Eliscin paradox
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V ¢cechach umime PPCicka a to dost dobrel!l!

% hi dalibor, how are you? the
EMEA community is launching
a series on EMEA best
practices for selected topics.

tomorrow will be ATIS CZECH
and in 2 weeks, we're planning b i St o

a session on Smartbidding.

as you are the godfather of L
smartbidding, would you be ok
leading the initiative?

Diky vSem nasim klientum, ktefi maji
T odvahu s nami posouvat hranice...

Product Specialist Google Shopping, Central Europe
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Priciny ElisCina paradoxu

e Influenceri vs. jednoducha reseni

e Precenéni vlastnich sil specialistou

e Zména specialisty (juniofi, nova agentura, jiny ¢lovék vytvari a jiny biduje)
e Ego trippin - ovérené pustupy, které jsem si sam vymyslel

e Zub Casu

e Rezistence vuci zméné
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Ostatni Cinosti, strategie?
80/20
Agenturni fee modely
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'Big'itélﬁ"f marketing je jedno z
nejrychleji inovujicich odvetvi
Ktere ligstvo-poznalo



Martin Roettgerding - 1aking Google Shopping to the Next Level

roduct Presentation
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Pouzivani autobiddingu meéni optimalni strukturu kampani

Struktura kampani orientovana dle typu produktu Struktura kampani orientovana dle KPI
(stejné cilové PNO pro vSechny produkty)

Kampan Sestava Kamparni Sestava

ID produktu

Kategorie

Malé Kavovary
Spotiebice Znetia

Vsechny Cilové PNO Znacka
produkty 10%

Strojky Vlastni stitek Vlastni titek
Mobily
Fotaky Vysavace Specifické Top sellers Kategorie

produkty
(top sellers, ) .
vyprodej) Vyprodej Znacka

Google
Performance&Branding
Summit 2017



Pouzivani autobiddingu meéni optimalni strukturu kampani

Struktura kampani orientovana dle typu produktu

Kampan Sestava

ID produktu

Malé Kavovary
Spotrebice Znetia

Fotéky

Vysavace

Strojky Vlastni stitek
Mobily

Google
Performance&Branding
Summit 2017

Struktura kampani orientovana dle KPI
(rizné cilové PNO pro produkty nebo kategorie)

Kamparni

Vsechny
produkty

Specifické
produkty
(top sellers,
vyprodej)

Sestava

Cilové PNO
20%

Cilové PNO
15%

Cilové PNO
10%

Cilové PNO
5%

Top sellers

Vyprode;j

Kategorie

Znacka

Vlastni stitek

Kategorie

Znacka



Nevymyslime si, ze to funguje

3 LCS klienti maji 100 % investic biddovanych pres tROAS
5 klientl +90 % bidovanych pres tROAS
CZ LCS - 41 % investic do shoppingu biduje tROAS

Confidential + Proprietary
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Nikdo se uz nedovi jestli mél pevné nervy nebo na to zapomnéel

Target ROAS

500%

Current target

Average ROAS

701.87%

B cConv.value/cost + vs [l Target ROAS ~ Weekly +

z,.‘-ﬁ:s.‘_‘\‘

Conversions 7

3,402.25

Conv. rate 7

4.82%

Various Various Limited
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Pripadova studie

Vyuziti tROAS pro Nakupy Google
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NV ) NOTINO
tROAS meni pozadavky na strukturu kampani resar s ours

UsSetreni ¢asu straveného manualnim Kampané Sestavy tROAS
biddingem Nejvyssi marze
Obecné Vysoka marze
Doséahnout vétsi efektivity kampani "Parfém” S AN
.. . Nizka marze
e Rychleji reagovat na konkurenci
) ) ) Lo Nejvyssi marze
e Lépe zachytit sezonost S —
Vysoka marze
e Vyuzivat vice signall (os, browser...) “Parfém Dior” Stfedni marze
P Nizka marze
e Snizit chybovost

Nejvys$si marze
Produkty Vysokda marze
“Dior Sauvage” Stiedni marze

Nizka marze

Pro identifikaci marzovosti byly pouzity Vlastni stitky

Google
Performance&Branding
Summit 2017



NOTINO

TODAY IS YOURS

tROAS v Nakupech je spolehlivy a setri cas

Vysledky

Zmeény v uctech po aktivaci tROAS Strategie pIni nastavena KPI
Uget 1 Uget 2 et R
Obrat +19% Obrat ~ B
PNO +12 % PNO -10 % 1,700% (portfolio) 1727

1,500% (portfolio) 15.15

Srovnani mésic pred a po aktivaci tROAS 1.200% (portfolio) 12.44

. e . . 1,100% (portfolio)  11.03
e tROAS spolehlivé napfi¢ obéma ucty dorudil cilové ROAS
1,100% {portfolio) 12.64

e tROAS vyfeSil problém modifikatorl zafizeni
1,000% (portfolio) 10.51

1,000% {portfolio) 10.03

Google

Performance&Branding Obdobi - Brezen 2017
Summit 2017



Ale kdyz ja mam malé ucty....

Target ROAS

1250%

Current target

M Conv. value / cost ~

Cost Total conv. value 7 Average ROAS Conversions 7 Conv. rate 7
CZK 13,195.69 167,339.31 1,268.14%  83.00 16.47%
vs M Target ROAS ~ Daily +

N

— VA\_I/\\_IAFAJ_@Z

Google

Leamning

56 aktivnich kampani
pred spusténim

3 kampané ted (brand,
kategorie, top seller)

Total conv. Value +130 %

Custom: Dec 10, 2017 - Jan 25,2018 ™
Compare to: Oct 24, 2017 - Dec 9, 2017
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Target ROAS

1100%

Current target

M Conv. value / cost +

Cost

Total conv. value 7

CZK 10,742.88 119,647.73

Average ROAS Conversions 7

1,113.74%  89.00

Google

vs M Target ROAS ~ Daily «
e .
Learning

Conv. rate =

13.19%
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Go gle Shopping Case Study | bonprix

bon bonprix efficiently scales
Shopping campaigns with Target
ROAS Smart Bidding strategy

B

Until recently, bonprix made daily bid optimizations for individual products to maximize their return-on-ad-spend (ROAS). bonprix decided to test the Target

ROAS Smart Bidding strategy to help achieve their ambitious targets and save time from manual optimizations. Using their own imported conversion data,
the Target ROAS bid strategy would automatically make query-level bid adjustments to maximize ROAS based on user signals, such as location, time of
day, device type, and search query. Alongside this bid strategy, bonprix also moved away from a granular item ID campaign structure. Instead, they created
a new structure based on ROAS targets using their own historical data, then segmented by product category for reporting. The campaign with a lower ROAS
target would allow the bid strategy to have more flexibility in bidding higher to remain competitive for high-profile products, while a higher ROAS target
would help generate revenue efficiently on their core products. “Through target ROAS, we are able to manage more markets efficiently with our in-house
team.” — Sonke Harms, Head of Shopping ads, bonprix Driving more revenue without losing efficiency After a two-week learning phase, bonprix began
seeing consistent ROAS across all their products. The learning phase allowed the Target ROAS bid strategy to determine the best intent signals for
optimizing bids. Since then, they've seen 25% more revenue at the same Target ROAS compared to the previous time period. bonprix was pleasantly
surprised by the additional volume they also received, particularly on mobile. They believed that they had capped out their mobile opportunity because their

mobile assets were already optimized for the most success. Now, this new traffic contributes to over 55% of their Shopping ads revenue driven by mobile.
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Otazka nezni jestli, ale kdy

@ Heureka
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Diky uzijte si zbytek Campu

Hledame Account Managere do Dublinu

dklic@google.com



