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A telecom company increased % clicks to target base during app download

campaign by 46% through look-alike model on telecom customers

Find look-alikes of positives from entire target population to + Reduced the target base by 60-70%
reduce the base size and increase % clicks to target base. « With a minimal reduction in # of clicks, overall % clicks to
target base increased by 46%

i

« Data such as subscriber info, voice and data usage,
recharge for 3 months was available

+ Filtered customers with AON >= 120 days and monthly
data usage >= 50mb

* Mapped available variables to the respective subscribers
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