Case Study no. 1
Use Cases from Skewb: MMM & Marketing Decision Intelligence Solution using Al and Agentic Al integrations

Weekly Media Reallocation at Retail Decision Speed, Without a fixed MMM Wave
MMM Wave

Large-scale e-commerce retailer - full-funnel measurement - media, pricingand promotion drivers unified

THE AGENTIC LOOP — WHAT RUNS EVERY WEEK ON ITS OWN

Q Ingest Q Re-estimate e Decompose ° Simulate o Reallocate

Media, pricing, promotionand nMe(\)/t/j\e/}\llsé;ing’?ﬁe?r’gﬁgr? c\:{;n Traffic, acquisition and Saturation curves used totest Ranked recommendations

and sales dataland and A iy 9 transaction effects separated test budget shifts before any issued into the weekly trading

reconcile weekly. wave 9 i separated stage by stage. any money moves. trading decision.

THE MANDATE Al AND AGENTIC Al APPLIED

Grow efficiently ina hyper{ompetitive retail market by MODELS A full-funnel Bayesian structural model estimatingadstock and saturation
L . . . e saturation jointly across the traffic, acquisition and transaction stages, not stage by

quantifyingwhat genuinely drives acquisition and sales stage by stace.

across performance media, brand media, pricingand AGENTS Ingestion and re-estimation agents refresh the model every week; a

promoti ons simulation agent ranks reallocation options and delivers themstraight into the

trading decision.

OUTCOME - A NEW BUDGETING TOOL ALIGNED TO GROWTH OBJECTIVES

+18% -14% Weekly

marketing ROl improvement delivered reduction in customer acquisition cost decision cadence, against annual MMM waves

Full funnel

traffic to acquisition to transaction architecture
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