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DSA

Nic noveho, pro vsechny dostupné od rijna 2012.
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Page Feed

Cilené pouze stranky

uvedené v page feedu.

Dva sloupce:
1. Page URL
2. Custom Label

Auto Targeting

Cilené stranky z Google

indexu na zakladé pravidel:

e URLis
e URL contains
e Allwebpages

Landing Pages

Cilené stranky z reklam
nachazejicich se v uctu.

Skvélé pro start DSA.
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DYNAMIC AD TARGETS NEGATIVE DYNAMIC AD TARGETS SEARCH TERMS

Add Dynamic Ad Target

Select dynamic ad targets to target your ads to customers based on the content of your website.

Categories recommended for your website @
Search

D 207 categories

Preview
D vstupni stranky pro standardni reklamni sestavy E
D iphone El
D iphone > EI
iphone 11

inhAana <

Custom labels from the feed @
Specific webpages @

All webpages @

SAVE CANCEL

Landing Pages

Cilené stranky z reklam

nachazejicich se v uctu.

Skvélé pro start DSA.
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Jakou roli DSA
v uctu pini?



DSA Solution use cases

There are four potential use cases where DSA is positioned as a solution to reach your objectives.

Incremental
Reach

Long-tail
automation

Rapid
Expansion

Full
automation

“I want to make sure my ads appear for all relevant user searches.”

Use DSA as a keyword coverage net. This requires little effort to ensure good coverage without complex implementation or campaign
management. This is relevant for all type of advertisers, regardless of website size*.

“I want my users to find me even on my long-tail products”

Use DSA to avoid missing long-tail traffic with a keywords campaign-only strategy. Depending on your savviness and resources you may start
with an easy setup or use page feeds to get more control over bids and webpage targeting. Quickly target new inventory by adding it to the feed.
This is relevant for advertisers with a large amount of web pages — mainly retail, travel and classifieds —and frequently changing inventory.

“I want to enter new markets quickly.”

Setting up search activities for new categories or moving in new export markets is labor and resources intensive, while short-term returns are
often limited. This is a low-effort approach to ramp up new activities once the destination pages are in place. Increase focus and resources once
a certain activity threshold is reached. This is relevant for advertisers broadening their current activities or moving into new markets.

“I want to run a very effective marketing campaign despite limited resources.”

Organizations with limited focus for search advertising can focus on strategic tasks as management of search campaigns becomes less time
consuming. At the same time, the systems in place make decisions at a scale that would not have been possible manually. This is relevant for
advertisers with a large amount of webpages and limited resources and are looking for a good way to focus their resources on higher
added-value tasks.
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What's my potential?
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Search Terms Length
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Je torealita?



Standardni chapani
DSA
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“Pouhy” generator
klicovych slov?
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Nosic levneho
trafficu?




CRASH TEAM RACTN Y
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Nastroj pro nejlepsi
CTR?

¢

CRASY TEAM BACIN G
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Lapac “dlouhych
ocasu”?
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DYNAMIC SEARCH ADS - 8-MINUTE READ - By Tina Arnoldi or

Do you enjoy doing keyword research? Probably not. It is one ¢

SEM

Google Ads campaigns. Depending on how many people are in

process if you have to get pre-approval from other department

and competitiveness of keywords. Once that initial work is corr
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New Google Research: Can The Long Tail
Be Covered Without Broad Match?

Wondering about the benefits of using broad match? Columnist and

Googler Matt Lawson got his hands on real Google data to put the
debate to rest.

Matt Lawson on January 26, 2016 at 9:34 am

v

f

MORE

ATTEND OUR CON

O :

February 19-20, 2020:

March 18-19, 2020: SI
June 8-10, 2020: §
November 11-12, 202!

Mart
Gain new strategies a
intersection of markel
management. Our ne»
held:

April 15-17,2020: San
October 6-8, 2020: Bo

Google


https://supermetrics.com/blog/dynamic-search-ads-adwords
https://searchengineland.com/new-google-research-can-long-tail-covered-without-broad-match-240764

Co na to data?



1st Case 2nd Case M 3rd Case

DSA Click Share: DSA Click Share: DSA Click Share:
Jednotky % Nizsi destiky % Vyssi desitky %
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1st Case
10m Search Terms

Page Feed
DSA Click Share: jednotky %

GO 77777



Client #1

e Typy kampani
o Brand
©) DSA ~—~
o Keywords

o Shopping Q @ D
e DSA nejsou dobre optimalizované, 4|
sprava zaostava zejmeéna diky
rozsahu
e DSA Click Share: jednotky %
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2Nnd Case

Tm Search Terms

Page Feed
DSA Click Share: Nizsi desitky %
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Client #2

e Retailovy klient
e Typy kampani

o Brand

o DSA =
o Keywords ( @ .D
o Shopping

e DSA jsou mnohem léepe
optimalizované, velka dominance
shoppingu

e DSA Click Share: nizsi desitky %
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3nd Case

4m Search Terms

Page Feed
DSA Click Share: Vyssi desitky %
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Client #3

e Siroky sortiment
e Typy kampani

o Brand

o DSA =
o Keywords (§ @ ?

e DSA hraji v uctu velkou roli, na SEO
kladeny vysoké naroky, propracovana
automatizace

e DSA Click Share: vyssi desitky %
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Search Term Map
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Reseni?



Must Know!

e DSA kampanim je potreba se venovat, mit
vhodnou strukturu a spravné optimalizovat!!

Google



Podle pristupu k DSA se lisi
zpusob optimalizace!

ooooo



Must Know!

e DSA kampanim je potreba se venovat, mit
vhodnou strukturu a spravné optimalizovat!!
e DSA nelze jen zapnout a vypnout, neni to SEO!!!!

Google



Must Know!

e DSA kampanim je potreba se venovat, mit

vhodnou strukturu a spravné optimalizovat!!

e DSA nelze jen zapnout a vypnout, neni to
SEO!!

e DSA jsou potencial pro rozsireni kampani co
se tyce

©)

O
O
©)

Zasahu (#search terms)
Vykonnosti (ctr, konverzni pomér?)
Efektivity (avg. cpc)

Relevance (ctr)
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A jaky mate
DSA Click share vy?
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Ambivalence DSA Click share

Co znamena DSA Click share 4 %7?
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Ambivalence DSA Click share

Co znamena DSA Click share 4 %7?

1) Jsme tak dobri!
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Ambivalence DSA Click share

Co znamena DSA Click share 4 %7?

1) Jsme tak dobri anebo...
2) mame obrovsky prostor!
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Otazky pred spustéenim DSA kampani

; . . Y Do

Jak dobfe mam pokryté search broadp Odir
R v,

terms (keywords) v uctu?

2P Jak budu resit aktualizaci webu vs.
strukturu DSA?
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Zkontroluj Page
Feed

Jaké URL posilame do feedu?
Aktualizujeme feed pravidelné?
Chybné stranky resime?

Stav schvaleni URL ve feedu
sledujeme?

e Aktudlnost stitkd - jsou vSechny
relevantni a vyuzité v kampanich?

OVer si, jakou Cast

webu cilis

Cilime produktové, kategorické
ale i filtrované stranky?

Mdme vyloucené stranky a sekce
webu, které pro nds nemaji
byznysovy pfinos?

Resime spravné aktualizaci
produktt a kategorii ve strukture
kampani?

Jaky podil odchytava “zachranna
kampan"?

Optimalizacni checklist

Q

Zkontroluj si vlastni
DSA reklamy primo

na SERPu

e Dava headline smysl?

e Odpovida landing page dotazu?

e Jak vypada ma DSA reklama
oproti konkurenci?

Projdi Landing pages
a odpovidajici search

terms

Sleduji produktoveé vs. generické
dotazy?

Spravné pfirazeni landing page
konkrétnimu search termu
Pridavam nové search termy do kws
kampani v pfesné shodée?

Pridavam nerelevantni search terms
do vylucujicich i v kws kampanich?

Google



Dostante DSA tam,
kde je chcete mit!
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Diky za pozornost!

>
Jiri Marik

jmarik@google.com



