Questions to Ponder:

1. Was the advertising campaign effective? Did additional consumers convert as a result of
the ad campaign?
a. Yes. The campaign was effective. The ROI of the campaign was about 245%
generating $319,500 in revenue after considering the $130,500 in ad spending.
b. Yes. Additional consumers did convert as a result of the ad campaign. 15,000
conversions were made as a result of the campaign.

2. Was the campaign profitable?

a. How much more money did TaskaBella make by running the campaign (excluding
advertising costs)?

1. Handbags sold from campaign/conversions: 15,000
2. Earnings per handbag: $40
3. Cost of campaign: 14.5 million impressions x $10/1000 impressions = $130,500

b. What was the cost of the campaign?
1. About $130,500

c. Calculate the Return-on-Investment (ROI) of the campaign. Was the campaign
profitable?

1. Number of handbags sold/conversions: 15,000
2. Amount earned per handbag: about $40 - $10 per conversion from advertising =
$30
3. $30 earned per handbag x 15,000 conversions = $450,000 - $130,500 =
$319,500 total earnings.
1. $319,500/$130,500 = 245% ROI

d. What was the Opportunity Cost of including a control group? How much more could
have TaskaBella made with a smaller control group or not having a control group at all?

1. 4% control group * 588,000 people = 23,520 people in control group
2. 420 people in control group converted * $30 = $12,600 total cost using a control
group
3. $319,500 + $12,600 = $332,100 total potential earnings without using a control
group.
3. How did the number of impressions seen by each user influence the effectiveness of the
advertising?

a. Create a chart of conversion rates as a function of the number of ads displayed to
users. Plot conversion rates for those who were in the control group and for those exposed to



the ad. Group together the number of impressions as necessary to obtain a meaningful plot
(conversion rate means the percentage of unique users who made a purchase).
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Difference in conversion rate = 0.76%

b. What can you infer from the charts? In what region is advertising most effective?
1. There is less than 1% increase in conversation rate between the control and
exposed group. This shows that the ad only made a difference of about 0.76%
between those that saw the ad and those that saw the PSA. The region most
effective was those that saw the ad because of those that saw it, 2.55%
converted whereas those that didn’t, only 1.79% converted.

¢. What do the above figures imply for the design of the next campaign assuming that
consumer response would be similar?
1. There will not be much of a difference in conversions between those that see the
ad and those that don't therefore they need to carefully watch how much they're
investing.



4. How does consumer response to advertising vary on different days of the week and at
different times of the day?

a. Create a chart with the conversion rates for the control group and the exposed group
as a function of the day of the week when they were shown the most impressions.

Conversion Rates & Number of Impressions
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Day of the Week



Conversions & Impressions/Day of the Week
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b. Create the same chart for hours within a day (excluding the period between midnight
and 8 a.m.)



Conversion Rates & Number of Impressions
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Conversion & Impressions/Hour
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¢. What days/hours is advertising most / least effective?

Efficacy of Advertisements
(Entirety of Data) -
According to Impressions

Most Effective Friday/13 Hours (1:00 PM)
Day/Hour
Least Effective Tuesday/4 Hours (4:00
Day/Hour AM) (Excluding 0-7: 8
Hours)
Impression Day Totals: Time Totals

Monday 87073 0 5536
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Impressions

Most Effective Day/Hour -
Thursday/13 Hours

Least Effective Day/Hour -
Friday/ 5 Hours (Excluding 0-7:

23 Hours)

Hour Identification # Day Identification #
0 227 1 3502
1 187 2 2907
2 181 3 3490
3 89 4 3905
4 28 5 3803
5 23 6 2858
6 83 7 3059
7 237 23524
8 659
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16 1604

17 1383
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