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Search Engine Marketing: Process

SEM is an ongoing dynamic process with goals, setup, management and review &
Iteration.

iGoals Tl A N 3. Setup
Understand the Benefits of SEM Keyword Research
Choose & Set Goals Campaign Setup
Ad Copy
Targeting
Budget
Scheduling
3.Management 4. Analysis & Iteration
Ad Centre Analysis Tools
Reports KPI's
Quality Score Review and Iteration

Conversion Tracking

Source: Digital Marketing Institute



Agenda: Search Marketing (PPC)

Concepts

Goals

Campaign Setup
Campaign Management
Campaign Analysis



Concepts: Positioning

Know where paid ads are listed

Paid Listings

Organic
Listings

digital marketing course

Ads related to digital marketing course Why these ads?

Digital Marketing Course - 3 Days: Was €1.299 - Now €495
www._professionaldevelopment.ie/Digital
Book by 5pm Friday - This Week Only

Digital Marketing Course | mii.ie
Www.mii.ie/
Learn all you need to know about Digital Marketing in 13 weeks

Digital Marketing Course - FETAC Certification by eLearning.

www.cmit.ie/digital-marketing
Learn with expert Tutors. €495
About CMIT eLearning - Request A Prospectus - Enrol securely Online

Global Leader in Digital Marketing Education | Digital Marketing ...
digitalmarketinginstitute.ie/

Digital Marketing Institute offers professional training programmes in online marketing.

Classroom based and online courses available.
Class Network - Jobs - Contact - Professional Diploma in Digital ...

Digital Marketing Course - boards.ie
www.boards.ie/vbulletin/showthread.php?t=2055846941

5 Mar 2010 — Anyone attended or heard anything about the Diploma in digital and online
marketing course with the Digital Marketing Institute? Was also ...

Ads - Why these ads?

MSc in Digital Marketing
www.smurfitschool.ie/

Apply Now For The Part-Time Masters
Ireland’s Leading Business School

Diploma Digital Marketing
www.diplomaindigitalmarketing.com/
Accredited by the Worlds Largest
Marketing Professionals Institute

Digital Marketing Courses
www.marketmotive.com/Digital-Marketing
1(877) 530 0272

100% Online Marketing Courses,

Enroll Today And Start Training.

Part Time Courses at DIT
www.dit.ie/

A Wide Range Of Courses To Choose
From. View Our Prospectus Online

Study Online Marketing
www fitzwilliaminstitute_ie/Marketing
6 Month Full Time Postgrad




Concepts: Auction

Know how cost of click is formed

«All ads are ranked by AdRank
- AdRank = Bid * Quality Score (QS[1-10])

AR=20
(2bid*10qs)

AR=18
(3bid*6qs)

AR=15
(3bid*5qs)

digital marketing course

Ads related to digital marketing course

Digital Marketing Course - 3 Days: Was €1.299 - Now €495.
www.professionaldevelopment.ie/Digital
Book by 5pm Friday - This Week Only

Why these ads?

Digital Marketing Course | mii.ie
www.mii.ie/
Learn all you need to know about Digital Marketing in 13 weeks

Digital Marketing Course - FETAC Certification by el earning.
www.cmit.ie/digital-marketing

Learn with expert Tutors. €495

About CMIT eLearning - Request A Prospectus - Enrol securely Online

Global Leader in Digital Marketing Education | Digital Marketing ...
digitalmarketinginstitute.ie/

Digital Marketing Institute offers professional training programmes in online marketing.
Classroom based and online courses available.

Class Network - Jobs - Contact - Professional Diploma in Digital ...

Digital Marketing Course - boards.ie
www.boards.ie/vbulletin/showthread.php?t=2055846941

5 Mar 2010 — Anyone attended or heard anything about the Diploma in digital and online
marketing course with the Digital Marketing Institute? Was also ...

Ads - Why these ads?

MSc in Digital Marketing
www.smurfitschool.ie/

Apply Now For The Part-Time Masters
Ireland’s Leading Business School

Diploma Digital Marketing
www.diplomaindigitalmarketing.com/
Accredited by the Worlds Largest
Marketing Professionals Institute

Digital Marketing Courses
www.marketmotive.com/Digital-Marketing
1(877) 530 0272

100% Online Marketing Courses,

Enroll Today And Start Training.

Part Time Courses at DIT

A Wide Range Of Courses To Choose
From. View Our Prospectus Online

Study Online Marketing
www. fitzwilliaminstitute_ie/Marketing
6 Month Full Time Postgrad

AR=10
(2bid*5qs)

AR=9
(1bid*9qs)

AR=8
(2bid*4qs
)

AR=7
(1bid*7qgs)

AR=5
(1bid*5qs)



Concepts: Quality Score

Factors that influence quality score

1-4 — Poor; 5-6 — Average; 7+ — Good

*Overall
Account

Click-Thru

Historical
Performance Relevancy

*Vertical
QS Tax

Page
Relevance

Quality Score



Click-Through-Rate

Click-Through-Rate

CTR =
Clicks/Impressions*100%

Factors which impact click through rate:
Ad Copy
Call To Action (CTA)
Keyword Relevance to user’s search query
Ad Relevance to user’s search query
Position



The User Journey

Pay-Per-Click Marketing provides acess to the complete user journey.

Search for
“Adventure
Holiday” Clickon Ad

campaign Browse &

Purchase
Signup or leave

Origin & Profile
Activity



Goals

Choose 4 goals for your business and chose specific KPI's for each goal.

Types of Goal
Engagement
Conversions

Visibility

Reputation

Credibility and status
Market leadership
Competitive advantage

KPI's

Cost per action

Conversion rate
Click-Through-Rate

Keyword positioning analysis
Expected Click-Through-Rate

Adrelevance and landing page
experience



Research: Tools

AdWords Keyword Planner
What the AdWords Keyword Planner does: for specific keywords allows you to look at search
volumes, in particular geographic locations over a particular timeframe.

Use the AdWords Keyword Planner to find the research volumes for a specific keyword, in a
specificregion, over a specific timeframe.

A Google Ad i Home Campaigns Opportunities  To
Keyword Planner
Plan your next search campaign
What would you like to do? Keyword Planner Tips
Building a Display campaign? Try Display Planner
» Search for new keyword and ad group ideas ‘() How to use Keyword Planner

~ Get search volume for a list of keywords or group them into ad groups D Enter or upload keywords
to research historical stats A()

on 1: Enter keywords like search volume, or
group them into ad groups



Research: Tools

AdWords Keyword Planner

Recognise what the AdWords Keyword Planner does in terms of estimating traffic: gives you
cost, clickand impressions estimates based your ads based on keywords, budget and region.

Choose File | No file chosen

Supported files and formats

Targeting

All locations

Google

Negative keywords
Date range

Show avg. monthly searches
for: Last 12 months



Research: Tools

WordStat

‘Wordstat uses actual information about real users’ search terms over the past 28 days

: Mopobpatb

* Mocnosam @ MMopervionam @ Wcropus aanpocos

MocnegHee obHoenenue: 29.09.2014

YTo uckanu co cnosom «apple iphone 6» — 2 939 Yro ewie uckanu niogu, uckaslume «apple iphone 6»:
Sl e CrarucTuka no cnosam MNokasos B MOCﬂu
CrarucrTuka no cnosam Mokasos B mecay 7
apple iphone 6 2939
apple iphone 6 ueHa 396
apple iphone 6 npeaeHTauus 374
apple iphone 6 Buaeo 158
apple iphone 6 kynuTs 111
apple iphone 6 063op 97
apple iphone 6 npeseHTauns suaeo 75
Bbixon apple iphone 6 71
apple iphone 6 xapakTepucTuku 71
apple iphone 6 doto 70
apple iphone 6 para 67
apple iphone 6 gara Bbixona 66
cmaptdoH apple iphone 6 51

TenedoH apple iphone 6 48




Research: Tools

Google Trends

“BopgoHarpesatenu”,
Kyiv, Past 12 month

Interest over time

Regional interest

Woridwide > Ukraine > Kyiv city

Kiev

News headlines

City



Campaign Process: Setup
Steps to setting up a campaign
First key steps in building a campaign:
Setting targets / budgets
Account setup
Keyword selection
Building campaign architecture
Ad copy — Landing page
Bidding
Optimization



Campaign Process: Setup

: understand that a Google Account structure is built on Campaigns, Ad Groups and
Ads.

Advantages of good : simplified management, optimisation and reporting,
improved performance in terms of lower cost per click, and higher quality score from Google.

CAMPAIGN

Configure language, geographic targeting and budget.
Campaign Campaigns contains multiple ad Groups

AD GROUP
AD AD

Group Ads for quality and/or subject
GROUP GROUP Configure CPC for Groups

AD
AD AD AD AD AD Ad Groups contains their own keywords and ads.
CPCset forindividual keywords

Source: Digital Marketing Institute



Campaign Process: Settings

Campaign Settings

What isinvolved in devising a campaign architecture.

Within Google AdWords understand what a campaign is, and what the key settings are:
Bid multipliers
Campaign Type

A Google Adword: Home  Campaigns  Opportunities  Tools G &

»
All online campaigns >

&= Campaign: [New] UK - PPC
@ Enabled Type: Search Network only - All features Edit Budget: €50.00/day Targeting: United Kingdom

Ad Groups Settings Ads Keywords Audiences Ad extensions Dimensions v

All settings Locations Ad schedule Devices 0

Campaign settings

Campaign name [New] UK - PPC Edit

Type Search Network only - All features Edit <o



Campaign Process: Settings

Campaign settings

...devices, locations, languages, bid Devices Al -©
Strategies, bUdget’ delivery Change mobile bid adjustment »
method...

Locations Targeted locations

« United Kingdom (country) —©
Edit View location info »

[E Location options (advanced)

Languages English Edit <()

Bid strategy Focus on clicks, manual maximum CPC bidding Edit C

Change ad group bids »

Budget €50.00/day Edit @D

= Delivery method (advanced)

Delivery method Accelerated: Show ads more quickly until budget is reached Edit ‘O



Campaign Process: Settings

Campaign settings

...start dates, end dates and ad rotation...

Advanced settings

= Schedule: Start date, end date, ad scheduling
Start date 21 Feb 2014 4
End date 11 Mar 2014 Edit <

Ad scheduling Showing ads all the time View ad schedule »

= Ad delivery: Ad rotation, frequency capping

Ad rotation 7 Rotate evenly: Show ads more evenly for at least 90 days, then optimise Edit <



Campaign Process: Keyword Selection

Keyword Match Types: Broad Match, Phrase Match & Exact Match

Exact Match

Most targetted audience.
EXACT [kynuTb 60inep] [BogoHarpesaTenu]

MATCH

Phrase Match
PHRASE MATCH More targeted audience.

“kynuTb HOYTO6YK" “Gonnep kues”

Broad Match Modifier
BROAD MATCH MODIFIER More targeted audience.

+apple +iphone +6 +plus

Broad Match
Default option with the broadest reach.

BROAD MATCH appleiphone 6 plus

Source: Digital Marketing Institute



Campaign Process: Keyword Selection

Negative Keywords

Negative Keywords. exclude irrelevant search queries.

Add + ¥ Download

Negative keyword 1+

[Braeoponyky HuxHero 6enbs)
BMAETH

[BvaeTL 80 CHe HuXKHee Benbe]
BWAHO

[B1OHO HKHee Gense]

BUAbI

[BvAabI HUXKHEro Benbs)

[BHAObI HUXKHErD XeHcKoro Bensbs])
BW3aBM

[Br3aBy HUxHee Bense]
BU3UTKM

[BH3UTKU HMKHEro Benbs]



Campaign Process: Ad Copy

Creating Ad Copy

Be aware there are character
limits and what these limits
are.

Create your ad within
Adwords by adding Headline,
descriptions and display
URL's and destination URL's

Select an ad group

Choose... <()

New text ad

Write your text ad below. Remember to be clear and specific. Learn how to write a great text ad

Headline PPC Marketing Course 4()
Description line 1 Global Leader in Digital Marketing. <()
Description line 2  Study Online at Home. Learn More. <()
Display URL 7'  digitalmarketinginstitute.com «()
Destination URL '?|  nttpr +  digitalmarketinginstitute.com/u <O
Device preference 7 Mobile

(&

What happens next?
Your new ad will be reviewed by Google, and might not run until that review is complete. We review most ads with



Campaign Process: Ad Copy Rules

Ad guidelines

Restricted:
Exceeding character limits in ads.

Use of special characters, trademarks,
excessive punctuation, content.

CAPITALISATION.

Creating urgency with an action using the
phrase ‘click’ or ‘click here’.

Overuse superlatives etc.



Campaign Process: Landing Pages

Good landing page

Attributes of good landing pages:
relevant content to search

product

title and image prominent and visible
clear call to action (CTA)

minimal clicks to conversion



Campaign Process: Targeting & Bid
Adjustments

Optiohs for campaign targeting
The dimensions of Edit ad schedule
ta rgEting are: By default, eligible ads may be shown at any time within a 24-hour day, any day of the week. Use tl
Time (time of day, week) All days T PR FT——
Device (device category) —— =i 1
Location (town, city, _ X T =
region or country) > 0 4 to 12AM 2 - 00 s X
Tuesday
Wednesday 0 S to 12AM 4 : 00 < [
Thursday
Friday our
Saturday ¢ changed
Sunday



Campaign Process: Targetin

Options for campaign targeting

The dimensions of targeting are location and language.

Locations and languages

Locations Targeted locations:

e Ireland (country) ‘O

e Northern Ireland, United Kingdom (province) ‘()
Edit
Languages What languages do your customers speak?

This setting determines whether your ad can be displayed for a specific language setting on Google. Note that AdWords doesn't translate your ads.
“| All languages

[C] Arabic [Tl German "I Portuguese
[“|Bulgarian [C] Greek “|Romanian

| Catalan [CIHebrew | Russian

| Chinese (simplified) [T Hindi [T] Serbian

"I Chinese (traditional) [“IHungarian | Slovak

"I Croatian [T icelandic [ Slovenian
I Czech "I Indonesian _| Spanish
| Danish [T Italian [C] Swedish
"I Dutch [C] Japanese [T Thai
V| English (" Korean [T Turkish
| Estonian [C] Latvian ("] Ukrainian
(I Filipino [C] Lithuanian [T Urdu
(I Finnish [“] Norwegian 7] Vietnamese
“|French [T Polish

n Cancel



Campaign Process: Targeting

Options for campaign targeting

The dimensions of targeting are: network.
Campaign settings

Campaign name [New] UK - PPC Edit
Type

Choose a campaign type to switch to:

Switching between types may hide or expose some features and repors.

’ 1 Search Network only v w Standard (not recommended) 7

: > i - All the features and options available for the Search Network '
@ Search Network with Display Select
Best opportunity to reach the most customers |, .
Skt \ ting Ads (not recommended) *
(), &Y Search Network only

2arch Ads (not recommended) 7
500gle search and search partners

—eweeere-3d 00Ut CAMpaign types



Campaign Process: Budgets

Options for campaign budgets

AdWords allows  Bidding and budget <@

yOU toseta daily Bidding option Focus on clicks, manual maximum CPC bidding. Enhanced CPC Edit
budge'g foryourad o
campa|gn5. € 10.00 perday<()

= View recommended budget | Learn how budget affects ad performance

Your budget is OK. We do not recommend changes at this time.

To make the most of your budget, try optimising your campaign.

Actual daily spend may vary



Campaign Process: Budgets

Options for campaign bidding

How to edit campaign-bidding settings

Bidding and budget <()

Bidding option—@)

@ Focus on clicks - use maximum CPC bids
@ Il manually set my bids for clicks
AdWords will set my bids to help maximise clicks within my target budget

Enhanced CPC
V] Use my conversion tracking data and bids to optimise for conversions

Enhanced CPC will adjust your Max. CPC bid up or down for each auction in an effort to improve your return on
investment.

Focus on conversions (Conversion Optimiser) - use CPA bids



Campaign Process: Budgets

Options for campaign budgets

‘How to set / edit
bids at ad group
level »

A Google Aadword Home  Campaigns
O -~

All online campaigns »

&= Campaign: [New] UK - PPC €@

@ Enabled Type: Search Network only - All features Edit

Ad Groups ‘Otings

Ads

Opportunities

Tools

Budget: €50.00/day Edit Targeting: United Kingdom Edit

Keywords Audiences Ad extensions Dimensions v

All but deleted ad groups v Segment v Fitter v Columns v 3 Search
M Clicks v VS None v Daily v
4+ AD GROUP Edit « ‘Ols v Bid strategy v Automate v

® Ad group Status 7 Default Max. ¥Clicks 7! Impr. 7 CTR ? Avg.CPC Cost 7

CPC 7 ? P
e  PPCmarketingcourses  Campaign | € 2.00| m cancel —@ o €000 €0.00
[B] ended
@ PPC marketing courses Campaign €2.00 0 0 0.00% €0.00 €0.00

[E] ended



Campaign Process: Display Network
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Management: Reports

Reporting options

Performance reports

A GUUQI( AdWords Home Campaigns ‘Oportumties Tools
o E
[—=—————

»
All online campaigns

Campaigns ‘()Groups Settings Ads Keywords Audiences Ad extensions Dimensions Display Network

All but deleted campaigns v Segment v Fitter = Columns » | g \ 4+ }—O Search

M Clicks + Vs None v Daily +

——

Download and schedule report

Format  excel csv »

Segment 7| + Add segment

I Email and schedule report

Save this report

S



Management: Reports

Reporting options
Select different report attributes: time, date range etc. in the dimensions tab

A Google Adword Home  Campaigns ‘()DFTLIHIIIES Tools
o

»

All online campaigns

Campaigns Ad Groups Settings Ads Keywords Audiences Ad extensions Dimensions <Olay Network v

View: Day v Fiter v Columns v 1= 3 40

Conversions ’ Daily v

Reach and frequency  »

Labels »

Time > Day of the week @)

Destination URL

Day
Avg. CPC 7 Cost 7 Avg. Pos. 7 Converted clicks 7 Cost/converted click 7 Click conve

Top movers Neek

s 0% €248 €61.96 32 0 €0.00
Geographic Month
Userlocations Ot 3% €238 €114.31 34 0 €0.00
Search Terms aar 3% €237 €106.72 4.0 0 €0.00
Paid & organic Hour of day
Automatic placements
Free clicks
Call details : metrics Learn more

© 2014 Google | AdWords Home | Editorial Guidelines | Privacy Policy



Campaign Management: Quality

Score

Quality Score

”»

o

A

This week (Sun - Today): 25 May 2014 - 27 May 2014 ¥

Google Home Campaigns Opportunities Tools
X g PP
All online campaigns
Campaigns Ad Groups Settings Ads Keywords Audiences Ad extensions Dimensions Display Network v
All but deleted keywords v Segment v Filter v Columns v |4 3 Search
M Clicks v Vs None v Daily v
Edit v Details v Bid strategy v Automate +
® Keyword Campaign Ad group Status ? Max. CPC ¥Clicks ?| Impr. 7 CTR ?
Total - all account | ? 118 2,559 4.61%
° [digital marketing institute] UK - Search - Digital Marketing Digital Marketing Institute - £3 Eligible ‘O €450 16 45 3556%
Institute - Top Conversion - Exact Exact
Keyword: digital marketing institute
P +digital +marketing UK - Search - Non-Brand - Digital Digital Marketing Course 3 Displaying-ads right now?
+course Marketing Course - Top Top Conversion - Broad ey L
Conversion Broad MM M Yes >
™ [digital marketing course] UK - Search - Non-Brand - Digital Digital Marketing Course | Quality score Learn more
Marketing Course - Top Top Conversion - Exact —
EESEE 7/10 > Expected click-through rate: Average
Conversion Exact :/ Ad relevance: Average
) . . . Landing page experience: Above average
° +digital +marketing UK - Search - Digital Marketing Digital Marketing Diploma (2

+diploma

Awards

- Broad MM

Annbant Mackabina

Ad Preview and Diagnosis

M Clininia ,ans c 44 Ac 74ns

Avg.
CPC

€2.40

€0.79

€4.07

€458

€333

cacn

View Change History

Cost ' ?

€282.99

€1259

€61.05

€54.90

€19.97

Avg.
Pos.

3.6

1.0

15

18

18

Qual.
score

710

6/10

6/10

710

nian

—©



Campaign Management: Conversion
Tracking

Conversion Tracking

You can set up Conversion Tracking under ‘Tools’

A Google AdWord Home Campaigns  Opportunities T«:n::]-;«()

E All conversions All conversions
Brochure Download (All Site Data)
Course Purchase Conversions Web pages Settings

Manchester Open Evening

MNewsletter Sign-Up
‘(Drted from Google Analytics Upload All but deleted «
Standard Contact Request

UK Course Enquiry

+ ° Conversion 7 Source 7 Category 7 Tracking Status 7
Search Funnels
S Brochure Download (All Site Analytics Other [ Reporting
Data)
@ Course Purchase Web page Purchase/Sale [-] Reporting
@ Manchester Open Evening Web page Signup [ No activity recorded
within the last 30 days

ES Neawelattar Sinn-l In Weh nane Qinnin [J Renortinn



Campaign Management: Bidding

Bidding

Maximal Bid* =
Customer’s Lifetime Value x
Conversion Rate

https://life-time-value.appspot.com

*In case of branding campaign Max CPC = Actual price you are willing to pay for an engagement/Ad frequency



[ J [ J o ’
Campaign Review: KPI's
Identifying KPI's in AdWords

The effectiveness metrics, which companies often focus on are:

Conversion Rate and revenue in direct responce campaigns
Scope and frequency in branding campaigns

Campaigns Ad Groups Settings Ads Keywords Audiences Ad extensions Dimensions Display Network v
All but deleted keywords v Segment v Filter v Columns v ’ I~ £ 3 Search
M Clicks v Vs None v Daily v View Change History
+ KEYWORDS Edit v Details + Bid strategy Automate v
° Keyword Campaign Ad group Status 7 Max. CPC ¥Clicks ? Irr()» CTR Avg. Cost Avg. Qual. Conversions Cost Conv. ‘O
? CPC Pos. score ! rate
& ? ? ? conv. ?
Total - all account 7 119 2,551 466% €238 €283.52 3.6 -- 0 €0.00 0.00%
° [digital marketing institute] UK-Search- Digital L_J . €450 17 45 37.78% €0.77 €13.12 1.0 710 0 €0.00 0.00%
Digital Marketing Eligible (enhanced)
Marketing Institute -

Institute - Top  Exact
Conversion -

Fxart



Direct Response Campaign Optimization Guide

Lower than expected

Improve landing
page g

What about
expected conversion

o Is CPA good?
Yes

] You're great!

As expected or higher

What
about expected
CPC?

Higher than expected Lower than expected

Quality
{ score?

Poor Good!

Improve ad copy, keyword
and LP relevance Y




Branding Campaign Optimization Guide

Is cost per engagement
good?

Yes

Can you lower the

As planned
frequency?

You're great!

Not enough

Normal or higher than\expected Lower than expected



Campaign Review: Google Analytics

Google Analytics to optimise Google AdWords

Link your AdWords account to your Google Analytics account

o Select linked AdWords accounts
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Quality Score analysis

Identifying metrics in AdWords: expected Click-Through-Rate, ad relevance and
landing page experience etc

4+ KEYWORDS Edit ~ Details v Bid strategy v Automate v
® Keyword Campaign Ad group Status | Max. CPC Clicks ¢ Impr. 4 CTR [ Avg. CPC Cost Avg. Converted ¥ Cost/ Click
: Pos. clicks converted conversion
click rate
Total - all account £} 347 10,499 3.31% RUB11.51 RUB3,993.09 1.5 1 RUB363.01 3.17%
° +auabeTtvyeckue [Mowuck] Ana nuabertvkos o RUBS5.00 2 8 25.00% RUB4.42 RUB8.83 1.2 1 RUB8.83 50.00%
+HOCKM Hocku Eligible
Obuwlee
(Mocksa)
° +HOCKu +happy [Mowuck] Happy Socks i RUB8.82 2 4 50.00% RUB13.54 RUB27.09 22 1 RUB27.09 50.00%
+s0Cks Happy Eligible
Socks
(Mocxga)
° +XENTsie +HOCKU [Mowuck] Lisera: XKentuie = RUB11.96 1 1 9.09% RUB5.30 RUB5.30 13 1 RUB5.30 100.00%
+KYNUTL Hocku Eli¢
Obiee Keyword: +xenTbie +HOCKM +KynuThb
(Mocksa)
Showing ads right now?
°® +UHTEPHET +MaraavH [Mowck] VIHTepHeT MaraavH - B9.68 RUB19.35 2.2 0 RUBO0.00 0.00%
+HOCKU Hocku Elir
Obuiee =
(Mocxsa) Loading...
o +HOCKN +KONMOTKM [Mowex] VHTepHeT MaraauH Quality score Leamn more B0.00 RUB0.OO 15 0  RUB0.00 0.00%
+UHTEPHET +MaraavH Hocku = 8/10 Expected clickthrough rate: Above average
Obuee Ad relevance: Above average
(Mockea) Landing page experience: Average
Ad Previ d Di i
o +uHTepHer +marasun  [Momck] Whtepwer maraaun  [J A e 1257 RUB5029 2.1 0  RUB0.00 0.00%
+HOCKOB Hocku firScpugs

NKinn i



Campaign Review with Google Analytics
Identifying KPI's in Analytics: Cost Per Click and Revenue per Click

® Sessions
60

Friday, April 25, 2014
= Sessions: 30

Apr8 Apr 15 Apr 22 Apr 29 May 6 May 13 May 20 May 27

>rimary Dimension: Campaign Ad Group

Secondary dimension ¥ | Sort Type: = Default ~ Q advanced H | ® | = T =

Impressions
Campaign Sessions ¥ Clicks Cost CTR CPC ‘O RPC ‘O ROAS

% of Total: 8.81% % of Total %

1,537 38,362 1,500 RUB1 RUB11.02 RUB86.03  780.52%

25 (435,551) 24.51% (6,119) RUB
D 1. [AuHamuka] Konrotku (Mocksa) 544 (35.39%) 6,459 (16.84%) 535 (35.67%) = RUBG6,933.93 (41.94%) 8.28% RUB12.96 RUB97.56 752.72%
2. [Mowuck] Hocku OBwee (Mockea) 381 (24.79%) | 3,505 (9.14%) 368 (2453%) RUB3,974.16 (24.04%) 10.50% RUB10.80 RUBS58.15 538.43%
3. [Mowuck] Hocku Myxckue (Mockea) 172 (11.19%) 2817 (7.34%) 165 (11.00%) RUB1,387.42 (8.39%) 5.86% RUBB8.41 RUB108.84 1,294.34%
Jc. Jma Nenuiing; Sps: yatis 153 (995%) 1575 (4.1 164 (1093%) RUB1,391.08 (5.41%) 10.41% RUBS.48 RUBS6.12 1,015.33%
3anpock! (Mockea)
5. [Mowuck] Happy Socks (Mocksea) 92 (5.99%) 1,247 (3.25%) 76 (5.07%) RUB877.47 (5.31%) 6.09% RUB11.55 RUB146.09 1,265.34%



Campaign Review with Google Analytics

Identifying KPI's in Analytics: conversions, conversion rate

‘  Explorer

Summary Site Usage Goal Set1 Goal Set2 Ecommerce Clicks

» Geo
Transactions v | VS. Ecommerce Conversion Rate v Day Week Month d ...
» Behavior
» Technology ® Transactions Ecommerce Conversion Rate
4 40.0(
» Mobile
» Custom
» Benchmarking ¢ 20.0(
Users Flow /\ /\
Apr 8 Apr1i5 Apr 22 Apr 29 May 6 May 13 May 20 May 27
'!’ Acquisition ha
Overview Primary Dimension: Campaign Ad Group
Channels Secondary dimension ¥ | Sort Type: Default v [ E Q,  advanced mlelzxlzm
All Traffic
Acquisition Behavior Conversions eCommerce ¥
All Referrals -~
ampaign
% New Pages / Sacak T 0 Ecommerce
Campaigns Sessions € Sessions New Users Bounce Rate Session Avg. 1 Trar e as Carnarsion
Duration Rate
» Keywords
T 1,537 67.53% 1,038 50.42% 00:03:13 -©
~ AdWords
Campaigns 1. [Aunamuka)] Konrotku (Mocksa) 544 (35.39%) 73.16% @ 398 (38.34%) 49.82% 5.15 00:04:39 19 (48.72% RUB52,193.00 (40.45%) 3.49%
Bid Adjustments 2. [Mouck] Hockn OBuee (Mocksa) 381 (24.79%) 70.60% = 269 (2 46.98% 3.12 00:01:36 3 (769%)  RUB21,398.00 (1656%) 0.79%
Keywords
3. [Mowuck] Hockm Myxckue (Mockea) 172 (11.19%) 70.35% | 121 (11.66% 36.63% 4.95 00:02:52 4 (10.26%) RUB17,958.00 (13.92%) 2.33%

Search Queries

7| 4, [Mlouck] Konroky, Bpernostie 153 (9.95%) 65.36% @ 100 (9.63%) 56.21% 469 00:03:09 5 (1282%)  RUB14,124.00 (10.85%) 3.27%
Hour of Day Banpocki (Mocksa)



Campaign Review with Google Analytics

Identifying KPI's in Analytics: ad slot position performance analysis

Report Tab

Sessions ¥ VS. Select a metric Day Week Month d ...

® Sessions

40
20
————
- /
Oct3 Oct 5 Oct7 Oct9
Primary Dimension: Ad Slot Position
Secondary dimension ¥  Sort Type: Default v Q, | advanced H @ = |+ :
Ad Slot Position Sessions ¥ Transactions Ecommerce Conversion Rate Revenue

112 3 2.68% RUB8,481.00

6 of Total: 0.72% (15,645) % of Total: 1.65% (182) Site Avg: 1.16% (130.25%) % of Total: 1.42% (RUB595,781.00
. 1 €O 55 (49.11%) 1 (33.33%) 182% D RUB1,020.00 (12.03%)
2 2 45 (40.18%) 1 (33.33%) 2.22% RUB4,536.00 (53.48%)
3: 18 11 (9.82%) 1 (33.33%) 9.09% RUB2,925.00 (34 49%)

4. 5 1 (0.89%) 0 (0.00%) 0.00% RUBO0.00 (0.00%)



