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Past vs Present

Past Process

* Time-consuming Data Gathering from different sources

* Formatting the different types of Data manually in order to be
transferred to an excel worksheet

* Gathering all data to an excel file manually while being extra
cautious of not losing any data during the transfer

* Data Cleansing on cell level manually by detecting, correcting
or removing any corrupted or inaccurate records

* Performing manual Data Validation page to page to ensure
Data quality/integrity

* Notools available to refresh data, thus being forced to repeat
procedure manually

* Estimated preparation time approximately 3 weeks (depending
on each project’s requirements)

Present Process

Automated Procedures:

* Data Gathering, Formatting and Transformation from all
available sources through iTeam’s custom application

* ETL processed Data
 Time-Preferred Scheduled Data refresh

Flawless visualization using cutting edge technologies
receiving business value insights

Ability to dynamically intervene real time on the report and
effectively visualize any important decision-making
information

Instant access and usage of the report by the decision-makers
users (c-level users)

Powerful ability of combining performance indicators’
information in dashboards
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The final reporting outcome can be achieved by
following several steps, in order to visualize the data
received from various data sources

1. We extract the data from

the available channels .\ Google Ads

2. We adjust all data in a b Bing ads ¢ Jiteam
. Digital Extract App
database in order to format 0 Yandex

ETL Process Power Bl
them properly sQL Database
¢) facebook. Q
3. We process them through

o linkwise

ETL (Extract-Transform-Load) (, Q
F“ Display & Video 360 * Storage Data in Databases

and select the piece of

* Data Modelling (join tables)
* Format Data * Measure Creation

. . * Raw Data Extraction * Data Cleansing . R

information we need QM Skyscanner . DataMapping D3t Visualization
* Append, Merge Tables

4. We visualize the data <intent> inital (once)

using Power Bl Daily
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Data Visualization
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Filter for selecting Marketing
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or Performance campaigns o | | |
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Various filters to distinguish
and visualize specific data
range/time periods

All visuals are dynamic and able to
filter specific categories depending
on the selection
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Data Visualization

Cross
. Analysis
Basic KPIs reported
either as actual
values or
percentages,

comparison with

Cost

XX XXX €!

Market

Cost by Device

previous year and
total average value

Various charts, in order to

Revenue

XXX XXX €

Bookings
XXX

Date (From - To)

Campaign Type evi Route Search Engine Account Name Month

Net Cost vs COS by Day

cPC | YOY (%) | Bookings | YOY (%)

Bookings by Device Bookings vs Revenue by Day

-nal

T

Il ‘l l‘.rl."., LLLT™
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MY {11 e { o

YOY | Net Cost Yoy Revenue YOY (%) | CoS Yoy ; Avg. PNR Yoy Conv. Yoy

%) %) %) ‘ Value (%) Rate (%) Po
| | | |

distinguish what the values
represent

Day by day
overview
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Data Visualization

Cost Bookings Revenue 2 Date (From - To)

Cross Analysis yy yyx ¢ XX.XXX X XX XXX €!
per Country

Market Airline Brand Campaign Type Device Search Engine Account Name Month

Cost by Market (Top 5) Net Cost vs COS by Day ‘Bookings by Market (Top 5) Bookings vs Revenue by Day

Visualization of N
.l-

the performance — ( ) nl||| ! s Il ‘| h.u.“‘. LB
of each country (Crsomme) | o |||||II... III|||II T[] | e

Impressions | YOY | CTR | NetCost | YO (%) YOY (%) | YOY(%) | Revenue | YOY(%) | CoS | YOY(%) | CPA | YOY | Avg.PNR | YOY (%) | Cofg
(%) N | | %) Value [ R

Filter for selecting
Marketing or
Performance
campaigns

Filters and charts to slice and
dice the information provided
according to information
needed
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Data Visualization

Selection of two

Cost CPC Bookings Revenue CPA

periods Days XK XXX €! XXX €! XKXXX ! XXX XXX €! . XXX €!
Comparison

Market Airline Brand Campaign Type Search Engine Account Name

Performance
|-
»

P Date (From - To) Date (From - To)

Select First Date: e | s Select Second Date:

KPIs values about first

and second period g ' [lRex | | e SR

01-Feb-20 - 29-Feb-20

Avg. PNR Value ('.oﬂv.km‘ Average Position

»

10-Jan-20 - 31-Jan-20

Comparison between first A%Qicks | A% Impressions | A% CTR | A%NetCost | A%CPC | A%Bookings | A%Revenue |A%COS| A%CPA | A% AvgPNR

and second period selected | | ' |
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Data Visualization

G l Cost CPC Bookings Revenue CoSs CPA Date (From - To)
enera OUXXX €] XXX €! XX XXX X XXX XXX € X XX XXX €
pAA. ! g ! ALAS AMAAA © W\ € V3172020
Charts
‘ T Market Airline Brand Campaign Type Device Route Search Engine Account Name Month

KPis (4)

Percentage
indications and
comparison with

previous year . Narcoue . Revenue

Different Channels 1 . . S e ree S U Y D 205
to be examined

Bookings CoS

Selection of the
line charts

Dynamic line charts
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Data Visualization

CPC Bookings Reven ue CO5 CPA Date (From

Bubble Chart YLK € XXXE 0000

An independent
Country or Market

is represented by

each bubble - )|
Bubbles size and color 5\
depending on Bookings > U/
value

KPI selected in
X-Axis

Revenue in Y-
Axis
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Data Visualization

Date (From - To)
mpaign Type

Bar Charts _ - _ : _ _ 1/10/2020  1/31/2020

Different Channels Marketing
selection "

Different ways of
periods comparison Net Cost Revenue

(+70.46%)  (-0.02%) (+83.6%)  (+145.41%)
(+2.94%) (+149%)

Bar charts, in order to
distinguish what the
value represents

5,732,909.60

(=
N
@
1
@

81,717.80

2.302,349.70

CoS

L]
(-6.96%) (-59.17%)
(-58.59%)

34,116.00

All visuals are dynamic
and able to filter
specific categories
depending on the
selection
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Reference info

Impressions Clicks

Total number of Total number of

campaign times users have

impressions clicked on an ad to
reach the
property

Revenue
Total revenue
from AsSense ads

Bookings Cost
Total number of Derived cost for
transactions

Avg Position
A statistic that
describes how

Impression Share
The percentage of impressions that ads

the advertising
campaign

your ad typically
ranks against
other ads

receive compared to the total number of
impressions that ads could get.
Impression Share = Impressions / Total
eligible impressions

Calculated KPlIs

Click Through Rate (CTR)

The percentage of people that see an ad and

actually click on it.

Click Through Rate (CTR) = Clicks / Impressions

Conversion Rate (CvR)
The percentage of clicks that lead to conversions.
Conversion Rate (CvR) = Bookings / Clicks

Avg PNR Value
Avg PNR value is the average price of a booking.
Avg PNR Value = Revenue / Bookings

Cost per Acquisition (CPA)
Indicator of how profitable the
campaign is.

Cost per Acquisition (CPA) = Cost
/ Bookings

Cost of Sales (COS)

Indicator of the financial
efficiency of the campaign,
showing the percentage of
revenues that represent the

costs of the ad.
Cost of Sales (COS)
Revenue

= Cost /

Cost per Install (CPI)

In a Cost per Install campaign,
publishers place digital ads
across a range of media in an
effort to drive installation of
the advertised application. The
brand is charged a fixed or bid
rate only when the application
is installed.

Cost per Install (CPI) = Cost /
Install

Cost per Click (CPC)

The average ad spend based on
the number of clicks received.
Cost per Click (CPC) = Cost /
Clicks




|tea'n All of our reports are customized and configured to be fully
operational on every device, providing the ability to
monitor your dashboards anytime and anywhere.
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Cost cPC Bookings Revenue cos CPA
Cross XXXXX €! XXX €! X0 X XXX y\(% € XX XXX € Date (From - To)
Analysis PY: 81,7178 € (+2.94 PY:0.22 € (+22.8 PY: 15,887 (+114.74%) PY: 2.3 +149 PY: 3.55% (-58.66% PY: 5.14 € (-52.06%)

CampaignType  Device

o Apafss
peromty

Cost by Device Net Cost vs COS by Day Bookings by Device Bookings vs Revenue by Day

Same Weekday -
0000 ATST = 11:56 AM 3 h ' 'Illl I ‘II"’ "l’ .‘|I |I ‘II
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el el |

Clicks. iVOV(%) Impressions | YOY (%) R YOY | NetCost | YOY(%) | CPC | YOY(%) looklngs‘ YOY (%)
| (%)
: ]
Bookings E g

Platform and tools provided by .rm Power Bl



