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Vorstellung :
Tom Hanan web republic

4 N

. Seit August 09 Grinder und Managing
Direktor Webrepublic

 Location: Muhle Tiefenbrunnen, Zurich
 Mitarbeiter: 19

. 6 Jahre Google GmbH
- Head of Sales
* - First Swiss Googler

e - Head biz dev. CH and AT

. 3 Years Yahoo!

 MD Yahoo! Switzerland

. 3 Years Multi Media Development AG

- First Swiss Online Agency

N J
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Agenda

web republic

\_

Vorstellen

Wandel der Mediennutzung

Mobile

Mobile Strategy

Mobile Formats

AdWords Campaign Experiments
GDN and new targeting possibilities
ZMOT

Conversion Rare Optimizer

Q&A

=

Webrepbulic AG



Die Konsumenten sind die neuen Brand Managers web republic

Marketers search for - T
connections with the right The big shift
customers based on insights

consumers are in control

Webrepbulic AG 4



Understanding the philosophy of

Onlinemarketing is not that difficult

o Service

n’l'r \‘

=
»

‘PULL’ ® rusw
'. . * e
Google o N
5 i o m D
: _ =

-----------------------------------------------------
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Effizientes Onlinemarketing besteht in erster Linie
darin, den User zL

£

swie er googelt

swie er mit AdWords und andern digitalen Werbemittel n
Interagiert

swie er mit der Site interagiert

wie er konvertiert

Webrepublic AG



Grundsatzliches: -
web republic

Ob ein Werbemittel gut oder schlecht ist, ob eine Website gut oder
schlecht ist entscheidet nicht der Boss, nicht der Marketing Manager
und auch nicht die Agentur sondern lediglich der User!

Web 3.0:

Starker auf die Bedurfnisse und Interessen der User eingehen!!!




web republic

Der Wandel der
Mediennutzung!



Die On-und Offline Welten verschmelzen

Webrepublic AG



Suchanfragen erreichen Spitzenwerte -
wahrend grossen Werbeaktionen wel I'Bllllllllc

-
| =

Rivella lanciert Rivella
gelb am 25. August 2008

\

Search Volume: rivella gelb

Worldwide, 2008
Interest over time
:ﬁ-J 100
‘[ 80
|
| 60
| (E .
[ | R
'_-_-.'/ 20
[ :
1 I ) 1 1 T 1 L}
8 Apr'08 Jul'08 Ja

Webrepbulic AG
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Big media campaigns trigger search
gueries

web republic

Webrepbulic AG

Foundation of Bank now
18th of December 2006
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Der konkurent kann auf auf der Kampagne
“Trnttbrett-fahten ...

Webrepbulic AG
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Die Interaktion zwischen Offline- und
Onlinewerbung verstenen.

Sustained lift
lasts three weeks

Chart: Daily volume of US Google searches on Tide to Gore lated keywords and pre-show

average
Source: Google Data

Webrepbulic AG
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Research Online, Purchase Offline
a ROPO

ROPO

(Research Online Purchase Offline)

Research Online

Purchase Online

\

Selection: Bought at least 1 product of the respect ive category in the last 12 months

WeouegeiuTib S dhfratest, Base: Internet user in Switz  erland, 15+ (all purchases n=12.711), February 2008

Research Offline

Purchase Offline

14



Google Search Volume

Query: Fasnacht

Google Search Volume (Index)
Quelle: www.google.com/insights/search
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Suchwort: Mallorka

Google Suchvolumen (Index)
Quelle: www.google.com/insights/search

Suchwort: Mallorca

Google Suchvolumen
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The classic ‘purchase funnel’ no longer
applies

Simple und rational, aber...

v Awareness

.........................
....................................................................................................

Print
IEER

R N
Consideration

---------
-------------------------------------------------------

Brochures

Direct Purchase

Mail

Webrepbulic AG
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Die Realitat is viel complexer.....

Traditional “Analog” New “Digital”
Express

Awarenes \
S i e OO Intent

Interest \ /k \
............... 9 } Educate
Consideratio ’/ and
evaluate

n \.\
\‘ ‘ll Purchase

4

Webrepbulic AG 18
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Ein typisches “Klick-Muster” am Bsp. eines Reiseproduktes

Online Travel Buying Process: “John Doe”

_’

O ‘

-

—

-

& ) ‘ ‘

’

&

-’

"%

Source: GehpsibulitcAGavel Study, Q2 2009




....gezielt und relevant auf die Frage des Users
eingehen!!! AdWords!

-

e

—

—

Webrepbulic AG

20



Der Qualitatsfaktor bei Google AdWords

Eine komplexe Formel.....

QF 5 [kewontesung | [ 1 (wetshequast | [ 1 [secretsauce |

Historische . . " Andere
Klickrate auf At gue e Relevanzfaktoren

o 1
Googie

Relevanz fir den
Anzeigentext

Kontoleistung auf
Google

tatséichiicher CPC = max {[ —44 schlagender Rang | windestgenor }

QF, +€0,01

Webrepbulic AG



Von der Home Page auf
zur Landing Page

Webrepbulic AG



Klassischer
Entry-Point

4 N

Endkonsumenten

! !
e

N
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SEO / SEM
Entry Points

4 N

Endkonsumenten

338881818
A
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MOBILE!

Webrepbulic AG



/
THE MOBILd

(R)EVOLUTIO

Building your

mobile strategy
' '\ ‘
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2013:
more internet users on mobiles

than computers




1. Computing speeds up

Cost of memory Transistors per chip




Smartphones and Switzerland

Webrepbulic AG
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M-Comerce Is a fact

Webrepbulic AG
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Impact of mobile search in the verticals

Webrepbulic AG
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Online Mobile vs. Desktop PC

Webrepbulic AG
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When is the user online

Webrepbulic AG
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Mobile Coupons Drive Business

Mobile coupon
spending will
reach $1B by 2011

Source: Borrell Associates, 2010



o

Webrepbulic AG

Source: adage.com, opus research, September 2010
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Point of Sale Opportunity







QR Codes

Webrepbulic AG
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(1%

US Smartphone Users
engage in ‘Media-Meshing’
(TV & Mobile at the same
time)

Webrepbulic AG



Google Confidential and Proprietary
44



One Size Doesn’t Fit All — Optimize for each screen




Webrepbulic AG
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Comscore — web traffic vs app traffic

Webrepublic AG



Webrepbulic AG

49



Webrepbulic AG

50



Webrepbulic AG

51



Webrepbulic AG

52



Webrepbulic AG

53



Webrepbulic AG

54



Webrepbulic AG

55



Search Ads for Apps Display




Build you mobile site, a quick fix

Webrepbulic AG
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Targeting
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AdWords Campaign Experiments (ACE)




/A-B Campaign Test

ACE allows you to test and
measure changes in real-
time by executing your
experimental campaign
alongside your original
campaign.

By performing this type of
simultaneous split test, we
can tell you precisely if
your Search and Content
campaign changes
produce statistically
significant results.

Webrepbulic AG



Where to find it

Webrepbulic AG
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Broad Match Modifier

Webrepublic AG 64



How It works

Why is it so cool?

It generates a greater reach than phrase match
and more control than broad match.

Webrepbulic AG
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THE GOOGLE DISPLAY
NETWORK (GDN) AND HOW
TO LEVERAGE IT

Webrepbulic AG
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Display....branding, image, positioning....

Webrepbulic AG
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Contextual Targeting

Webrepbulic AG
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The ,Why* and ,What*?

When should | use it?
-to incrase my reach

-If my keywords are set up
as exact match and or
phrase match only

-Increase reach without
Increasing key word lists

Webrepbulic AG

What does it do

Close variants include
misspellings, singular/plural
forms, abbreviations and
acronyms, and stemmings (like
“floor” and “flooring™). However,
synonyms (like “quick” and “fast”)
and related searches (like
“flowers” and “tulips™) are not
considered close variants

78



Where to find it: Add the +

Webrepbulic AG
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The Zero Moment of Truth

Understanding a new marketing approach

Webrepublic AG 80



Traditional Marketing Model

Stimulus: Person sees an ad
or hears about a product

First Moment of

Truth: Person goes to the
store, finds the product and
buys product

Second Moment of

Truth: Person takes product
home, uses product and
responds to the experience

Webrepbulic AG
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ZMOT

New Marketing Model

Stimulus: Person sees an ad or
hears about a product

Zero Moment of Truth: Person
“googles” the product to learn more
about its features and to see what
other people have to say about it

First Moment of Truth: Person
goes to the store, finds the product
and buys product

Second Moment of Truth:  Person
takes product home, uses product
and responds to the experience
which may involve posting reviews
or telling others about it

Webrepbulic AG
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Free eBook Google: “zmot”

Webrepbulic AG
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On-Site Conversion Optimyzer

Webrepublic AG



...und wie kann ich den User besser verstehen
lernen:

A-B Testing!!!!
on-site-conversion optimisation

Webrepublic AG



A/B-Tests und multivariates Testen

A/B-Tests - Multivariates Testen
 Wenige Page Impressions * Viele Page Impressions
* Testen kompletter » Gleichzeitiges Testen

Seitenlayouts ~ einzelner Elemente

Webrepbulic AG 86



On-Site Conversion Rate Optimization

Maximize the impact of your online advertising campa igns

Example: Download guidebook
Version A Version B

> >

>
—~— —
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On-Site Conversion Rate Optimization

Maximize the impact of your online advertising campa igns

Example: Download guidebook
Version A Version B

Conversion rate (downloads per visitor): 45.0% Conversion rate (downloads per visitor): 29.7%

Increase = 51.6%

Webrepbulic AG
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Multivariate tests

Webrepbulic AG
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Multivariate tests

Webrepbulic AG
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Multivariate tests

Webrepbulic AG

91



Multivariate tests

Webrepbulic AG
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Vielen Dank!!

Thomas Hanan

thanan@webrepublic.ch

+41 43 499 4891
+41 79 224 3904
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Thomas Hanan

thanan@webrepublic.ch

+41 43 499 4891
+41 79 224 3904
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DISKUSSION:
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Usefull ,Searches” of topics of this
presentation.

Google Adwords

Google trends for searches
Google trends for websites
Google keyword tool
Googel insights for search
Google analytics

Webrepublic.ch
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