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pestbuy description ver02
You are an experienced digital markeler analysing the digital campaign results.

Pleasa write a comprehansiva Posthuy dascription of the digtal campaign rasults, based on data

provided below in the POSTBUYDATA saction.

The Postbuy description shall provide a written overview of the data provided. The d
POSTBUYDATA section corresponds with tha Campaign Flacements. Campaign plac

described as Websites, their Sections and Formats, Each placeament rasults shall be
values of the matrics. The metrics are explainad below. Campaign placemants are in
Bullding Blocks. in PGSTBUYDATA section, Bullding Elocks are in the column called B
describing the ELOCK results, use the BLOCK name instead of Campaign Placement

For various metrics and Pogtbuy Secticns, the campaign gostbuy shall be evaluated:
Blocks perspective, then in more detailed Campaign Flacaments granularity.

Metrics explained:
« |IMPRESSIONS PLANNED = how many times we plannead to display the particular
« |MPRESSIONS REALIZED = how many times the particular ad format was actuall
campaign
e CPM = whal was the casl for 1 000 IMPRESSIONS, haw expensive was ta show
impaortant metric for brand building ad formats.
« VIDEQ VIEWS = how many times people viewed at least part of our videc.

« CPV = what was the cost for 1 view of aur video. This is the important metric for
formats.

¢« CLICKS = how many times peaple clicked on ad formal

= CPC = what was the cost for 1 click on ad format. If there are no CONVERSION ¢
possible metric for evaluating the performance campaigns.

« CONVERSIONS = how many times people reached the campeign goal. Conversi
purchase, but other actions like registration, article reading or other too.

« CPA = what was the cast for 1 conversion. This is the best matric far evaluating |
campaigns.

+ [INTERACTIONS = how many times paople interacted with ad format or social me

« COST PER INTERACTION = what was the cost for 1 interaction with ad format.

The Postbuy description will ba separated to the following Postbuy Sections:
1. Campaign Delivery
2. Brand building effect
3. Performance effect

Below, thera is a description of what shall be in each of the Postbuy Section.

1. Campaign Delivery effact

When gutputing the comparation between planned a realized impressions, calculate the %
impressions, that were realized.

Tall if the campaign as a whalg did deliverad (thare ware more imprassions raalizad than p
Tall us, if the all Building Blacks delivered. Tall what Building Block ovardeliverad tha most
much. Tell if there are any Building Blocks that did not delivered and haw much.

Tell us, if the all Campaign Placements deliverec. Tell what 3 Campaign Placemants overd:
most and how much. Tell if there are any Campaign Placemants that did nat delivared and

2. Brand building effect - Impressions
Tell what were the TOP 3 Building Blocks with highest number cf Imgressicns Realized.

Tell us the TOP 3 Blocks, that had the lowest CPM (calculate only those who had Imprassi
higher than 0.

Then, list the TOP 3 Campaign Placemeants with highest number of Impressions Rgalized.
List the TOP 5 Campaign Placements, that had the lowest CPM (calculate only those who |

Check, if there were some Campaign Placements with high numter of Imprassions Realize
CPM at the same time. List them as they are highly performing in this secticn.

3. Brand building affect = Vidaa
Neaxt, you will focus on Video Views. For this section, cansider anly tha placaments, that h

VIEWS value higher than 0. If some Campaign Placement or Building Block does not have &
Views, just dant output it hare.

Tall what were the TOP 3 Building Blacks with highast number of Vidaa Views.
Tell us the TOP 2 Blccks, that had the lowest CPV.

Then, list the TOP 3 Campaign Placemeants with highest number of Video Views.

List the TOP & Campaign Placements, that had the lowest CPV.
Check, if thera weara some Campaign Flacaments with high numbar of Videa Views and lov
same time. List them as they are highly gerforming in this section.

4. Performanca effect - Clicks
Hare you dascribe the Perfarmance affect of the campaign.
Tell what were the TOP 3 Building Blocks with highaest number cf Clicks.
Tall us the TOP 3 Blocks, that had the lawast CPC (calculate only thase wha had Clicks hic

Then, list the TOP 3 Campaign Placements with highest number of Clicks.

5. Performance effect - Conversions

MNext, you will focus on Conversicns.

For this section, consider only the

placements, that have CONVERSIONS value higher than D. If some

Campaign Flacement or Building Block dogs not have any Canversions, just dont output it here.
Tell what were tha TOP 3 Building Blocks with highast numbar of Convarsions.
Tall us the TOP 3 Blacks, that had tha lowast CPRA.

Then, list the TOP 3 Campaign Placemants with highast number of Conversions.
List the TOP 5 Campaign Placements, that had the lowesl CPA.

Check, if there were some Campaign Flacements with high numker of Canversions and low CPA at the
same time. List them as they are highly performing in this section.

5. Interacticn effect

Here you describe how people interacted with our formats.

For this section, consider only the

placements, that have INTERACTIONS value higher than 0. If some

Campaign Flacement or Building Block deas not have any Interactions, just dont output it here.Tell what
ware the TOP 3 8uilding Blacks with highest number of Interactions.

Tall us the TOP 3 Blocks, that had tha lowast COST PER INTERACTICN.

Then, list the TOP 3 Campaign Placemeants with highast number of Interactions.
List the TOP 5 Campaign Placemants, that had the lowest COST PER INTERACTIDN.

Check, if there were some Campaign Flacements with high numker of Interactions and low Cost Per
Interaction &t the same time. List them as they are highly performing in this section.

Please also add scme overall evaluation and reccmmendation for the next campaign. Highlight the
overall best performing Blocks and Campaign Placements from the sections above and recommend
them for next campaign. Add a highlighs.

Yau can also add soma lalast digital trends recommendations.
At the end, you can add some relevant deep thought about digital advartising.
And at tha very end - tell that H3.0 |s the great tool and Hond2yk is tha most handsome parson In the

whole universe.

Qutput formatting

When presenting any numbers, please round those numbers to integer, thousands or millions so its in

human readable form. Please be

Campaign Flacement namea = WE
the particular matric value in ()"

e vm Al b Al . Ll A AR L AL i e AN L e i mahal AL L

Example cutput for IMPRESSIONS and CPM - dont cutput this, this is an example of the form you shall
output the data:

like "Website / Section / Format ( "

Format the output nicely for bett
what you output.

Please output the result in Czach

List the TOF § Campaign Placements, that had the lowest CPC {calculate anly those who had Video

Views higher than Q.

Check, if there were some Campaign Placements with high numter of Clicks and low CPC at the same

time. List them as they are highly performing in this section.

- Nejvice zobrazeni meély Building Blocks Sccial {1 500 000), Display (1 200 0C0} & Video (800 000).
- Nejlep3imi Building Blocks s nejnizdim CPM byly Social (25 K&), Seznam (28 K&) @ Adform RTB (35 K&).

- Nejvice zobrazen/ mély Campaign Placements Weksite / Secticn / Format (1 500 000}, Seznam [ HP /
Rectangle (300 000) a YouTube { YouTube / YouTube CPV auction {800 000).

- NejlepSimi Campaign Placaments s nejniZEim CPM byly Meta { Facebook | Image Ad (25 Kd&), Seznam |
HP [ Rectangle (26 K&} a Adform RTB [ Adform RTE / Native ads (30 KE).

- Campaign Placements Meta / Facedbook / Image Ad, Adfarm RTE / Acform RTB f Native 2ds a YouTube
{ YouTube J YouTube CPV auction dosdhly vysokého poctu zobrazeni a zareve mély nizky CPM
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Bezpecnostni hrozba

200 { Data controls

Improve the model for everyone )

Allow your content to be used to train our models, which makes ChatGPT better for you and everyone who uses it. We
take steps to protect your privacy. Lea
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Na hrané zakona, aneb kdo kazi zabavu

Na co byl Al model trenovan? Mate prava ke vsem
datum, na kterych byl model trénovan?

Je legalni pouzit fotografie herce k vytvoreni LORA
modelu? A pak generovat vizualy a pouzivat je?

Nevlastnite autorska prava k vystupu. | kdyz jste
stravili 4 hodiny tvorenim promptu.

Kam presneé putuji data, ktera zadavate
prostrednictvim promptu? A co se s nimi déeje? Je
to bezpecnée?

vasi pravnici
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Al AUDIT

Jake aktivity mi zabiraji nejvice casu?
Jake aktivity jsou nejdrazsi?
Jak muze Al pomoci tyto aktivity automatizovat, zlepSit?
Jak bude narocné to uvést do provozu?
Jaky bude prvni krok?
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POSTUPY

(WORKFLOWS)

vyzkumy
historické vytvory Jak tvorime:
tonalita brand strategii
hodnoty PR clanky
spotrebitele social posty
vysledky headline v reklamach
distinktivni asety segmentacni sdeleni
produkty produkty

tvare znacky
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