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Executive Summary DigitalSales

Relevant Traffic. Real Results.

Overall Website
- Your website received a total of X sessions in this month.

- Paid Search was your largest source of traffic, sending X% of the overall website traffic, followed by Direct X% and Organic Search
X%.

Paid Search

In this month, the account registered X clicks (X% MoM) with an average of CPC of €X (X% MoM).
- We received a total of X phone calls generated through PPC (X% MoM)

- We also generated €X in revenue (X% MoM) by X transactions at a Avg. Cost Per Transaction at €X which amounted to a total cost of
€X in this month.

- The ROAS in this month was X (X% MoM) meaning that for every €1 spent we returned €X in revenue.



Product Performance Analysis

Primary product

Merchant ID tem D mage Title status Insights Price Active in Clicks Imipr. CTR Avg. CPC Cost |- Conv. value Conv. value [ cost
MC ID: 140200162 5054 v A Limited performance due to missing value [gtin]

MC ID- 140209162 5415
~ () Outof stock
MCID- 140209162 4643

v A Limited performance due to missing value [gtin]

MC ID: 140200162 5073 ~ A\ Limited performance due to missing value [gtin]

MCID: 140209162 984 v A\ Limited performance due to missing value [gtin]
MCID: 140209162 5268 w A\ Limited performance due to missing value [gtin]
MC ID- 140209162 954

MCID: 140209162 ~ M Limited performance due to missing value [gtin]

MC ID: 140209162 ~ A\ Limited performance due to missing value [gtin]

~ M\ Limited performance due to missing value [gtin]

MC ID- 140209162 5719

MCID- 140209162

MCID: 140209162 v A\ Limited performance due to missing value [gtin]
MC ID- 140209162 656

MC D 140209162

MCID- 140209162 075 ~ M\ Limited performance due to missing value [gtin]
MC ID- 140209162 6BAT

- The best selling product in this month was STHL Shpreder which generated €X in revenue following by EGO MULTI TOOL which generated €X in revenue.

- Asyou can see in the insight column the performance of the products are limited due to missing values (Barcode) which could be added



Google Shopping Recommendations

Shopping campaigns work differently than standard Search campaigns. Whereas Search advertisers bid on keywords—and, thus, determine which search queries trigger their text ads—
Shopping advertisers don’t have direct control over which search queries trigger their Shopping ads. Instead, Google crawls Shopping advertisers’ websites and feeds to determine which ads
are relevant for a given search query. The relevance of your ads, then, depends on the robustness of your Google Shopping feed.

1 - Product Title Product Title is your top priority when optimising your Google Shopping Feed.
- Use the title [title] attribute to clearly identify the product you are selling- Use all 150 characters. Your title will be used to match your product to a customer's search. Include the important
details that define your product.- Put the most important details first. Users will usually see only the first 70 or fewer characters of your title, depending on screen size.- Use keywords.

Keywords will help connect your product with a person's search and help them recognize what you’re selling. Your keywords could include these types of product details:- Product name -
Brand. Here there is an article

2 - Product Description

- List product features, technical specifications and visual attributes. A detailed description will help Google show your product to the right customers.- Be specific and accurate. The more
specific you are in your description, the easier it is for customers to identify the product they are searching for.- List the most important details in the first 160 - 500 characters- Include your
product’s most relevant features and visual attributes. Google crawls your product descriptions for relevant keywords. It’s an opportunity to target secondary keywords that didn’t make the cut

for the product title. Here there is an article
3 - Product Category

- Your product category doesn’t show up on the prospect-facing side—it’s strictly a backend attribute that Google takes into consideration when populating the Shopping search results.

- This is a required part of your Google Shopping feed. In order to make a product eligible for advertisement, you must select a category from Google’s Product Taxonomy or GPT. Available for
download here, the GPT is complete with over 6,000 categories and subcategories. There is also an article here

- When it comes to relevance, the product category is extremely important. The more targeted you are with your subcategories, the more relevant your product will be.
- In other words, narrow it down. For instance, If you sell baby socks, don’t simply categorize them like this:

- Apparel & Accessories > Clothing

- Instead, categorize them like this:

Apparel & Accessories > Clothing > Baby & Toddler Clothing > Baby & Toddler Socks & Tights


https://support.google.com/merchants/answer/6324415?hl=en
https://support.google.com/merchants/answer/6324468?hl=en&ref_topic=6324338
https://www.google.com/basepages/producttype/taxonomy-with-ids.en-US.txt
https://support.google.com/merchants/answer/6324436?hl=en

Google Shopping Recommendations

4 - GTIN Code (Global Trade Item Numbers)

It is a unique identifier for each product. It is better known as the Barcode. This specific number helps Google make your ad or unpaid listing richer and easier for your customers to find.
Products submitted without any unique product identifiers are difficult to classify and may not be eligible for all Shopping programs or features.

There is an article here about GTIN


https://support.google.com/merchants/answer/6324461?hl=en#:~:text=A%20GTIN%20uniquely%20identifies%20your,all%20Shopping%20programs%20or%20features.
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Overall Google Ads Interface DigitalSales
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#. GoogleAds DERMOTCASEY.COM May 1, 2023 - May 31, 2023

Overview

Conversion Rate & cost Call Rate & Cost Cost Per Click
by Clicks, Cost, and Impressions by Call Rate and Cost / Conv. by Cost, CPC, and CPM

Conversions Cost / conv. Phone calls Call rate Cost A CPC

Conversions Cost / conv. Phone calls Call Rate Avg.CPC = Clicks
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Top Campaigns Device Breakdown
by CTR, Avg. CPC, and Cost / Call. by Clicks and Cost

Campaign

C - I[E - Performance Max Campaign
C - Brand Awaraness & Competitors
C - Google My Business & Phone C...
C - Shopping - No Clicks 30D

Brand Awareness

smart display 11/04/20
C-DSA-Catchall

C - Brand Awareness #3 Clicks
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