Google

Get discovered
In more places

Discovery ads for ICBU



Constant discovery mode

Then

People used to carve out time In a state of constant
specifically for discovery. discovery.

> YouTube

MY SNEAKER COLLECTION ¢ | nike, ~
converse, off-white & more

12K views - 4 days ago




Consumers are discovering new brands
across their favorite feeds, including Google
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Activities Places you've Things you're Things you're

Daily activities
you love/need been/are goingto  searching for interested in

you engage in

™M

Things that are
important to you

5 9 % Watching Catching up

videos on mobile on interests
of consumers have found
their favorite brands while
doing things like...

Reading through
emails



Introducing: Discovery campaigns

Watch on YouTube


https://youtu.be/v1KngrLzL1Y
http://www.youtube.com/watch?v=v1KngrLzL1Y

Discovery is a rich visual format exclusive to Google

Reach new customers across the most popular Google properties in
the moments when they’re open to discovering something new.

3 YouTube Q
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YouTube: Home and Discover Gmail: Social and
Watch Next feeds Promotions tab Google




Discovery ads
can reach up to

D % ™M 3Bpeople

on Google
exclusive inventory

Google



Turn category searchers into
product buyers with Discovery campaigns

A B I
o
8 6 /O G | Google Close the loop between
(o) e !
of people turn to Google 9 moments of Search and
for ideas about what High heel sandals U . . g moments of Discovery
[T o Smensmen - seens With Discovery campaigns

product to buy.

[~ T et
oga for Lower Back Pain

simple poses that will stretch you out
1d ease discomfort




Reach untapped Search customers

who already have their finger on the buy button

Searches for your Clicks to
product/service your website

sserrs [
10% CTR

Then find more

untapped T
high intent )) similar people who
consumers matter to your

business with
audience expansion

Discovery advertisers who've
used Custom intent, Customer
match, remarketing, or similar
audiences at the ad group level
have seen:

81% 25%

higher lower costs per
conversionrates  acquisition

Google



Discovery campaigns
help grow your business

On average, Search
advertisers who add
Discovery ads see

12%

more conversions.




¥ Discovery ads help grow online sales

Complement your Search

Retailers Non-retailers . .
and Shopping campaigns
and inspire new audiences
Must have Smart Shopping Smart Display across Google.
& Search & Search

Next step ,k /k



¥ Discovery ads help generate leads

[ Generate leads Complement your Search and

Smart Display campaigns and
inspire new audiences across
Must have @ Search & Smart Display Google. Discovery campaigns are
compatible with offline
conversions and Smart Bidding,
helping you anticipate what your
Next step ¥ Discovery customers want and delivering the
results you care about.

Google



Generate leads seamlessly from Discovery ads

Lead form extensions for Discovery ads
allow advertisers to generate leads
seamlessly from their Discovery ads. After
a user clicks the collapsed ad, they will be
directed to complete the form.




Building inspirational
creative

Proprietary + Confidential



Visually rich and relevant
content sparks action

73%

of people have become

more interested in a brand
or product after seeing an
ad that is relevant to what
they’ve been shopping for.




Proprietary + Confidential

Reuse creatives that have already proven successful
on social channels

WHY?

Choose 10 images and one logo to use in your ad @

scawesse High performing creative
S assets built for social
Sl channels can perform well
Selecmeges andloges with customers who are
“ g v browsing YouTube, Gmail,
‘ 5 and Discover.

We found URLs that you can scan to get more results:

www.facebook.com/Google SCAN

twitter.com/google SCAN

By adding an image, you confirm that you own all legal rights to the image and have permission to share
the imag

CANCEL SAVE

Google



Build assets with your audience in mind

O Y 4 v

Start Define what Build assets around Write and
with audience they care about value proposition deploy assets



Define what your audience cares about
Start with audience Define what they care about

Dog owner Pains Gains Jobs to be done
Interior design enthusiast

20-25 years old Moves frequently Dog owner Will work from sofa

Clearly articulate company’s value propositions

How is business solving for those?

Furniture company Pains Gains Jobs to be done

Modular sofa Pet friendly fabric USB charger in sofa

Blend value props and customers cares into assets
Text assets Image assets

Pet-friendly fabric Hidden USB port

Modular sofa that fits through the front door.

www.examplesofa.com




Q) Define what your audience cares about

Start with audience

e Business traveler
e 40-45 years
e Parent

' Clearly articulate company’s value propositions

Debit card

,/ Blend value props and customers cares into assets

Text assets

No ATM Fees Travel perks

Travel easily. A debit card with perks.

www.examplehotel.com

Define what they care about

Pains Gains
Intense schedule Travels frequently
How is business solving for those?
Pains Gains
Personalized Discount on travel

money goals

Image assets

Jobs to be done

Get cash when traveling

Jobs to be done

Free cash withdrawals




Follow the essential creative guidelines

Will limit performance & reach High-quality experience

Find more information
on our:
e Creative

requirements
e Creative best
Your brand here : :

practices.
Download the 2-page
creative best practices

guide.

40% off

Images featuring unrealistic content or products out of context can also offer a poor user experience.


https://support.google.com/adspolicy/answer/9311119?visit_id=637529003082390030-227405090&rd=1
https://support.google.com/adspolicy/answer/9311119?visit_id=637529003082390030-227405090&rd=1
https://support.google.com/google-ads/answer/10547315
https://support.google.com/google-ads/answer/10547315
https://storage.googleapis.com/support-kms-prod/4kiQdMP7BtSQmevZl9jTIf1iH4dFnJ55e46R
https://storage.googleapis.com/support-kms-prod/4kiQdMP7BtSQmevZl9jTIf1iH4dFnJ55e46R
https://storage.googleapis.com/support-kms-prod/4kiQdMP7BtSQmevZl9jTIf1iH4dFnJ55e46R

Follow the essential creative guidelines

Will be unable to serve High-quality experience

Hundreds of
summer dresses

Find more
SHOP NOW for information on

hundreds of creative quidelines &
summer dresses download the

creative guide.

Sideways arrow invites the The overlaid text does not
user to click. mimic a clickable
component.

Google


https://support.google.com/google-ads/answer/9270327
https://storage.googleapis.com/support-kms-prod/4kiQdMP7BtSQmevZl9jTIf1iH4dFnJ55e46R
https://storage.googleapis.com/support-kms-prod/4kiQdMP7BtSQmevZl9jTIf1iH4dFnJ55e46R

Confirm all assets meet the creative guidelines in
order to prevent serving issues

° Y  Assetstatus: All enabled  ADD FILTER

3 Fa

= La
DOWNLOAD ~ EXPAND

@ Asset Status Asset type N Performance
@ My Happy Clothes Approved Headline Good
@ Designed in Buenos Aires Approved Headline Good
@ Eco-friendly fashion Approved Headline Good
@ 20% off all ones Approved Headline Good
@ Natural fabric for kids Lowquality | ppuc2cset does not meet the Discovery line =

Ads Creative guidelines and may
@ Fashionable, high-quality children's clothing crafted from sustainable fabrics. Approved experience little or no traffic. ription Good
. " . Learn more

@ Stylish and high-quality children's clothes for every occasion Approved ription Good
@ Sstylish and eco-friendly clothes that kids love Approved Description Best
@ Shop My Happy Clothes and find a variety of high quality children's clothes Approved Description Good
@ Children's clothing tested and loved by your own happy kids Low quality Description -

975510 Approved Image Good




Select creatives that showcase your product clearly,
in well-lit settings

WHY?

When users are in a browsing
mode, beautiful imagery grabs
their attention. Choose
compelling/ provocative
images that will stand out
from the crowd and capture
users’ attention.

Google



Show people using your product in authentic ways

WHY?

The most compelling images
depict products or people in
realistic settings that users
can quickly recognize and/or
associate with their own
environment.




Strong copy closes the deal

®

Give details about your
product and brand so users
don’t need to navigate away

to learn more.

1

Write copy that your

user can trust; Don’t

promise something
you can't deliver.

Don't start each word
with a capital. Only
capitalize the first
word in a sentence.

WHY?

Write concrete and
specific copy to
convince users to
take the next step.



Best practices

Proprietary + Confidential




Start with single-image and then include
multi-image carousel once you see success

D VouTube

)

V401230 V401230
oM Q & Search mail
Google
PROMOTIONS
)
= i Top Deals
- The Most Comfortable Bed ®
L] i 4 > Nectar

Have Peace of Mind with Our
Forever Warranty®. The Last.

Remaining Promotions

The Most Comfortable Bed.
Get $125 Off Mattresses + 2 Free

Pillows.
B ectar
%* & Q [n]
Di Updats Search R it M +

Use a minimum of 5 cards for multi-image carousels

WHY?

Enabling multiple
formats allows more
flexibility for reaching
people as they want to
be reached.




Tips for single image and multi image carousel

Single-image Multi-image carousel
oo
a5

[ =
o185 &5
1Py
© © ©

Upload at least 3 square, 3 Use a minimum of 5 cards,
landscape & 3 portrait all in the same aspect ratio
images that feature lifestyle to tell a story about your
imagery to inspire brand that develops with
customers to act. each swipe.

Google



Implementing
Discovery ads

Proprietary + Confidential



Steps to Discovery success

Create Discovery

campaign

Curate existing
or build new

Review creative
performance and

inspirational
creatives

replace low
performing assets

2 weeks after
implementation

Learning

period ends

Continue to
review creative

performance

3 weeks after
implementation

Google



Choosing a bid strategy
& budget

Ve
o e Target CPA
Maximize
. OR Target CPA

* conversions M 9 $

Uses your daily Drives as L 0 Based on the performance of your campaigns across Google Ads, your

budget to gain as copversmns as possible suggested target CPA is $6.45

using the target cost per APPLY

many conversions
as possible. action that you've set.
Essential:

Your daily budget should
be at least 10x your
Target CPA & at least
$500/day.

Recommended
Google



Building a custom audience strategy

Ad group #1: Ad group #2:

People actively engaging with your People making purchase decisions

brand and keywords relevant to my brand right now

Custom audiences In-market

Use 10+ top-converting keywords
from Search campaigns. Similar audiences

Remarketing/Customer
match

Only add new audiences after seeing success

Focus on audiences that
are more likely to convert
for your business based
on performance you've
seen in your Search,
Video, and Display
campaigns.

Google



The power of audience expansion

( /k Must do for Discovery J

Audience expansion allows
you to easily expand your
Reach more people with your ads that will likely increase au.dle.nce to lookalikes and
performance of your campaign. drive incremental

® conversions at the same or
similar performance.

Turn on audience expansion from the start

Audience expansion

@ Find up to 30% more
. \ conversions at the same
return-on-investment.

Google



Proprietary + Confidential

Reviewing creative
performance A

2 weeks after campaign implementation



View asset details
to understand which assets perform best

v

e0ve
es>C

X 4. Google Ads | New responsive displav ad 2B XN o Review asset level performance

All campaigns :

) Yo every 2-3 weeks to identify the
Recommendations FILTER  DOWNLOAD EXPAND
best performing images,

Y  Assetstatus: All enabled Add filter

Campaigns ® h d I . d I d

I stotue p— " " eaalines, and logos and swap out
Ad groups

assets that do not perform well.
Product groups ° 240 x 240 Approved Logo Best Best
ey cen

Ads & extensions @ 20% off all ones Approved Headline Good Good
Landing pages @ Natural fabric for kids onioed fisadine Goed Good
eI @ Children's clothing tested and loved by your own happy kids Approved Description Good Good
Dynamic ad @ Onesies, t-shirts, and shoes for your little one Approved Description Good Good
targets

@ My Happy Clothes Approved Headline Low Low
Audiences

® Ecofriendly fashion Approved Headline Low Low
Demographics

@ Stylish and high-quality children's clothes for every occasion Approved Description Low Low
Topics

@ shop My Happy Clothes and find a variety of high quality children's clothes  Approved Description Low Low
Placements




Use Audience insights once
a campaign runs to improve assets

Tools — Audience manager — Audience insights

Imagine you just learned

25-34 Benchmark: United States Edit

People on this remarketing list are most that your ads are the most
often associated with the following: o
Interests ©--- In-market > Hotels & Accomodations [ ] 300 70 compared to 199% pOpUlar amongSt a 65+
intent of "All Converters” s Age: 25:34 @ mtitedstates female crowd, leading them

In-market > Air Travel

e m— to be your top consumers.

Affinity > Foodies
Demo+ Q.-

Device > Device: Mobile

device ——— How would you adjust
Location > United States
Gender > Female your Imagery and tone
AVAILABLE ON THE DISPLAY NETWORK IN UNITED STATES | AD GROUPS . .
Age » 2534 to optimize your ads
:er;lear:ces This list qualifies for similar audiences: 108 200 M-ZSOM O eXpeI'Ience fOI’ them and
Similar audience > Similar to All Converters i i .
ey one e other demographics?

O Available reach 0 Action Google



What's next?

Now:

Next:

Later:

E Resources

+ Creating a Discovery campaign video tutorial
+ Discovery ads creative quidelines



https://www.youtube.com/watch?v=IobjJgITEvM&vl=de
https://support.google.com/google-ads/answer/9270327

Thank you!

Proprietary + Confidential



