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Dear readers,

when it comes to cost-efficient performance marketing for online shop operators and stationary retail shops,
Google Shopping is unavoidable. In contrast to conventional text ads in Google Search, advertisers can use
the product ads to convince users with appealing images, availability, discounts and the price of the product.
Thanks to the cost-per-click principle of Google ads, the advertising budget used can be used transparently
and effectively.

Learn in the Smarketer Shopping Guide how to set up successful Google Shopping campaigns and which
options are open to you for further optimisation. Learn how to save costs and further increase the reach and
click-through rate of your product ads.

Your advantages:

v Google Shopping Ads basics explained simply

v Data feed optimisation for more efficient ads

v Marketing tips for brick-and-mortar shops and e-commerce

v Using Smart Shopping campaigns correctly

v Saving costs with Google CSS (Comparison Shopping Services)

v Professional strategies with RLSA, YouTube Ads, Merchant Promotions and more

Enjoy reading,
Your Smarketer Team

BE Microsoft | Advertising & Microsoft

@ Comparison Shopping
&7 Premium Partner
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Your smart advantages:

Commitment through performance, not through contracts

Performance-related remuneration , Multiple awards
No limit on keyword & texts from Google
Two personal contact persons and Microsoft

Free AdWords analysis




Don’‘t leave your success to chance!
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Smarketer is the largest pure Google Ads agency in the DACH region and has been the growth driver for SMEs
for 10 years. With 200 highly specialized experts, we develop solutions as well as strategies for more than 900
customers from a wide range of industries. As one of the most important performance agencies, specializing in
Google & Bing, our successes are measurable, which is confirmed by multiple awards.

We develop your individual marketing strategy on Google Ads and Microsoft Advertising.
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|Google Shopping

Google Shopping is one of the most successful Google Ads products and allows advertisers to place highly
relevant ads for their products. In order to be successful with Google Shopping, the ad visibility and expenditure
should be specifically controlled. The continuous development of the product data feed also plays a decisive
role.

Google Shopping ads present all relevant information
that is important for a purchase decision in one view.
Also the position of Google Shopping ads - above the
search ads - leads to the fact that the customer recei-
ves a visual answer to his search. The following infor-
mation is visible in the results: product image, price,
shipping conditions, provider, etc.

Any good shopping campaign improves the efficiency T\
of advertising expenditures across the entire product
catalogue by running negative keywords and bids by

time of day (ad scheduling), different locations (geo-

targeting) and different consumer devices (mobile | /
customization). The main task is to increase the visi- N b
bility of best sellers and pay less for the clicks of poor o
performers.

The introduction of the priority system enables ad-
vertisers to separate valuable search queries from
expensive search queries by the use of negative key-

word lists, without completely abandoning expensive
keywords. This manual exemplifies our company’s /
Google Shopping strategies and serves as a guide for

all those who want to work successfully with it.

\
AR\
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/Google Shopping campaign structure

The structure of shopping campaigns can be different:
One option is to break down each campaign and ad group, by product groups or other attributes.

Advantages:
v Good prerequisites for bid management
+ Clear structure

v Easy handling and division
v Fast possibility to adjust bids on all levels

Another option is to break it down into multiple campaigns and ad groups:

Advantages:

v Targeted use of keywords to be excluded
v Targeted budgets per ad group
v Own campaigns/ad groups for best sellers

Many advertisers often use the combination of just one campaign and one ad group for Google Shopping.
This is then further broken down by product groups to create a granular structure.
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Google Shopping CSS
Essential for Google Shopping in Europe:
What are CSS and who is it suitable for?

All e-commerce merchants running Google Shopping should take advantage of CSS. Comparison Shopping Servi-
ces (CSS) are services that collect product offers from online merchants in order to send users to the merchants'
websites to complete the purchase. A CSS portal is therefore a price comparison portal where different products
and services can be compared.

Save yourself the 20% Google margin - with a CSS partner
Google Shopping itself is a CSS, which retains up to 20% of the click price (CPC) as its own margin. By using a CSS
partner like Smarketer, this Google margin of up to 20% on the CPC is eliminated, making your bids much more

efficient.

Google enables merchants of CSS partners to display shopping ads in the search results page via a merchant
centre. These ads are then no longer marked with ,from Google” but with ,from Smarketer®.

Google sir Q]
n Cost up to 20% cheaper

t
Google CSS
Costs \Em“—jm .

Merchant Provider Click Price Better placement of your product ads

|| ==
]I ==

8
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Advantages of a CSS partner:

v Higher reach and more impressions for your shopping ads
v More clicks on your ads, due to stronger playout
v Lower click price (up to 20%) due to margin savings

v Conversion is uncomplicated, fast and does not change anything in your shopping ads

€ eosssm——

\'I

By smarketer.shopping 3%
)

#~ Comparison Shopping
Premium Partner
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'Mobile visits

In Google Ads, , desktop visitors” have always been the solid basis for sales. Convenience and trust has driven
customers to ultimately make the purchase using their internet browser on their computer or laptop. In recent
years, shopping via smartphones has become more important. Smartphones with larger displays, a faster inter-
net connection and optimised websites for smartphones facilitate the buying process.

What do you do with your smartphone on the train . . .
or during your lunch break? Device Bid adJ'
The smartphone is now the starting point for many
people’s product searches. A first comparison of pro-
ducts, prices and shops is usually carried out quickly
and ,in passing” on the smartphone. That's why it's so Smartphon es -30 % W
important to be visible to potential customers here as

well.

The development also shows that trust in smartpho- o
nes is increasing and the mobility factor is winning. Tablets -30 % ¥/

At the start of a Google Ads campaign, the focus
is usually on cost-revenue efficient desktop traffic.
Therefore, bid adjustments for mobile traffic ranging CDIT'IDUTEI’ — W
from -30% to -50% - depending on the mobile page of
the online shop.

As soon as the performance in the account has stabi-

lised, traffic via mobile devices is considered according  However, as previously described, a higher mobile

to the sufficient data available. An isolated analysis of presence during product search can lead to improved
mobile traffic often shows lower CPCs, but also lower overall performance. At this point, the impact of chan-
conversion rates and thus a poorer cost-turnover ratio  ging bid adjustments for mobile devices is explored
(CTR). through A/B testing.
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|Advertising scheduler & granular locations

Most advertisers already use geo-targeting and the ad scheduler. If you, as a Google Ads user, are not yet one of
those who play out your Shopping campaigns regionally and prioritised by time, you should tackle this as soon
as possible. There is no reason why you should spend the same on a click at 2:00 a.m. as you do during your
peak business hours or the time of day when the highest sales are generated.

How can you use granular geo-targeting?

Store granular locations in your campaigns. For ex-
ample, split Germany as a location into the 16 federal
states and store each of these in your campaigns. The
more user data you have collected via your Google
Ads account, the more efficiently you can control the
local performance in the Google Ads interface. In ad-
dition, you have the option to play out the campaigns
only regionally.

Target region Bid adj.

North Rhine-Westphalia,

+10 %
Germany
Baden-Wuerttemberg, +4.%
Germany
Bavaria, 2%

Germany
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Advertising timetable

By using the Google Ads advertising scheduler, you can analyse your campaigns on a daily, weekly and monthly
basis. Just as with GEO targeting, you can bid up or down the campaigns via the bid adjustment for the respecti-
ve periods, depending on the performance. For the structure, it is recommended to divide the day into 6 blocks
of 4 hours each, in order to be able to carry out differentiated control. The more granular your structure, the

higher the optimisation potential.

If you only have business customers, you can, for
example, automatically switch off the campaigns at O
the weekend and increase the click prices accordin-

Date and Time

4 Bid ad.

gly from Monday to Friday. The more granularly the
advertising schedule is divided into time blocks, the
better you can analyse the performance and control

your campaigns. 0O

You also have the option of filtering the traffic, conver-

sions and sales/leads of your provider site according O

to the respective device accesses and optimising the

campaigns accordingly. 0
O

Total: advertising planner

Thursdays, 08:00 to 12:00

Mondays, 12:00 to 16:00

Wednesdays, 12:00 to 16:00

Sundays, 12:00 to 16:00

+10 %

+5 %

+4 %

-3%
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Why should you use remarketing lists with Google
Shopping?

(Remarketing Lists for Search Ads)

Visitors who have left their shopping cart or have
already made a purchase on your website are more
valuable than visitors who come into contact with the
website for the first time. The use of remarketing lists
is essential so that this value can be incorporated into
the bid management of the shopping campaigns.

First of all, we need relevant and large lists. What
are the technical conditions on the part of Google?

For a list to be considered in Google Shopping, it must
contain at least 1,000 cookies. Therefore, do not plan
combinations that never have a chance of meeting
this requirement.

You can define how long a user or visitor is to be
stored in a list. The maximum duration of the lists for
Google Search and thus also for Google Shopping is
180 days.

In the Google Display Network, this is even 540 days. If
you select a longer duration than 180 days, the users
are automatically removed from the list after expiry.

C
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The duration of the lists should always be in proportion to the relevance. A user who left a shopping cart 120
days ago can probably hardly remember it. Therefore, they are rarely more valuable than someone who left a
shopping cart 2 days ago.

How can remarketing lists be used?

1. Inorder to bring returning visitors back to the website, it is necessary to use remarketing lists. There are two
methods to use the remarketing lists.

In the first method, it is necessary to ,mirror” the shopping campaigns. It is important with this method
that the ,Alignment” functions are active in the settings. Only then will the users of the remarketing lists be
addressed in the respective campaign.

The screenshot shows a shopping campaign for all brands and a mirrored variant for remarketing:

& Campaign

& LY EN | Shopping |Brand

@ LY EN | Shopping |Brand | RLSA
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2. The other method to use the remarketing lists in
the campaigns is to store them as a target group.
It should be noted that a remarketing list has
a weighting. Here, the alignment is to be set to
~Oobservation”. One advantage of this method is
that the bid management target ROAS can be used
more quickly.

Another approach in the strategic alignment of
remarketing lists is to design campaigns or ad
groups according to self-selected segments. The
basic question behind this is: ,Which signal is
stronger?” Is it decisive which product was viewed
or is it decisive at which point the user was in the
buying process?

The actual product recedes into the background,
the level at which the user is in the buying process
comes to the fore.

feA SMARKETER
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Visitors to your website are added
to the remarketing list

+ =

Personalised
advertising on
third party sites
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Ideal segmentation

Segment I Interaction values (page depth, dwell time, number of sessions)
Segmentll:  Product viewed/product groups viewed (brand A, brand B)
Segment lll:  Shopping cart abandoners (at which point did the user abandon?

Address, payment method, checkorder)
Segment IV:  Shoppers (humber of orders, amount of shopping basket)

For Segment |, in addition to your own lists, the Enga- You can find more information on this in your Google
gement Packs from Google Analytics are also recom- Analytics profile under the respective property and
mended. For segment Il and segment Ill, individualised  target group definitions.

lists are necessary. For Segment IV, you can import

helpful lists according to the number of purchases or B . 644 setp Assston

the size of the shopping basket using the E-Commerce
Pack from the Google Analytics Gallery (Import from

&= Account Access Management [l Propery Settings

Gallery). i
B D) Property Change History
Additional settings are necessary so that lists from D Dsta Oeletion Requests
Google Analytics can be used. The code may also need
. PRODUCT LINKS
to be adjusted. B0 Boogie ids mike
I adsenselinks
Import from Gallery Status [ adExchangs lnks
B3 Al Products
Name 4 Description
[Engagement Pack] ) Postbacks
Conversions > 0 Goal Completions = 0...
%" auvdience Definitions
[Engagement Pack] User Type: "New Visitor' Audiences

New Visitar

Uynamic Attributes

[Engagement Pack]

i >
Past Purchasers Transactions > 0

[Engagement Pack]

Returning Visitor User Type: "Returning Visitor

16
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Can performance be improved by the use of remarketing lists?

In the following screenshot, the shopping campaigns were segmented at campaign and ad group level. The
conversion rates differ considerably in some cases; from experience, the shopping cart abandonment list has
a higher conversion rate. It is therefore possible to bid much more aggressively and still profitably with certain
user groups.

Campaign

LY EN | Shopping |RLSA | Purchase
LY EN | Shopping |RLSA | Visitors>2

LY EN | Shopping |RLSA | Cart abandoners

How are remarketing lists created in the Google Ads interface?

To do this, go to the target group management area via the shared library. Additional lists can be created via
the blue button. Thus, among other things, also for the addressed segments | to IV.

¢ 4 Google Ads Audience manager

Important: Only create lists and
combinations that have a chance.

Audiences Audiences of meeting the minimum require-
ment of 1,000 cookies!
Meonr doto

17
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Display with local inventory
(Local Inventory Ads)

How online trade and local retail business are growing together

Global events, as well as technological advances especially in mobile devices, are bringing about a huge
change in the world of commerce.

With local ads, also called ,,ads with local inven-
tory”, you can show users near your shop whe-

. ther the product they are looking for is availab-
o . le in your shop. By clicking on the ad, the user
o : is taken directly to the product page in your

online shop and thus receives all the desired
information as well as the option to purchase.

of offline sales in Germany are Particularly practical for the stationary trade:
infl db l - : opening hours and a description of the way can
INnfluencea by online activities : also be stored.

Consumers have changed their behaviour in
shops:

75% of consumers spend less time looking
around the shop
65% combine multiple shop visits

® 30% spend more time planning their shop visits

18
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This is what the ad format , Local Ads” offers you at a glance:

v Show availability: Your users can see
immediately whether the product is
available in your shop.

v Present even without an online shop:
Google offers you the possibility to
create a hosted seller page or to redi-
rect directly to your website.

v Buy online - pick up offline: With the
»Pick up today” function, your custo-
mers can pay directly online via your ad
and pick up the item in your shop la-
ter abholen.

In the shop Online

Q  Pickup today (o Pick up today (o] Pick up today

[

The merging of online and offline
business will continue. We would be
happy to work with you to develop a
strategy to optimise your company
for the future.
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|Google Shopping for YouTube Video Ads

3 YouTube
\f/

i

T
G
-—wr

G G

Hardly any other platform has experienced such growth
in recent years as the video portal YouTube.

Every month, 49 million users in Germany alone watch
videos on a wide range of topics. This means that your
target group is also represented there, because the
number of users in Germany corresponds to 80% of the
population over the age of 18.

Your online shop can also benefit from this develop-
ment, as YouTube is part of the Google Ads network.
One of the biggest advantages of YouTube is the ability
to deliver ads to specific target groups that are at the
appropriate point in the customer journey.

The format of choice: TrueView for Shopping

One of the quickest and easiest ways to be present with
your products on YouTube is to use TrueView 4 Shop-
ping campaigns. With this ad format, you present your
products with a video ad and your products also appear
as a so-called companion banner under or next to the
video player.

To have your products appear there, you only need to
link your product feed and your Merchant Center in the
YouTube campaigns. There you also have the option of
using filter options to display only specific and suitable
products from your range.
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Reach the right target group

As already mentioned, you can determine to which target group segments your YouTube Ads are played. For
example, if your buyer group is primarily female and aged 24-30, targeting for demographic characteristics is
available.

A combination of several target group alignments is particularly effective, especially if you want to address
people who are already further down the conversion funnel. For example, with Custom Audiences you can also
combine user signals with demographic characteristics if your target group segment not only includes a specific
gender and age, but should also have shown buying signals for your product group.

Demographics (Custom) Affinity Audiences

People of a certain age, gender or parental Reach target groups with key interests
status
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Bid-Management for shopping

Do you still set manual bids?

No one likes to give the wheel out of their hands. However, there are technologies that are superior to manual
bid optimisation. The basis for this is conversion tracking including sales. Alternatively, the import of perfor-
mance data via Google Analytics is also possible. Some of the most urgent questions can still be answered by
oneself and taken into account accordingly in campaign and bid management.

Which time of day is stronger? How well does mobile traffic work? Are there differences by region?
For which products is the ratio of advertising costs to sales generated profitable, and for which is it not?
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Google Shopping can fall back on Google's own bid management target ROAS (Return on Ad Spending). The
correct use of target ROAS strategies can bundle these and many other signals into an optimal bid. With target
ROAS, it is possible that a bid adjustment is made at the level of a search query.

Recommendations for the use of ROAS:

Collect data for 4 weeks before launching the strategy
Conversion tracking with sales

Select a campaign structure where the lowest segmentation still achieves 200
clicks/week.

Do not change the campaign structure for approx. 2 weeks after the start.
Divide products with similar prices into groups ‘
At least 15 conversions in the last 30 days, we recommend 30-50

The more homogeneous the shopping baskets, the better for the ROAS target
Do not set desired values, but stick to the suggested

Targets that are displayed on the basis of the last 30 days.

Depending on the volume, but evaluate performance after 7 days at the latest
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The Overflow model
Targeted keyword exclusion

Targeted keyword exclusion

Google Shopping Guide » The Overflow model

Keyword exclusion is an important and frequently used optimisation measure by advertisers. Usually, keywords
to be excluded are used to prevent the ads from being displayed for undesired or irrelevant search queries.

For example, an online shop that exclusively sells Nike running shoes would add other brands such as Adidas or
Reebok as keywords to exclude to prevent inappropriate clicks.

The Overflow Model

The use of keyword exclusions in the sense of an
~overflow model”, on the other hand, refers to a cross-
campaign, targeted canalisation of search queries. The
use of an overflow model means a more aggressive
and targeted broadcast of the product ads for relevant
search queries.

Question: ,Why should | make additional effort for
Google Shopping? After all, my products will also be
played out if | only use a single Shopping campaign
with no keywords to exclude!”

That is of course correct. If you set the bids high
enough, your products will be found in Google Shop-
ping and will probably sell. However, the questions
are: How expensive will a sale be for you? Which
search queries lead to a sale of your products and are
thus more valuable than other search queries?

The performance of the search terms can be seen in
each account under the keywords or dimensions tab
and offers valuable information to the advertiser.

24

Let's say you sell jeans trousers. Based on the keyword
reports, you find that the most sales at the lowest cost
per sale are generated by long tail searches that inclu-
de the brand and product name.

o Take for example ,women's jeans"” vs. ,Lee Toxey
Super Skinny women'’s jeans”. In this case, the second
search query emits a much higher propensity to buy
and indicates that the shopper is moving from the
research stage to the purchase stage.

An important example of use is a seller who offers se-
veral brands in his online shop. This seller may believe
that Boxfresh sneakers sell very well. For this reason,
they want to choose a more aggressive strategy for
these branded products.
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Research stadium o Purchase stadium

- -—mm)

Go glg worman jeans X & qQ Go gle lee taxey skinny fit women jeans ®x & Q
& Images She e News i More Tools
@ e Bovebg 8 P 4 oA [ images O ng @ Mews [0 Videos | More Teals
 £40.000.000 resul o
About 21900 results |

ads - Shop woman jeans
Ads - Shop lee toxey skinny fit women jeans

PERE

» Lee Scarlett Lee Scarlett Lee Scarlett Lee Scarlett CAA Skinmy »
by i €79.95 €99.95 €43.95 €49.95 €39.99
Jeans mit Lavi's High CA&A SHnmy Levrs High LevP's High Zalando Lee Online-Stor,  Zalando Zalando CRA
geradem Walsted Mom Jeans-Snapin Waisted Mom Waist Taper Free shipping Free shipping Free shipping Free shipping
€21.49 €15.00 €75 €889 €69.95
SHEIN C&A Levi's
051 +65,99 shipy By Bigshopper By Pricesearc By Bigshopper By Bigshopper By Adference

By Google By Productca By Adference By Froguctca By Productca
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It is also possible that our supplier is convinced that a very specific Boxfresh model, the ,Boxfresh Spencer”,
sells very well and therefore also chooses an aggressive strategy for this product.

o In the first example, we block all search requests

containing ,Boxfresh” in campaign 1, so that they run
into the second campaign. In this campaign, the bids
are higher and the priority is lower.

sneakers boxfresh

O Al [E) Images ¢ Shopping @ Maps [ News

About 1.210.000 results (0,64 seconds)

ads - Shop sneakers boxfresh

—

—

[ T
e

Giesswein - K1X Lp Low Le, Boxfresh Herren
Merino Woaol... Toffee, Groke: . Sneakers
€139.95 €49.99 €25.90
Giesswein KICKZ momox fashion

9 In the second example, we additionally block the
product name in campaigns 1 and 2 so that the search
query ,Boxfresh Spencer” is directed to the third
campaign. Here the bids are highest and the campaign
priority is lowest.

boxfresh spencer

(2]

2 Al (B Images (@ Shopping © Maps [E News

About 165.000 results (0,54 seconds)

ads - Shop boxfresh spencer

<l

—

<t

K1X Lp Low Le, Giesswein - Bullboxer
Toffee, GroRe:. .. Merino Wool. .. Sneaker low. .
€49.99 €139.95 €84.95

KICKZ Giesswein Zalando
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io

CPC: low CPC: middle CPC: high What is excluded is up to the
account and the clients'

searches.
___________________ exclusions by list

,' are passed on to the next Counter entry:

1 A brand designation

1 B product designation
1
,' Keyword options:

V2 proceeding or word groups
—¢
Righete
Prio: middle . E
WWYY

Prio: high .

A simple and easy implementation of the described overflow model can be realised by creating lists of brands
and product names in the Google Ads account under ,Shared library” under ,Keywords to exclude for cam-
paign“. These can then be easily added to the respective campaign.

The priority setting of the shopping campaigns is also important for the implementation.
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As shown in the previous diagram, this must be set to
~High" for campaign so that all search queries collect
here and the long tail queries ,spill over” into the next

Select a campaign priority @

Low (default) - Recommended if you only have one Shopping

campaigns by using the exclusion lists. campaign
An ,overflow model” thus makes targeted play for O Medium
long-tail search queries possible, although Google .
Shopping bids on products, not keywords. @ High

On the other hand, the short-tail search terms are not
lost through a multi-level model, since, as described,
all queries initially end up in generic campaign 1.

The use of exclusionary keywords has become a
ubiquitous part of shopping campaigns, but this
approach takes your campaigns to a new level.
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'Smart shopping campaigns

A further step by Google in the area of automation are the Smart Shopping campaigns, which have been availa-
ble since spring 2018. This is a mixture of the Shopping ads in Google Search and Responsive ads of dynamic

remarketing. The ads are played out in Google Search, in the Google Display Network (GDN), on Gmail and on
YouTube.

Sponored Shopping

Display Network YouTube Gmail
Unit on Search
P = — P =& — 0 = —
[ [

Google
=

!
|

The display of the ads is determined by the Google algorithm. There are the following possible goals for the
settings. Either a target ROAS is defined or the option of maximising the sales value is selected.
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Advantages:

+ Easy creation of the campaigns

v Bids completely automated on target ROAS or revenue maximisation, i.e. data-driven machine

learning

+ Potentially large reach through the connection of all Google products

(Search, Display, YouTube, GMail)

Disadvantages:

Lack of transparency: Due to the automatic playout and the lack of detailed views, it is not possible to
see the search terms or placements for the playout.

It is not possible to see the search terms or the placements for the playout.
No exclusion options: neither search terms nor placements can be excluded.

Prioritisation of campaigns: It is not possible to prioritise the shopping campaigns, as there are no
prioritisation options.

There is no possibility to exclude keywords.

Little influence: No sales can be accelerated in the short term due to automatic targeting.

It is precisely the low level of active influence and the lack of transparency of the detailed views that make opti-
misation of the data feed more important.
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Optimising the data feed

To ensure the data quality in your shopping feed, Optimisation tips for attributes

you must pay attention to the completeness of your

general product information. These are listed in the In addition to the predefined attributes, there are
following illustration: also tips that you should take into account in order to

optimise your shopping feed. The following illustration
lists the respective tips for designing the attributes:

Product data attributes

Tips for optimisation

description Detailled product descriptions (full
use of 5000 letters)

google-_product_category Use the Google categories - categorize your
products in ,,Google language”

availability Availability has to be shown, otherwise
products are not displayed

mobile_link Mobile landing pages - mobile / tablette

Additional_image_link Second image URL as a Backup

Additional image link [additional_image_link]

Avadability [availability]

Optimisation tips for attributes

In addition to the general product information, there The predefined attributes

are the so-called ,clear product identifiers”. These

include the Global Trade Item Number (GTIN), the Ma-
nufacturer Part Number (MPN) and the brand of the 5';33;52?352:frs?felff\tqggﬁan e e omen's Sweater black
product. At least two of these product identifiers are

required for your shopping feed.

brand + gender + product type Twinlab Mega CoQ10 100 capsules
+ attribute (weight, number)

Consumer brand + gender + product type Charles & Ray Eames + chair + depth:

Goods + attribute (size, weight, number) 59 cm, height: 80 cm, width: 61 cm
However, in addition to completeness, there are also brand + attribute + product  Samsung 88" Smart LED TV with 4k
optimisation possibilities for the data feed. type + model Sy SHS)

occasion + product type mother's day - personalized
+ attribute jewellery case, silver
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|Merchant promotions

With merchant promotions (offers), you can convince your users with special offers on the search results page.
If these offers are activated, they appear as additional text in your product display on Google.

If a user clicks on your offer, a pop-up window appears in which, for example, the discount code is redeemed.
With just one more click, the user is taken to the product page and can immediately buy the discounted product.

Baby Stuff babystuff.com
-, =Q  babystuff
Ads
1
'™
J -ﬂ * 25 € reduced
» . ] . ]
i — — SUMMERSALE25
25 € reduced

Break off 25 € reduced

- @ ®
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What are the benefits of special offers in product ads?
v Higher click-through rate: Your offers generate a higher level of attention and let your users
click on the ad significantly more often

v Higher click-through rate: Your offers generate a higher level of attention and let your users
click on the ad significantly more often

v Optimised for all devices: Reach your users on desktop devices as well as on mobile devices.

How to use the special offers

To use the Merchant Promotions, you need an active product feed in the Merchant Centre. You can
choose from these offer types:

v Discount offers: Percentage discounts, cashback promotions, 2-for-1 promotions or buy item and
get discount on another item.

v Free or discounted shipping

v Gift cards or gift items with a certain value

As soon as you have activated your ads, they will be checked again by Google.
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Consulting & performance for
online marketing across all of Europe

Expand internationally thanks to Smarketer

Be successful internationally with Google ads!

You would like to grow internationally and target new markets?

Thanks to Google Ads you can get into the business! We will X *
help you find the right target market, support with set-up and X Repeatedly awarded b
the optimization of your international Google campaign and * \!; GoF())gIe & I)\//Iicrosoft v
implement your international advertising strategy. y =

¥ 5

WMEDION'

| =
audible™

an amazon company
=5

GARMIN. | MEY&EDLICH™

And many more satisfied customers
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About the client.

Motolntegrator is a retailer of car parts with an
exceptionally wide range of products, focusing
on car models from european, american and
asian manufacturers.

The procedure:

Introduction of the CSS programme and the
SSC with Topseller at the same time.

feA SMARKETER
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MOTO
INTEGRATOR

POWERED BY INTERCARS

The challenge:

Increasing traffic and sales with the same ROI
targets - scaling the campaigns with the same
ROI target which focuses on car models from
european, american and asian manufacturers.

Results:

42% more traffic & 30% more conversions,
while CPCs and ROI remained stable. The
impression share more than doubled at the
same time.

17 e are very satisfied with the agency’s comprehensive service for us in the general area of Google Ads
and Google Sho/,;)ping. Among other things, the successful conversion to the Smarketer CSS and the further
su ﬁort or it. This conversion enabled us to generate a very solid upswing. Furthermore, it is the monitoring
of'? e changing market - especially in times of a pandemic - and the ability to react to what is happening
around us and the continuous optimisation of the campaigns that we value very much.”

Cleverlog-Autoteile GmbH
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|Contact us

Thank you for your attention and good luck with your
shopping campaigns!

We are happy to be there for you at any time.
Write or contact us. We look forward to hearing from you!

Smarketer GmbH

Alte JakobstralRe 83/84
10179 Berlin

Germany

contact@smarketer.eu
www.smarketer.eu
Tel. +49 30 920 38 34 466

Christopher Jakobus
Head of Sales

B® Microsoft | Advertising & Microsoft

Microsoft Advertising

Ellte Pa rtner Global Partner Awards

Smarketer

J
Google Partner

@ Comparison Shopping
&7 Premium Partner

PREMIER 2022
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