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ATT Opt-in Rate

60%

50%

40%

20%

0%

71%
66%
61%
57%

48%

Gaming - RPG ~ Gaming - Gaming - Finance Shopping Social Media
Action Hyper Casual

A & /mtoltH

2hx of| & CHH| =2 ATT S22
A SO HE|ZAL2 60% > 0| Ao| S| ol

YouTube ATT H|0| E2}Q| A|L{X]|
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Source: Appsflyer

YouTube has ads —
get the right ones

“YouTube" would like
permission to track you
O the next screan, choosa if YouTube can ink across apps and websites
‘activity from this app with activity from owned by other companies
nonGaogle apps and wedsites 10 personalize your
ads and provide ad measurement. Your choice will Totapnert, YouTube wil ik ncivily
be appked 10 all users of this app on this device. from this app with activay from nor:

Goonle 098 and websites

What's new

To personaiize 345 e provide ad

s upto you

A1 any tima, you can change this setting by 0oing Ask App Not to Track
10 your device's apa setting for YouTube. This
setting coes not affect the use of activity from this.
20p and other Geogle pps and websites to
personaize ads. Learn more about how vou
sctrity is used

Allow

Private by design

A1 Google, we vork hard to protect your
infarmation and put you in contrel. Leam more
s Privacy Policy.

Google Ads Academy



( 4mops maieip=m o opore ) ((opmeg

ODM : 1P Data Soll &8 75t /X4 A28 =71 ER

h

lllustrative Example
Before
( IDFA I ( FEREEE )
0% O ——— 100 %
Mgt 2| 2E
After
V4 .
IDFA 1P Cl|O[E] (oimiet + Mapeiz) Dl Het
= dM & YouTube S P
YT+ AdMob X SHO= 230| AR KB FHOR 2Tt TS ES00
IDFAZ} Q= XS CIOIE 28 1P CI0|E{Z 92| 7|7| Liol A R M HOE 2dY
AISHO] B0l e (IDFA 3 =71 1P COJE Soff F=t o)
o =] =2 O
\_ g ) )

14 Proprietary + Confidential Google Ads Academy



CIEETTEE I IDIEEE D)
ODM : 1P Data M£ 0|2 Mt I "M

( A )

I MA s
6 O/O © H1°24| tCPA 2% X|€ (tCPA & tCPI)

© H1°24| Hashed PIl Support for ODM
ODME F#$t 20| YT MBS

- O
(CPA)O| 2H| | ME[RICH, © H2°24| Google M QIHIER| =Hak x|
Google QIHIEZ|S| CPA 7|E2E
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( Case Study — Gaming )
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ZO|ME[=

ODMS Edf

Jk-l.._x-l OE CPI

ﬁ%; 15% 7|2k
WM A SL|CE

® X3 a

Gaming developer and
publisher

APAC - South Korea

o

Goal
ZO|AE|S] 2HIY A & SILI?I ‘Gunship Battle: Total Warfare’'= 2 2% |
EH Z20/5t= ALt

Z9|i0OS ATT @M A0|0|E 0|=, ZO|AE[= #2i0S o M2l &S 7HMA

O
YHS H AUSLIC

Rl
un
o

Z1
=

Solution
ZZO|AlE|= 0|0 1P HIO|E{E(0|HIY) %8t U1 Firebase HA| HEE|0]
AAT|0f| 0| & 235I0{ ODM &EM S ZAMSLIC
Results
-15% +36%
Lower CPI (SKAN) Budget Scale

J
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ODM:1PDATAEE T+~ Q7

vV

Google Analytics for
Firebase SDK

1. GA4F SDK +94
2. GA4F H|E (tCPI/tCPA)

2
i W

Customer Data
Collected in App

O|HYFA/MSIHS 2 QX 2101 32

Hir

*Google O|H| YA +FO0| 0HA S 7+
AKX %

DE AAOO|HYFA T Th

x|gk

Apps targeting iOS 11
or higher
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(4o mapeipzg ooy ) (a9lHRiosERY )
QSKAN Event Integration ZiH| 2l

Apple2| SKAN CV 27|02} Google ¥ ZH|21S S&tst0]
CPA Zim|210f| M iOS2| 71Xl Z2HEX (deterministic) A|2E S

ikt

g 7t

oIr

4 N

Benefits
o Ejjuls 2815t A/B H|AEE E6 SKAdNetwork 7|=
MX| £ M2l (post-install conversion) Z& HS

o O UOIRI AMEX H|0|E{ 7|8t H|T D

Requirements

o A 67 0|etel Amel

o A/BTesting B~ - 2F Z4m| Q1 2 & of| & $1K Of &
e Max Bids & (Max Actions or Max ROAS)

/ N
b (0S tCPASH ROAST} 2T KPIS ZAI3HK| E317{Lt
( New Beta Phase is now Open ) IDFA 2280 L2 %2 Ze T3 AE 2
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www.myhappyclothes.com

My happy clothes
Home
Shop i

NEW.COLLEGTION

Nuestra Historia

Contacto

Comercios

N EW
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Connect
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a ¥ F2HE Google Ads
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%|= KPI : Purchase HALO|E Fet M F 2t [Android] H F2t [i0S] Action Required
X3t o|= A E ZA| ecommerce_purchase ecommerce_purchase i
o (www.example.com) : (Android) : (i0S) '
Mt xH o Yes No No ﬂﬁ%ﬂﬁﬁmﬁ
ﬁg} EQ o:l-bll- ................ ................. Yes .................. ...... N N O;PErT:i:y Ef_%%éz

Conv. Window 30 days 30 days 30 days -
, Conv Count .................................. Every ........................................... Every .............................................. Every ..................................... ..................
Conv Value ............................ Dynamlc Value .............................. Dynamlcvalu e ................................ Dynamlcvalue .............................. ..................
QEEH,C!,&,& ................. ﬁlxﬁ"wmwQEEHjIOI%§+Elo1%lfx|§7& .................. ..................
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W2AC without Tracking

Campaign 1

W2AC with Tracking

Campaign 1
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Total spend

$1000

Total spend

$1000

X
o

Ll
OF

Conversions

Web

100

Conversions

Web

100

App

80

t21 2| X3} 7ts

Conversion Cost/

rate conversion
10% $10
Conversion Cost/

rate conversion
18% $5.56

Google Ads Academy
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JERS

App links (Recommended)

Universal links (Recommended)

@ Custom schemes

> L33 Zo| 2|2 Mo| e MstH=
- AppsFlyer2| OneLink
- Branch2| Smart Links
- Firebase 2| Dynamic Links
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Google Ads X| & of &

Yes @

Yes @

No
(ACe ZiT|QI0f| A = & E THsSILE W2AC
Y eloN = 88 =7ts)
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( Case Study — Fashion )

-
iOS M
| Q10f| A
|:|E.I=|g|- W2AC
E'I' |_ = EOIOI-

Lto]|7| A 2fo}

&

Athletic apparel and
accessories brand for sports
and fitness activities

APAC - South Korea

o

The Challenge

Lto[7| Fe|ot= HE Q| M E R Z0| |l I I HA0ff Of i S
Fets F=X| 2ot X HSLICH 0| S flo 2HHY AM AHm|els Sol
0|5 HIAERSLICL.

Solution

W2AC &2 Mo atE AS<t7| flsl B Zmel=
(=)
(=] 3
E —

’S*E O 0| top2f 1 25H H| W3l

Results (Generic Keyword Campaigns)

13% 18% 24%

increase in ROAS decrease in CPA % of Conv. Value

~

/
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( OFA|E S HO|| 2 Google2| ROAS Suite )

OHA|E 282 ZR2°80| S7I5IHM ROAS £ 42 HEL S

- B\
Global 25 Q1 7|=
AC ROAS EEM H|ZE
Global £1'H CHH| +6.4%p
KR &7| ChH| +12.2%p
N Y,
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( OHA| S S HO|| [IH2 Google2| ROAS Suite )

OHA|E! S0 [I}E Google2| tROAS Bidding Suite

4 N O N N )
tROAS tROAS for tROAS for ACe tROAS
Ad Revenue Hybrid
Monetization
DE tROAS M2 QIeH 2 mxolof| 7|2kt o2 H| =LA HEHS 2|EFAE Ol S 2let
7|&#09] &|= Standard ROAS %|X3lE|= 22 M, Z2SH= AppS flet tROAS &2 M,
type. Q14 10 HM Firebase ‘Ad_impression’ 54, o agnel o oln| A dxlt XS
J|zoZ A|xs} OjHIE B A 54 72| Revenue [HAIO 2 ROASE
eventE 7|EC = X X3} o2t aX} ot= 32
g8 Its.
(iI0S) Coming soon (i0S) Coming soon
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( OHA|E S HO|| 2 Google2| ROAS Suite ) ( Ad Revenue )

tROAS for Ad Revenue

(

Benefits:

o Adfunded ¥ OHAH|ESH= 2R, ZTX|HOE A2
Folof 7|gtsto] X X3t 7HsELICH ROAS HotE
Mot Wero 2 ZHm| Q1 2| X5}t 0| R0{X|H, Admob 2|
CHE O|C|ol0| M2 & 835tA = 2R 2F 7tsELICL

Requirements:

IHO| Of | O] A SDK &Yl
‘Ad_Impression’ O|#IE H|gl
Zn40l ZAO| H|XL|ARH(90%+)
ACi 28 7t5 ACe E8 |3t

Y4

(Android) General availability
(iOS) Coming soon

32 Proprietary + Confidential
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( OFA|E S HO|| 2 Google2 ROAS Suite ) ( Hybrid )

tROAS for Hybrid Monetization

4 R 3
$)
Benefits y
A I AOIS EBHE o L %
o In-app o4t Zn40ls EBHsto] ol \

= =] =
E|MSHStLICE ROAS d1t SUSE S HZ 2IEH,
Admob | CtE 0|Ejof0| 42 EE3tAlE Z 20w M [Ad @@}

7tsELc.

Requirements: <
o I}O|O{H|O] A SDK &
e TtO[O{H{|O] A O[HIE H|E G
e ‘Ad_Impression’ O|H E Import
- J
e - A IAA + |AP H|ZL|A HES 71X 10 QJOMHA,
(Android) General availability ROAS ATt EAIO 2 O[Sl MTHE Thekete Hoo| Xt
L (iOS) Coming soon
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( O S S E0f| (2 Google2| ROAS Suite )

tROAS |2l E2lid Tool

v

Performance Planner for tROAS

X | Untitled budget plan o120

Ory-fit apparel + 2more  /* Next quarter: Jan 1 - Apr1,2017 ~ 1,000 conversions /" SAVEPLAN  REVIEW AND IMPLEMENT 3

PLAN FORECAST

Overall spend Total conversions Avg. tROAS

$27,000 1,000 $0.60 ® Forecast

*
Target
0 s s 8150

i
Ofm
els
2
)
ra
Mo
02
>
)
=2

Performance Planner
= 4Ol of| A 51 =

H
ra
|_?l-
4>
MH
o
oC
N
oIr

v

Bid Simulator

Conv.
Target ROAS . Cost Impr. Top Impr. Conv. value Seta portfolio target ROAS of 111% - Conv.value ~
astw 3 1 4 55
Last week (111%) @ 48 §1.40250 2248 2083 55 163378 i
O 2% 295 $736.64 1761 1621 47 142019
$1,20000
O 2271% 322 $925.56 1884 1735 51 151720 z
8 $800.00
O 2 2 s 105 1754 2 154645
$400.00
O 102 3 $103688 1969 1820 s 157400
50.00
O 167% 344 $112388 2041 1886 54 159303 1,400.00 150000 1.600.00 1,700.
Conv. value
O 1% 352 120665 2m2 1951 54 160520
Applying this adjustment will affect ad group-specific targets.
O 1% 0 $120848 2156 1991 s 11871
@ 111% (current) 365 $1,395.26 2222 2,062 55 163295
O 0% 365 $1.40096 2226 2067 55 163379
O 103% 72 $143686 2253 2095 55 1639.07
O Ssetadiferenttarget %
“This simulation s based on performance from Apr 26 ~ May 2, 2020. These estimates do not guarantee similar results. Learn more CANCEL  APPLY

tROAS ZHH| 2! H|H 7}(Target ROAS)0| [[}E Cost,
Conv., Conv. Value S 0|4 M2t a} 2tol

- J
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p 4 I
Module 2 )
Target
ROAS M|E!
70| E
L J
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tROAS Zm|2l 2HE ¢let Bidding MIE 70| =

S oHA M
| 1L L- O
& Mt FX7|7E B H

TH7| ROAS = H +H HIXHAQ M2

Bid/Budget =&
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( Target ROAS M|E! 7t0|=

) ( Pre-Check )

Conversion name In-app event #1

Firebase project ID firebase-project

Not editable
Count Every conversion
Post-install conversion window 2 weeks

Click-through conversion window 2 weeks
Engaged-view conversion window 1 day

View-through conversion window 1 day

Category Other

Mobile platform Android

Not editable

Mobile app

Not editable Your App

Value Use the value and currency from Firebase. If there's no value,
use $0.

Source Firebase

Not editable

Firebase event ads_value

Not editable

N

Conv. value7t 25| &ilst= O[HIE MH

(= o
(e.g. 710H, & 10%] 0| &ko] RLIT Mzt A
(>) =EROAS 7IZtoll [t Post-install et 2IEL 4
(e.9. 7D ROAS 3| LA, M2t IR E 722 HH)

(5>) 14~30% OJLf Rt A= M HH

37 Proprietary + Confidential
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Conversion name

Goal and action optimization
Mobile platform

Not editable

Mobile app

Not editable

Value

Source

Not editable

Firebase event
Not editable

Firebase project ID
Not editable

Count
Not editable

Click-through conversion window

Engaged-view conversion window

View-through conversion window

RingCentral Chat, Video, Phone (i0S) First open

Downloads, Primary action

i0s

[ Your App

Don't use a value

Firebase
first_open
glip-signon-dev
One conversion

30 days
2 days

1 day

(REO| FS Valuez! M 7}5)

@ A K| O|HIEQ| ‘Value’= ‘Don’t use a value’2 HH

Google Ads Academy



( Target ROAS AIE! 7H0|= ) ( Bid setting )

(omiom 7|= tCPA HI|912] ROASE Ta{5}0] tt7| ROAS 2H 4
p

AN

= 4 Google Ads All campaigns a m N

TOOLS &
SETTINGS

SEARCH  REPORTS

Overview r Campaigns Last30days Jun14-Jul13,2020 ~ ¢ 5

: : -k
Recommendations = Clicffs ~ = None ~ ~; HH =

CHARTTYPE  EXPAND  ADJUST

Campaigns 1,3 30,000
Ad groups
15,000
Assets
Keywords 0
Jun 14, 2020 Jul 13,2020
’ Placements c
; —_ ra
» Settings Y  Campaign status: All enabled ADD FILTER Q = m m L4 . A
SEARCH SEGMENT COLUMNS REPORTS DOWNLOAD PAND MORE
= (e D [ ] Campaign Budget Status Campaign type Cost Conversions Cost / conv. Conv. valcuoes{
» Locations
O e B Your campaign name $15,000.0.. [\ Eligible App $251975.75 104,654.00 $2.41 275

(>) Conv. value / cost(H| 22 H2tItK]): Benchmark target ROAS

Mot =X 7|210| 25 X[t 0|2 HA| X[ EE E= AS HE
*2t Al 7|0l iH2 user cohortZt CHEZ| I20| Timeframed| M2t X &2t2 4~ AS

- J
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( Target ROAS Mg 7to|=

) ( Bid setting )

(Option2 5|5 3147I7+2 M2{s}0] £7] ROAS 2E 2

AN

/
Xt nd7t QYUE M7 SMZEE UMstofE
(AIZHO] XILFA| H X} S7H) TR
/ \
Return D1 D2 D3 D4 / D? \
$50 $100 $150 $200 | $1000>
Cost $1000 $1000 $1000 $1000 | s000
. .
Xt nztol 20 Fai 2 (fixed value)
0) YANMO 2 ZH X[ Z 3| A HE RS, £HSI0] 40| = ReturngfS BHE 0] TH7| ROAS HAtE
(>) o|mf ROASS HHZE 2 HHH[2||5t= E4 S 7HX7| W20 2|7(|2t2 ZAH| 7t 25 e 28 HE 7ts
\ J
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( Target ROAS AIE! 70|

) ( After Launch )

ol HEHA 2 Bid&Budget =M

(Optiscore: EtZll ROASE A& HFSIH HE 20| 37| &8 AR oldEl= HHelS &ld + ASLCt.
T, Adjustyour ROAS targets +3.2%

40  Proprietary + Confidential

Getmore conversion value by adjusting your ROAS targets

You may see the estimated conversion value uplift by lowering your ROAS targets. The decrease to ROAS targets will apply to strategy targets and any

ad group overrides. Learn more

Recommended because our simulations show your campaigns could receive more conversion value with a smaller relative decrease in targets @

Back torecommendations

Adjust your ROAS targets in these bid strategies

Bid strategy

Customer 10000 >
Campaign 0

My Bidding Strategy 1
Customer 10000 >1

campaign

Customer 10000 >
[[] The Best Campaigr

Percent
decrease

20%

30%

Current avg.
target

1,000%

900%

New avg.
target

800%

630%

Download Dismissall JEYIIVEL]

Weekly conv.
value

+850

+1.7K

Weekly
cost

+$6.73
+€13.00

+513.46
+€26.00

Apply

Apply

Google Ads Academy
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T2 App Campaign2| ZS2I2|2} ‘FX Al

-
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NI AH Moot X MOIHEE 86l
SHE M OIHESRf RASE FXE ROIREF JH0|=
( 1st Party 2|AE >
( 72 A HIHE )
( YouTube =3| X >

.

Predictive Audience
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ATFHRIZ 2|AL T2l of| Al

Custom segments People based on their search activity, downloaded apps, or visited sites @ A

‘ Q Add or create custom segments

Your data People who have previously interacted with your business @ A

O
[

Ad group

Purchasers App users ®

spumnagag —( AAIIEUED FoigRAE )

‘ Q Add your data ‘

Interests & detailed

. People based on their interests, life events, or detailed demographics A
demographics

O 0|00
o o e o
s
i
[n
HU
kl
k>
=
]
ic(

‘ Q Add in-market segments, life events, and more ‘

Demographics People with the following demographics @ A

2 YNIBY AT T AIDES FYH
YN £hole] M7} A H st 2

Female Male Unknown @

\_ /

18 v

to 65+ ¥

Unknown ® Google Ads Academy




45

-

(5 |

-

-
HA FHdF7A

sne] Al
EFS R

Sid - 2lo] Btk s RA SO

DX !N

=
~

Proprietary + Confidential

\_/

BE 70 {4 S ZH=0H0] T E = 2 N%
TO0i X CIo[EE AlDE 2 Fsto] =24 M1

HE F0 fM S 2HH &9 N% 7101 {4 HIo[EE
ADE2 FUst0 SERAME YL 24

KFAtOl A O] HAMH|AE 2EER B2

KFALS| CHE FALZHE| 2] & &9 10% 7 A CIOIE S
AIE2 =

SYHE L= POl BHIY Al LTVIL =2 /X
CIOIEE PC AIY Am|Qlof A2 2= =

J

Google Ads Academy



( Case Study — Other )

~
Goodnovel2

Audience
signal2 Sl
MaHos
ROAS SL{E
o|=0{ U SLILCt.

G

Ebook publisher

APAC

o

The Challenge

Ebook I{=2|M Goodnovel2 EE 753t
QL|AAS| SHA[Of| E RO THERI T,
Am|Ql X =tE 2ot dots RMAMSLICE.

- OoOL-= i PV =]
The Approach
7|1E DHZE|RX et gAS EHE 717 A
RN E ZHst7| 2|8 tCPA Z4TH| 10| audience

signal2 831, 0|= ROIHEHA FLH=
O|{ R &LIC

Results
+159% +349% -87%
D7 ROAS D14 ROAS CPA

~

“Audience signals can notably
minimize the App campaign
ramp-up, thereby leading to
significantly lower costs and
increased efficiency for us.”

—Sven Chai,
Product Director, Goodnovel

(' goodnovel

OWVIE 3 BIELVEME A F

/
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_( ROAS 8412 9I8t Creative L8l )

22| IEQHIER|Y LEE|=
ol SE4& A MF HEE WISt

h

G I o m 3 e i
oogle Foryou  Topcharts Categories Workapps Early:
adventure duck x n
ALL  IMAGES  VIDEOS  SHOPPING  NEW!
& Adventure Duck Deux | A Quack- (&) Suggested for you MORE
tastic Sequel to the Original
Google Play: 4.8 (346k) @ Adv
Discover this app X
. Adventure Duck Deux
ABrand New Beautiful Quest from the Creators &
f the Ori | Adventure Duck.
ot the Originat Adventure bue Adventure Duck Deux (6] B Googe Py Adventure Duck

Adventure Duck

Deux Ducklords
48w u FREE Abrand new beautiful quest from the

Tools & utilities MORE INSTALL
ko . =N

346K reviews Downloads Everyone
B Google Play

Deux

Free * Install

Lifestyle apps MORE

Google @ G
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Manual Assets
Advertiser Uploaded Asssets

Tex 1

10 levels of adventure!

Same fun new ducks]

Swim to Victory!\

The Duck Saga Continues|

Proprietary + Confidential

Image Assets

Video Assets

HTMLS Assets

Auto Assets

Generated from the Play Store/App Store automatically

on App titl

Adventure Duck

*kkhkk P GooglePlay

gh

Google Ads Academy



( roaszryg sist creativecterst ) (( Uplift Experiment for AC )
TR A| Uplift ExperimentE Sl F7t A%He E8M HE Jts

Campaign A Campaign A + Video X

e N )
1 video, 3 images, 6 text assets 0 2 videos, 3 images, 6 text assets o

Video X I\l =

B )

Text 1, text 2, text 3, text 4, text 5, text 6 Text 1, text 2, text 3, text 4, text 5, text 6

4 N\
1 video, 3 images, 6 text assets e

L',_@l '
I

e Z% uplift in Metric 2 ]

Y% uplift in Metric 1 ]

Text 1, text 2, text 3, text 4, text 5, text 6 J
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( Case Study — Gaming )

-
AMHAME =
Uplift
Experiment for
ACE Sdll 21%
Fetda M S
glelot RS LILt.

SUPERCENT;

Casual game developer

APAC - South Korea

o

The Challenge

SHO|m FHFE Al HEA FHUE= B2
AYE MH|ASHD Q=013 Hol| T 28 /==
AT HIZHS HELICE ofof 22 ZHO|
F7ME| U S wfel Hm|Ql &byt Lot

HMSH=X| HIAEE ZIHMSLICE

The Approach

HEE J80= 1671 0ME, HAE OF00=
SLTH 1674 of| Alap A1 ZBH/Z0| oM S
Z715t0 UpliftE Hl w3} &L Ct.

Results
+4% +15% +21%
Impression Click Conversion
uplift uplift uplift

~

"The asset uplift experiment for
App campaigns has
successfully proved the
incrementality of adding new
ad assets and formats. Video
variation has helped expand
our inventories and it’s
attracted a broader user base.”

—SeYoung Yoon
Head of Growth, Supercent

4> =88

VarietylofJelly!
/
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[New Format] Video+Playables

E e
YO0 W T
09%@7&*
+ 09 X9" -
22 % “ﬁ_é_;-:; playiltole qunches
& g after video

BoBohs
Yo i X
~iE®PH jw
sisyY®Pe
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