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1,000
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Total lifestyle media .

Part 2 (1) Platform Porfile
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l  CPC(Cost Per Click)
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l  CPV(Cost Per View)

- 20 / 15 ( )

- 40 / 30 ( )

- 65 / 60 ( )
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- l  CPI, CPE, CPA

- CPI : 250 /

- CPE : 350 /

- CPA : 

-

- CPI (Cost Per Install)

- CPE (Cost Per Engagement)

- CPA (Cost Per Action)

*CPI
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LTV(Life time value) , 

.
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- l  CPI, CPE, CPA

- CPI : 250 /

- CPE : 350 /

- CPA : 

-

- CPI (Cost Per Install)

- CPE (Cost Per Engagement)

- CPA (Cost Per Action)
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Part 3 (2) Reference

14

l  CPP(Cost Per Period)

& !

( ) .

- 500 / 1 (7 )

- 1,000 / 2 (14 )

-
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- PUSH 2 (10 / )

-

- PUSH 1 (50 )

- (10 imps/ )

- 60 DAU 

1 2
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LIVE l  CPT(Cost Per Time)
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-
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Part 4  Appendix (1) Targeting List
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Part 4  Appendix (2) Campaign Process
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