Google Marketing Platform

How-to prepare Digital
Marketing Budgets

Going back to the basics to secure management support



Agenda for Today

. How to explain impact of Digital Marketing to your business
. How to interpret Digital Marketing Metrics

. How to plan a digital marketing budget

Google



How-to Explain Impact of
Digital Marketing




As screen times increase, media becomes more digital

Technology enabling Delivered to consumers Across screens and
personalized experiences in real-time in various formats



Customer’s Path to Purchase is getting Complex

Friends and
Family

Google



Simplify the journey based on Audience Engagement
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Awareness Consideration Purchase
When you catch When they are looking at When they decided to
their attention you as a viable option buy from you

Google



Explain impact via theory of Sales Funnel

A marketing funnel  helps
marketers to visualize how their
efforts feed the subsequent
stage of a sales process & makes
it easier to define where their

responsibility may stop

Reach (Awareness)
Owned Media

Paid Media

Earned Media

Upper Funnel

Relevance (Consideration)
.| Person

Problem

Product

Conversion (Purchase)
Customer lifetime Value
Cross Sell & Upsell
Phaseof Life

v v \
Your Objectives



Use Visualizations to spot Risks & Opportunities

Facebook Email Marketing Google Search Member Get
Member

Affiliate Marketing Bing Search Taboola Outbrain K2

Whatsapp
Instagram
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How to interpret a Digital
Marketing Report




Metrics that matter when undertaking digital marketing
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Awareness Consideration Purchase

Cheap & affordable TV

—

L] www.example.com

The best entertainment your
family deserves

Expenditure Visits Conversion Rate

Impressions Users Revenue

Clicks Bounce Rate Customer Lifetime Value (CLV)
Cllickthrough Rate (CTR) Product Viewing Rate Drop-off Rate : Verify Email
Cost per thousand impressions (CPM) Add-to-wishlist rate Drop-off Rate : Address

Cost per click (CPC) Add-to-Cart Rate

Drop-off Rate : Payment
Average Basket Size
Cost-per-transaction (CPT)
Return on Ad Spend (ROAS)

Check-out-rate



Demystifying metrics seen @ Awareness

Cheap & affordable TV
L5 www.example.com

AWare ness The best entertainment your

family deserves

Expenditure How much was spent in this campaign
Impressions How many times the ad was shown
Clicks How much people clicked on the AD
Cost per thousand impressions (CPM) Cost of showing an AD every 1,000 times

Cost per click (CPC) Cost of generating a click, that will drive a visit



Demystifying metrics seen @ Consideration

N\

Consideration

N\’

Visits

Users

Bounce Rate

Product Viewing Rate
Add-to-wishlist rate
Add-to-Cart Rate
Check-out-rate

How many visits to the website was generated

How many unique users arrived to the website

How many people left once they arrived that came from ad
Likelihood of someone viewing a product after arriving from ad
Likelihood of someone viewing adding an item onto a wishlist
Likelihood of someone viewing adding an item onto a shopping cart
Likelihood of someone trying to initiate process to buy



Demystifying metrics seen @ Consideration

Conversion Rate Likelihood of a visit resulting in a purchase

Revenue How much sales was generated

Customer Lifetime Value (CLV) Cumulative sales forecasted to be generated over a lifetime
Drop-off Rate : Buyer Details Likelihood of someone leaving when asked for buyer details
Drop-off Rate : Delivery Address Likelihood of someone leaving when asked to delivery address
Drop-off Rate : Payment Likelihood of someone leaving when asked to make payment
Average Basket Size Average total of all goods in the shopping basket

Average Cost-per-transaction (CPT) Average cost to generate a successful purchase

Return on Ad Spend (ROAS) Ratio of Expenditure vs. Sales. 200% ROAS = RM 1 AD generated RM 2 sales



Make data work harder for you by fuelling valuable actions
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Users who are logged Users who added a Users who have Conversion rate of
in and saw an error product to cart but been to an account someone who saw your
when they tried to are not logged in to creation page but have product vs. someone who
view X page your site not signed up has added it to a cart

Google



How to plan a Digital
Marketing Budget




When is a Digital Marketing Budget necessary?

Digital Marketing Plan
Target Audience
Problem Statement
Product Benefit
Strategy

Tactics

P Budget & Sales Forecast



What is the purpose of a marketing budget & forecast?

7\

Obijective

) _—

Identify organization’s desired
financial outcome

Resources

Evaluate commitment
required to meet goal

7\

Control

) _—

Highlight minimum expectations &
mitigation strategy



|ldentify numbers that matter

Sales target

Timeline to achieve it
Average transaction value
Likelihood of interest
Likelihood of buying

Marketing Budget allocation




Prepare a 12 month forecast

Highlight milestones
Plot out numbers over 1 year
|dentify minimum viable results

Have discipline to track progress




Observe, Evaluate, Act

Drive more Sales
Reduce Expenditure

Meet your targets faster

Find out what works!

Avoid options with lackluster results




Become agents
of change




Get a comprehensive customer view

Demographics m
Known Affinity
data group
Interests @

Added item
to cart

Returned

multiple times

Purchased
in the past

Observed
behavior

Google



Pillars of Analytics success

. Conduct
Aggregate your data Collect data i

in-depth

across multiple i

analysis

G Analyze for insights platforms |
ol
e Activate your insights
Take action

instantly across
multiple platforms

Integrated systems

Google



Aggregate data for a holistic customer view

(v

Why marketers care

sales growth over a threeyear
period for businesses that
aggregated multiple customer
and marketing data sources
compared to peers.

T

Collect site data at scale.

Use automatic and custom
dimensions and metrics to collect
site data at scale.

Aggregate site and media data.
Make better data-drive decisions with
a deeper understanding.

7l

What data-driven marketers do

Merge online data with offline data.
Bring more data together and break
down data silos beyond Google
media with Analytics 360.



Success stories depend on
exceeding expectations




Driving Content Engagement using Al&ML

Content Engagement for Publisher \ : JDT's Upping the
. ante to impossible
More than 200 % increase | ¢ = Standards

More than 100% improvement

|
E Conversion Rate for E-Commerce Advertiser
o o

Read About It

https J//www thinkwithgoogle .com/intl/en -apac/tools -resources/programmatic/how - personalization-
helped - media- publisher-astro-double-its-content - engagement - malaysia/



https://www.thinkwithgoogle.com/intl/en-apac/tools-resources/programmatic/how-personalization-helped-media-publisher-astro-double-its-content-engagement-malaysia

Soaring beyond expectations with Hyper Personalization

anananan

= Manila to Singapore Dastination .
2 For as low as

AD Engagement
More than 100% in clickthru rates

cccccc

Manila/ Cebu to Tokyo From

]
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E Return on AD Spend .
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cebu pacific

Manila7- Cebu to Tokyo

Read About it 21099

https:/marketingplatform.google.com/about/resources/cebu-pacific-air-reaches-international- .
travelers-personalized-ads -
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https://marketingplatform.google.com/about/resources/cebu-pacific-air-reaches-international-travelers-personalized-ads/

Nurturing new buyers by leveraging 15t party data

Driving New Customers

Growth above 900%

[ ]
E Conversion Rate

Over 100% uplift

Read About it

https://www.thinkwithgoogle.com/intl/en-apac/tools-resources/programmatic/picture-perfect-
personalization-how-123rf-created-more-relevant-campaigns-first-party-data/

(2 123RF

IMAGES AND VECTORS
FROM ONLY ’

(2123RF

BUSINESS IMAGES
FROM ONLY

EACH

|

1l

3

123RF %

BUSINESS IMAGES 'r:_;ﬁ:_i

Fioéo&v .—‘;“
EACH , ’

TRY US NOW

—


https://www.thinkwithgoogle.com/intl/en-apac/tools-resources/programmatic/picture-perfect-personalization-how-123rf-created-more-relevant-campaigns-first-party-data/

Thank you
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