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Master Shopping

Ukazkový Google media mix top UAE retail 
klienta

• Mobile & App-first
• Always-on pouze 

shopping a brand 
search

• “Sezóna is the king”
• BF
• Ramadan
• Back to school
• Product release



MENA vs search

● Situace na trhu
○ Mezera v odbornosti
○ Arabština
○ Fluktuace lidí + neochota riskovat



Online Mobile Purchase

Percentage of online purchases on smartphones  (%)

Q15. [Online]. Did you or do you expect you’ll eventually buy the following using your smartphone? Base: Shopping Occasions Bought Online (n=193)

84%

UAE

85%

KSA UK

57%

US

46%



Master Shopping

Starting with short searches

35% shorter



Master Shopping

Share of cross-border retail eCommerce sales in total eCommerce sales (%, 2017)

Imports filling the supply gap

12.5%

6%

44% GCC is almost 50%GCC +



MENA vs search
● Situace na trhu

○ Nedostatek talentu, mezera v odbornosti
○ Arabština
○ Fluktuace lidí, neochota riskovat

● Špatné historické výsledky aka:
○ Špatný ROAS
○ Nekvalitní traffic

Důvody :))
○ Žádné negativní slova v kampaních
○ 20 slov v BMM
○ Žádná rozšíření, publika, smart bidding,...
○ inzeráty:



MENA vs search

Double 
fridge or 
fridge^2? 
:)



MENA vs search

No 
extensions



MENA vs search

Generic 
ad



MENA vs search

No local 
retailer...



MENA vs search

Výrobce 
bez 
eshopu Operátor
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Nové dovednosti. Nové příležitosti.
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 Optimalizační success stories | Shopping
1. Pozice na trhu (pouze osobně na campu)
2. Optimalizace feedu a hledání příležitostí
3. (beta) Smart Shopping Campaigns - New customer optimization
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Optimalizace feedu
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Odebrání všech <gtin>
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Shopping offer lifecycle

Modified client data, Dec, 2019

Fake client data



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + ConfidentialBenchmarking client feed & campaign performance

Offer lifecycle benchmarking, % from submitted items

Possible reasons of client's underperformance: 
Low feed quality, strict targets, budget restrictions, product niche (low search volume)



Proprietary + ConfidentialProprietary + ConfidentialFeed optimization audit -> finding your 80:20 priority

1. Condition rules

2. Items with no 
impression

3. Items with no clicks

4. Underforming 
categories

5. ROI negative items
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Proprietary + ConfidentialProprietary + ConfidentialItems with no impressions, no clicks, low CTR

Download / scheduled export -> supplemental feed -> custom label X -> “No impr.” / “no clicks” -> 
improve feed quality



Proprietary + ConfidentialProprietary + ConfidentialItems/category with low CTR => not visible on shopping 
inventory
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Feed optimization results - shopping offer lifecycle MoM 
comparison

Source:  Google Shopping data, Noon accounts, Feb 2020

+35K 
Improved 
MoM

+10K 
Improved 
MoM

-0.3K 
Dropped 
MoM

-0.3M 
Dropped 
MoM

+550K 
Improved 
MoM

+80K 
Improved 
MoM

+48%+27%+35%
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New Customer Acquisition in 
Smart Shopping campaigns
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New Customer Acquisition in Smart Shopping campaigns 
(Beta)

Use your historical data and add 
expected additional value new 
customer will make with one year.
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Optimizing performance

New 
Customer 

Value

Lower value:
SSC will bid to 

acquire less 
customers

Higher Value: 
SSC will bid to 
acquire more 

new customers

Want Smart Shopping 
campaigns to optimize for 

more New Customers? 

Increase the New Customer 
value

Want Smart Shopping 
campaigns to optimize for 

less New Customers? 

Lower the New Customer value
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Accessing new customer 
reporting
1. From the campaigns or ad groups 

tab, click on ‘Segment’
2. Open up ‘Conversions’ from the 

drop down menu
3. Click on ‘New vs. returning 

customers’

Note: 
● If using a ROAS target, please be 

sure to update your ROAS goal 
to account for the New 
Customer value that will now be 
included in the Conversion Value 
SSC is optimizing towards



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential“Hidden” (better) segment reporting :))



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + ConfidentialSSC optimizing for new customers evolution

Increased “new 
customer value” by 20%



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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Reporting segmentu nových/vracejících se zákazníků
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Díky za pozornost!

ptacek.dominik@gmail.com

havlik@google.com
@havliktom


