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Answers
TO YOUR QUESTIONS

Don’t hesitate to contact me with your questions!

TitanFormation.ca

info@titaninteractif.com
514-949-5201

Titan Interactif


https://titanformation.ca/

Success Metric / KPI

ONLINE ADVERTISING
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= Responsibility

E———l

 All digital platforms are measurable in real time.
* This data allows you to validate if you are reaching your objectives.

* You're now responsible to follow all your ad placements and online marketing
efforts (paid, owned & earned). This implies adjusting (optimising) your ad
placements relative to the evolving performance of each ad.

* You should always end a campaign with a better
performance than was initially planned.
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your Objectives

Ok, but which metric / which ratio should | track?

* More importantly, which one is really linked to your objective?
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by Objective

Impressions Total Reach Ad Viewability (70%+)
Attention Frequency of Ad Exposure Cost per reach
(cEten) Unique Visitors
% New Sessions 7 Bounce RateN

Interest

(awareness)

Time Spent Interactions/Engagements
Page Views (shopping) Micro conversions

Clickthrough  Engagement rate

Conversions/CPA/Sales New Clients
Cart abandonment Revenues
Profits Loyalty

s ‘ Course presented by : White = Advertising metrics
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CTR CPA
Clickthrough rate Net frequency of Cost per reach(ed Conversion rate Cost per
# clicks = # ad exposer for the individual) # conversions < # acquisition
impressions campaign’s period $ media spend = clicks (or # site $ media spend =
# impressions + # # exposed users sessions) # conversions
exposed users e Conversion rate by

objective or ad

Q1- What is a conversion?
«  When the prospect completes a desired action, that includes, but is not limited to

transactions.
Q2- Where do clicks, impressions, exposed users, and conversions come

from?
e The answer in 3 slides!
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Be careful how you interpret

* The click as a success metric is misleading!

* What is a click, really?
* An instantaneous and spontaneous positive reaction to an ad exposure.

* NOT the % of people that clicked
 NOT a level of interest for your offer
* NOT an indicator of sales to come
* NOT a normal human behavior when exposed to an ad!
* [t’s an immediate reaction of people who were already interested to see

your ad.

Source : many (5+) Canadian and American studies since 2007 confirm these t
- Course presented by :
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Be careful how you interpret

* Who clicks on online ads?
* 16% of people exposed to ads click at least on one ad per month.
* 4% of people exposed generate 2/3 of all campaign clicks!
* They are over 50 years old, have a household income between $75-150,000
* They are mostly men
e Unique clickers (8%) generate the largest sales
* Heavy clickers (4 %) are mostly “window shoppers”

* The BULK of clicks is generated within the first 4 ad exposures.

* Clickers that convert were looking for your ad to click on it. They were waiting
for your deal/offer.

Sourj many Canadian ad American studies since 2007 confirm these trends. Course presented by : ’
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Where does the come from?

Campaign reports (adserver, advertising platform, social media)
Email reports

Web analytics

Sales reports (ecom and real)

A

Secondary indicators:

e Search Engine Rank Position

* Branded/Campaign Term Search Volume
* Social Channel Subscriptions
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MY CAMPAIGNS

Reporting

NAME : Fathers
TAGS : Pool Bar - Toronto , Client Name

Jay | 1D :93 44 56 67 90 |

Date picker to add as some campaigns can last 6§ months and more

Reporting Overview

CHPOSCD USCRS (7]

10 000

FROQUENCY CAP

2

COST PLR IMFRLSSION

100 000 40 000 0.019$

Only 10 days left to the campaign (£dit)

Managed by Titan Interactif

Campaign Pace
Impressions Spend Clicks [ Dailv view ;
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Budget: $1,900

You can calculate many ratios to
compare your performance :

e Clickthrough: 40%

e Actual exposure frequency: 10x
e CPI: $0.019

e CPM:S19

» CPC:$0.0475

e CPR:50.19




What about

Conversions, and transactions, are tracked on your website.

* In your Google Analytics account.
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* Associate website conversions to your
advertising in general, or to specific ads

and placements, use a UTM! R
» Google Analytics URL Builder g
* To simply and quickly create UTM -

1. Final URL
2 Source

3 Medium

4, Campaign

5 Term (search)
6 Content

N

= Unique URL

Tesepcembre
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Campaign URL Builder

W, and once complece the full campaign URL will be



https://ga-dev-tools.appspot.com/campaign-url-builder/

http://deathstar.is/?utm_source=rebelbase?utm_medium=xwing?utm_campaign=stop-darth-vader

Where Where are

are they they coming uZEL Iy

getting there?

going? from?
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A Is Necessary

1- Campaign Objective

2- Success Metric / KPI

3- Pricing 5- Environment 6- Platform 7- Ad Targeting

8- Creative / Message
9- Landing Page

o Course presented by :
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SAMUEL PARENT
514-949-5201

info@titaninteractif.com

Titanlnteractif.com
TitanFormation.ca
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@ LinkedIln.com/in/SamuelParent

@ Twitter.com/TitanInteractif
@ Pinterest.com/samuelparent/

@ Facebook.com/TitanInteractif

Instagram.com/samuelparent/
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