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Salgsmodel: Fra forretningsforstaelse fil

aktivering af data
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Trin i opbygningen af salgsmodellen e

Eksempel
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Dekomponering af sign-ups

2020wk1 - 2022wk36

B Positive effects M Negative effects

Sign-ups

59% 9% 32% 24% 14% 2% -1%

Base Media
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-27%
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B Negative effects

2020wk1 - 2022wk36
M Positive effects

Brugen af medier forgger Sign-ups hos

C More med 32%
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Effect [Index] Netspend [Index]

CPA
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Ogsa over tid fungerer Radio e
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Og investeringerne i Radio kan forgges st

Digital Audio/Radio averagRadio National average === Digital — === Radio — National
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Effect (sign-ups)

Net spend per week (DKK)
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Hvis der cendres i
medieallokeringen kan der
genereres 10% flere sign-ups
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