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Half the money | spend on advertising is

wasted, the trouble is | don’t know
which half.

John Wanamaker
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7] F1: http://www.emarketer.com/Article/US-TV-Ad-Market-Still-Growing-More-than-Digital-Video/1010923
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.« F=FIAI=R (Digital Rating)
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Vlale Ratio =

Female Ratio . ?
1/2

P(M) o< 1/2x 2/3 =1/3

Viale Ratio = P(F) o« 1/2x1/3=1/6
Female Ratio

PM) o« 2/3x1/2x1/4 =
1/12

P(F) «1/3x1/2x3/4 =
1/6
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Top Male Page Top Female Page

ESPN Soccer Game ABC Family Drama Page
ESPN Front Page Fox Bones Show

ESPN NBA Game ABC Health News

ESPN NFL Game ABC Lifestyle News

MSN Sports Video ABC Entertainment News
Fox Family Guys Show Fox Masterchef

Fox Gotham Show Fox Empire Show

ABC Technology News AOL Entertainment News
ABC Politics News AOL Huffington Post
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- BETEFRMEEHEAR |, 2 Genre + Topic

« Genre

» Animation, Business, Comedy, Entertainment, News,
Sports...

o X NGenrel)l|Z— LRIZEY

* FIEN2-gramiaRIEESF AR HIHYREHIELE

« Topic
 LDA}EEX 1004 Topic
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Intertopic Distance Map (via multidimensional scaling)

PC2

3 Topic #11
» NFL, NHL, Star...

18

Topic #31
» Vegas, Show, Hot...

16

81
15

78 Topic #32
5 » Technology, Tennis, Jets...

100

Topic #33

» Family, Weddings,
Queens...

12

Topic #35
» Diner, Cafe, Bowling...

8 .-
Marginal topic distribution
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X 2K x 2K X 2K x 2K

600w x 2K

600w x 2K

. SVD => EENRT200MEHE

- RIEFTRAPE2KA T ERYN SE1C R IR R 2004 A FAERFIESS E]
+ BT RIZIEEIEENT ME AR

* Psmooth(clu) = X P(ClU) + (1 - (X) / T X zizl...T P(ClNBI(U))
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[ <a) thid =12
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+ | E5hER = (T S5RUREL/ T SHEaUREN) x 100%

B 31%
BIASRR | i 22%
B 4%

« eCPM = T F5N1E x I F5eE P(complete | ad, user, context)
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Ad: T &, &8, mhg. TFE. | FRE
User: AP, HIBNE. 185

Context: g, WmE. | &L | Sl
}_EE 'f.l-.E + ﬁ%lu —J"/ﬂ-.E (500+)

| 1L

Fum=EY P(Complete)

Context
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BDTC 2015

GBDT

LR

==

Input Features

Tree Splits

Transformed Features

Linear Classifier

From: “Practical Lessons from Predicting Clicks on Ads at Facebook” (ADKDD’14)
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Ad Type LR AUC GBDT+LR AUC

= =5 0.879 0.904
chf 0.826 0.843

== 0.912 0.986
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Dashboard Bl Analytics
Ad Servers Ad Servers
DC1 DC2
[ Local Kafka J [ Local Kafka J Infobright Redis Aerospike
I Mirroring | SO 1‘
l R
[ M/R } { Presto } { Spark }
[ Global Kafka H Storm
[ Yarn ]

M/R

HBase ' > HDFS
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