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1. How Machine Learning can help you
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We are going from a
“mobile first world”
to an “Al first world”

Google



Machine Learning helps us in our private lives already

Google Photos
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Machine Learning helps us in advertising, too

Bip

1

?

Bidding Targeting Formats Attribution
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Why do we need ML for advertising?

Searches for Visits Researches
singlespeed online bike on bike blogs
bike on mobile store on laptop

Uses voice

Buys
search to Re-visits singlespeed
searph for online bike bike at local
‘ unique store store

singlespeed
bikes
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Why do we need ML for advertising?

Actual Ad

(06]0)Y

Actual
Search
Query

Similar

Audience

Google

Audience

Operating
Time of System

Week Version

User

Conversion Conversation Cross Device Operating

Rate Conversions System

Mobil Language

obile .

Device Setting B?Wser
ype

Tablet
Device
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Machine Learning can help us focus on the things where
we can add value

Today

Creatives

(Formats)

Targeting
(KWs,
Audience)

@
Measurement

Tomorrow

Reporting “
Creatives
(Content)
Bidding Attribution

Measurement

Targeting
(Conceptual)

BCG: Cutting Complexity, Adding Value (2013): we spend 80% of our time on manual, low-value tasks

Bubble size representing the avg. amount of time spent on certain tasks

Google
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2. Automation framework to success
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Leverage Feed in all 3 Show most
Smart Bidding Audience Signals relevant Creatives
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Leverage
Smart Bidding
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There are many automated bidding options on the market

—

AdWords

A

Automated m DoubleClick
Rule O
based
Manual

Other
Tools
Automation
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True auction-time bidding — powered by exclusive signals

User-specific bids Combination
through auction-time bidding of signals

Q©. .
O Iy
0S

Exclusive signals

N Browser
Geo Device Language Search Query

3 + 0o
., W ——
o — Ad Format Search Partners

Remarketing Lists

|

Only available with

Adwords Smart Bidding
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How do you deal with these signals?

Performance-Difference to avg.
(Conv. Rate)

9 e Userin Berlin
. e User in Hamburg
eo
@ e User on Saturday
- e User on Sunday
Your
D e User on Smartphone bids')
, e User on Desktop :
Device
.®. e User in Berlin, on Saturday, with Android
9~' D e User in Berlin, on Saturday, with iPhone

==

o0
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Get the most of your campaigns with query-level bidding

Shop for jeans on Google Spensored

Q uery* T q
' €19,99 €9,99 €595;0 €15,00
Keyword bu y jeans Boncrous S0 Jewns Bleu-  Untaset . deane m Used-

enerous Size
H&M H&M ‘J\ Ib h Atlas For Men
+€4,90 shipping +€4,90 shipping ipping +€5,90 shipping

= €19,99 | 549,99[ €59,95 |

=S
I ‘ !

jeans = jeans

I

H&M - Skin Esprit Jack & Jones
. Fit Jeans —E\au Stretchige ... Herren ...
Wa S h J ea n S H&M Esprit. de jackjones. de
4,90 shipping +€0,95 shipping Free shipping

Keywords (Broad, Phrase) Dynamic Search Ads (DSA) Google Shopping

Manual: keyword-level Manual: category-level Manual: product-level

Smart Bidding: query-level Smart Bidding: query-level Smart Bidding: query-level

GOOg'Q *Note: 15% of queries on Google are new every day Confidential + Proprietary



AdWords Smart Bidding options, aligned to your goals

Google

Campaign Goal

@ vseur
E WEBSITE CLICK

Y conversions;saLes

=

Recommended Strategy

Target Outranking Share
Target Search Page Location

Maximize Clicks

tCPA
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Newest features for even stronger results

O, H

Better target More predictive
accuracy signals

Google



Transparency and control via the shared library

Monitor the performance of
flexible bid strategies key KPls
and watch how it improves
over time |

Shared library : Bid strategies

Strategy: Target CPA - $20
Min. bid limit: $0.05

Last month: Apr 1 - 30, 2014 ~

Understand the strategy status
and potential limitations, then
take action |

® Enabled Type: Target CPA Strategy status: {J Limited Max. bid limit: $30.00
+- Edit strategy
Target CPA Total conversions Avg. CPA Total cost Conversion rate
¢ 520 450 $20.00 $9,000.00 10%
Current target
@ Avg. CPA ~  vS | @ Target CPA ~ Daily -
40
20 ‘___‘-"‘\ — | —* oy
"!.._________-

Google

0 L o = I
Learning L2 Limitad LJ Leaming
. L) Apr 21
2014
The bid strategy was learning
from Apr 1, 2014 to Apr 6, 2014

Apr 28
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Your road to success with a clean pre/post test

1. Opt-in Target CPA Bid Strategy 2. Pre-Post evaluation
CPA Target = 30-day CPA avg. (Ignore “learning” week and
Minimum 30 conversions most recent week)

Control Period Learning Run Test Conversion

2+ weeks 1+ week 2-4 weeks

Ignore in Check campaign Ignore in
evaluation! status column evaluation!

3. Potential target adjustment
(within +/- 20%)
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Or via A/B testing with Drafts & Experiments

Determine the portion of traffic
you want to go through the
experiment

Enter a specific date range

[}
Experiment dates: 5/114 - 5/31/14 Edit

‘ Experiment: New_Name

Status: Running Original campaign: Holiday Travel

Apply changes... May 1, 2014 - May 31, 2014 ~

Assess performance

Google

@ Traffic share Cost Clicks Cost per click Conversions Cost per conversion Avg. position
Experiment 50% |  $7000 # 5000 # $2.00 130 $2.50 v 1.8 ~
oignal  50% | $6000 4000 $1.50 121 $2.60 L7

?
Ad groups | Settings | Ads | Keyword: Audi Ad ext Auto targets | Display Network ==~
All ad groups + Segment =  Filter + Columns + +
Edit ~ Details ~ Bid strategy ~ Automate ~ Labels ¥
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Finding suitable campaigns for a test

. Recommended Recommended
Campaign Goal .
Strategy Conversions
Target: Outranking Share
@ VISIBILITY Search Page Location
E WEBSITE CLICK Maximize Clicks
+ eCPC (semi-automated) -
g CONVERSIONS / SALES on 20
REVENUE tROAS >50

* per campaign or portfolio in the last 30 days;

Google NOTE: Target ROAS requires 15 conversions in past 30 days technically
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We can help you identify campaigns for a tCPA test

We create estimates using your account’s Bid Simulator data.

Bid Simulator looks at the specific auctions your accounts participated in during a
recent past week to estimate these performance gains.

. 100 +30 +30% +0%
Campaign 1 CURRENT CONVERSIONS SIMULATED CONVERSION SIMULATED CONVERSION SIMULATED CPA CHANGE
UPLIFT UPLIFT %
. 82 +19 +23% +0%
Campaign 2 CURRENT CONVERSIONS SIMULATED CONVERSION SIMULATED CONVERSION SIMULATED CPA CHANGE
UPLIFT UPLIFT %

Note: We generate traffic estimates based on historical performance. These are not a guarantee of future performance as the context/competition
Google etc. will be different from the past.
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Feed in all
Audience Signals
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Audience is a key signal for Smart Bidding

singlespeed bikes 3

i
O
Time 0S Browser —

® Visi r I
D -l O\ - sited product deta
Search Q site 5 days ago
[ earch Quer .
Device Language y Audience
+ %o
9 a [ (]
Geo Ad Format Search Partners
bid down bid up

—_———————
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The Search Audience suite has grown over the years

Your Data
Remarketing Lists for Search Ads (RLSA) — (2013)
Customer Match (2015)

Google

singlespeed bikes U

Google Data
Similar Audiences (2017)
Demographics for Search Ads (2016)
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Smart Bidding now uses even richer Audience Signals

Performance-Difference to avg. Your bid?
(Conv. Rate)
; e User new to website

e User on All Visitors list
Audience List

Membership

Now

i
©

User in Shopping Cart 76 days ago
e Userin Shopping Cart 1 day ago

Visitor Recency

S e

Demographics e Women

Google
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How to feed in Audience Signals for maximum success

Google

1

Target all
relevant users




Segment Search Audience for success

-~
-
-
w
|

General Visitors

Category

Product

Cart Abandoner

Buyer

—
-
-
w
|

Remarketing Lists for

Similar Audience
Search Ads
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How to feed in Audience Signals for maximum success

Google

.

Apply to

all search
campaigns
(including DSA &
Shopping)

with bid only &
campaign-level




Simplify management with Campaign-Level Audiences

AdGroup

Before After

AdGroup

List 1
List 2
List 3

List 1
ISWll ——— | Campaign

Campaign AdGroup

AdGroup

List 3
List T
AdGroup List 2 AdGroup
List 3
Easier More data for Reduced
management better bids criteria limits

Google
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Really using all audience signals for Smart Bidding with
Data-driven Attribution

o,
5 %
great tech gifts > | highly rated tablets > | nexus 9tablet > 2.73%

Conversion Rate

e L
model '

2.41%
highly rated tablets > nexus 9 tablet > 8

Conversion Rate

Cross-device More data for
touch-points smarter bids
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3 Show most
relevant Creatives
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Which one is the best ad?

Google

Single Speed Bike - Women's Classic Collection
bike-example.com/speed_bike/women

Shop the latest collection online. Next day delivery
guaranteed.

Single Speed Bike - Get 50% off
www.bike-example.com/speed_bike

Check out our wide collection and discounts. Buy online or
find a shop nearby.
Single Speed Bike - Great range

bike-example.com/speed_bike/discounts

Check out our wide collection online. 50% discounts for
men, women and kids.

CTR:

CR:
CPA

CTR:

CR:
CPA

CTR:

CR:

CPA:

8%
5%
- €20

10%
2%
L €22

12%
1%
€40
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Each search has a different context

singlespeed bikes

©

3pm Android
Samsung English

Google

©

Chrome

0

Hamburg

N

(=




Each search has a different context

N

{=

singlespeed bikes

© w ©

8pm i0S Safari
iPhone English Munich

Google



Each search has a different context

singlespeed bikes

© w ©

8am Apple Safari
Laptop German Berlin

Google

N

(=

v t> @9



Leverage Machine Learning to show the best ad
for every query

Single Speed Bike - Women's Classic Collection = Google
bike-example.com/speed_bike/women .

N v Ad groups with 3 or more
Shop the latest collection online. Next day delivery e —_————eeeP '
guaranteed. high-quality ads may receive
Single Speed Bike - Get 50% off R up to 15% more clicks*,
www.bike-example.com/speed_bike .

compared to ad groups with

Check out our wide collection and discounts. Buy online or
find a shop nearby.

only 1 or 2 ads.

Single Speed Bike - Great range

. . o )
bike-example.com/speed_bike/discounts when running on optimized ad rotation

Check out our wide collection online. 50% discounts for
men, women and kids.
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Personalize ads at scale with IF Functions

singlespeed bikes

Google

{=

Single Speed Bike - Great Range
www.bike-example.com/Sale

back for 60% off): Free shipping on your first
order}. Next day delivery guaranteed.

Come back for 60% off. [Next day delivery guaranteed.

{=IF(audience IN (Converters - 540 days), Come

Single Speed Bike - Great Range
www.bike-example.com/Sale

Free shipping on your first order. Next day delivery
guaranteed.
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Google

Leverage
Smart Bidding

Feed in all
Audience Signals

} Account Set Up

3

Show most

relevant Creatives
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Simplify your accounts for an Al first world

Example of granular, duplicated campaigns based on Consolidated campaign structure supercharging
matchtype, device, RLSA and DSA for manual bidding. Smart Bidding with broad match types and DSA.

Broad Match Campaign
matchtype Exact Match Campaign

Phrase Match Campaign Campaign Broad match adgroup
Devices / Audiences / Geo / Time

Mobile Campaign

device Desktop Campaign
Or

10 day (RLSA) Campaign

Tablet Campaign

Exact match adgroup

Campaign
Devices / Audiences / Geo / Time

RLSA 20 day (RLSA) Campaign
30 day (RLSA) Campaign

DSA adgroup

DSA Dynamic Search Ads

GOOQ|€ Confidential + Proprietary



And utilize scripts for quick and easy implementation

A AdWords Scripts

Google

HOME GUIDES

Solutions
Single Accounts

Manager Accounts

REFERENCE

Q. Search

SAMPLES SUPPORT SOLUTIONS

Account Auditor - Checks that your campaigns, ad groups, ads, and keywords are structured as intended, for single
accounts or manager accounts.

Ad Customizer - Fetches live data and update an ad to reflect current prices, inventory levels, or anything else that
may change over time.

Automatic Placement Exclusion - Exclude placement of under-performing video ads.

Bulk Shopping Ad Group Creator - Provides a way to bulk create ad groups and product groups in existing Shopping
Campaigns.

Campaign-level Audiences Transition Tool - Allows you to simplify your account setup by scanning your audiences
at ad group-level and promoting eligible ones to campaign-level.

Flexible Budgets - Dynamically adjusts campaign budget daily with a custom budget distribution scheme, for single
accounts or manager accounts.

Keyword Labeler - Selects keywords using flexible rules and labels them for later review.

Large Manager Hierarchy Template - Provides a general framework for manager accounts to run script logic on all
of their client accounts, spread across many script executions if necessary.

Master Negative List - Simplifies management of negative criteria for single accounts or manager accounts.
Sale Countdown - Updates ad parameters hourly for a countdown to a sales event.

Sales Countdown Calendar - Extends Sale Countdown to multiple events by integrating a calendar using ad
customizers.

ALLPRODUCTS & g

SEND FEEDBACK

Contents
Reports
Bidding
Tools

Alerts

| ink to AdWords scripts library
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https://developers.google.com/adwords/scripts/docs/solutions/?mp-r-id=w_p3Ia4=

3. Key takeaways to grow your business
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5 key takeaways to grow your business

01 Automation allows us to shift time to important tasks and grow your business
02 Leverage Smart Bidding to handle infinite data signals for user-specific bids
03 Incorporate audience data everywhere to make Smart Bidding even smarter

Automate your creatives for most relevant messaging

05 Simplify your account setup and utilize scripts for more efficient implementation
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Google
Thank you!

Michaela Woloszczak | Denis Dautaj

Slides & Feedback
https://goo.gl/forms/T1ariaYsZmQv17X7H3
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Google

APPENDIX
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tCPA worked well for CosmosDirekt

“Durch Smart Bidding sind wir unabhéngiger, weil der Automatisierungsgrad gestiegen ist. Wir schaffen
es nun Uberwiegend Inhouse zu arbeiten und uns auf strategische und taktische Themen zu CosmosDirekt.

konzentrieren, als uns mit operativer Kampagnenarbeit aufzuhalten.”

Die Versicherung.

- Dennis Brill, Online Marketing Manager SEA bei CosmosDirekt

Mobile CPA Share of Mobile Conversions

-5% budget now 25 % +100%
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Simplify your Search Audience Strategy for success
This is what an excellent setup looks like

Running separate RLSA campaigns as target & bid LLeveraging Search Audience signals in every search

campaign with bid only and at campaign-level
Original AdGroup 1
Campaign

10 days Homepage targeted

30 days Homepage targeted
RLSA 10 days Cart targeted
Campaign AdGrou pi 30 days Cart targeted

540 day RLSA: All website

540 day RLSA: Homepage
540 day RLSA: Category

540 day RLSA: Product

Campaign
540 day RLSA: Cart

w/ Smart Bidding

540 day RLSA: Sale

Similar Audience: Sale

Similar Audience: Cart

10 days Converter targeted
30 days Converter targeted

Similar Audience: Product
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