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Make sure conversion tracking is implemented

e Currently, there are no conversion tracking set up in the account

o We see there are only default conversion actions in the account, but these are not

important for tracking important actions we want people to take.

R Phone calllead  Account-default goal 6 of

[0 conversion action

] Calls from Smart Campaign Ads

ampaigns Edit goal
‘Action optimization Gonversion source All cony Allconv.value | Status Actions

1-10f1

23, Contact Accountdefault goal for 1source 6 of 6 campaigns Edit goal

Action optimization Conversien source All conv. All conv. value | Status Actions

1-2072

@ Getdirections 0of 6 campaigns Edit goal

Action optimization - Conversien source All conv. Allconv. value |~ Status Actions

1-10f1

o We should implement conversion tracking to record all important actions visitors
do on our website when they become leads, like:

Start a Free Trial

Book a Demo

Subscribe

Fill out the Contact Form

o Accurate conversion tracking is one of the most important things since we collect
signals that inform machine learning algorithms who are our potential customers
and helps us in finding more people who would be interested in our product. Also,
without conversion tracking, we can't know what works and what is not working so
we can’t efficiently optimize campaigns.

Make sure UTM parameters are passed from page to page

e One of the issues with conversion tracking that can occur is issues with passing UTM

parameters.

e When we go from page to page, and on different subdomains where forms are hosted,
the UTM parameters and GCLID are stripped and they are required for accurate

attribution.

e We should make sure tracking parameters are passed correctly to get accurate
attribution for different channels.
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Make sure GEO targeting is aligned and accurate

e Currently, not all campaigns are targeting the same locations.
e We see some campaigns are targeting only US and Canada while some target 5 countries

Locations Select locations to target 3@
() All countries and territories
O United States and Canada
O United States

(® Enter another location

Targeted locations (5) Reach @ @
Australia country 21,700,000 @
Canada country 34,700,000 &®
New Zealand country 4,390,000 @
United Kingdom country 62,600,000 &
United States country 288,000,000 @

Q Enter a location to target or exclude Advanced search

For example, a country, city, region, or postal code

“ Location options

Cancel Save

e We should make sure the campaigns are targeting relevant locations - the more we
target, the more opportunities for cheaper conversions and scaling.
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Remove Search Partners Placements and focus on Google Search

Networks Search Network al

Ads can appear near Google Search results and other Google sites when people search
for terms that are relevant to your keywords

Include Google search partners @

Display Network

Easy way to get additional conversions at similar or lower costs than Search with
unused Search budget.

Include Google Display Network @

Cancel Save

e We see that we are currently targeting Search Partners placements next to Google Search
o Inthe early stages, it is best to exclude search partners and focus only on Google
Search
o Search partners tend to bring low-quality leads, and it is best to experiment with
search partner placements in later stages when the account already has
established performance metrics with Google Search placements only.

Exclude Display Network from Search Campaigns

MNetworks Search Network ~

Ads can appear near Google Search results and other Google sites when people search
for terms that are relevant to your keywords

Include Google search partners @

Display Network

Easy way to get additional conversions at similar or lower costs than Search with
unused Search budget.

Include Google Display Network @

Cancel Save

e Currently, we are opt-in to show our search ads on the display network.
o Display network is large and much lower quality than the search network
o By selecting to show ads on the display network next to the search network,
google will display our search ads on display placements which is not the best
practice.
e We should remove Display Network from all search campaigns.
o We can always create separate, dedicated Display campaigns that we can better
control and improve results.
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Create a Dynamic Search campaign

e Create one low-budget and low-bid dynamic search campaign in the account.
o Dynamic search campaigns are an excellent way to generate potential new
keywords that we can then use for targeting.
o Dynamic campaigns are unique because they don’t use keywords, but a website
to show the most relevant ad to the person's search query.

Create Display Remarketing Campaign

e Create a display remarketing campaign that will target all website visitors and people who

haven’t yet converted
e |[f possible, a good idea would be to offer them some lead magnet (eBook) or discount to

capture their information
e If we need to make remarketing more focused, we can target only visitors to our most

important pages
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Set Relevant In-Market and Affinity audiences on Observation

Audience segments

Add audience segments
Add segments to reach people with certain imerests, behaviors, or detailed demographics <

o
Insights about top performing audience segments coming your way ' A\

Once your campaign has enough performance data, you can view top audience segments on the insights page. You don't necessarily need to add audience .
segments for reporting now. Learn more :

Add Audiences to

Observation ’/' ) \E ?'/

Got it

Demographics

Age Gender Household income
‘ M clicks ~ ‘ M None ~ th
Chart type
180
18-24 25-34 35-44 45-54 55-64 65+ Unknawn
v/ Show table Edit demographics

Exclusions

, Add exclusions
Add exclusions to define who should not see your ads

e Our search campaigns currently don’t have any audiences on Observation.

o Observation is a good way to monitor the performance of individual audiences,
and then based on performance, we can bid more or less to improve results even
further.

e We should add relevant audiences to the observation in all search campaigns that we are
running
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Import 1st party customer audience to Google Ads

A ences Your data segments Custom segments Combined segments

Segments Y Add filter

Your data
insights [ Segment name 1 Type Membership status Size: Search

Your data Notin-use
sources

e We currently don’t have any customer list imported into Google ads

e Since 3rd party cookies are more and more restricted in today's digital world, Google and
other platforms are getting more and more reliant on 1st party data.

o That means that Google ads will benefit a lot from “feeding” it with data from our
most valuable audience - customers.

e By importing our Customer Audiences, we are giving Google signals on our most valuable
targets, and we are helping the algorithm to optimize in finding new people who would
be most likely to convert.

Use different bidding strategies instead of MAX Clicks

e Currently, all but one campaign uses the Maximize Clicks bidding strategy.

Budget staws Optimization score  Campaign type Impr. - Interactions  Interaction rate: #vg. cost Cost Bid strategy type Glicks

$000/dzy inprogress

520.00/cay in progress — | Search

L

o O O
°

o

o

o

o

o Since we are interested in getting conversions and not just visitors, it is best to use
more relevant bidding strategies that optimize bidding for lead generation.

o Maximize clicks strategy only looks at how to get the most, cheapest clicks, and
we know that clicks are not the same thing as conversions.

e Se should use Maximize Conversions or, even better, Target CPA bidding strategy when
we have enough data

o If campaigns won’t work on Maximize conversions bidding due to not enough
conversion data, we should start with Manual CPC, and then work toward
Maximize Conversions and ultimately Target CPA bidding.
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Make sure we target users in targeted locations only

A\ Location options

Target ®

@ Presence or interest: People in, regularly in, or who've shown interest in your targeted

locations (recommended)
E) Presence: People in or regularly in your targeted locations

O Search interest: People searching for your targeted locations

Exclude &

@ Presence: People in your excluded locations (recommended)

O Presence or interest: People in, regularly in, or who've shown interest in your excluded

locations

e We see that campaigns are targeting people who also show interest in our target location.
o That means, for example, if someone in India researches something about the
USA, they will be eligible to see our ads although we are not targeting India.
e We should target only people who are in our targeted locations by selecting “Presence:
People in or regularly in your targeted locations”
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Test Targeting all languages instead of English only

e Currently, our campaigns are targeting only the English language.
o That means only people who have browser language settings to English will see
the ads.
Languages Select the languages your customers speak. @ Based on your targeted locations, A

you may want to add these
languages:

Q Start typing or select a language
French

English X Add Al

Cancel Save

e Although this sounds perfectly logical, data on other accounts show that is more
beneficial to target all languages.
o There are many people who know English but have a browser language in their
native language so they won’t be eligible to see the ads.
o And since we are using English keywords, people need to search in English to be
eligible to see our ads - thus we are sure they know English.
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Link YouTube Channel to Google Ads Account

e It would be beneficial to connect the YouTube channel to the Google Ads account.
o This will enable us to collect organic data from the YouTube channel to create
new, more important audiences that we can then target or retarget across

YouTube.
o We can connect Datawiza YouTube channel.

Google tag Connect Product

Q Untitled tag Manage

Connected products

i Google Analytics (GA4) & Firebase @ + 1 linked Manage & link
L]

i Google Analytics (UA) @ + 1 linked Manage & link
L]

Recommendations

ili  Finish setting up conversion tracking

Finish setting up conversion tracking by making sure your conversion actions are successfully reporting conversions @

See why this is recommended for you

Popular products
Link to Google ADs

Filter Use case: All Category: All '

B Google Merchant Center u YouTube Search Console ' Google Flay
ﬂ Google Business Profile Things to Do Center @ Google Hotel Center A Ads Data Hub
n Ads Creative Studio . Amazon Redshift ' Amazon 53 Google BigQuery
o Google Cloud Storage HTTP HTTPS MySQL @ PostgreSQL

o b ) .
@ Salesforce E SFTP ::‘org Snowflake Third-party app analytics
Search all
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https://www.youtube.com/@datawiza

Create A/B tests and run experiments to find best-performing
combinations

e Currently there was never any experiments running on the account.
o We should have some tests running at all times to constantly search for
best-performing combinations that bring the best performance
o Some of the examples we can test:
m Bidding strategies
m  Network targeting (google search only vs. google search + search
partners)
Device targeting
Different Ad headlines and descriptions
Audience targeting etc.

Create a dedicated Competitors campaign and test bidding on
competitor keywords

e We should create a dedicated competitors campaign and bid on the most relevant
competitor keywords from Datawiza.
o On many accounts, competitor bidding brings excellent performance and
high-quality leads so that is one of the things that is definitely worth trying.
e Also, we can utilize Capterra and the G2 Crowd platform to find competitors and create
ad groups for each.
o Then we can create an Ad Copy with Datawiza’s Unique value proposition to get
prospects to sign up for Datawiza instead of the targeted competitor.

Create a Dedicated Branded campaign

e Currently, we are not using branded campaigns.
e We should create dedicated Branded campaigns and sort keywords based on the brand
in ad groups.
o This way we can tailor ad copy around the brand name itself and better control
budgets and bids on our most valuable keywords
o Brand keywords are also the cheapest ones so we want to make sure they have
separate budgets to prevent competitors from stealing leads that were searching
for our brand.
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Create a Performance Max campaign

Optimization  Campaign

e Contrary to traditional campaigns, this campaign type has a broad reach across Google’s
Network, reaching customers on: Display, Search, Maps, Discover Feed, YouTube, Gmail,
and Shopping Ad Inventory.

e With a focus on goals, Performance Max campaigns use automated bidding and targeting
technology to help you invest your budget more efficiently to spend where the highest
ROI opportunities are.

e Different asset groups with relevant audience signals should be created so we make sure
the traffic is as relevant as possible.

e Currently, there are no Performance max campaigns in the account and we should create
this type of campaign.
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https://support.google.com/google-ads/answer/10724817?hl=en

Restructure Ad Groups to create clear themes

e Currently, we have ad groups that don’t have clear focus/name and ad groups that are

targeting the same theme in more campaigns.

View all 7 campaigns in this Filters
view

Campaign status: Enabled, Paused Ad group status: Enabled, Paused Add filter

Amazon-Cognito-Searc .
e Overview @ Adgroups
Ad group 1
ity Recommendations .
Y Add filter
Azure AD Migration .
=0 SRS v+ Insights & reports
Ad grou
JDE page ; 0 e group
Campaigns =
JDE keywords and ads O e Ad group 1
Ad groups
MFA-Legacy-Apps v Ads & assets |:| [ ] Ad group
Ad group 1 JDE keywords and
el v Keywords 0O e ads
Website traffic-Search-1 X
Audiences O e mfa-legacy-apps
Ad group 1
grose Content
mfa for legacy apps
Website traf ) X 0o o - aee N
MFA-Legacy-Apps Settings

Ad group 1 Change history O o TR

— Show less

O e Ad group 1
te-traffic-mfa- » Dynamic ad targets
F-apps =

Total: All but removed a.. @
* Locations

mfa-legacy-apps

N Total Accoumt @
Ad schedule
Removed campaigns are hidden

Campaign

Amazon-Cognito-Search

Website traffic-Search-1

JOE page

Website-traffic-mfa-legacy-apps

Website traffic-Search-MFA-Legacy-Apps

Website traffic-Search-MFA-Legacy-Apps

e We should Restructure our ad groups (and campaigns) to have a clear theme, use that

theme keywords in each ad group, and tailor Ad Copy related to that theme

o Grouping the same themed keywords in the same ad groups is currently the best
practice and we should utilize it for best performance and easier management.

o We can use solutions sections or any other categories from the website for the Ad

group theme creation.

Solutions

Multi-tenant SSO for Sq

re Homegrown Apps

cy Apps

re Open Source Tools
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Use different keyword match types instead of broad

e Currently, all keywords in the account (991) are on broad match.
o Broad match keywords are most wide and trigger all sort of search terms, so are
generally lowest performing keyword.
'@ Keyword status: Enabled, Paused I Match type: Broad maich X I Add filter SeC;Cn Segfent CoEnn'ms Rel;:ﬂ:;ns Do‘.\l'ﬁload Eaia]nd v
O @  Kewo Match ype campsign Ad group stas Finsl URL e b imere MO g o
Total: Filtered keywords @ 2301 e 1.30% $072
0 e azure ad migration Broad match Website traffic-Search-1 Ad group 0 0 - -
O ©  Jueseivedw®oon | poamach | Websie naficSearch 4d group 0 0 - -
O o azure ad account Broad match Website traffic-Search-1 Ad group 0 0 - -
O o azure iam Broad match Website 1 Ad group 0 0 . _
Total Fitered . () 2,301 e 130% 5072
' Total: Account @ 4620 o 7.38% 5032
snowrous: [ 30+ | > ol
e Especially on new accounts and where we don’t have enough conversion data, we should
avoid broad match keywords

e |Instead, we should use [Exact match] and “phrase match” keywords that are much more

focused keyword type. They will activate exact keyword, or similar phrases and not
something just loosely related to the keyword we used.
o Then in future, we can consider expanding to broad match from keywords that
are performing well in other match types

Add negative keywords and negative keyword list

View all 7 campaigns in this.

R AmazonCognito-Search

Adgroup1

P Azure AD Migration

R JDEpage

JDE keywords and ads

R MFALegacy-Apps

Adgroup1

R Website traffic-Searct

SSASHERD

Campaign status: Enabled, Paused | Ad group status: Enabled, Paused | Add ite
@ Negative keywords
Y Add filter

Negative keyword Addedto Level

1

Currently, none of the campaigns have negative keywords in use. We should add
negative keywords to prevent triggering irrelevant searches.

Also, we should apply more generic negative keywords (more than 700) that we have
collected over time.

We should also check search terms to exclude irrelevant search terms on the campaign
level so they are not triggered in the future.

This would significantly reduce wasted spend.

14
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Go thoroughly through search terms and add negative keywords
to prevent wasted spending

Search terms @

Y Add filter
[J Searchterm Maich type Added/Excluded Campaign Ad group 4 Impr. Interactions.
. > 75
Total: Search terms (3 6,095 dlicka
_ Broag et None Webste et Searh g group 1150 0
O coanita Exact match  Added Amazon-Cognito-Search Ad group 1 868 cllck:
O duwe Broad match None Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps 270 0
|:| azure cloud server Broad match None Website traffic-Search-1 Ad group 1 139 o
[0  datacenter azure Broad match None Website traffic-Search-1 Ad group 1 138 0
2
[ akams mfasetup Broad match None Website traffic-Search-1 Ad group 1 s click;
[0 akamsauthapp Broad match None Website traffic-Search-1 Ad group 1 8 c“ck‘;
[]  userauthemtication Broad match None Amazon-Cognito-Search Ad group 1 76 clickz
[0 howto enable 2fa Broad match None Website traffic-Search-MFA-Legacy-Apps mifa for legacy apps 52 0
[ iam Broad match None Website traffic-Search-1 Ad group 1 44 ]
[0 awscognitc Exact match  Added Amazon-Cognito-Search Ad group 1 38 cllck.s
_ Broad match None Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps 36 ]
[0 howtoget2fa f;‘:‘;‘n:;e‘c'" (close Mone Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps 3% 0
O mfs Broad match None Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps 5 c"ck's
[0  microsoft authenticator Broad match None Website traffic-Search-1 Ad group 1 33 clicks
2
[0  amazon cognito Exact match  Added Amazen-Cognito-Search Ad group 1 26 clicks
O ms f:ﬁ:;‘";m“ (close  Added Website traffic-Search-MFA-Legacy-Apps Ad group 1 25 0
[0 whatissso Broad match None Website traffic-Search-1 Ad group 1 22 0
[l inesdanew duo Broad match None Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps 22 ]
O 2f Broad match None Website traffic-Search-MFA-Legacy-Apps mifa for legacy apps 20 0

Sread mtch N Webae v earch e 19 0

Phrase match (close

[0  howto enable 2fa s None Website-traffic-mfa-legacy-apps mfadegacy-apps 18 0
[0 ducplease Broad match None Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps 17 0
[0 awslambda Broad match None Amazon-Cognito-Search Ad group 1 16 ]
[  duofactor authentication f:‘r"a:nflm“:" (close None Website-traffic-mfa-legacy-apps mfa-legacy-apps 15 ke

e We see there are search terms triggering that are spending but are irrelevant or
too broad to achieve results.
o As already mentioned, conversion tracking should help in evaluating the
value of all keywords and search terms
o Also, using [exact] and “phrase” match type keywords should reduce the
triggering of irrelevant search terms.
e |t would be good to revamp keywords that are in use in the account and add only
relevant, high-intent keywords.
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Improve the quality of Responsive search ads

e Currently, there are 4 responsive search ads that have “average” ad strength from the
total of 7 in the account.

Ads

?o Ad status: Enabled, Paused Add filter

O e Ad Campaign Ad group Status Ad srength Adtype Impr

Datawiza Adds MFA 1o Any App | Extend MFA for
Legacy App | Extend MFA for On-Prem Apps +12 Not eligible
wviw dataviza.com d

- Microsoft Entra 1D, Office 365, M365,
AD B2C, Google. Okta, Duo, Microsoft Entra...
View assets details

Website traffic-Search-MFA-Legacy-Apps Adgroup 1 Excellert a“g””"ﬁ“‘e Sl 338

Deliver Zero Trust Security | Enable Azure MFA
Granular Access Control +12 more

Website traffic-Search-1 Adgroup 1 Good :ﬂespnnswe search ose

JAuth, SAML S50, MFA,
View sssets details

530 and MFA for JDE in mins | S50 Oracle JDE
530 and MFA for oracle apps +10 more
www datawiza com

O e Add 550 and MFA to Oracle JD Edwards {JDE) in
minutes. Microsoft 365 (Azure AD), Okta, Ping,
View assets details

Responsive search 7

JOE page JDE keywords and ads ad

b

Sood

Datawiza | Microsoft Partner | Add MFA to Legacy
Apps in Mins +12 more
O @ (vwdsaizcom
Acting as an MFA Proxy, Datawiza Adds MFA to
Your Apps without Rewriting Them. Add MFA to...
View assets details

Not eligible

Website-traffic-mfa-legacy-apps mfa-legacy-apps Campaign paused

Responsive search
ad

MFA in Minutes — No Ceding | Instant MFA for Web
Apps | Fast MF4; Zero Code Changes +12 more
www.datawiza.com

0 e Safeguard your web applications with our easy and
quick MFA setup. No coding needed! Boost your.
View assets details

Average

Website traffic-Search-MFA-Legacy-Apps mfa for legacy apps E;SW“SW search 5776

Add Amazon Cognito in Mins | Amazon Cognito
without Coding | Fast Track to Amazon Cognito.
eviw datawiza.com
0o e Amazon Cognito S50 login and
mins. Datawiza: No-code...

Not eligible
Campaignpaused | o ad

Responsive search 4806

Amazon-Cognito-Search Adgroup 1 Average

No-Code MFA Solutions | Instamt MFA for Web
Apps +12 maore
Average Responsive search

MFA-Legacy-Apps Adgroupl  Poliey(Trademarksinad  § Average ad

ds
M with MF.
View assets details

e |Lower ad quality scores can negatively impact CTR (click-through rate) and consequently
the Conversion rate. It can increase the Cost per click and ultimately, the cost per
conversion.

e We should update Ad headlines and descriptions to make the ad quality Good or
excellent.

o That should increase CTR and have a positive impact on cost per click and in the
end, on conversion rate.

16
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Use Dynamic Keyword Insertion in our Ad Headlines

e All ads have our Headlines and Descriptions in responsive search ads hardcoded and
don’t use dynamic insertion.
o Dynamic insertion is when we automatically insert the searched keyword in the ad.
o For example, If we have Headline: #1 {Keyword:Multi-Factor Authentication} Tool
m [f a person searches sso integration, it will see #1 sso Integration Tool
m If a person searches mfa solutions, it will see #1 mfa Solutions Tool
m [f a person searches a keyword that is too long, it will see the default - #1
Multi-Factor Authentication Tool
o This is an excellent strategy that consistently increases CTR and impacts positively
on performance since it shows a hyper-relevant ad.
e We should create Dynamic Keyword insertion headlines to make our ads more relevant

Improve CTA in our Ad Copy

e None of our current ads have a clear CTA (call to action) message.
o We should add 2-3 CTA Headlines of what we want our users to do that are
aligned with the website CTA and actions we want visitors to take.
o Using Headlines like “Try Datawiza For Free” or “Book Demo Today” is a great
way to put prospects in the right frame of mind on what to do when they visit our
website.

Make sure Sitelinks Extensions are fully utilized

e Currently, our Sitelink Extensions only use Sitelink Text and are not using 2 sitelink
descriptions.

Preview B O Highigntstelink @i

Sponsored

© wwwexample com

ription line 1 (recommended) o Add sitelink Headline 1 - Headline 2
Descriptions

Description 1. Description 2

Description line 2 (recommended) | Access Broker  Sitelink text

hitps://www.datawiza.com/access-broker (] Previews shown here are examples and donit include all possible formats.
assets dont violate policy, el

o Without descriptions, we are not utilizing our full potential and short Text is usually
not enough to convey the message to readers.
e So having at least 4 sitelink extensions that are fully completed will make sure we show
the most value, take the most real estate on SERP, and have the highest possible Ad
Rank.
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Add Image Extensions

Amazon-Cognito-Search

Azure AD Migration

JDE page

MFA-Legacy-Apps

Ad group 1

Website traffic-Search-1

Ad group 1

Website traffic-Search-
MFA-Legacy-Apps

Ad group 1

mfa for legacy apps

Website-traffic-mfa-
legacy-apps

mfa-legacy-apps

Overview
Recommendations
* Insights & reports
Ad groups
~ Ads & assets
Ads
Assets
» Keywords
Audiences
Content
Settings

Change history

+ show more

Assets Custom | Jan1- Apr 21,2024

— Table view

Associations -

Upgraded

All Tr Business name =] Businesslogo e Sitelink Tr Headline Tr Description B Callout
¥, Call B Lead form © Location ® Price B app & Promotion
Legacy @
All [ Dynamic image
o & Asset status: All but removed Add filter = o
Segment  Columns
[ ] Asset Level Status Source CTR Avg. CPC b Impr. Cost Clicks

Y

No assets match your filters

e Currently, there are no Image extensions in all campaigns.
e We should create relevant image extensions in all campaigns so our ads take more real
estate on Google search to increase CTR.

Create a Business Name Extension

e We should create a Business Name Extension that we can use in our search campaigns.
Currently, the Business Name extension is not in use in every campaign.

o

‘Amazon-Cognito-Search
Azure AD Migration
JDE page
MFA-Legacy-Apps

Ad group 1

Website traffic-Search-1
Ad group 1

Website traffic-Search-
MFA-Legacy-Apps

Ad group 1
mfa for legacy apps

Website-traffic-mfa-
legacy-apps

mfa-legacy-apps

Removed campaigns are hidden

O

SSESHERD

Overview

Recommendations

* Insights & reports

Ad groups

~ Ads & assets

Ads

Assets

» Keywords

Audiences

Content

Settings

Change history

+  show more E

Assets Custom | Jan1- Apr21,2024 | ¢ > Showlast30 days
— Table view
Associations -
Upgraded @
All [2] Image +/ Business name [x] Businesslogo G Sitelink Tr Headline Tr Description B Callout
B Structured snippet % Call E Lead form @ Location ® Price B App - Promotion
Legacy @
All [-] Dynamic image
— 3 ra .
o ? Asset status: All but removed Add filter - U m - b :
Segment  Columns Reports Download Expand More
[ ] Asset Level Status Source CTR Avg. CPC - Impr. Cost Clicks Conv. rate
No assets match your filters
Total: Business name = = 0 $0.00 0 =

Business Name extension should help in better brand recognition when serving
our ads on Google Search
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Turn off Automated Extensions

e Currently, all but one automated extensions are turned on

Dynamic sitelinks On v

Dynamic callouts On v
Dynamic structured snippets On v
Seller ratings On L2
Longer ad headlines On v
Automated apps On v
Automated locations On v
Dynamic images Off A
Dynamic business names ([[E) ©On v
Dynamic business logos ([[EI On v

e We should turn off all automated extensions and manually create the extensions that we
need.
o Thereason is, that Google uses assets from the website to create automated
extensions, and most of the time they can turn awkward and nonsensical
o So to keep the level of professionalism and to best convey the message we want,
we should keep automated extensions on OFF and manually create the ones
we need.
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Improve the Website to make it faster and to pass the Core Web
Vitals Assessment

e Running a PageSpeed insights test we can see that the website is poorly optimized.
o The Mobile performance score is 27 from 100
o The Desktop performance score is 55 from 100

+ Diagnose performance issues

» ® & @

Performance Accessibility Best Practices SEO
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Modernize
Applications with

2 7 Modern Identity

Performance

Values are estimated and may vary. The performance score is calculated
directly from these metrics. See calculator.

A 049 50-89 ® 90-100
METRICS Expand view
A First Contentful Paint A Largest Contentful Paint
26.6s 453 s
A Total Blocking Time ® Cumulative Layout Shift
2,190 ms 0
A Speed Index
46.6 s
(A Captured at Apr 22, 2024, 10:47 AM GMT+2 [0 Emulated Moto G Power with Lighthouse 11.5.0 & Single page session
(& Initial page load = Slow 4G throttling @ Using HeadlessChromium 122.0.6261.94 with Ir

e Website experience has a great impact on search results - organic and paid equally.
o Considering our paid search campaigns, a poorly optimized website leads to a
lower ad rank that increases CPC.
o Also, poor user experience decreases the chance the user will actually convert.
e By optimizing the website or making dedicated landing pages, we can improve the
landing page experience which can in turn increase the overall campaign performance.
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https://pagespeed.web.dev/analysis/https-www-datawiza-com/ij72bzdwg7?form_factor=mobile

Make sure there are no redirects in URLs we are using

e Currently, some of the landing pages that we are using in paid campaigns are redirecting
to a different URL.

o URL that is redirecting:
m https://www.datawiza.com/enable-sso-mfa-for-oracle-jd-edwards/
o We should update URLs that are redirecting to the desired pages.

m Redirects are slowing the page load and that is influencing negatively the
quality score.

m Also, it can raise red flag among Google algorithms which increases the
chance that the ad will get disapproved

Make Looker (Data) Studio Report for Real-time reporting

e |tis good to create reports that will show all relevant KPIs and data in one place in
real-time.
o For that, we can use a Data Studio report that is dynamic and connect all platforms
we use for advertising to show all performance data in one place.
e Example of Campaign Data for Google Ads:

) ~ ~ ~ b ® ~ i
e Ads Performance  Microsoft Ads Performance  Facebook Ads Performance  Capterra Performance  Blended Conversions  Geographical Report  Search terms and Devices  Active Expe
®
"
$6,622.98 30 $220.77 0.24%

Google Ads Campaign Performance

Campaign Cost + Avg.CPC  Impressions Clicks. cm Conversions Cost/ conv.rate lmpr.  impressions

share Top

$2,000.98 5038 495443 5343 1.08% 8 $25125 0.8 0 0

2 I $1,405.62 $388 7112 362 5.00% 8 $1757 221% [A1] 52.02%
$1,0617 $4.05 5843 262 448% 7 $15167 267 01 49,03

« I 7192 $425 3243 158 487% 3 $22397 19% (] 67.31%
5 $319.67 $82 669 39 583% 2 $159.84 513 036 7265

« I $208.62 $2.33 295 128 4339% 0 $0 0% 08 99.66%
7 529528 1094 357 27 7.56% 2 $147.64 7.41 27 63.03

s I $22986 $0.17 217363 1314 0.6% 0 so 0% o 0%
9 $195.96 504 3663 495 1.35% 0 $0 0 0 0
Grand total $6,488.61 0.8 766,956 8129 1.06% 30 $216.29 0.24% 01 55.67%
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https://www.datawiza.com/enable-sso-mfa-for-oracle-jd-edwards/

