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My sessions is interesting for you If...? S

1...you ever wondered how you can identify and retarget users with ads
who already visited your website.

2...you want to make sure that your ad is only showing on a website
when the ad is directly visible and no scrolling is required.

3...you are overwhelmed by the AdWords Report Center functionalities.
4...you want to use Twitter for your AdWords campaigns.

5...you are interested in what the user behaviour is before they make
a transaction on your website.



Ad launches for Google in 2010 so far? WOW!
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AdWords Reports Integration

Google



Feature Overview =

» Adding advanced reporting options to Campaigns tab

* Retiring the Report Center

» Make it easier to find, add, share and act on key
Insights into advertising performance

 Core functionality launched, New reports added
throughout April & May, Gradual retirement of Report
Center until July




Segmentation & Data Types: Two Flavors of Reporting 3N ¥E

« Segmentation: How does my performance break down by a given dimension?

Example: How does my campaign performance vary by network?

Campaign Budget Status Impr. Clicks CTR  Cost Avg. CPC Avg,
(3) @ @ Pos.
Honest Cops The  §10.00/day Eligible 396,936 734 0.18% 536.07 $0.05 2.4
Lakefil
Google Search 25,313 525 2.07% 526.14 $0.05 28
S = 0 000%  $0.00 $0.00 b Segments appear as new rows
sichiid it ' ' ' - in the data table
Content Metwork 371623 209 0.08%  $9.93 50.05 24

» Data types: How am | performing with respect to a statistic?

Example: What's the impression share for each of my campaigns?

Campaign Budget Status  Impr. Share Lost Impr. Share  Lost Impr. Share Impr.
[ L2} (Budget) .2 (Rank) 2

Honest Cops The  $10.00/day Eligible < 10% > 90% =00% 396,936

Lakefill

]

Data types appear as new columns




How to Access Segmentation A'R:‘

UNIVERSITY

« Segmentation options can be accessed through the “Segment” drop-
down menu on any tab

All online campaigns This manth
Messages ) Opportunities (2) Apr 1, 2010 - Apr 12, 201C
Opportunities

&l Missed clicks due to budget (1929) View
& Increase traffic with new keywords (300) View

View History! all campaigns

Ad groups Settings Ads Keywords Networks |~ |
All but deleted

Campaigns | Sagment v-g Fitter  Columns | |[»* &, Search |
CAS27.90 Mone Wiew i
Metwaork - . - ==
S Segmentation options vary by
ick Type tab
CAS16.91 Device
Apr1, 2010 Apr 1
Day
4 New campaig Week - More actions... »
] e Camp Manth Budget Status 7 Clicks Impr. CTR Avg.CPC Cost  Avg. Conv. Cost/ conv. Conv. rate
Quarter 3 & Pos. {1-per-  (1-per-click} (1-per-click)
click) (7; ) (2}
Year . - =
[ e DU payof the week A$16.00iday L Limited 355 130454 0.27% CAS0.55 CA$19349 17 0 CA30.00 0.00%

BEG B by budgel
(F)



How to Access Data Types

» Data types can be added as new columns

eI GETRL B Ad groups  Settings  Ads

Keywords  Networks

b |

All but defetad
Campaigns

Select columns
[ Performance [ | Conversions

W Clicks W Conv. (1-per-click)

M Impr. M Cost / conv. (1-per-click)

W CTR W Conv. rate (1-per-click)

W Avg. CPC ™ View-through Conv.

[ Avg. CPM [ Conv. (many-per-click)

™ Cost [Tl Cost { conv. (many-per-click)
W Avg. Pos. [1 Conv. rate (many-per-click)

: Click the Columns
Sagment »  Filter = | Columnsz | button to access
l

reh |
F

[ | Competitive metrics
[mpr. Share

[[1Lost Impr. Share (Budget)
[ 1Lost Impr. Share (Rank)

rearrange them

Drag and drop columns to

Preview
Drag and drop to reorder

Campaign
Budget
Status

 Just like segmentation options, data types will vary by the tab you're

viewing



Download Button I NI VE

* Download data directly from any tab in your account

Ad groups  Settings Ads Keywords  Networks |~ |

All but deleted _ Click the Download icon to download your
Campaigns Segment =  Fiter » Columns lar & data as a report
L

Export table statistics
Download statistics from the visible columns in this table in a customized report.

Report Mame | Campaign Report

Format | Excal .csv ﬁ Available formats include .csv, .xml and .pdf

Segment . Add segment
| Metwork :IJ Ramaove

¢ Email and schedule repaort

The segments, columns, and filters you've
already applied will be preserved in your
download

[1 @ Campaign Budget Status (»;  Clicks pr. CTR Avg.CPC Cost Avg.
7] 2 Pos.
]
[ @ DunbarCycles- CA$16.00/day GJ Limited 355 130454 0.27% CA$0.55 CAB193.49 1.7
BC 51618166 :‘.-';.-'_.-.’.-LJ:{-:_"-JI
2}
Google Search 208 5863 3.55% CA$0.63 CA$131.99 1.7
Search partners 28 4274 066% CA30.53 CAH14.71 1.5

Content Network 19 120,317 0.10% CA30.33 CAJ46.79 1.8



Multi-Dimensional Segmentation

* Add more than one segment when downloading data

ETNETUCM  Ad groups  Settings Ads  Keywords  Networks | = |
All but deleted : ¥ -
Campaigns Segment + Fiter + Columns [P, Search

[

Export table statistics

Download statistics from the visible columns in * = -
Add as many dimensions to your

Report Name | Gampaign Report report as you want by clicking “Add

segment”
Format | Excel csv » |
> B
Segment 4 add segment MNetwork Device
: _— _ & |search partners Other
| Network || Remavs 3 |search partners Computers
| Device ~] remaw] Each segment will appearasa | -2 Go9gle search Eoltpunes

new column in your downloaded

» Email and schedule report report

Z

@ Campaign Budget Status » Clicks  Impr.

2]

(content network
search partners
7 |Google search
8 |Google search
B .mntent network

1 1 Gungle search
11_ Gm:ugle S83 rn:h

Segments you've already applied to
your data table will be added to your
download by default

@ Dunbar Cyeles - CARIG.

BC 51619166

=

- |J|.

0.55 CA$193.49

Goagle Search 208

Search partners 28

5863 3.55% CA3JD.63 CA131.89
4274 066% CAJ0.53 CAR14.71

Mobile devices
Mobile devices
Other

Moblle de'-.ru::es_
Computers

‘Mobile devices
‘Other

Computers



Share Reports with Emailing & Scheduling AR

» Configure your downloads to run regularly, then email them to
interested parties

Export table statistics

Download statistics from the visible columns in this table in a customized report

Report Mame | Campaign Report

Format | Excel .csv =

Segment . Add segment

|_|‘iﬁh'.l‘1:prk ;I_l Removs
| Devica + || Remove
_ Click “Email and schedule report” to
¥ Email and schedule repaort pull up sharing options
Send to () No one

("} Only me {dsandoz@google.com) “All account users” includes

(® All account users with access to view reports Admin, Standard, & Read-Only

() Specific account users with access to reports users.

Mone Use “Frequency” drop-down to select
Daily how often the users you've chosen are

emailed this report
[] @ cam Monday R Avg. CPC Cost Avg.

First day of month 2) 2 Pos.




Manage Reports in Control Panel & Library AR

* Visit this new area to manage reports, custom alerts, and audiences

qQ : :
All online campaigns
All online campaigns 2. Messages ) Opportunities (2)
[ Dunbar Canada Opportunities
L1 Dunbar Cycles - BC ¢ Missed clicks due to budget (1929} View
 Increase fraffic with new keywords (300) View
View History: all campaigns
Look for the link under your account
Control Panel & Library tree in the left-hand navigation :
Ads Keywords  Networks @~
Help , - |
Campaigns Segment = Filter »  Columns [ aearch |
VWhere are my filter and report
options? &= Naw campaign Chnnoe siotus. = | [ Nore achons..,
What's changed in April in
hnserieioiia ] e Campaign Budget Status (31 Clicks Impr. CTR Avg. CPC
2) 12
AdWWoards Beginner's Guide
How 15 an AdWords account = [ @& Dunbar CAS$8.00/day L Limited 185 46,158 0.40% CA3S0.53
SRR L Canada 52604486 by budget
Keyboard shortcuts 2)
Help Center
Google Search 895 2963 3.21% CA$0.62

Search help center G0
Search pariners 17 1229 1.38% CA%0.40



Example: Transcribing a Campaign Report A'Rq

o All key options from the Report Center available through the
Campaigns tab

2. Settings
View (Unit of Time) [ Day of Week »#u]“ Add as a segment
Date Range O i “ Set a date range
f* |2/1/08 -|9/30/08
Campaigns ® All campaigns Use filters to narrow down
) Manually select from a list campaigns
3. Advanced Settings [Gptibnal'_l
w Add or Remove Columns:
Your report will display these columns: _ _
| Day of Weak Campaign lcampmgn Status ||H‘|F|fE|EEi€II'I'5 |Click5 |CTR |.ﬂwg CPC |C-::-9.1 |.ﬁ.w_:| Position

Level of Detail : These columns reflect this report's coverage and lavel of detail
W campaign

Attributes ' These columns
1 Ad Dislribuﬁund Add as a segment 1 Daily Budgst

E Campaign 3talus

Performance Statistics - These columns featura data about how your ads are parforming

E Impressions .u. Clicks |
“ Add as columns _

1 Invalid Clicks Rate (7 ™M cTr

[ 1 Imprassion Share (I1S) ? [ Lost I3 (Rank) [] Lost IS (Budget)



Transcribing a Campaign Report (Cont.) AR

3. Advanced Settings (Optional)

p Add or Eemove Columns

b Filter Your Results “ Set filters

4. Templates, Scheduling, and Email

Name Your Report = =
ampaign Report
Download_s automatically added to Control
Template 1 Save this as a new report template ULl
Scheduling 1 Schedule this report to run aummatic:ally:ﬁ Frequency drop-down
Email ™ \Whenever the report runs, send email m:“ Email options

For multiple recipients, separate email addresses with as
W with report attached as:| .xml r-i-]“a?g:nat drop-down

f: Create Report WI

Report Center? We don’t
need no stinking Report
Centerl!!




Search Funnel Reports

Google



What is Search Funnel Data?

Funnel

Data: More |

- Insig h}l'

Last Clicks

that Precede Conversions

Assist Clicks &
Impressions

that Precede Conversions



With Search Funnel you can now see... UNIVE

 Clicks and impressions that occur prior to last click that
drove conversions

« Average length and duration of conversion paths

 How keywords assist each other prior to conversion

You can now begin to understand the true value

of all of your keywords



Sample Search Funnel Path 3

keyword cost Conversions _

Thomas Cook €3400 16,000 €0.21

Air hotel packages €155 10 €15.50



Search Funnel — Path to Conversion

Before converting, users do multiple
searches and are exposed to many
of your AdWords ads and keywords

Conversions

What impressions and clicks
led to conversions?




Sample Search Funnel Path

Search Funnel: keywords and dates of search

$" " HSH &" " HSH $)" " HGH " HH
% % ( % % ( * 0%

'Rom Hotels'

Conversion




Search Funnel Reports

Using AdWords Conversion Tracking lets you use
Search Funnel Reports!

Sources Analysis

Top Paths

Ad impres=ions and clicks leading to conversion.

Assist Analysis

Performance bazed on asszisting clicks and impressions

Assisted Conversions
Performance based on assisted conversions.

Interaction Analysis

First Touch Analysis
Reportz bazed on what was first clicked leading to converzion.

Last Click Analysis

Reportz bazed on what was last clicked prior to conversion.

Time Analysis

Time Lag
Howe long it took customers to convert.

Path Length

Howe many ad clicks or impressions it took customers to convert.




Mobile Device & Carrier Targeting

Google



Improved Targeting Options UNIVE

Easily select specific devices or carriers  where you'd like your ads to show.

Ads link to download a mobile App! Ads will automatically appear only on
relevant devices . Users can download your app directly from the ad click.



Select Targets from the Campaign Settings

0 Select “iPhones and other mobile devices with full i nternet browsers”

@ Choose “selected mobile devices” or “selected mobile ¢ arriers”
to see specific targeting options*

*Available selections for devices and carriers will vary by country and is based on the campaign’s cou ntry targets.



Automatic Device Targeting for App Downloads

Ads for mobile Apps will only show on devices where users are able to download
the mobile app.

How it works?

1. Visible url must include either:

eitunes.apple.com
* market.android.com

2. Visible URL appears as Download
iIPhone App or Download Android App

3. Only for impressions on high end mobile
devices (not desktop or laptop computers)



Remarketing in GCN

Google



Remarketing on the Google Content Network

E
Find users

across the web
who previously
visited your
web site.




Someone visits your site looking for a hotel



They select Luxury ... but don’t book



With Remarketing you can reach out to them!

So if the users is on one of our Content Partner Websites you can
send him an adjusted marketing message!

1. Google saves user info 2. User is recognized across GCN,
on user list. and is shown your display or text ads

J <tag A>

Luxury Hotels
User List




Why remarket on the GCN?

p N Price Flexibility
Content Network: « Auction Pricing, CPC or CPM
e 80%+ Internet User  CPA s often low like on Search!
Reach
T 98 Daly Page: Relevant Audience
* Reach only users you've qualified
’ 7(.)5.M Monthly » Combine lists quickly and easily for the simplest custom audience
Visitors segmentation.
* Hundreds of  Ability to exclude sites and placement-target sites.
thousands of sites
Campaign Control
» Self service Interface
» Target more granular lists with customized messages using text
N J ads or Display Ads
Innovate

» Befirstin line to test advanced segmentation and targeting
capabilities as we develop them



Remarketing Strategies — Example

Entertainment company launches movies with trailer websites that
get millions of visitors before the worldwide launches of movies.

Create user lists for each specific movie with alternate creatives
specific to each movie.

Remarket : Market DVD release for specific movie to the audiences
that visited the movie’s website.




Above the Fold in GCN

Google



Above the Fold

New tool for Google Content Network campaigns
which excludes Below-the-fold inventory.

Helps advertisers ensure that their message is seen by
only showing ads when they are visible upon page load.




|deal for...

» Advertisers with brand goals who want to maximize ROl on CPM
campaigns by ensuring that each impression appears on the screen

* Direct Response advertisers with brand-centric creatives, looking to
make a strong impact on their target audience.




User Interface

Ability to exclude Below-the-fold impressions available in the Category
Exclusion tool for campaigns targeting the GCN.




How Above-The-Fold is calculated

ATF detection technology

 Our algorithm looks at a percentage of
traffic to determine which ads are above-
the-fold

» We only enter ads into auction if we're
highly confident that a page is ATF based
on comparing ad request to historical data

* Due to our conservative approach &
technical limitations, we may miss some
ATF inventory




Growing Your Twitter Community

3 Ways To Recruit New Followers with Google AdWords

Google



Social Media Changing the Landscape
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Brands Experimenting with Twitter Strategies

o “Smart brands use Twitter in
meaningful ways ... No other
medium gets you inside a
business or brand quite like
Twitter.”

Mashable.com, January 2009

Source: http://mashable.com/2009/01/21/best-twitter-brands/



If Followers Are Important...

...use Google platforms to grow your follower base!

Take advantage Target ads to sites that Leverage new
of Search index highly against Twitter=stream

opportunity Twitter users



A Greenfield Opportunity in Paid Search

'« To date,

. competition to
serve against
Twitter search
gueries is
minimal

'+ Huge

. opportunity for
brands to
capture
attention of
people already
interested in
Twitter

AA
44t



Find Twitter Users Across the Web

» Google AdPlanner
can identify web
sites that Twitter
users are more
likely to visit

» We can use this
info to develop a
targeted list of
websites for
distributing Twitter
ad message




Distribute Tweets Across the Web

* New format lets you
N put your Tweets into

N an ad that dynamically
updates in real time

and is distributed
across the Web.

46



This Is just a small selection...

There are a lot more tools but time is to short to show them all!






Q&A



