Movtelomoinon NMWANCEWV HE XpRoN XWPOXPOVIKAG MaAlvépounong o Se60éva XPOVOOELPWV Kall
BeAtiotonoinon Ttou SLaB£cipuou epnopikol TPoUMoAoyLooU

H oul\ia meplypadel pe Aemrtopépela oAa T PAPOTO TIOU cuvAVIWVTOL otnv Tipdén (culioyn,
uopdormoinon Kal opoyevomoinon 6edopuévwy KoBwg Kal UETOOXNHUOTIOUO QUTWV TIPOKELUEVOU v
avtikoatontpilouv TN ocupnepldopd TwV METAPANTWV otV MPAEN, emloyr KAtdAAnAng pebodou
povteAomoinong, emAoyn HeETaBAnTwy Kal Aoy KAtdANAoU LOVTEAOU yLa E€aywyr) CUUMEPOCUATWY
TIPOKELUEVOU va armovtnBolv Tta €pWTAMOTA ETAPELWV Yla TNV AmOSOTIKOTNTA TWV TPOowONTIKWY
EVEPYELWV TOUG OTNV MPAEN, KaBwg kal mapoyxn cupBouAwy yla Tn BeAtiotonoinon tng amodoTKOTNTAG
Tou Slabéoipou Stadnuiotikol budget.

Modeling sales with state space regression applied on time series data and optimization of the
marketing budget

The talk describes in detail all steps necessary (data gathering, harmonization, as well as the appropriate
data transformations, selection of the appropriate modeling technique as well as model selection
strategies for the modeling of sales in the fast moving consumer goods space. The talk also incorporates
the employment of mathematical optimization methods for providing consultation on the best mix of the
available marketing budget so as to maximize the return on investment.



