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Objective:

Maximize Skyscanner total revenues based on optimal allocation
of spending on various channels of advertising.

Constraints:

Max decrease per channel 50%
Max increase per channel 10%
Constant budget

Revenues, spends for 50 channels over 6 months.




Skyscanner model

For jth channel L
Yj — ajtj

N

s.t. ap <r; <axy and E xy; =1
j=1

We aim to maximize the total revenue Y
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Linear model
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We aim to maximize the total revenue Y
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Log-linear model

Yyj = a;r; + b;
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Quadratic model
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Future work

e Change boundaries

e Add noise to the model?

e Allocated vs spent

* Risk

e More data

e Experiment — to validate model




