50% KOHBEPCUU
@

Tpaduka

BapuaHT A

50%

A 18%

— Koaduunenr
KOHBEPCUU

BapuaHnT B

23



YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

CtatucTtuKa B A/B TectupoBaHMUAX

Kynuau B TeuyeHue 14 aHen nocne

160
paccbiKu
He Kynunu B TedyeHune 14 gHel nocne 40
paccbiIKn
Bcero 200

p= (pl *nl+ p2 *n2)/(nl + n2)

= ((a+ )

Z ctatuctnka = (pl1 —p2)/s

+ p*(1—p)

120

80

200

pl — BEpoOATHOCTb COBEPLWIUTL AEMCTBME B Lie/IeBOM rpynne
p2 — BEPOATHOCTb COBEPLWINTL AEMCTBUE B KOHTPO/IbHOW rpynne

N1l — YMCNEHHOCTb LEeNeBo rpynmnol
N2 — YUC/IEHHOCTb KOHTPOJIbHOM TPy bl

S — OLeHKa CTaHAaPTHOIO OTK/IOHEHUSA Pa3HMLbl BEPOATHOCTEN B rpynnax



TE ST EVAL UATI 0 N TI M E Business Analytics amagﬁgr;;aﬁgog;zgmz 2
5

Test result

- Significant test result!
es g u I e Variation B's observed conversion rate (2.12%) was 6.00% higher than variation A’'s conversion rate (2.00%). You can be 95% confident that this result is a A | 2.00%

consequence of the changes you made and not a result of random chance.

s 212%
The expected distributions of variation A and B.
Is your test result significant? Does it have enough power? 1.000
Play with the controls and get a better feel for how a lower confidence level will boost the power or how an !
increase in fest size can make a small CR-difference significant!
Pre-test calculation or post-test evaluation? 800
O Pre-test analysis
@ Test evaluation 600 & g
S . -
o 2 ¥
Test data < = ]
400 g g
Visitors A Conversions A
80000 1600 200
Visitors B Conversions B
0 st
80000 1696
Conversion Rate Control Conversion Rate B Relative uplift in Conversion Rate
Apply changes
Conversions A/ Visitors A Conversions B / Visitors B CRg-CR,/CR,
se“ings 2.00% 2.12% 6.00%
Hypothesis {7
Observed Power p value Z-score
@ One-sided
: {CRg-CRy)
O Two-sided
- 77.57% 9.0455 1.6897
Confidence *
~ 00% Standard error A Standard error B Std. Error of difference
B (CRy * (1-CRy ) / Visitors,) "2 (CRg * (1-CRg ) / Visitorsg) 12 =(SE,? + SEg?)'?
® 95%
9.008495 9.000509 9.00a71
0 98%

https://abtestguide.com/calc/
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YHuBepcuteT MHHONONUC
YnpaBneHue Ha OCHOBE AaHHbIX

Ctatuctuka B A/B TectupoBaHmax

HO — pa3HuLbl mexay rpynnamm HeT

H1 — pa3sHuua mexay rpynnamum ectb

z-ouerka (CtaHgapTHble p-3Ha4yeHus [oBepuTtenbHbin
OTKJ/TOHEHMUS) (BeposaTHOCTb) YPOBEHb
<-1,65unnmn > +1,65 < 0,10 90%

<-1,96 unn > +1,96 < 0,05 95%

<-2,58 unn > +2,58 < 0,01 99%

HAocTosepHocTe KpuTuyeckoe sHaveHne
(sHavenme p) (ouexxa z)
0.01 mm mm <-258
0.05 =& B8 -258--1.96
0.10 X3 £ -1.96--1.65
- 3 3 -1.65-1.65
010 [  — 1.65-1.96
0.05 @l @ 1596-258
0.01 W Em >258
o (NpomasonsHo) >
LocroseprocTe LocroseprocTs

[
0.01 0.05 D.10 0.10 0.05 0.01 [F3HEHEHVA
-258 -1.96 -1.65 165 196 258 Z-OLEHIN
HO HE oTBepraetca
HO oTsepraeTca HO oTBepraeTca
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YHuBepcuteT MHHONONUC
YnpasneHne Ha OCHOBE AaHHbIX

[Mpouyecc
aHaJM3a
MapKeTUHIOBbIX

KaMnaHUM

Onpenenntb cermeHT
ayauTopuu, popmat

aKuMKM 1 nepuog,
3amepa 3ppeKToB

MpoaHannsnpoBaTb
pe3ynbTaTbl C
NMOMOLLLbHO
CTaT.TecTtoB

Paspenutb Ha
TECTOBYIO U
KOHTPO/IbHYO rpynny

MpoBectn
KaMnaHuIo, 3aceyb
Bpema 4na samepa

appeKToB

CobpaTb AaHHble NO
noBeaeHuto
TECTOBOM U

KOHTPONbLHOW rpynnbl
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YHueepcuteT NHHOMNONUC

lepaBneHme Ha OCHOBE AaHHbIX

ABTOMaTU3UPOBaHHbIE pelieHMUAa Avito Trisigma

3KenepumenTs!

MpoekTsi

@ Tpynns!
Crmcky yuac
Crom
Peectp h
Mpecerst

@ PenoauTopuii

" 4215 | O630p 4 3anyuien

[i] Bnok c conyTcTBylOWMMY aiiTeMaMu Ha kapTouke | HoBble Mogenu | Mepesanyck, i0S, Android, MAV

) O6sop I Otuer

Any [ Avitoru i0s € Android
Kniouesble MeTpUKU
test vs control
Paspes Metric
total & buyers_new
© user_iv_new

appcall_bx_any_calls

test_2 vs control

Paspes Metric

total © buyers_new
> user_iv_new

appcall_bx_any_calls

Bce MeTpukun

test vs control

Paspes Metric

total i Buyers
daily_active_authorized_user
daily_active_user
answered_first_messages_ratio
appcall_bx_any_calls
appcall_bx_any_talksecond
buyers_any
buyers_returned
buyers_returned

user_call_bx

https://www.youtube.com/watch?v=wsjVP2nNpsM

https://habr.com/ru/companies/avito/articles/890272/

Expected

0.6%

2%

0.3%

Expected
0.6%

2%

0.3%

Health OK

Performance OK
MoE
0.6%
0.9%
0.3%
0.3%
0.4%
0.3%
0.2%
0.9%
0.3%
0.3%

Exposed 19.1%

t-stat
4.00
4.00
4.00
6.20
6.20
6.20
4.00
4.00
4.00
4.00

Lift
0.9%
0.9%

-0.7

-0.7
0.5%
0.6%
0.3%
0.3%
0.3%

a Bnagumup Kum @

{ Knonuposars

® @ Hactpoiiku oTyeTa © Realtime OCHOBHOW

DdUnbTpbI

a (oww6ka nepeoro pona) VueT MHOX. HaBniopeHuii ()

0.001

Yucno npokpacos = 17K
Mar. oxuaaH1e NoXHbIX NPoKpacos = 5K

MeTpuka MpeceT MeTpuk

BpeiikpayH MokasbiBaTb TONbKO NPOKPACH!

@

Paspes CpasHenue

BaXHOCTb MeTpUK Is Exposed

| Any True  False
=t
CkpbiBaTh mcna ke

Homep ans

Camoe BaxHoe

MeTpuky nepdopmarica

Hute np CoxpaHuTb GUALTPSI
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YHueepcuteT NHHOMNONUC
YnpasneHne Ha OCHOBE AaHHbIX

EnMHaa norMka pacyeta METPUK B KOMMaHMMU

C Trisigm a Bnagumup Kum g
B RM

e Lt MeTpuku

MpoexTs!

Komakaa Importance Source

Metpuka Komampa

DAU
My Team
Daily Active Users
lu Peectp MeTpuk
MAU

My Team
Mpecerbi Monthly Active users !

3 Penoautopmii daily_auth_users

. My Team
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YHueepcuteT NHHOMNONUC
YnpaBneHue Ha OCHOBE AaHHbIX

A3 - negnanH 03.08 23.59

Bbl — aHanuUTMKM B HaHKe
MapKeTonorm nposesin akuuio

MexaHuKa akuum coCcToAaNa B caeayloLem:

K/IMEHT A0JIKEH OTKPbITb HOBYIO KapTy Visa 1 coBeplnTb He meHee 3 NoKynoK no 500 pybnen Kaxaan B
TeyeHue 14-aHeBHOro nepmMoaa Nocae NoJly4eHMa KOMMYHUKaLUK

Ecnn oH 3TO caenaet, OH NOAYyYnT Kaw6b3K 5% 3a Bce TPpaH3aKUUNKU, coBepLUEHHblIE C UCMNOJIb3OBaAHUEM 3TOM
KapTbl B TE4EHUE C/ZIEAYIHOLLETO MeCALa

[Joxon 6aHKa — 2% OT KaxKA0M TpaH3aKuMu
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YHueepcuteT NHHOMNONUC
YnpaBneHue Ha OCHOBE AaHHbIX

A3 - negnanH 03.08 23.59

Bam npenoctaBuam gaHHble NO UTOTY KAMNAHUN:

1. MoKa3atenn kamnaHum ("visa_communications")

2. CTaTUCTMKa OTKpbITUA KapT Visa cpeam nonyyatene KommyHukauum ("card_openings”) n KOHTPONbHOWM
rpynnbl ("card_openings_not_particip")

3. TpaH3aKUMOHHbIe AaHHble B nepuoa KamnaHuu ("transactions", "transactions_non_particip") - ansa oueHKu
apdeKTOoB
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YHueepcuteT NHHOMNONUC
YnpaBneHue Ha OCHOBE AaHHbIX

A3 - negnanH 03.08 23.59

3apayva:

1. MpoBecTn npeaBapuTeNbHy0 06pPaboTKy AaHHbIX

2. BbibpaTb K/toyeBble MOKa3aTeNn KamnaHnm

3. PaccunTaTb BOPOHKY KamnaHuu (NpeaocTaBmTb abCOMOTHbIE METPUKN U KOHBepcuK). Caenatb BbIBOAbI HA OCHOBE
pe3ynbTaTos

4. CpaBHUTb TECTOBYIO M KOHTPO/IbHYIO FPynny, paccymTaTb GMHaHCOBbIM addeKT ans email (KoHBepCUo U GUHAHCOBbIN
NPUPOCT, €C/IN TaKOBbIE€ MMEIOTCS - MPOBEPUTD C UCNOIb30BAaHUEM CTAaTUCTUKN)

HanucaTb BbIBOA O TOM, ObI/IM TN MEXAHUKA 3PDEKTUBHON AN HET

B KauecTBe pesynbraTa npeaoctasbte ¢paiin Colab/Jupyter Notebook (c pesynbtatamm Koaa v BbiBoAaMM)
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