Can you predict your
future revenue?
If only you could see how that campaign you’re crafting will hit
your bottom line. Data Scientist Vasileos Vasileo explains

Data
influenced
journeys

2

| Predicting future revenue

|

Predicting future revenue 3

What is Project Babochka
and what does it do?
Project Babochka is an algorithm that predicts future revenue and return
on marketing investment. It manages independent variables to increase
the revenue and profit generated by marketing.
Every company that sends marketing communications wants its
campaigns to be successful. The purpose of this project is to receive input
for your marketing strategy and to fine tune controllable campaign details.
This will set you up for success.

How does it do this and what does it do with the data?
The algorithm uses historical campaign data taken from a report we
compile called Fernando. This report contains the initial set up of each
marketing communication such as the number of customers the campaign
is reaching, the product the campaign is advertising – for example, credit
cards and loans – and how effective the campaign was. Effectiveness is
measured by KPIs such as revenue and return on marketing investment.
We focus on the campaigns sent via the email channel. We augment
data by including more variables that we see from our side, such as the
percentage of the customer segments the email campaign is reaching
– for example 20% mass customers, 50% advance customers, 30%
premier customers – and what times the campaign is going out. It might
be that 20% of emails are sent in the morning and 80% in the evening.
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“The purpose of this project
is to fine tune controllable
campaign details. This will set
you up for success”
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We assess and quantify all the correlations between the variables we or
the client can control, including campaign volume, product and segment
split and the KPIs. By looking at these correlations, we can then predict
the efficiency of a future campaign by combining these variables and the
correlations found in the historical data.

Who came up with it and where did the idea come from to create it?
The idea came from our head of data science Henrik Nordmark and me.
It originated from ongoing research and development that we carry out as
part of our knowledge transfer partnership with the University of Essex. It
was then developed by our teammate Diyora Makhmudova, who named it
Babochka – ‘butterfly’ in Russian.
It is the first step in our long-term mission to create predictive attribution
modelling that will determine the optimum marketing mix of direct mail,
email, SMS and other channels.
Almost since joining Profusion, I’ve been working very closely with our
in-house marketing effectiveness team for a major retail bank, which
is using the Fernando report to assess the impact of its marketing
communications.
The first thing Henrik and I noticed is that they are essentially trying to
identify these correlations with the human eye, by looking at campaign
KPIs and trying to see what went wrong or what went well. As we believe
an algorithm is almost always better than the human eye at recognising
patterns in data, we decided it would be very useful for them and other
marketing effectiveness teams.
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“We believe an algorithm
is almost always better than
the human eye at recognising
patterns in data”
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Wired to
solve problems
We’re a clever team of specialists in data engineering, BI,
data science and multi-channel marketing.
Blending real 1:1 communications, AI, machine learning and human
intelligence, we connect people with your brand.
We were the original UK partner for Adobe Campaign. We’ve nearly 20 years’
experience in data management, automation and customisation of enterprise
data management and marketing other platforms.
Fuelled by inquisitiveness, forward thinking and excitement at the
advancements of technology, we’re entrepreneurial, adventurous and we
make stuff happen.
We help clients get under the skin of a human being’s emotional narrative –
their story – and see what’s important to each customer.
Our clients trust us for our responsive, personal and upfront approach to help
them create highly targeted, intelligent communications.
Stay connected to discover more inspiring guides and stories within our
‘knowledge think tank’.
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Winning together

Our client partners

Data

Profusion (UK office), 69-77, Telephone House, Paul St, London, EC2A 4NW

Data Profusion (Dubai Office), CNN Building No 2. Al Sufuoh Rd, Dubai Media City, PO BOX 72280
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