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A master class is a class given to students of a particular
discipline by an expert of that discipline—usually music,

but also painting, drama, any of the arts, or on any other
occasion where skills are being developed.

Master classes tend to focus on the finer details of
attack, tone, phrasing, and overall shape, and the
student is expected to have complete control of more
basic elements such as rhythm and pitch.

What is a Masterclass?

Source : wikipedia.org
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3 viktige ideer

* Forsta brukerne dine

» Utnytte mediets egenart

» Male, teste & optimalisere




Forsta brukeradferd

Google
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Hvem er malgruppen din
og hva sgker de etter?




Hvordan ser kjgpsprosessen ut
for din kunde

Definere deg som
mulig lasning

Alternativ
til konkurrentene




Sokeuniverset & Rekkevidde

Malet er a gjore rod sirkel sa stor som mulig

kostnadseffektive
sgk

relevante sgk

alle sgk




Dkt rekkevidde med Dynamic Search Ads

Monthly volume per search

Head

Why Use It

Dynamic Search Ads fill gaps in
your keyword coverage

Torso

Tail

Searches relevant to your web site

How It Works

Specify pages and bids
-
T

Provide ad template

(Dynamically generated headline)
Clean, friendly, close to transit.
Students save 20%! Rave reviews.
www.example.com

Natural search-like algorithm
serves your ad on relevant queries




DSA gar i dybden, men
passer ikke for alle.

DSA DSA cost per

CTR conversion
vs. Broad Match 12% higher 25% lower
vs. Phrase Match 8.2% higher 30% lower
vs. Exact Match 15% lower 18% higher



Oke Rekkevidde

Oke Relevans / Effektivitet




Fem faktorer for relevans

Behaviour

Landing
Page




Intensjon og Kontekst er viktige faktor
knyttet til relevans — og resultater

Intensjon Pizza

*Det folk gnsker

Pa en
*Enhet
° ] .
S.ted % | sentrum Q Hjemme

* Tidspunkt

@ 12:30 @ 19:10
Relevans

e RizzaHouse Grab and Go #asO PizzaHouse Delivery

*Den rlktlge annonsen m.pizzahouse.com Www.pizzahouse.com
i ileti i Visit any of our locations at lunch Call Free delivery with any order above $20
I det ri ktl_ge deb“kket 0.5mi and get a free box of wings! A » Map of 1098 Alta Avenue, Mountain View, CA
for folks intensjon Get Directions Place an order online Check out our menu

og kontekst
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Sitelinks

Ads related to buy shoes @
Matalan Sale Now On | matalan.co.uk

www.matalan.co.uk/sale
Absolutely All Sale Iltems Half Price Or Less. Shop

Womens Shoes Girls Shoes

o Mens Shoes Boys Shoes
+ o 50% Off Shoes | HouseofFraser.co.uk




Social Extensions

AU reidiea 1o very )
C I I 2 Very Official Site | Very.co.uk

www.very.co.uk/
Don't Wait, Buy Your Product Now & Pay For

7,523 people +1'd or follow Very.co.uk

o * Womenswear
Free Returns and Next Day Delivery
o Nn Wnmene Clnthinn Qtulee at Varv




Remarketing data | Adwords (RLSA)

CPA

-48%

Kilde : Basert pa 1108 betatestere, Interne Google data, 2012



Kun segmentert pa sokefrase

100% ™™ 100% W ___

Alle Nutzer

CTR: 2.2%

Impressionen Klicks Conversions



Segmentert pa sgkefrase
og tidligere besgk

CTR 2x as high... ...CR 2x as high
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Rate: 2%

Has been already
on webpage

N
~
~
~
~
~
~
~
\\
~

CTR: 2% Conversion
Rate: 1%

Hasn‘t been
on webpage yet

Impressions Clicks Conversions




Forsta begrensningene i sisteklikkmodeller

Hvordan pavirker klikk og visninger hayere
opp i kjgpstrakten?

Conversion
3/11/09 3/17/09 3/24/09 3/26/09
S

“Air hotel packages” “JetWithUs.com flights” lotel flight “JetWithUs" S



Sek tidlig i kjgpstrakten er ofte undervurderte.

AN~ S

M ° Campaign Budget Status Enhanced ¥ Clicks Impr. CTR Avg. CPC Conv. Cost/ conv. Conv. Click Impr.
- (1-per- (1-per-click) rate (1- | assisted | assisted
click) per-click) |conv. conv.

Total - all campaigns SEK37,500.00/day 114,881 5,898,271 195% SEKS5.44 838 SEK746.08 0.73% 357 793

™ &1 Search_Generic 13744026 SEK10,000.00/day Limited by [l Legacy 68,591 4,005972 1.71% SEK6.91 331 $EK1,431.25 0.48% 144 372
budget

] @ &Y Search_Airlines 18494886 #' SEK7,000.00/day Eligible Legacy 15,677 749898 2.09% SEK3.95 78 SEK793.11 0.50% 35 192

™ &Y Search_Brand 18557166 SEK2,000.00/day Eligible Legacy 11,156 48816 22.85% SEKO0.63 333 SEK20.95 2.98% 129 91

™ &1 Top Destination (NY) 2012 94368726 SEK3,000.00/day Limited by [l Legacy 5,490 601,638 091% SEK4.69 9 SEK2,859.16 0.16% 7 51
budget

» Hvilken jobb skal de ulike sgkeordene gjare ifb kjgpstraken?
« Hvordan spiller sgk sammen med andre trafikkilder?

* Google Analytics Multi-channel funnels

« Hvordan verdsette visninger, farste klikk, assist. klikk, osv?

« Attribusjonsmodeller



Utnytte mediets egenart

Google
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brukerdrevet markedsforing

Selvseleksjon av potensielle kunder







Auksjonsbasert
prising




Rangering

RANK = B X QS
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Hvilken pris betaler du faktisk?
(Second Price Auction)

Konkurrentens konkurrentens
Bud Kvalitet
[ ]
1

 Farisi pris Q1

Kvalitet pa din
annonse



Den lange halen

Kost pr Klikk apner for
nisjemarkedsfaring




Budsjettering

user demand driven
manage by bids not budgets
performance



Bruk av budsjettgrenser i AdWords er ineffektivt

Klikk

Plass. 1
Plass. 2

Plass. 2 - Begrenset budsjett

Plassering
Salg

n N

Du gar kanskje glipp
av kostnadseffektive

Begrensede budsjetter muligheter ettersom

fgrer til faerre og

du tvinges bort fra
kurven som veier
effektivitet opp
mot volum.

dyrere klikk, og du
vises ikke i alle
auksjoner.

Utgifter
M Klikk innenfor dagsbudsijettet

B Potensielle klikk hvis budsjettgrensen fjernes



Styr kostnadene med bud, ikke budsjettgrenser

Samme CPA

Kostnad Aktuell p
kostnads-/salgs- .
kurve
Budsjettgrense Optimal kurve

Optimaliserte
bud gir flest
mulig salg innen
CPA-grensen

Budadministrering
blir mer kostnads-
effektiv

Flere salg




Budgivning




Taktisk Budgivning?
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Vektorbasert budgivning

Time Location Device

\



Hvordan identifisere gode segmenter?

Dimensions tab’en er din venn

Campaigns Ad groups Settings Ads Keywords Audis Ad i Auto targets Dimensions Display Network 7
View: User locations v Fitter v Columns v 3 l
Country/Territory Campaigns Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimensions Display Network ~
Norway View: Day of the week v Fitter v Columns v 3
Norway “ Day of the Search Search Search Search Display Display Display Clicks Impr. CTR Avg. CPC Cost Avg. Conv. Cost/conv. Conv. View-
Norwa week Impr. Exact Lost IS Lost IS Impr. Lost IS Lost IS Pos. (1-  (1-per-click) rate through
Y share match IS  (rank) (budget) share (rank) (budget) per- (1-per- Conv.
click) click)
Norway
Norway Sunday 32.64% 7198%  60.04% 7.32% 14.41% 42.48% 43.11% 14,761 4395590 0.34% NOK5.44 NOK80,276.51 14 325 NOK247.00 220% 494
'—
Monday 35.76% 7591%  56.89% 7.35% 15.25% 55.63% 29.12% 17,780 5,047,950 0.35% NOK5.30 NOK94,160.30 14 438 NOK214.98 2.46% 649

Tuesday 34.29% 7347%  57.81% 790% 16.24% 56.43% 27.33% 19,045 518,759 0.37% NOKS5.17 NOK98525.13 14 456 NOK216.06 2.39% 502
Wednesday 34.94% 7428%  58.27% 6.79%  15.32% 61.02% 2366% 19,221 5036467 0.38% NOK5.06 NOK97247.99 1.5 470 NOK206.91 245% 515
Thursday 33.66% 7340%  59.29% 7.05% 12.90% 58.22% 28.88% 18,485 4442372 042% NOK4.89 NOK9047169 1.5 463 NOK19540 2.50% 477
Friday 34.12% 7540%  59.79% 6.08% 13.45% 51.22% 35.32% 16,261 4,037,291 040% NOK4.99 NOKB81,196.95 1.4 383 NOK212.00 2.36% 426

Saturday 32.96% 7432%  61.33% 572% 14.73%  43.59% 4168% 13,949 3891913 0.36% NOKS528 NOK73,588.38 1.3 319 NOK230.68 229% 351
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Automatiser budgivningen

Conversion Optimizer
Konverteringer +21%
CPA -14%

Doubleclick Search

(enhanced cpc) +
Other 3'd paty tools




Male, teste & optimalisere

Google
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Definere tydelige mal



Clobal World Domination Inc.

“We rock digitall”

Create Awareness Generate Leads Highlight Events

Website Goal Website Goal: | | Website Goal Website Goal
Reinforce Capture Leads Provide Engage

Offline/Online (Email/Contact) |'| Homebuyer Info Community via
Advertising & Resources Local Events

KPI: KPI: KPI: KPI:
Branded Traffic Conversions # of Downloads

e-newsletter

Operasjonaliser malsettingene
| Adwords

Visitor Loyalty

Google



Importer konverteringsdata inn i Adwords

Google AdWords

Hom Campaig

M | Search

All online campaigns «
& Brinken Display

IBA

KCT

(& Brinken Search

Shared library

Opportunities Tools and Analysis ~ Billing ~

thor feldberg@gmail.com  Signout Customer ID: 820-235-0935

My account v

Help
None of your ads are running (Last updated: 3 hours ago). Can we help? See more
All online campaigns > Previous | Next
= Campaign: Brinken Display Custom .
Aug 8, 2012 - Al 12
This campaign will be upgraded to an enhanced campaign in a few months. Or you can upgrade right now.

Il Paused  Type: Display Network only - All features Edit

Budget: NOK100.00/day Edit Targeting: Computers; Tablets Edit Akershus,

Adgroups | Settings = Ads  Adextensions  Dimensions  Display Network v

Allbut deleted ad groups ~ Segment v Fiter v Columns v || &

MCicks v vs  None v

+ New ad group Edit v

Automate v

() e Adgroup Status. Default Max. CPC  Display Network Max. CPC ¥ Clicks

0 e [BA Campaign NOK3.00 auto 39 41,906
paused

) e KCT Campaign NOK2.00 auto 0 44 0.00%
paused

Total - all but deleted ad

groups 39 41950 0.09% NOK3.65 24

Total - Search

0 0 000% NOK0.00 0
Total - Display Network

39 41950 0.09% NOK3.65 NOK142.28 24
Total - all ad groups

39 41950 0.09% NOK3.65 NOK142.28 24

Show rows: 50 v 1-20f2




Optimized Ad Rotation

Advanced settings

8 Schedule: Start date, end date, ad scheduling
= Ad delivery: Ad rotation, frequency capping

Ad rotation 7 @ Ophrmzc lor cl'ctr Show ads expected to provide more clicks
Ophmlzc for convcnoons Shw ws ex poctod 1o ptov-dc more Conversions

Romeevenly Showaﬂs morcev«lyfotatlaasiwdays then optimize

() Rotate indefinitety: Show lower performing ads more evenly with higher performing ads, and do not optimize

 Statistisk signifikante resultater (% Served)

« Basert pa konverteringsdata

« Malsetting maks antall konverteringer
(predicted CTR * predicted CVR)

« ker i snitt konverteringene med 5%, hvis adtext utvalg endres)



ACE — Kampanje eksperimenter

Gjor testing og optimalisering til en del av hverdagen

4 Add keywords Edit | v v | Seesearchterms... v || Alerts v || More actions... v
0O e Keyword Status (2 Max.CPC Clicks Impr. CTR (2 Cost  Avg.Pos.
Total - all keywords 2 37 5.41% $0.91 2
O il corporate ice breakers L Eligible 0 0 0.00% $0.00 0
Outside experiment 0 0 0.00% $0.00 0
Control - 50% - 0 0 0.00% $0.00 0
Experiment - 50% -- 0o 0. 0.00%_ $0.00° 0o
O e group ice breakers L Eligible ~ 0 4 0.00% $0.00 1.2
Outside experiment 0 4 0.00% $0.00 1.2
Control - 50% , 0 8] n n N.NN°% %n.nn i 0
Experiment - 50% $0.89 | + 4 % =$1.16 0%
0 P free icebreaker activities L Eligible f:;f:ﬁfgmgtigzegagdbmf $0.89. Save | | Cancel 0
Outside experiment ‘ U U U.UU% $U.UU ) 0
Control - 50% 0 0 0.00% $0.00 0

Experiment - 50% 0o 00 000%_ $0.00° 0




Takk for meg ©

Google
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