


15t Session Summary

Introduction:

What is the Better Advertising Platform for ME?

SEM & Definitions & important statistics

SERP Structure — Search Engine Results Page - Paid Results (SEA) & Organic Results (SEO)

SEA Strategies and Usage

Website Conversion Funnel Statistics (Awareness “Discover” - Interest “Evaluation” - Decision “Desire” - Action “Purchase”)
Inbound and Outbound strategies

Online Advertising Terms / Conversion Defecations

DON’T Compare between Social Media ads & Google ads “Different Platforms”

Google Ads overview:

L]

Marketing Overview - Marketing mix ---Promotional Mix ---Advertising — Online Ads (Google Ads)

Benefits of Google Ads: Inbound, Outbound, Instant Results, Budget Control, Excellent ROI/ROAS

Retention

Google Ads Objectives (Buy from your site, Visit website, See your ad, Take an action on your website (for example, fill out a form), Call

your business, Visit your business)

Adv. Campaign: specific Segment “Target” + Objective Measured by KPIs




1St SESSiOn Su mma I’V Google Ads Account’s Structure

*  How to create Google Account Google Ads Account
Campaign

. Account Structure

=B50
I_.’“ Optimization ”I_"“ Reporting

~

Planning ”I_»’I Implementation |

» Campaign's Planning and Forecasting

*  Use the Keyword planner (TOOL), Brainstorm your Keywords ideas, Fine Tune your relevant Keywords list, Set your
needed Budget, Expect your clicks, Set your KPIs.

*  Tips: Think like a customer / Organize by theme / Be specific / Negative Keywords / Keyword Planner

*  Keywords Selection Criteria (Relevancy — High Search Volume)

*  Keyword Planner (KW ideas — fine tuning — average budget — KPIs) - Campaign Planning



15t Session Summary

Keyword _ Top of page bid (low range) | Top of page bid (high rang_
android mobiles 1000 11.9 38.6 25.25 25,250
samsung mobile 55000 3.2 14.6 8.90 489,500

iphone 55000 4.3 18.8 11.55 635,250

Huawei Mobile 55000 3.5 17.9 10.70 588,500
Huawei P30 55000 1.5 8.4 4.98 273,625

Best Mobiles 55000 1.6 10.0 5.79 318,175
Mobile phones Egypt 55000 10.4 448 27.60 1,517,725
mobile with best camera 55000 2.8 6.2 4.50 247,500

—

Added columns

Equations

Daily budget

30.4 Daily clicks (KPIs) 635 |Clicks




15t Session Summary

Keyword match type

Broad Match / Keyword Phrase match / “Keyword” Exact match /[Keyword]

Relevance

So you could use broad match to serve your ad on a wider variety of user searches or you could use exact match to reduce it to specific user searches

Negative match / - keyword Enter keywords
Keywords are words or phrase
Jumia Mobiles offers
. "android mobiles"
Ads Extensions "samsung mobile”
liphone14]
1. Call Extensions Huawei Mobile
2 Location Extensions [Huawei 340]
o . Best Mobiles
3. Sitelinks Extensions Mobile phones Egypt
4. Callout extensions mobile with best camera
5. Structured Snippets -free mobile
6. Price extension - mobile design
7 Promotion Extension
8. Lead form extension
9. App extension
10. Image Extension
11. Affiliate location extension
12. Message Extensions







Bidding Strategies
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Manual Bidding

* 100% Control the Cost and volume of clicks on ads.

e Control Your Daily Budget.

* Control maximum bid (Maximum cost per click).

Manual

CPC




An ad group contains ocne or miore ads and a set of related keywords. For best results, try to focus all the ads and keywords in an 2d proup on one product ar service.
Automated bid strategies
o . Ad group name
Maximise clicks ‘ ad group 3 ‘
. | 1 :
Masimise conversions THERE IS a Default Bid (max.CPC)
Default bid @
Maximise conversion value ‘ EGP
Target impression share
Keywords Boogle Ads can find keywords for you by scanning a web page or seeing what's working for similar

products or services

Manual bid strategies
&3 Enter a URL to scan for key |

Manual CPC

‘ £ Enter products or services to advertise |

Keywords are words or phrases that are used to match your ads with the terms people are searching

for

BUdget Set your average dai ly bUdQEt for this campaign Enter or paste keywords. You can separate each keyword by commas or enter one per lins.
Match types help control which searches can trigger your ads
2 omyword = Brozd match hemyword” = Phrass match [keyword] = Bxact match Learn more
Save and continue -2




Automated Bidding (Smart Bidding)

When to use automated bidding

Automated bidding |s|n0t for everyone, Ns it right for you?
Each type of automated bidding mwas
strategies is designed to help

you to -_‘ !

for your
business. -~




Using Smart bidding

Smart Bidding uses machine learning to optimize your bids to maximize your goal.
“automated bid strategies”

Algorithms train on data to help you make more accurate predictions across your account
about how different bid amounts will impact conversions or conversion value.

To evaluate results accurately, measure performance over longer time periods such as a
month or longer. you need to have conversion tracking enabled

~ ot
200

|

&2



Automated bid strategies Ext ra Ad Va nced
Maximise clicks automatically Sets bids to help you get the most clicks I 2
nformation

Maximise conversions [ gyutomatically Sets bids to help you get the most conversions — Historical figures needed
I

Maximise conversion value | gutomatically Sets bids to help you get the most conversion value possible - previous figures needed.
I

Targetimpression share | g, tomatically sets your bids to increase your ads' chances of appearing in the search page

Manual bid strategies

Manual CPC

Smart bidding strategies use advanced machine learning to automatically optimize and set bids (auction-time
bidding: tailor bids for each auction). SO, THERE IS NO Default Bid (max.CPC) So, Your Daily Budget Might be
Exceeded

You have to define the value that you want to maximize, such as sales revenue (set up conversion tracking)
Maximize conversion / conversion value: allow to display your ads more or less frequently based on where, when and

how people search & optimize your bids based on real-time data (your existing bid adjustments are not used and
your daily budget might be exceeded for a while).
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Search

Bidding

Campaign settings

Keywords and ads

Keywords

Ads

Budget

Review

THERE IS NO Default Bid (max.CPC)

Ad group1 Z

Keywords

Get keyword suggestions (optional)
Google Ads can find keywords for you by scanning a web page or seeing what's working for similar products or services

GO  Enter a URL to scan for keywords

| ﬁ Enter products or services to advertise ]

Enter keywords
Keywords are words or phrases that are used to match your ads with the terms people are searching for &

Enter or paste keywords. You can separate each keyword by commas or enter one per line.

N

Your estimated performance is
shown after you've entered

s Keywords



o Select campaign settings e Set up ad groups o Create ads o Review

Bidding Back to previous bidding options A

Select your bid strategy @

Manual CPC v with "Manual CPC” bidding, you

ur own maximum cost-per-

set

click (CPC) for your ads.
Help increase conversions with Enhanced CPC (®

o . Learn more
@ Optimize for conversions

O Optimize for conversion value

« Enhanced Cost Per Click (ECPC).

« Automate the Default Bid (max.CPC) in manual bidding.

« ECPC works by raising your Default Bid (max.CPC) for clicks that seem more likely to lead to conversions.

« This feature can help increase conversions and get more value from your budget.




Ad group 1 Z o}

Keywords ~ .\/\.

Get keyword suggestions (optional)
Google Ads can find keywerds for you by scanning a web page or seeing what's working for similar products or services

Your estimated performance is
shown after you've entered

CGD Enter a URL to scan for keywords

» Keywords

l ER  Enter products or services to advertise l

Enter keywords
Keywords are words or phrases that are used to match your ads with the terms people are searching for @

Enter or paste keywords. You can separate each keyword by commas or enter one per line.




Search

Campaign
Targeting

EXISTING GOOGLE ADS TARGETING CRITERIA

Interface Language

Dewce Language
Location Daypart

p

Keyword




campaign

implementation



WHAT YOU NEED TO KNOW




Ad position & Rank

The ad auction process repeats for every search on Google, each

time with potentially different results depending on the competition
at that moment)

So don't worry if your position on the page - it's normal for it to vary
each time.

Ads can appear on the top or bottom of a search results page.



Main factor: that contribute to Ad Rank

1- Bid: the highest amount you're willing to pay for a click on your ad.

(maximum CPC “Default bid”)

2- Ad formats: (The expected impact from your ad’s text and/or extensions)
matching with (the search terms the person has entered)

* Text ads are made up of . You can also use ad
with text ads as an option.




3- Quality Score Score of 10 (1 being poor, 10 being great)

(Expected Click Through Rate, Ad Relevance, Landing page experience)

* Exp. CTR: Measures how your ad will be clicked when shown. This score is based
on the Past (CTR & Maximum bid) of your previous ads (your Account).

* Ad Relevance Measures: Ad Content: “title, URL, description, extension” &

Keywords list & Landing page content.

* Landing Page Experience: Estimates how useful your page is to people who click
your ad (landing page content how easy, fast it is for people to navigate).

A landing page is a standalone web page that a person "lands" on after clicking through from an ad,
or other digital location.

Once they're on your landing page, users are encouraged to take an action, such as joining your list
or buying your products

GOOGLE ADS




Keyword Bid strategy type impf::;g Se?gc{f:gsi; Avg. pos.  Quality Score Exp. CTR (E;ET?TR Quality ﬁﬁ:tre}
=iy [ CPC {(enhanced) < 10% 0.31% 1.3 — | — Average 6/10
Lo CPC (enhanced) <10% 0.16% 1.2 - Below 5/10
average
a5 CPC (enhanced) < 10% 0.30% 1.3 — | = — —
4 50 5 jen CPC (enhanced) <109 0.16% 0 | T :-:lgrzﬁ o

The simplicity of your ad group aids you to enhance your quality score significantly and
draw better results from your ad campaign.

When you will provide your searchers with exactly what they are looking for, you will

definitely increase the number of your conversions to a great scale.



Landing Page optimization tips for Ads

Free Shipping

Landing page content Must be relevant to your Ad.

Landing page includes the same Ad message & Same
Keywords & Same CTA (Similar emotional response)

Easy and fast navigation.

Large and clearly labeled buttons, effective color contrasts.

Direct & Clear CTAs to make next steps clear to your
prospect.

One CTA per landing page is optimal.

Mobile friendly.

Recommended to avoid directing users to the common

homepage. (unless your objective is awareness or General

Website Traffic)

@ sell on Jumia

JUMIAG

-

SHARE THIS PRODUCT

®O®

Q, Search products, brands and categories

PFO0D =

e

=
m & accont ~ @ Help v E Cart

Home > Phones & Tablets > Mobile Phones » Smartphones » 05 Phones > Iphone 14 Pro Max - 5G Single SIM - 256/6G8 RAM — Deep Purple

Apple Iphone 14 Pro Max — 5G Single SIM — ¢ DELVERVERETURNS

256/6GB RAM - Deep Purple
Brand: Apple | Similar products from Apple

Choose your location

(No ratings available) Giza "
EGP 47,000.00 6th of October -
E6P-66:000:60 -22%
@ 2units left Door Delivery Details

+ shipping from EGP 10.83 %o 6th of October Delivery EGP 22.23

Ready for delivery between 17 October
& 18 October when you order within

\;.’ 'ADD TO CART next &hrs 47mins
& Pickup Station Details
PROMOTIONS Delivery EGP 10.83
Ready for pickup betwaan 17 October &
. . 18 October wh der within next
3 Enjoy installments from 6 months up to 60 months with vall. o ctaber when you arer within nait
rs 4Tmins
ﬂ Check our daily Flash Sales offers @ Return Poliey

Free retum within the legal return period
from 14 to 30 days. and if they mest the
terms & conditions. For more details
sbout retum palicy. Sez more

WP You can now pay your water bill from any govemorate in Egypt.

@ Warranty

1 ¥ear




What is your ad Ranks?

Search top impression share “Search top 1S”

 The impressions you’ve received in the top location (anywhere above the organic
search results) describes how your ad ranks against others.

Go gle retail management software L Q
Al 7B 8 S Video NS P Settings
00 results (0.43 seconds
ReIall Management Software | Tired of Manual Data Entry?
[ad] www.exam |_|ﬂ com/order/management ¥
Absolute move Complexities in Workflows, Save Time & Automate Your Back Office. Autormated Workflows
Top Warehouse Mallagernem- Get A Free Demo - Pricing Plans - Request a Callback
_ _ Impr.
Retail Management Software | For Inventory Based Retailers Impr. (Abs.

(2d] www.example.com/freetrial = To ) o /T\ {Tﬂp)
timate point of sale fo wnng retailers that works on any device, anywhere, Accept Any Payments. p

Sell In-Store & Online. Works Offline. 24/ pert Support. Scale At Speed, Not Cost

Pricing - Feature Checklist - Free 30-Day Trial - Getting Started

Free - from 50.00/mo - Fo products. - More ¥

28.33% 92.66%

Retail Software Development | For Integrated Solutions
[Ad] www. example com/Retail-Management =
Raduce Shrink, A

Solution. Omnichannal

te Reordering, Manage Channels & More w,' a Custom

ng Software. Inventory Management. Ecommerce Integrations. Services: Project

Planning & Design, Collaborative Development, Deployment & Integrations

Best Retail Management Software - 2018 Rewews & Pncmg
Itl|.> /Mwww.example.com/retail/retail-management-

1 the bes Iﬂmalll‘hnagemenl Software for your s
management sysltems. Free comparisons, demos & p
What Are the Comrnc-n .. - What Are the Benefits of ... - Essential Hardware for In .

eading retail




Ads Writing Tips

The better the message will be, the bigger will be the results.

Include most important messaging in your headline You Read This Headline First - You Read This

Headline Second

www.exampie com

Users decide to click on the ad because they attracted to the content of it

Insert your keywords in your ad copy (Headline and description) But Who Realy Reads the Deacription Text? Your

Headlines are Far More Important

Use buying and motivational keywords

Use Clear CTA in your message

K@gww& e ™
{ Ad - https:Hconsumer.huawei.commuaweifgreat_deals v
New Nutella Crepe RW.P% HUAWEI Store Carnival - Smartphones, Wearables & More
TellaMom com/Nutella-Crepe-Recipes  <—n Kegyuord Discover amazing deals on a wide selection of HUAWEI products. Enjoy mega discounts at our
Win Back ﬂnur Husbands Love. Camival. HUAWEI Shopping Festival. Buy now. Special Offers. Free Delivery. 100% Secure.
Voulez-vous Concher” Download Now! Models: HUAWEI MateBook X Fro, HUAWEI WATCH GT 2 Pro.
Benefits! (\ Great Deals on nova 7i - Great deals on Y7a - Great deals on Y9a
Q =i - 4 locations nearb
Call To Acion! - 4
N J




Common Reasons for Ad Disapproval

Inappropriate Content: (adult-oriented content, gambling, dangerous products
(like fireworks, weapons), offensive content.

Copyrighted content: If another company has a copyright over certain words, you’ll
be flagged for using them. Find a synonym to use instead.

Ad claims your company is #1 or the “best in business.” these kind of statements
are not allowed in the ad text. Instead, use tagline like “Customers Love Us!”

“Trick-To-Click” text. Any ad that says “click here” in the ad text will be flagged. Try
using a different call to action, like “Shop Now!”

Difference between the display URL and the destination of landing page.



SN X X

N X

Common Reasons for Ad Disapproval

Spelling & Grammar:

Ads must be grammatically correct and clear

Typos

Extra punctuation marks e.g., Buy Now!!! Or ready to start???

Too many exclamation marks ! . only one is allowed per ad, no exclamation
allowed in the headline of the ad.

Ad contains words that are in all caps. HUGE SALE — SHOP NOW
Unnecessary Symbols and special characters $ % * 7

Emojis © ® :*

Any Other local restrictions 4 gvf)‘&.@j@



Top reasons for disapproval

i) Ad T Ad group Status
Campaign
aused
Pro Office | Customized Office Solutions oo
www.proofficeeg.com . Disapproved:
0~ Customized Office Furniture Solutions for 4 HE Grotied Prescription
All Types Of Businesses drug targeting
+1 more
Campaign
paused
Prooffice | Office Furniture Solutions pE
@ www.proofficeeg.com Ad group 1 Disapproved:
group

More than 10 years of experience in the
egyptian market

Prescription
drug targeting
+1 more

Ad type Clicks Impr.

Disapproved

This campaign is paused.

© Prescription drug targeting

¢ Read the policy
Restricted drug terms
¢ Destination contains: NUCALA
e Not allowed in Egypt
¢ Read the policy

Learn how to fix a disapproved ad
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Optimization - Best Practices

Spend less time investigating and more time improving performance
Be Patient At least 100 impressions to let QS settle

Bid enough from the beginning to be in top positions.

Improve your Search top IS: Improve the quality score of your ads, landing page experience and
Increase your bid.

Check performance of: Campaign, each Ad group, each Ad (CTR, imp., clicks, avg. CPC, ad position,
cost, etc....)

Make changes that will increase relevance

Review your keywords regularly and weed out ones that are not driving high conversion (Low
impressions)



Use Search Term Report (add and/or exclude Keywords)
Check Auction insights to know your auction’s competitors then optimize your plan, bids and KPIs
Use the Bid Adjustment if needed

Create tight ad groups with specific ad copy for each one leads to better conversions and stronger
quality scores.

Keep an eye to the current circumstances and trends , post-COVID conditions are causing search
habits to change.



Auction insight

The Auction insights report lets you compare your performance with other
advertisers who are participating in the same auctions that you are.

Display url domain Impression share - * Position above rate Top of page rate

You 97 .56% - 96.12%
60.72% 46.10% 94 40%
31.64% 3.33% 32.45%
27.34% 12.09% 65.96%
27.09% 2.89% 55.21%
26.57% 61.54% 94.93%
23.04% 3.64% 63.79%
22.59% 37.10% 94.03%

- 20.92% 0.63% 14.42%

Impression share tells you the impression share of you and other advertisers which you were both eligible to show.(This number is updated once a day)

Top of page rate tells you how often your ad was shown at the top of the page, above the unpaid search results.

Position above rate tells you your impressions that are shown as the first ad above the organic search results.




Search Terms

Search terms are words that people use in their search queries when they come across your ads.
Hence, keeping a check on your search term report is extremely useful.

Determine unnecessary and irrelevant search terms that are resulting in the wastage of your funds
(add to negative keyword)

Using Negative Keywords for Your Ads

For example, if you base your ad on the keyword "data management"” you don't want your ad to
surface for people searching for "data management job" The people who searched for this second
term are much less likely to convert.

There are a handful of universal negative keywords that any campaign should use. Keywords like
“free” “samples” “meaning of”.

Negative keywords also vary depending on the nature and aims of your ad.



Search Campaign Brief

. Campaign’s Objective

. Target audience insights (persona)

. Location

. Bidding Strategy

. Landing page

. List of relevant keywords with search volume (per Ad group)
. Average Auction CPC

. Expected Daily Budget

. Daily Expected Clicks (KPlIs)

10.Campaign Duration

11.Total Budget Be Clear on what you
12.Total Expected Clicks (KPlIs) want to achieve and

O 0 N O U1 b W N =

what you are expecting




campaign

Reporting

Different Reports Templates




REPORTS DASHBOARDS

Predefined reports (Dimensions)

Basic Basic Labels Basic

Landing page Campaign Details Labels - Campaign Paid and organic >

a Custom

View all
OPEN OPEN OPEN OPEN

Y  ADDFLTER : A

wone

[0  vour saved reports Creationdate ,  Last accessed Date range Created by Schedule/Format

O # campaignreport 7 Mar 2017 7 Jun2020 Custom Your Google Account Team Dc;s;“me (Free

Report (1 June 2020-7 june 2021)

Campaign state Campaign Budget Status Impressions |Interactions|Interaction Types|Interaction Rate(CTR)|Avg. Cost| Cost
paused Campaign 1 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
enabled Campaign 2 XXXXX eligible XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
enabled Campaign 3 XXXXX eligible XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
paused Campaign 4 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
paused Campaign 5 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
enabled Campaign 6 XXXXX eligible XXXXX xxxxx  [Clicks XXXXX XXXXX XXXXX
enabled Campaign 7 XXXXX eligible XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
paused Campaign 8 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
paused Campaign 9 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
paused Campaign 10 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
paused Campaign 11 XXXXX campaign paused XXXXX XXXXX Clicks XXXXX XXXXX XXXXX
Total — all but removed campaigns -- -- -- -- -- -- -- -- --
Total - search -- -- -- -- -- -- -- -- --
Total — Display -- -- -- -- -- -- -- -- --
Total — Video -- -- -- -- -- -- -- -- --
Total -- -- -- -- - -- -- -- --




Surveillance

File Edit View History

A Campaign Management-.. > =]

& (D@ https//adwords.googlecom/cr mt?_c= c gz wlB 4+ & © =
&) Most Visited @ Getting Started G Google's advertising n...
~
" GOOglE AdWords Home  Campaigns  Opportunities  Reports  Tools - ¢ ‘n
. . : Billing & payments
. Interactions Impr. Interaction rate Avg. Cost 4 J
ngeICtlve = ;eads 37 1,219 3.04% $0.29 Account settings
.
Linked it
oal : Brand Awareness e ST —— inked accounts :
« 10, 1 Send feedback
KPIS' 1A Leads from CIICks No Top Movers reports are available el
elp
Call us at: 866-246-6453
Moni pm EST
LX) \
Date :
# Good quality but low traffic keywords (5) Tli=l1x # Keywords below first page bid (0) Bl |0 E
Keyword Clicks Cost CTR  Impr. Avg. CPC Avg. CPM Avg. Pos »
MNo matching keywords
® DVRs 7 5208 5.07% 138 $0.29 $14.93 1.3
# All non-active keywords (0) | S
® cctvcamera 1 5039 4.55% 22 50.39 517.73 13
MNo matching keywords
e CPPLUS 1 5030 MM% 9 $0.30 $33.33 1.1
B All non-active campaigns (0) Bl |0 E
® ccty 0 5000 0.00% 72 $0.00 $0.00 1.0 Mo matching campaigns v



Keyword Planer & Da

A
Keyword
security
nas
surveillance
dwr
cctv camera
encoder
nvr
hdcvi
digital lock
11 |video door phone
12 |mobile dvr

L= R I T B e R

—t
[ ]

B

usD
usD
usD
usD
usD
usD
usD
usD
usD
usD
usD

13 |surveillance solutic USD

14 |ip video surveillan USD
15 |best home security USD
16 |smart home securit USD

17 |home security cam USD

18 \wireless security

usD

19 | best home security USD
20 [home automation : USD

21 |nvr security systermr UsSD

C
Currency Avg. Monthly S¢ Competition

1K — 10K
100 — 1K
100 — 1K
100 - 1K
100 — 1K
100 —1K
100 - 1K
10 —100
10 —100
10 —100
10 —-100
10 —-100
0—-10

10—-100
10-100
10 —100
10 —100
10 —100
10 —100
10 —100

D

0.4
0.01
0.02
0.08
0.33
0.06
0.16
0.04
0.23
0.33
0.49

0.09
0.05
0.21
0.23

Suggested bid

0.06

0.14
0.35

0.44

0.94

0.14

ily Budget=2

500

100
100
100
30

100
100
100
100
100

100
100
100
100
100
100

09 KUSD

G

30
0
0

14

a5
0

22
0



- Planning Campaign CTR 3.04%

Campaigns Ad groups Settings Ads Ad extensions Keywords Audiences Dimensions -
All but removed campaigns - Segment - Filter Columns - 1~ 1 - Q. View Change History
M Clicks » vs None Daily
4+ CAMPAIGN ~ Edit ~ Details Bid strategy « Automate
|:| [ ] Campaign Budget 7 Status 7 Campaign Campaign Clicks + Impr. CTR Avg. Cost
type 7 subtype £ 7 7 CPC |7 ?
O ™ CPPLUS $5.00/day I ) Search All features a7 1,219 3.04% 5020 51085
cam 1 Eligible (Learning) Network only
Total - all but
removed 37 1,219 3.04% $0.29 $10.85
campaigns
Total - Search $5.00/day 37 1,219 3.04% $0.29 $10.85
Show rows:

1.8

50 0« 1-1of1



Planning Campaign Setting Device

Campaigns Ad groups Settings Ads Ad extensions Keywords Audiences Dimensions -

All settings Locations Ad scheduls

View by: Ad group level ~ Filter = Segment - Columns - 1 4 | View Change History

B Clicks ~  vs None - Daily

Set bid adjustment

|:| Device Campaign name Ad group Bid adj. 7 Clicks 7| ¥ Impr. 7 CTR|? Avg. CPC | 7 Cost | 7
O Mabile devices with full browsers CP PLUS Cam 1 Asmaa CP PLUS Ads 1 20 53 3T7% $0.29 $5.89
O Computers CP PLUS Cam 1 Asmaa CP PLUS Ads 1 17 648 2.62% 50.29 5496
O Tablets with full browsers CPPLUS Cam1  Asmaa CP PLUS Ads 1 0 40 0.00% $0.00 $0.00

Show rows: 50

Avg. Pos. |7

1.6

19

18

* 1-30f3



Planning Campaign Keyword enhance

Chose the best Keyword from keywords Tab pause or delete the
Keywords not effective

Ad groups Settings Ads Ad extensions Keywords Audiences Dimensions -

Keywaords Negative keywords Search terms

4=
4
ye)

All but removed keywords « Segment = Filter + Columns - I~ View Change History

M Clicks ~ vs None ~ Daily ~

Edit Details + Bid strategy ~ Automate ~

D . Keyword Ad group Status | 7 Max. CPC + Clicks Impr. CTR 7 Avg. CPC Cost Avg. Pos. Labels
O ™ cchv Asmaa CP PLUS = 0 72 0.00% 50.00 50.00 10 -
Ads 1 Eligible
O ° colv camera Asmaa CP PLUS 0 1 22 455% 50.39 $0.39 13 -
Ads 1 Eligible
(| . security Asmaa CP PLUS L] 13 465 280% 50.25 $3.29 18 -
Ads 1 Eligible
O ™ encoder Asmaa CP PLUS = 1 14 7T.14% 50.24 50.24 24 -
Ads 1 Eligible




enhance Campai

Keywords Negative keywords Search terms

Segment + Filter « Columns -

Learn how customers are finding your ad. With the Search terms report, you can see the actual searches people entered on Google Search and other Search Network sites

erms|

4 View Change History

that triggered your ad and led to a click. Depending on your keyword match types, this list might include terms other than exact matches to your keywords. Learn more

O 0Ooo0oo0oaod

Search term

Total

cm Security
A a2 s
it security

il el y el il i

gl o pall i pal] gl (Jasad

5360

Match type | 7

Phrase match

Broad match

Phrase match

Broad match

Broad match

Added | Excluded

Mane
Added

Nane

MNane

Mone

Campaign

CPPLUS Cam 1

CPPLUS Cam 1

CPPLUS Cam 1

CPPLUS Cam 1

CPPLUS Cam 1

Ad group

Asmaa CP PLUS Ads 1

Asmaa CP PLUS Ads 1

Asmaa CP PLUS Ads 1

Asmaa CP PLUS Ads 1

Asmaa CP PLUS Ads 1

Clicks 7 + Impr. 7
7 1,219
3 22
2 21
2 1
1 1
1 1

gn Search terms

CTR|?

3.04%

13.64%

9.52%

200.00%

100.00%

100.00%



enhance Campaigh Delete Keyword very low
Edit Detalls v  Searchterms  Bidstrategy ~  Automate »  Labels v

|:| [ ] Keyword Campaign Ad Status Max. CPC 4 Campaign Campaign Clicks Impr. CTR|? Avg. Cost Avg. Labels
group ? ? type |7 subtype ? CPC ? Pos. 7
FLUS Iy
Ads 1
O . IP vided CP PLUS Asmaa L‘-! _ Search All 2 15 13.33% $0.35 $0.70 23 -
surveillance Cam 1 cP Eligible Network features
cameras PLUS only
Ads 1
. NVRs CP PLUS Asmaa L—-‘ ) Search All 0 0 0.00% $0.00 $0.00 0o -
Cam 1 CP Eligible Network features
PLUS only
Ads 1
° hdcvi CP PLUS Asmaa D i Search All ] 1 0.00% $0.00 $0.00 10 -
Cam1 cP Eligible Netwark features
PLUS only
Ads 1
. sunveillance CPPLUS  Asmaa O Search All 0 0 000% S000 $000 00 —
solutions Cam 1 CcP Eligible Network features
PLUS only
Ads 1
O . cclv security CPPLUS Asmaa L_-! . Search All 0 18 0.00% $0.00 $0.00 14 -
cameras Ccam1 cP Eligible Network features
PLUS only
Ads 1
Total - all but
removed v 1,219 3.04% $0.29 $10.85 1.8

kownarnrde (3



Reports Campaign CTR

Home  Campaigns  Opportunities  Reports  Tools

Learn more
L “ @5 Line chart = ;A - 3 - This month: Apr 1, 2017 - Apr 18,2017 ™ Daily - Reset
Clicks Impressions

25 1.000
“ Clicks
20 800 = All online campaigns
15 600 Impressions
10 ann = All online campaigns

5 200

0

Apr1,2017 Apr 18, 2017



Reports Campaign Avg. Position & Cost

~ B8 Line chart ~ & - 2~ This month: Apr 1, 2017 - Apr 18, 2017 ™ Daily ~ Reset
Awg. position Cost

58.00 -
Avg. position

sgo0 ™ All online campaign
Cost

S400  w Al online campaign

$2.00

$0.00

r 1, 2017 Apr 2017



KPI’s
Total Clicks = ....... clicks

All campaigns All time: Jan 15, 2017
Campaigns Ad groups Settings Ads Ad extensions Keywords Audiences Dimensions -
All but removed campaigns « Segment - Filter « Columns « = 4 ~ || Find campaigns Q, Wiew Change History
M Clicks = vs Hone Daily +

A

= CAMPAIGN Edit ~ Details Bid strategy Automate -

|:| * Campaign Budget 7 Status | 7 Campaign Campaign Clicks Impr. CTR Avag. Cost
type 7 subtype ? ? 7 CPC |7 7

[ . CP PLUS $5.00/day [ Search All features 203 8,066 2.52% $0.22 545 20

Cam 1 Eligible (Learning) Metwork only






A IMPRESSIONS

495,549

A 30.5%

A cosT
€2,852.22

M 28.7% @ <£1,000.00 targeted

A cT
1.83%

¥ -9.9%

A CON.
55

A 48.6% @ 50 targeted

A CLICKS
9,068

™ 17.5%

A COST / CONV.

- €51.83

' ¥ -13.49% @ <€75.00 targeted



A OVERALL PERFORMANCE

Impressions

CTR

Clicks

Avg. CPC

Cost

Avg. position

Conv. rate

Conv.

Cost/ conv.

Total conv. value

Nov 1, 2017 - Nov 30, 2017
495,549

1.83%

9,068

€0.31

€2,852.22

1.36

0.61%

55

€51.86

10.084.56

Oct 2, 2017 - Oct 31, 2017
379,791

2.03%

7,716

€0.29

€2,215.36

1.29

0.48%

37

€59.87

7.535.46

-9.99%

+9.6%

+28.7%



A WEEKLY PERFORMANCE

Month

November 2017

Week

Week

Week

Week

Week

Impressions

495,549
122,449
110,844
108,808
100,204

53,244

495,549

CTR

1.83%
1.75%
1.87%
1.5%
2.07%
2.14%

1.83%

Clicks

9,068
2,148
2,074
1,635
2,070

1,141

9,068

Avg. CPC

€0.31
£€0.31
£0.32
£0.31
€0.32

€0.31

€0.31

Cost

€2,852.22

€663.78
€661.11
£506.16
£666.56

€354.61

€2,852.22

Conv. rate
0.61%
0.28%
0.82%
0.73%
0.53%

0.79%

0.61%

Conv.

55

17

12

11

55

Cost / conv.

£51.86

€110.83

€38.89

£42.18

£60.60

€£39.40

€51.83

Total conv. value

10,084.56
1,181.57
1,839.09
2,044.07
4,398.23

621.6

10,084.56



A DEVICE PERFORMANCE (CONVERSIONS)

Nov 1, 2017 - Nov 30, 2017 Oct 2, 2017 - Oct 31, 2017
7.27% 10.81%
13.51% CONV.
2545% ‘
+48.6%
67.279% 55 vs 37
75.68%

B Computers B Mobile devices with full browsers [l Tablets with full browsers



A CAMPAIGN PERFORMANCE (BY CLICKS)

Campaign

Campaign 1
Campaign 2
Campaign 3
Campaign 4

Campaign 5

Impressions

173,933

13,720

1,339

87,653

38,999

495,549

CTR

1.74%

10.61%

49.74%

0.69%

1.5%

1.83%

Clicks

3,032

1,456

666

608

585

9,068

Avg.
CPC

€0.25

€0.18

€0.01

€0.25

€0.28

€0.31

Cost

€743.17

£268.29

€6.66

€151.67

€165.07

€2,852.22

Conv.
rate

0.76%

0.41%

0.47%

0.49%

0.85%

0.61%

Conv.

23

Cost/
conv.

€32.31

€44.64

€213

€50.56

€33.01

£€51.83

Total conv.
value

5,263.78

731,93

978.05

10,084.56



A KEYWORD (BY CONVERSION)

Search term
Keyword 1
Keyword 2
Keyword 3

Keyword 4

Keyword 5

Impressions
2,840

986

6,622

54

62

198,968

CTR

2.36%

52.64%

3.84%

5.56%

12.9%

4.16%

Clicks

67

519

254

3

8,271

Avg.
CPC

€0.51

€0.01

€0.28

€0.15

€0.27

€0.32

Cost

€34.33

€519

€70.26

€0.46

€219

€2,623.52

Conv.
rate

8.96%

0.6%

0.79%

33.33%

12.5%

0.63%

Conv.

Cost /
conv.

€3.72

€1.68

£34.86

€0.46

€2.19

€50.40

Total conv.
value

1,897.28

0

735.08

383.33

113.14

9,352.63



A KEYWORD (BY COST)

Search term
Keyword 7
Keyword 8
Keyword 3

Keyword 9

Keyword 10

Impressions

5,357

1,559

6,622

15,336

2,840

198,968

CTR

1.14%

3.4%

3.84%

0.79%

2.36%

4.16%

Clicks

61

33

254

121

67

8,271

Avg.
CPC

£1.59
€1.71
€0.28

£0.41

€0.51

€0.32

Cost

€97.22

€90.38

€70.26

€49.30

€34.33

Conv.
rate

0%

0%

0.79%

0%

8.96%

€2,623.52 0.63%

Conv.

52

Cost/
conv.

€0

€0

€£34.86

€0

€5.72

€50.40

Total conv.
value

735.08

1,897.28

9,352.63



HISTORICAL TABLE

YEAR-TO-DATE

Month
November 2017
October 2017

September
2017

August 2017
July 2017
June 2017
May 2017
April 2017
March 2017
February 2017

January 2017

Impressions
495,549
384,930

224,656

134,585
160,156
136,518
183,000
52,774
47782
48,451
45,077

1,923,478

CTR

1.83%

2.03%

2.44%

3.21%

3.77%

3.88%

3.04%

B.76%

10.22%

9.29%

9.36%

3.23%

Clicks

9,068

7.824

5,478

4,315
6,034
5,299
5,875
4,625
4,882
4,501
4,220

62,121

Avg.
CPC

£0.31

€0.28

£0.26

£0.24

£0.26

£0.23

£0.23

€0.22

£0.19

€0.20

£0.21

£0.25

Cost

£2,852.22

£2,243.89

£1,442.47

£1,054.58
£1,570.30
£1,212.43
£1,366.85
£1,025.85
£948.20
£883.51
£806.23

£15,506.53

Conv.
rate

0.61%

0.47 %

0.44%

0.35%

0.28%

0.34%

0.58%

0.45%

0.55%

0.58%

0.36%

0.47 %

Conv.

55

37

24

15

17

18

21

27

15

Cost /

£51.86

£60.65

£60.10

£70.31

€£92.37

£67.36

£40.20

£4B.85

£35.12

£33.98

£60.42

£53.56

Total conv.
value

10,084.56

7.535.46

2,623.74

4,900.81
2,419.79
13,779.24
10,102.93
2,859
4,173.74
3,930.12
5,167.7

67,677.09






Date 7
Jun 1, 2013 - Jun 13, 2013
Jun 13
Jun 12
Jun 11
Jun 10
Jun g
Jun’¥
Jun g
Jun 4
Jun 3
Jun 2

Jun 1

Description

Campaign activity: 15 clicks
Campaign activity: 15 clicks
Campaign activity: 13 clicks
Campaign activity: 3 clicks
Campaign activity: 1 clicks
Campaign activity: 1 clicks
Campaign activity: 3 clicks
Campaign activity: 18 clicks
Campaign activity: 22 clicks
Campaign activity: 27 clicks

Campaign activity. 18 clicks

May 1, 2013 - May 31, 2013 (Invoice .201305)

IMay 31
IMay 30
May 29
May 28
May 27

May 26

Campaign activity: 15 clicks
Campaign activity: 16 clicks
Campaign activity: 18 clicks
Campaign activity: 22 clicks
Campaign activity: ¥ clicks

Campaign activity: 10 clicks

Debits ($) 7
$167.39
2559
27.26
20949
17 .61
0.2z
3.89
16.39
15.05
11.28
1011
10.50
$59.82
738
7.86
11.38
Q.70
11.50

12.00






Campaign

EY 4 Cows

Wooden shoe shop

[ 4 Cheese

Search term

Cheese with holes

Cheese with holes

Clicks

430

426

335

1,404

Keyword

"krokodile"

[krokodile]

Impr.

80,234

74,790

54,804

209,145

Clicks

369

347

1,227

CTR

2.93%

7.62%

5.86%

2.28%

Impr.

86,814

76,515

270,045

Avg. CPC

€1.48

€0.30

€1.01

€1.95

Avg. CPC

$1.75

$1.99

$1.77

Cost

€324.02

£648.29

€700.86

€973.56

Cost

$967.77

$696.21

$1,013.97

Avg. position

5.0

3.1

6.0

1.8

Avg. position

6.1

6.3

24



Ad

Painful wooden shoes

They are not comfortable, but nothing
beats real authentic wooden shoesl
www woodenshoes.com

Real wooden shoes

They walk like nothing, but nothing
beats real authentic wooden shoesl
www woodenshoes.com

Real wooden shoes

A bulldozer can ride over your feet
Real wooden shoesl

www woodenshoes.com

Campaign Ad group Clicks Impr.

Wooden Real wooden 487 64,952
Shoes shoes

Wooden Real wooden 478 97.396
Shoes shoes

Wooden Real wooden 380 89,307
Shoes shoes

1,005 203,100
o Active |l Paused & Deleted

CTR

4.95%

6.94%

2.7%

5.93%

Avg.
CPC

$1.43

$1.24

$1.01

$0.68

Cost

$375.51

$431.44

$385.80

$1,278.75

Avg.
position

5.3

3.8

41

5.8



REPORT




Keyword

modular home/s
prefab home/s
prefabricated home/s
green home/s
green prefabhome
green modular homes

manufactured house

prefabricated modular
home

economical house
prefab home plan
custom made home
custom modular homes
modern modular homes
modern prefab home
prefab building
prefab modular homes

Clicks Impressions

297 33605
193 15114
181 10378
23 3396
14 277
11 293

1166

227

S

4

3 133
5 283
3 866
2 176
2 63
1 12
1 111
1 23

CTR

0.88%
1.28%
1.74%
0.50%
5.10%
3.80%
0.80%

1.80%

2.30%
1.60%
0.30%
1.10%
3.20%
8.30%
0.90%
4.30%

Avg CPC

$0.51
$0.72
$0.60
$0.83
$0.54
S0.55
S0.56

$0.58

$0.61
$0.65
$1.11
$0.49
$0.66
$0.35
$0.43
$0.44

Cost

$151.47
$138.96

$108.60
$12.40
$7.53
$6.03
$5.00

$2.32

$1.83
$1.94
$3.34
$0.99
$1.33
$0.35
$0.43
S0.44



REPORT




Ad Group

Default max.

Ad growp Status CPC Ad group type Clicks Imr CTR Awg. CPC Cost

[ ] Eligible 50.35 Standard 3,640 39,577 9.20% 5014 5316.78

Total: &llbu. & 3.640 39,577 9.20% 50014 5316.78

Total Cam... (& 3.640 39,577 9.20% 50014 5316.78

Keywords

D Keyword Ad group Status Max. CPC Policy details Final URL Clicks Imipr. CTR Awg. CPC Cost
Total: All but removed keyw... (& 3,640 39,577 9.20% 5014 551678
O e Eligible 50.44 Approved - 101 12.519 879% s0.18 202 71
D L ] Eligible 50.36 Approved — 1,222 B162 14.97% 50,10 $123.08
D L ] Eligible 50.35 Approved - 923 11.392 8.10% 5013 5120004
O e Eligible $0.35 Approved - 38 7.270 524% $0.17 564.25
O o Eligible $0.35 Approved - 12 208 5013 51.52
O e Eligikle 50.35 Approved - 18 5.56% s0.18 s0.18
Total: .. 3.640 30577 9.20% 50,14 516,78
Total: ... 3.640 39,577 9.20% 50,14 $516.78




Search Terms

D Search term Match type Added/Excluded Ad group |- Clicks Imipr. CTR Avg. CPC Cost
Total: Search terms 1) 3310 15423 22.76% 50,14 5493.60
O Broad match Mone 112 613 18.27% 5013 514.62
O Broad match Mone 62 259 Z3.05% $0.03 1.7
D Broad match None | 57 324 17.59% 5012 $6.93
D Broad match Mone 43 257 18.35% £0.03 $1.57
O Broad match Mone 435 246 18.29% $0.10 §4.44
O F:I':;Ee:fc'fr';] MNone a0 136 241% 5012 $4.75
O Exact match + Added 33 a1 B.03% $0.16 $5.31
D Broad match Mone 30 125 24.00% £0.02 242
D Broad match Mone 23 145 20.00% 501 $3.10
O Broad match Mone | 28 383 3% $0.07 §1.85
O Broad match Mone 24 117 20.51% 50.04 $1.06




Ads

Ad Status Clicks |- Impr. CTR Avg. CPC Cost
Approved 3.000 33,986 9.09% 5014 5446.34
Approved 33 5.207 9.89% 5013 564.52
Approved a5 324 9.11% 5017 5592
Total: All but removed ads :3 3,640 39,577 9.20% 50.14 5316.78
Total: Ad group 3 3.640 39,577 9.20% 50.14 5516.78
Device Bid adj. Ad group bid adj. |- Clicks mpr. CTR Awg. CPC Cost
Mebile phones +20% Maone 3,039 30,184 10,07% $0.15 $451.47
D Computers - Mane 486 3738 B.44% 5012 556.43
D Tables - Mane 3 3633 3.16% 50.08 5886
Total: Campai.. (£ 3.640 39.577 9.20% $0.14 $516.78




Demographics Review

D 18- 24 Generic AR Eligikle 708 627 11.28% 50,15 5103.60
D 23-34 Generic AR Eligible 1.076 11,195 9.61% 50,14 5155.04
D 35-44 Generic AR Eligible 580 7.529 1.70% 50.13 57761
D 45 - 3 Generic AR Eligible 238 3370 7.66% 50,15 $35.05
D 35-64 Generic AR Eligible 83 1142 T.44% 50,14 51226
D 65+ Generic AR Eligible a 762 10.63% 5015 51175
D Unknown Generic AR Eligible B32 9,300 9.16% 5014 5118.43

Total: Ages 3,640 39,277 9.20% 50,14 5316.78

Total: Other 4] 0 = = 50.00

Total: Campaign 3,640 30,577 9.20% 50,14 5316.78




Recommendations

= 4 Google Ads = 1 ‘

Overview fr

Recommendations

Campaigns f

Ad groups

Overview

ALL CAMPAIGNS >

oallh



Display. Campaign

Display ads: images ads that are shown on the articles, videos, or websites that
consumers browse.




Google Display Network

Image ads capture people’s attention across the Google Display Network’s

More than 2M+ of URLs — Egypt: 55K+ URL

a collection of over two million websites that reach over 90% of Internet users

* Great Method to increase Awareness
* Ads will appear across a large collection of websites, mobile apps, and video content (GDN)

* Ads appear on the URLs (Publishers) which turned on the monetization (joined GDN)

Google sites such as YouTube, trends, my business, etc......
Google web search is not included




Websites
image ads

goodreads
, %
o

Home My Books  Browse ~ Community ~ Search books ‘ Sig

Signin

Discover new books on Goodreads -
Meet your next favorite book f SIQH n with Facebook

Listopia Search lists Search

Ads by Google (1) X

options

2019 (2 Jusll) Qusll gl 5 a8l (a jpay Uias 3 jalall i)

All Votes Add Books To This List

| o

Google wuw) (1) X

HUAWEI

Industrial Digital

Transformation

Conference 2020
— Live

New Connectivity,
Computing, Platform,
and Ecosystem
24-27 Feb

hjhran 1 2apad g alaRanc

PR Baa AR 3ie

‘ Jakiat )1 58 Aljazeera Mubasher .. sdbuall &l HD o ~

Je S
Marbella

Create New List
All Lists

2 -
¢ B
.-

Watch later  Share




Websites image ads

c e *w* oM »0M:

Other bookmarks

@ news.sky.com

sley e O

Home UK World Politics US Climate Science&Tech Business Ents&Arts Travel Offbeat More v

Politics

Johnson returns to
UK amid speculation
he could enter
leadership race:




Websites image ads

m CNN International - Breaking Ne X  =sa BBC - Homepage X | M Inbox (6) - sameh.hamdy.57@grn X e M. = X

<« C (@ & edition.cnn.com

G B % 0 0@ :

Other bookmarks

@W World USPolitics Business Health More

PODCAST: Tug of war UKRAINE-RUSSIA: In photos = Help Ukraine = TRENDING: China's Xi = Giorgia Meloni = Weight loss secrets = Steph Curry  Kaia Gerber

e

x.

Xi emerges from Party
Congress with more
power

L3
Some Ukrainian women held Italy’s first female PM sworn
by Russia allege brutal in. Her hard-right promises

mistreatment by their captors leave many uncertain about

« Kylv says 18 Russian cruise missiles destroyed ~ the future.
amid attacks on energy infrastructure

inoanaores nre. aution phatag Lt




Websites image ads

C (O @& bbccom

Sport

Reel Worklife Travel Future

05 FEB-08 DEC 2023

o~

—
#

P

Six million without power as Ukraine
winter bites

Blackouts continue across most regions after missile strikes earlier this week,

according to President Volodymyr Zelensky.

Senior Executive
Leadership Program

”/

!"*n

World Cup: England & Wale N\

reaction & build-up to four
more games

| FOOTBALL

Culture

G B % I »OM:

Other bookmarks

Q Search BBC

ADVERTISEMENT
@ X

* BEL) | Harvard
—Middle East §¢) | Business
7 | School R
Executive ERUDITUS
Boston & Dubai. GO. Education

Saturday, 26 November

Tt v LS

&
ol L. =l =
ussian’atrocities bnng"N(of

closer than ever
EUROPE

Y

Iran protesters confronted at
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©) otiob- Food Delivery

14 = nillion & FREE

_53s Otiob Les

Othob e 22l 5 &)

Ads by Google

Lidang . glall gasul
hlol @8 2aly

ALY L i)

GDN — Mobile Apps.

MaBase) amn  LIED Qunlys
gase plas) aa
Sby gl Rioad ey

Acw try Googe

< ™ FilGoal

95uisy @bl guil - Jgall o6 p5
@uulag ..ailéaiuo v cllojl
5o g0 8yl
12/19-12/31

A\
DISCOUNTUPTO 48% = =

HUAWEI

I
i |
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GDN — Mobile Apps.

R0 @) 1:53

Ads by Google (V)
X = 5

Intelligent CV

facebook
blueprint

w A 9%
Rate r

Share now  Notifications Settings
Let’s finish Ads by Google () X
what we started.
Grow your
OX,
S Y w. = ||| techbrand
blueprint 7 campaign " .
Bofftod like a B2BOSS
tart...
igotal il 6 ymall Juons - Build your campaign today.
s s e Sppal] Sasslan S e 8353 Linked [T Ads
eyl Gle diloes dayyad Slygs Linked [ Ads

Complete campaign

Linked[f] Ads
A .
7 L2 (
Creat: D load: &5 ‘ \
reate ownloads ‘i_ ) /

a O N 7




GDN Campaignh — Mobile App. installation

=l 34% @ 1:51 AM

OL!.E}LH aalo

wpoall 5)9all Glylo 2dgi

@ Soug.com

Install

] £

¢ Google Play

Soug.com

Shopping

43 % 8

367K reviews 12 MB

Souqg.com

el 34% @ 1:51 AM

INSTALL

10|
Rated for Down|
3+ 0

JUMIAE?

o Jingi

Jumia

Install Now

B hasnsd
B0 guniflya
Ay oy 6

© =1 45% @ 8:15 PM

< Maayoyl polll yuls <

= (@) -

agugiyl

iyl Cilyjlall

( Snapchat
2

Install




Demi Lovato - Let R Go [F

.Eﬂﬂ
. L

razen Soundrack] {Oficiad Audio)

/ L
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Ahmed Waly Mostala Radwan 5 ot

@ Workplace by F o Like Page
[
ial Networks —
WAy your business s run With semple 100l anyone can use .
Wongiace helps your peaple move fasier and get more done MAM Qriginals
Try YWorkpiace lor Free Today namonginals con
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320 MOBILE

File Size: 150 KB or smaller 2
GUN Ads Formats
Allowed Yoo BANNER wBANNER
JPEG .PNG

PG GIF ZLEADERBOARD
Non-animated image ads: o
Formats: GIF, JPG , PNG. ﬂE T ——

g
g
g
g

Animated image ads:

Not available for all advertisers. your account meets the following
requirements:

v'Has a good history of policy.
v'Has a good payment history (1000S total lifetime spend)

-

.
sl
LL @)
= 7,
- <

(V,)

SKYSCRAPER

Ads Sizes SMACL IR

m I| 200x200 250x250




Image ad
“Max. size: 150 KB” Ad sizes

Responsive Ad
“Recommended”

eI iR ptiady L

Mobil i1

Images and logos

Add at least 1 landscape image and at least 1 square image

-
!

/ A\ “1 N\ ~
~ k / = J

1 58% @ 1(

53 PM

Easier way, ads are asset-based, Automatically adjust ads size, appearance, format to
fit available ad spaces including (logos, headlines, images, videos, descriptions) uses
the multiple assets you upload to optimize for the best performance according to the

available ad space.




Bidding Strategies

Fly from Sharm El Sheiki:
& Luxor

Target CPA o
gaiio wall 45 jgrn glay clagll

L . &1Vl yalaal 5537 300g
Maximise clicks -

Maximise conversions

s ATAR R &) e &
CPC OR VCPM | Viewable CPM | - ol gic by on gl iy M0 Juyg elagl Sy Lol -5)gS), walo [

alant g4 asel il Jlijluall
allall yuls $J9Mll pun o

Manual CPC

aledgill dalwo  ggajinall - ayldiivl AT Laogillo  avghug alygs  jualdl  aljlall

The Bidding Strategies you should use depends on:

pl ole et yoal digihaiss | iy aipo Jlyg -clapl jady oLall 6ig81l alo
aLan@n anel il Shyjlall =

pllell guls )9l puun o

* the goals you are looking to achieve.

'\ \
. Your KPIs : ' r

e
agilagll ..Jl].nin.l.l dnla jagye il dy i 63jllhog 2019 gyjlivw wing d-“
Jgo plnll clifl gualyll pcal dl gua ;_I).n ,_s\.a Jg]).m]g

sal 2 skl g Liayal Ul g)g

up.n]l wa u.o)hl] J

*  Your Ad’s Design

* No performance differences

Example

Budget 2000 EGP
CPC=1EGP ----- You are guaranteed 2000 clicks.
CPM = 20 EGP ----- 100 CMP You are guaranteed 100,000 imp. (2% Conv. = 2000 clicks)

Pricing Ratio: When CPC = 1 EGP, the vCPM = 20 EGP




4 Google Ads New campaign

1/4 >  New form of payment required - Your current payment methods can't be charged.

I8 Create your campaign e Confirmation

0 & https://support.google.com/google-ads/answer/30564327hl=en

Select the event that you want to Your targeting’s reach @
Jotun ColourAdviser scibpaints en Instagr 3%, The Quote Garden - g Human Cities selfie c @8 The Jotun Group | Jc be charged for. For example, if you
e ‘ e Impressions
select clicks, your campaign will N
Google Ads Help Q. Describe your issue b
®' " your estimated weekly performance is calculated based on historical ich ® "
. data across Google Ads accounts.
1

About Display Planner A T Your weeKly estimates” ®

Enter a bid and budget to see your estimated

A Alert

The Display planner is no longer available in the new Google Ads experience. lts
features, however, have been incorporated throughout campaign creation and
targeting in the new Google Ads experience. Integrating the benefits of the Display
planner directly into the core functionality of the new Google Ads experience
simplifies your processes by eliminating the need of a different tool to complete
your tasks. Here are a few benefits of using the new Google Ads experience to

accomplish the tasks you once used the Display planner for: P Ian ner “ Esti mated perfO I'mance”

, l * You get information right when you need it, there’s no need to switch between
GO Og e Google Ads and Display Planner.

AdWords . q -
: * You get better forecasts, since more ad formats and targeting options are
Display Planner ted
supported.




Display planner tips
Campaign's Planning and Forecasting

X 4 GoogleAds | New campaign

© Your account isn't active - Your ads aren't running because your account has been cancelled. REACTIVATE [

o Create your campaign o Confirmation

People: WO you want to reach

Define your Audiences, Demographics or both .
Weekly estimates

Select audiences to define who should see your ads. You can create new audiences in Audience Manager.

Audiences P ~ &% Available impressions ~
Based on your targeting and
Edit targeted audiences DONE settings but not your budget or bid
Impressions
SEARCH BROWSE 2 selected CLEAR ALL 30M
0 since last update
€ Your custom audiences Select one or more audiences to target.
~* Your estimated performance
clickers
"""" Based on your targeting, settings,
huawel Laptop daily budget of EGP5,000.00 and
T the typical bid of EGP2.59
[] midoxaly Clicks ge CPC

9K - 57K EGP0.47 -
EGP1.54

Define Your Campaign
w— Budget

1M - 5.3M 0.59%-2.2%

Note: A good Google Ads CTR is 0.5 -1 % + on the
display network and video.

e




(5 Targeting Definitions

Audience Targeting

Content Targeting




Audience Targeting

Demographics

Affinity

In-market & live events

Combined Segments (Audiences)
Custom Segments (Audiences)
Your data and similar segment
(Remarketing & Similar audiences)

Content Targeting

1.
2.
3.

Topics
Placement
Keywords

Targeting
People
Audience Segments

Suggest who should see your ads. You can create new segments in Audience

Edit targeted segments

SEARCH BROWSE

M:ffjag1hfyaie ographics ’
V\Lﬁ’l_at!r‘we\rimerests and habits are >
Wbef:hejr:_ereigiegiﬁfar:hing or planning >
How tlwev:fi |nt§ra c'ted ,V:“\h y_o u r business >
Vourconlb\mid iid.l.e;nw segments >

Your custom audience segments >
Custom segments

£ ADD TARGETING
Demographics
Keywords

Topics

Placements

Suggest people based on age, gender, parental status or household income @

Suggest terms related to your products or services to target relevant websites &

Suggest webpages, apps and videos about a certain topic &

Suggest websites, videos or apps where you'd like to show your ads ®




Content Targeting



* Topics: Target one ad to multiple pages about certain topics. you reach a broad
range of pages on the GDN. Google Ads analyzes web content and considers
factors such as text, Titles, language, and page structure then determines the

central themes of each webpage and targets ads based on your selected topic.

* Placement: Target URLs that your customers visit., we'll only look at your
chosen URLs.

* Keywords: Place your ads next to content that contain the Keywords. Google's

technology scans the content and webpage and automatically displays ads with
keywords that match the subject or web address of the page.



Content targeting:

Topics: Cars (And/or) Sports

AND

Placement: youm7.com (And/or) yallakora

AND

Keywords: BMW (And/or) Race

bmw 2012
audi

bmw 3
bmw m3
mercedes

bmw x5

i

70—

70—

55 ee—

50—

50—

50—

Searches related to race car

race cargames is racecar one word
race carfor sale race car games for Kids
race car for kids race carcrashes

race carvideos race caraccessories




Audience Targeting
o ® o ,

i




 Demographics: Users Locations, Ages, Genders.

* Affinity: using a Users browsing history, time on pages
visited and then associates an interest category with the users
browser. (interests and habits) “Menu”

* In-market: only Show ads to users who have been actively searching
for products and services like yours (temporary interested) to interact
with your ads “Menu”



Example

Content targeting:

Affinity: Online Shopping (And/or) Mobile phones

*  Permanent interested in online Shopping (And/or) Mobile Phones

AND

In-Market: Coffee (And/or) Mobile accessories

* Temporary interested in Coffee (And/or) Mobile accessories




Display Campaignh Advanced Targeting



Example

Content targeting:

Affinity: Online Shopping (And/or) Mobile phones
* Permanent interested in Shopping (And/or) Mobile Phones

A Combined Audience

OR

In-Market: Coffee (And/or) Mobile accessories
* Temporary interested in Shopping (And/or) Cars



* A Combined Audience lets you reach people who belong to more than one
audience group (affinity & in-market) . Add Audience with (OR Rule)

New combined audience

Match any of these audiences - . . .
" mabile Audience estimate settings

Egypt, Arabic (+1 language)

SEARCH BROWSE
NARROW YOUR AUDIENCE (ANE

Matorcycles (Né'.—v- Current audience estimate is not yet available
axdsNew)
Home Appliances

Com-pu‘-tef .;&;:gg_éébries & Components

What their interests and habits are (2)

Mobile Enthusiasts

]
]
O
]
]
]
]
a

Action Game Fans

CREATE  CANCEL




* Custom Audience: Enter Custom intent as Interests, phrases or

URL content.

New custom audience

Audience name

Include people with following interests or behaviors (&

(@) People with any of these interests or purchase intentions (3

O People who searched for any of these terms on Google (2

Only on camipaigns running on Google properties. On other campaigns, terms will be used as interests or purchase intentions.

cheapest huawei mobile phone € buy huawei mobile phone € huawei vodafone mobile phone €

cheapest huawei phone to buy € huawei phones cheapest price € huawei phone deals €

huawei p30 pro mobile phone € J huawei y9 prime 2019 € ) huawei y9 mobile €

huawei

Expand audience by also including:

People who browse types of websites
People who use types of apps

People whao visited certain places

Audience insights
Egypt. Arabic (+1 more), All types

Q Start typing or select a country

Q Start typing or select a langu.

Campaign type
All -

Weekly impressions
S500M -1B

Gender
63% male

Age
39%18-24

Parental status
71% non-parents

Topics e
Mabile Phones, Smart Phones, M...

CANCEL  SAVEAUDIENCE




Remarketing: Target users that already visit with your website before

USER USER VISITS USER LEAVES USER SEES AD
YOUR WEBSITE AND IS TRACKED ON OTHER WEBSITES

T

USER CLICKS AD TO RETURN TO YOUR WEBSITE

<1.000

Too amall to serve

Optimized targeting (Similar audiences): Automatically finding new customers similar to your existing
customers (Machine Learning).

Expand your audience by targeting users with interests related to the users in your remarketing lists.

These users aren't searching for your products or services directly, but their related interests IMay

lead them to interacting with your ads.



Which targeting options should | use?

The Targeting option you should use
depends on the goals you are looking to
achieve

Campaign Objective

A

KPls to measure

e £

Simplify your Ad group (ONE targeting method per ad group)




Implementation









