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Search Ads

BAZFEL (Nascent) ¥ 22 R (Emerging) iEE® S (Connected) ZE5ES (Multi-Moment)

1. Use of 1P and 3P data (combined
audiences; smart lists)

2. Full-funnel targeting (cross-channel
remarketing (Search-Social), audiences
(YouTube - Search))

1. Use of 1P audience data (Remarketing
lists, Customer match)

2. Use of 3P audience data

(Custom audience, Similar audiences)

- 1. Basic use of Google audience
bt 26 (A e [T (=) I segments (demo; affinity; in-
market;)

Omni-channel customer data
integration (CRM; store sales etc)

1. Basic text ads with generic
messaging.

2. No or limited use of ad
extensions.

RSA and basic ad Personalized creative for segmented

- . . High adoption of extensions, includin -
extensions(sitelinks,callout,snippets). Use o ption o . 9 audience
. . business specific ad extensions.
of shopping extensions

EMEIE (Asset)

1. Comprehensive keyword strategy

1. Boarden keyword coverage 2. Full funnel keyword coverage -
h pat oo Branded keywords only . - . . Account structure by business
SRESIBE (Access) (mostly phase or exact match) 2. Basic use of Dynamic Search Ads leveraging automation. . . scenarios and marketing objectives
(DSA) 3. Granular DSA set up using categories,

URLs or Page Feeds.

. 1. Automated or semi-smart rules based | 1. Full Auto-Bidding (tCPA, tROAS, Max

BENRiE 1. Manual or Fixed Bidding bidding (eCPC) conversions) Full advanced Auto-Bidding
(Automation) 2. Manual budget allocation 2. Use of Performance Planner for 2. Use of Budget forecasting in (Omni-channel, Profit Margin, LTV)
budget allocation combination with Auto-Bidding

1. Non-Last click attribution for reporting
BREs ) o 2. Limited offline conversions
(Attribution) Last click attribution measurement (ie. store visits and sales)

3. Start using A/B testing (draft &
experiment)

1.Use of Data Driven Attribution model | 1. Bidding Towards Data Driven
for reporting with some optimization Attribution

2. Set up Strategy framework for A/B 2. Omni-channel Measurement
Testing to ensure business results

Google



Shopping Ads

BEZFRES (Nascent)

¥ 22 E (Emerging)

EEEE (Connected)

ZEEZ (Multi-
Moment)

S (el les) ) Google Audience

1. Customer Match
2. Google remarketing audience

1. Custom Audience
2. Audience expansion / Similar
audience

Audience with LTV segment based
on first party data

EMEIE (Asset) Product Listing Ads

Product Listing Ads (Always On)

Smart Shopping Campaign

HEEREE (Access) Google Merchant Center onboard

Product group segment

Cross all Google inventory (+GDN, YT...)

B #7128 (Automation)

Manual bidding / CPC bidding

1.eCPC bidding
2. tROAS bidding

1. tROAS bidding
2. Max conversion bidding

DI (e ls il | Last click attribution model

Non-last click attribution model

Data Driven Attribution model

Google




YouTube Ads

BEZFEL (Nascent) ¥ 32 E (Emerging) iEEE G (Connected)

1. Google audience

. Audience expansion / Similar audience
2. Customer match/custom audience P

SRS (Audience) PEUCREICEt)

1. Single video creative (TVC not
EMEIE (Asset) made-for-digital)
2. Single format

1. Customized video based on Target
Audience
2. Multiple format (short/long form)

1. Made-for-digital creative
2. Multiple format (short/long form)

1. Upper funnel video campaign (e.g.

g pit oo 1. Trueview For Reach campaign 1. Trueview for Action campaign
RS E (Access) Masthea.d) 2. Bumper 2. Video Action Campaign
2. TrueView
B &2 (Automation) [e2Y% CPM+CPV CPM+CPV+CPA

1. Market Mix Model

2. A/B testing (draft & experiment / Geo
Experiment etc) monthly

3. Last click attribution model

1. Brand Lift Survey
2. A/B testing (draft & experiment / Geo
Experiment etc) quarterly

Campaign level tracking (basic
metrics e.g. VTR/CPV)

HiZ{E = (Attribution)

ZREZE (Multi-
Moment)

Audience with LTV segment
based on first party data

1. Customized video based on
Target Audience

2. Multiple format (short/long
form)

Full funnel (TrueView for Reach,
TrueView, Video Action
Campaign)

CPM+CPV+CPA

1. A/B testing (draft &
experiment / Geo Experiment
etc) weekly

2. Data Driven Attribution model

Google
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BEZFRES (Nascent)

Suggest to target all audience,
rather than a specific group of
audience

2 REFE (Audience)

Location Extensions / Affiliate
Location Extensions

EMEIE (Asset)

Google My Business with all

REERE (Access) location verified

B #)712 (Automation)

Ads Ul

BXXE = (Attribution) [RIEl R Pl

1. Check Ads report from Google

22 R (Emerging)

Suggest to target all audience, rather
than a specific group of audience

Create creatives related to offline store
promotion or call to actions

Google My Business with all location
information up-to-dated

Manual bidding / CPC bidding toward
Store Visits

Track Store Visits

EIBE S (Connected)

Suggest to target all audience, rather
than a specific group of audience

Local Campaign

Leverage Google My Business
interactive features for better
customers engages eg. respond to
reviews, create posts, and share latest
promotion or product info

Smart Bidding for Store Visits
(tCPA/Max Conversion/tROAS/Max
Conversion Value)

1. Set a Store Visits Value
2. Upload Offline Sales Data

ZELEZ (Multi-Moment)

Suggest to target all audience,
rather than a specific group of
audience

1. Enable product showcasing ads on
Local Campaign

2. Local Inventory Ads (apply to
retail vertical)

Optimize in-store activities based
on GMB insight

1. Store Sales Improvement
2. Unlimited budget if target
omnichannel ROAS is met

Evaluate online and offline
performance, including omnichannel
conversions or omnichannel ROAS



App Campaign

HEEZFHES (Nascent)

i EE (Emerging)

IS

HEHE A (Connected)

ZEHEZ (Multi-Moment)

Automated audience in App

RRER (AUd'ence) campaign for install

1. Automated audience in App
campaign for install

2. Unlock Automated similar audience
in App campaign for install by bidding
on Firebase conversion

For engagement campaign
1. Custom Audience

2. Google Play App list

3. App remarketing audience

For engagement campaign
1.Audience with LTV segment based
on first party data

2. Predictive audience

EMEIE (Asset)

Text only asset for AC campaign

Text + Image asset for AC campaign

Text + Image + Video asset for AC
campaign
Ad strength to be excellent

1. Text + Image + Video + HTML5
asset for AC campaign

2. Test & replace monthly based on
performance

3. Multiple theme style of assets

IHRERE S (Access) App Campaign for Install

App Campaign for Install - optimized
for events

App Campaign for Install - optimized
for events
App Campaign for engagements

1. Install across AOS +iOS
2. Re-engagement across AOS +iOS
(+ Web for hybrid advertiser)

BHENRE

(Automation) 1P

FiZ{E = (Attribution)

Google play codeless conversion

Max conversion + tCPI +tCPA

1. Firebase conversion tracking
2. 3rd party APP tracking

tCPA/tROAS across install and re-
engagement

1. Bid on Firebase conversions with
custom events, unlock exclusive ad
features.

2. Deep-linking

tCPA+tROAS+Firebase prediction

1. Connect Firebase to GA4

2. Web-app deep-linking

3. Include firebase app events into
optimization in web campaigns

Google




Google Display Ads(GDA)

BEZFES (Nascent)

S aliE (Audience)  [ElIeeEY- Wl

EMEIE (Asset) Image Ads

JEEEEE S (Access) Standard Display

1.Manual bidding / CPC bidding
2.Max Clicks

B #)i712 (Automation)

vk =N \alalo 10 (ile))) I Last click attribution model

*Note: Discovery covers Gmail, YT Feed, Discover Feed, Image Search slots ; RDA with Single Ad Type for Static, Dynamic, Native and Non-Native

¥ 22 & (Emerging)

1. Customer Match
2. Google remarketing audience

1. Responsive Display Ads (0-50%)

Standard Display(50%)+ Smart Display
Campaign(50%)

1.eCPC / tCPA bidding
2. Max conversion bidding

1. A/B testing (draft & experiment / Geo
Experiment etc) quarterly
2. Non-last click attribution model

s

EEE S (Connected)

1. Custom Audience
2. Audience expansion / Similar
audience

1. Responsive Display Ads (51-80%)
2. DDC with Google audience

Smart Display
Campaign(70%)+Discovery(30%)

1. tCPA bidding
2. Max conversion bidding

1. A/B testing (draft & experiment /
Geo Experiment etc) monthly

ZEEZ (Multi-Moment)

1. Audience with LTV segment based
on first party data
2. Optimized Targeting

1. Responsive Display Ads (81-100%)
2. Video asset for Responsive
Display Ads

3. DDC with 1st party data, ML data
or data from API (weather, sports)

Smart Display Campaign
(50%)+Discovery(50%)

1. tCPA bidding
2. Max conversion bidding
3. tROAS bidding

1. A/B testing (draft & experiment /
Geo Experiment etc) weekly
2. Data Driven Attribution model

Google



GA / GA360

S REE (Audience)

S . ss ZREZ (Multi-
FEZF B (Nascent) #ELEE R (Emerging) ZEES (Connected) Mome(nt)
. Activati RM D
Enhance remarketing and reporting | Cross Channel Audience Strategy I(‘I;rg Bi::?;?i’:tgz:% (E(;c_“gclzgocrce M::Ifeting Cloud:
(Eg: Google Signals; Remarketing (Eg: Google Ads List Pushed; imp;lementation Offline data via Measurement
Features, Reporting Features DV360 List Pushed) BigQuery Expor:c) Protocol)
Analyze engaging & effective Advanced A/B Testing &

experiences
(Eg: Content Grouping; Site Search
Enabled)

EZMEIE (Asset)

A/B Testing & Personalization
(Eg: Optimize Container Active; Optimize
Container Using AW Targeting)

personalization
(Eg: Optimize Container Using GA
Audiences)

Continuous AB testing +
advanced personalization
practices

1. Linking GA with free/mainstream
tools for activation (Eg: Google Ads
& Optimize linking)

2. App and Web is tracking
separately

YEEEEE E (Access)

1. Linking GA360 with Enterprise Google
Tools (Eg: DV360, SA360, CM linking)
2. App and Web is tracking in same GA4

property

1. Linking GA360 with 3P tools + Export
of raw data for custom analysis (Eg:
Salesforce Sales Cloud linking, Data
Import)

2. User ID is set for session unification

1. GA360 raw data in Cloud

(Eg: BigQuery Linking)

2. Online and offline data
centralized in GA (Measurement
Protocol)

Identify “real” traffic
(Eg: URL Query Parameters
Exclusion; Bot Filtering)

B #1712 (Automation)

Identify unique users across multiple
devices or sessions
(Eg: User ID)

Combine Analytics data with non-
Analytics data

(Eg: Customer Dimensions,
Customer Metrics, CRM data import)

Management & Reporting API

1.no UTM parameter in destination

B3 E (Attribution) URL

1. Use UTM parameter
2. GA owned by Agency / website
developer

1. GA owned by company without
internal system integration

2. Self-defined rule based attribution
model (in Google Analytics)

1. Import offline data into Google
Analytics

2. Controlled Experiment

include offline / manual sources
into UTM (not only measure
purchase)

3. GA owned by company with
internal system integration

4. Data Driven Attribution model

Google




Tagging and other activities across multiple products

BEZFFELL (Nascent)

2% (Emerging)

EIEE S (Connected)

ZEEZ (Multi-
Moment)

S (AUllse- . Google Demographic targeting

1. Google audience
2. Customer match/custom audience

Audience expansion / Similar audience

Audience with LTV segment
based on first party data

ZMEIE (Asset)

Conduct Speed Score for website

1. Implement PWA/AMP solutions
2. Use Google Optimize for A/B testing

YEBERE S (Access)

B #)i7#i12 (Automation)

Export ads report with Google Ads
Reporting API

1. Multiple conversion tags in

ah i = . o website
PR (Attribution) 2. Google sitewide tagging not in all
pages

1. Single conversion tag in website
2. Google sitewide tagging in all website

Google
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