
Proprietary + Confidential

Jul 15, 2020

 
DAN Hong Kong

Stephen Leung



Proprietary + Confidential



Proprietary + Confidential

Organizing Tabs in Chrome



Proprietary + Confidential



Proprietary + Confidential

Google Opinion Rewards 

Google just launched Google Opinion Rewards in Hong Kong

● An app that gives users Google Play credit in exchange for taking 

short surveys (max. 10 questions)

● By completing quick surveys, users can earn Google Play credit to 

buy apps, music, movies, games, and books in the Google Play 

Store

To get started, download the app from Google Play (goo.gl/BW2p4j)

http://goo.gl/BW2p4j
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Agenda for today

Skillshop Competition

Owner MCCs in Google Ads

Real-Time Remarketing Tag Validation

Search
● Keyword Planner - find relevant keywords faster and easier with refine keywords

Google Marketing Platform
● Custom Bidding
● 3D Swirl Ads in DV360  

Measurement
● Affiliate Location Extension

YouTube
● 1st Wave of New YouTube Audiences Solutions
● Add GMC product imagery to TrueView for action
● CPM Masthead forecast available in Reach Planner
● YouTube TrueView for Action Lead Form - more templated questions from different categories

Q&A
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Skillshop Competition

Desmond Chiu
11 pts

Joyce Liu
8 pts

Carmen Lee
6 pts

Quarter-Winner Ranking in DAN (Q2) Year-Winner Ranking 
in Hong Kong

Ranking Agency Marks

1 OMG 32 pts

2 Publicis 24 pts

3 GroupM 10 pts1

2

3
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Competition Period: 20 Mar - 30 Nov 2020

Objectives: Incentivize leveraging skillshop courses 
to self-improve the skills across the whole year 

More about Evaluation Criteria: 

Amount of course completion will be the main 
criteria. The highlighted course from here will be 
marked as 2 points in the record while courses other 
than the highlighted courses will be marked as 1 point. 

Once you finish the course, you can submit the 
screenshot via Google Form. 

1 x winner will be selected from each agency in each 
quarter. 

3 x year-winners will be selected across agencies at 
the end of year. 

Skillshop 
Competition

Winning Timeline:

Q3 
(1 Jul - 30 Sep)

1 quarter-winner

from agency

Q4 
(1 Oct - 30 Nov)

1 quarter-winner 

from agency 

PLUS

3 year-winners 

across agencies

Quarterly Prize:
1st Prize: Google Swag Pack (Valued ~HKD 650)

Q2
(20 Mar - 30 Jun)

1 quarter-winner 

from agency 

Yearly Prizes:
1st Prize: Google Fans Pack (Valued ~HKD 1,500)

2nd Prize: Google Traveller Pack (Valued ~HKD1,000)

3rd Prize: Google Stationary Pack (Valued ~HKD800)

Note: The submission is time-sensitive, i.e. if there are more than a person finished the 
same amount of courses, the early one submitted will be the winner

https://docs.google.com/forms/d/e/1FAIpQLSf_ihpCMMoIYuR-i1F3V1GSIMTTDxMWWb5Z_kbvMBby4y-enQ/viewform?usp=sf_link
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Highlighted 
Courses

Google Ads

Google Ads Search Certification

Google Ads Display Certification

Google Ads Measurement Certification

Google Ads Video Certification

Shopping Ads Certification

Google Marketing Platform

Display & Video 360 Certification Exam

Search Ads 360 Certification Exam

Campaign Manager Certification Exam

Creative Certification Exam

Google Analytics Individual Qualification

https://skillshop.exceedlms.com/student/path/18128-google-ads-search-certification
https://skillshop.exceedlms.com/student/path/18061-google-ads-display-certification
https://skillshop.exceedlms.com/student/path/18330-google-ads-measurement-certification
https://skillshop.exceedlms.com/student/path/18216-google-ads-video-certification
https://skillshop.exceedlms.com/student/path/18287-shopping-ads-certification
https://skillshop.exceedlms.com/student/path/8636-display-video-360-certification-exam
https://skillshop.exceedlms.com/student/path/8639-search-ads-360-certification-exam
https://skillshop.exceedlms.com/student/path/8638-campaign-manager-certification-exam
https://skillshop.exceedlms.com/student/path/8637-creative-certification-exam
https://skillshop.exceedlms.com/student/path/2938-google-analytics-individual-qualification
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Yearly 3rd Prize: 
Google Stationary Pack

Yearly 2nd Prize: 
Google Traveller Pack

Yearly 1st Prize: 
Google Fans Pack

Quarterly Prize: 
Google Swag Pack
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Agenda

Owner MCC Overview : the what and the why

Implementation guide

Wrap up : Summary and example screenshots

1

2

3
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Users of an MCC with ownership can :
● Invite users with administrative access to the client account
● Remove users from the client account
● Grant or revoke administrative access for users on the client account
● Accept and decline link requests from other managers to the client account
● Turn off ownership
● Transfer ownership to another manager account
● Unlink other managers from the client account
● Enable remarketing list sharing in the client account so that the client account’s lists can be shared with 

other accounts in the manager account

Users of all MCCs  (Owner & Non-Owner) can still manage (read/write) all the client accounts via Google Ads UI, API, Editor 
or Mobile App (No change in functionality)

NOTE

Ownership is a Google Ads account setting wherein a Manager Account (MCC) can be an owner of Google Ads client 
account. When ownership is toggled to YES, it assigns that particular MCC as an owner of the given client account. 

Owner MCCs - Overview
Owner MCCs can perform user-roles & access management for linked Google Ads accounts

https://support.google.com/google-ads/answer/7456532?hl=en
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● Starting May 28, 2020 : Google will allow only a maximum of one Manager account (MCC) as an 
Owner MCC of a given Google Ads account. Users will not be allowed to add another MCC as an 
Owner MCC, if the Google Ads client account already has one existing Owner MCC.

Starting July 30, 2020 (i.e. 60 days post launch) : If a Google Ads account continues to 
have two or more Admin owner MCCs, Google will default the oldest existing Owner 
MCC (based on the date the MCC was linked to the Google Ads account) as the single 
Owner MCC

● You can identify the oldest Admin owner MCC by reviewing the date linked column 
in the Account access page of the Google Ads account (under Google Ads account 
> Tools & Settings > Account Access > Managers)

● If advertiser does not wish to have the oldest Owner MCC as the single Admin 
owner, they must turn off ownership for all manager accounts besides the manager 
account they want should retain ownership. 

Starting May 28, 2020, Google Ads account can have only one of its MCCs as an Admin owner MCC
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Currently, it’s possible for a Google Ads account to 
have multiple administrative owners, which may 
lead to issues such as unclear trumping behavior 
for manager-level settings.

Migrating from Multiple to Single Admin Owners

In order to set the stage for more advanced 
manager account features, including easier list 
sharing and additional manager-level settings, it 
is critical for Google to ensure that each Google 
Ads account has only one manager account 
designated as “owner”.

Will enable advanced MCC level features in the future that simplifies easy account management 



Implementation Overview
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1. Google Ads Account Settings



Proprietary + Confidential1. Change Admin Owner MCC for a Google Ads account
Google Ads Account > Tools & Setting > Account access > Managers

You can change Admin Owner MCC for a given Google Ads account by logging in via the Admin Owner MCC & 
navigating to the specific Google Ads account > Settings > Account Access > Managers

● Click the tools icon  in the upper right corner of the Google Ads (client) account.
● Under “Setup,” click Account access. 
● Click the Managers sub-page.
● Turn on the setting in the  “Administrative owner” column.

This will only be editable for admin users of the existing owner MCC. This will be editable for admin users of the child 
account if and only if the Google Ads account (child account) doesn’t have any existing owner MCCs.

NOTE



Bulk functionality
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2. MCC > Sub-account settings
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Google Ads MCC > Settings > Sub-Account Settings

[Option 1] Inline edit “Owner” column MCC info for specific Google Ads accounts

You will only be 
able to edit 
(add/remove) 
account 
ownership if your 
MCC is currently 
an Owner MCC.

NOTE
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Google Ads MCC > Settings > Sub-Account Settings

[Option 2] Remove your current MCC (& sub-MCCs) from Admin ownership of the selected Google Ads accounts 

NOTE You will only be 
able to remove 
account 
ownership if your 
MCC is currently 
an Admin Owner 
MCC.
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Wrap  up 
● Summary
● Example screenshots
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If you do not wish to have the oldest Owner MCC as the single Admin owner, you must turn off ownership for all manager 
accounts besides the manager account you want should retain ownership before July 30, 2020

○ Advertisers can identify the oldest Admin owner MCC by reviewing the date linked column in the Account access 
page of the Google Ads account (under Google Ads account > Tools & Settings > Account Access > Managers)

Only a user with Admin access to an Owner MCC can transfer ownership to a different manager. Users on the client account do 
not have permission to transfer ownership. 

This will be editable for Admin users for the Child account if and only if the Google Ads account (child account) doesn’t have any 
existing owner MCCs.

Advertisers can still transition admin ownership from one MCC to another MCC even after July 30, 2020.

This does not impact or change the number of MCCs linked to a Google Ads account

Users of an Admin Owner MCC can perform user-management for the client accounts. Users of all MCCs (Owner MCC or not) 
can still manage the client accounts (read/write) via Google Ads UI, API, Editor, or the Mobile App - No change in functionality

Summary

1

2

3

4

5

6

https://support.google.com/google-ads/answer/7456530?hl=en
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Example Screenshot of Account Access Page
Google Ads Account > Tools & Settings > Account Access > Managers

Starting May 28, 2020 : If Google Ads account continues to have two or more Owner MCCs - Google will 
default the oldest existing Owner MCC (based on the date (“date linked column below”) the MCC was linked to 
the Google Ads account) as the single Owner MCC. 
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Example Screenshot of Remarketing list access setting
Google Ads Account > Tools & Settings > Shared Library > Audience Manager > Settings
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Real-Time Remarketing Tag Validation

Starting June 1, the Google Ads tag has begun adding remarketing list 

members within five minutes (Formerly, this took up to 24 hours). As a 

result, advertisers who are implementing the tag or making updates will 

be able to verify proper installation by seeing lists grow in as little as five 

minutes.
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Search
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Keyword Planner makes it easy for you to find keywords that are relevant 

to your product, service, website, or landing page. However, determining 

where those keyword ideas fit into your campaigns is a manual and 

time-consuming process. 

To make it easier for you to find keyword ideas that fit with your new and 

existing campaigns, you can now refine keywords in Keyword Planner. 

Refining Keywords with Easier Approach
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Refining Keywords with Easier Approach
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Google Marketing Platform
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Custom Bidding
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What is Custom Bidding in DV360

Set up and activation

Measuring Success

Case Studies

Future Roadmap
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What is Custom 
Bidding in DV360

     Feature introduction & overview
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Prior 2018 2020 Beyond
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10
1
0



Proprietary + Confidential

Select readily available 
optimization KPI

Results fed back 
into system

Machine learns 
from historic data

Machine bids 
for impressions
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Results fed back 
into system

Machine learns 
from historic data

Machine bids 
for impressions

Upload script 
into DV360

Design custom 
Impression 
Scoring Script

User Identifies KPI

return sum_aggregate([
  ([total_conversion_count(A)>0], 0.8),
  ([total_conversion_count(B)>0], 0.5)
])
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Beta



Proprietary + Confidential

1 2 3



Proprietary + ConfidentialProprietary + Confidential

What can 
you do? 
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Take control over the optimization algorithm and feed it data that 
represents your optimization KPI of interest! 

OR
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Transaction 
Value
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Score impressions based on the 
actual value of a purchase. 

An impression that leads to a 
purchase of $100 will be scored 100 
whereas an impression that leads to a 
purchase worth $10 will be scored 10. 

73%
Increase in  online 
conversions (sales)

1.7X
Return on ad 
spend (ROAS)

Starcom Drives Sales Uplift for Online 
Retailer with Custom Bidding

return total_conversion_value 
(CM_activity_id, model_id)
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Weighted 
Conversions
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Newsletter sign up One off purchase Subscription
Floodlight ID - 124 Floodlight ID - 125 Floodlight ID - 126

All conversions are not equal. Use custom bidding to optimize towards the most valuable 
without missing out on other useful conversions 

return sum_aggregate([
  ([total_conversion_count(124)>0, 0], 1),    #newsletter
  ([total_conversion_count(125)>0, 0], 7),    #one-off purchase
  ([total_conversion_count(126)>0, 0)], 10)   # subscription
])
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Landing page Application
start

Application
Summary

Application
Complete
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Landing
Page

Application
Start

Application
Summary

Application 
Complete

Signals feeding the machine 
learning algorithm

Auto Bidding Custom Bidding

C
ur
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oo
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lig

ht
 fi
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s

Total conversion across all floodlights
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return max_aggregate([
  ([total_conversion_count(123)>0, 0], 0.1),
  ([total_conversion_count(124)>0, 0], 0.5),
  ([total_conversion_count(125)>0, 0], 0.7),
  ([total_conversion_count(126)>0, 0)], 1)
])

The advertiser is tracking the following 
conversion events using different pixels: 

To score ad impressions that lead to 
different conversion events, the advertiser 
uses the following script:

Activity ID Floodlight location

123 Landing page

124 Application Start

125 Application Summary

126 Application Complete
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Customer Value 
u-variables
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With auto-bidding optimize on

Purchase

All purchases are considered the same

With custom bidding optimize on

Purchase

+ Purchase value
+ Number of items
+ Reward Tier
+ Product category
+ Product

Optimize towards a higher LTV and 
increase revenue 
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_uvar = 
conversion_custom_variable(CM_activity_id, 
model_id, u_variable_index)

if _uvar != None and _uvar != "":
    return float(_uvar)

return 0

The advertiser stores customer loyalty tier as a custom Floodlight 
variable and optimizes towards it

Get the data from your floodlight

Check data is valid

If there’s no data, score 0
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Customer Value
GA Goals Beta
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For example: 

●

●

then 
converts

return sum_aggregate([
        ([has_ga_goal(111, 222)], ga_goals_count(111, 222)),
        ([has_ga_goal(333, 444)], ga_goals_count(333, 444))

 ([has_ga_goal(555, 666)], ga_goals_count(555, 666)*5)
])

Users are scored based 
on a sum of different 
goals
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Use GA goals on your website to inform your bidding strategy by combining them to optimize towards any of GA360 goals

Destination A specific location loads Thank you for registering! web page or app screen

Duration Sessions that lasts a specific amount of time or longer 10 minutes or longer spent on a support site

Pages/Screens per session A user views a specific number of pages or screens 5 pages or screens have been loaded

Event An action defined as an Event is triggered Social recommendation, video play, ad click
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Brand 
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(Across display and video)
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Use signals from the impression to calculate a 
proxy brand KPI to optimize towards

#video ad and viewable and complete
if ad_type == 1 and video_completed 
and active_view_measurable and 
active_view_viewed: 
  return 1

#non video and viewable
elif active_view_measurable and 
active_view_viewed:
  return 1

#audio ad type - do not penalise
elif ad_type == 2:
  return 1

else:
  return 0

Video viewable and complete

Viewable

Audio

The rest
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Weighted events 
(view-through and 

click-through activity IDs)

Anything in 
custom Floodlight 

u-variables

Creative dimensions

Location
(country, zip code, city)

Ad position

URL groupings

Proprietary + Confidential

Publisher domain 
and/or channels

Exchange

Browser & device type Clicks

Active View 
viewed

Video 
completed
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Set up and activation
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  Example Advertiser Name
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Measuring Success
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Create a new 
experiment 
across new IOs

~1 week
Minimum 2-3 weeks depending 

on volume of data

Run / optimize campaign as you would normally do  
with fixed bids: change bids, exclude sites etc.

Try NOT to make changes to the Auto bidding IO AND only decrease the addressable inventory 
of the fixed bidding IO (i.e. excluding inventory such as sites is OK, adding inventory is NOT OK).
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Pitfall

Rationale

Best Practice 

Creating two Line Items with the same Targeting in one 
IO with one set to Fixed Bid and the other to Automated 

Bidding.

For the impressions where the computed bid of the 
algo is lower than the fixed bid, there is a high chance 

the fixed bidding LI wins creating a bias to your test not 
in favor of the algo.

Either, make sure that there is no overlap in 
addressable inventory (i.e. ensure LIs target mutually 
exclusive inventory) or run an official A/B experiment!

Evaluate = Fixed Bid

= Algorithm

Bid €1

Bid € ∞

Algorithm 
Wins

Fixed Bid Wins

Tip:
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●

Custom Impression Value/Cost 

ROAS Use cases:
○

Weighted Conversions
○

 

●

○

●  before launch 

●
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Case Studies
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For the retailer: 

● Switch campaigns from fixed bidding to automated 
bidding.

● Introduce revenue-based Custom Bidding on all 
campaigns.

● Expand testing of Custom Bidding to:
○ Optimize for most valuable product SKUs
○ Account for clicks to take into consideration 

advertiser’s internal KPI

For Publicis:

● Scale Custom Bidding across Publicis agencies to drive 
customized return on investment for clients.

The challenge
Advertisers want to buy and optimize digital media 
against their real business objectives, but standard 
DSP capabilities only allow for proxies like clicks and 
conversions. Prior to this test, optimization of this 
campaign valued all conversions (online sales) the 
same, though different sales had vastly different 
revenue implications for the retailer.

The approach
Custom Bidding in Display & Video 360 (DV360) 
allowed Starcom to combine the retailer’s own data 
plus Google’s machine learning to optimize for 
transaction value.

Starcom wrote a script that tells DV360 how much an 
impression is worth based on revenue value passed 
through in the Floodlight Custom Variable on the 
retailer’s website.  DV360 then built a bespoke 
predictive model that optimized directly for 
transaction value.

Starcom tested their Custom Bidding script against 
the existing tactics within their campaign. The 
control groups used fixed-price bidding (with no 
automation). The targeting applied across all test 
groups used a combination of contextual, behavioral 
and first-party audience segments. 

The Results
Custom Bidding drove measurably improved return on ad 
spend and increased online sales for the retailer.* 

73%
Increase in  online 

conversions (sales)

1.7X
Return on ad 

spend (ROAS)

The retailer client sells thousands of products with 
varying  price points.  It has a robust website as well 
as a national storefront footprint. 

*Based on advertiser campaign data from Q3 2019. 
DV360 Custom Bidding is currently in in beta

ROAS
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ROAS

The challenge
Marketers want to buy and optimize digital media 
against their actual business objectives, however, 
standard DSP capabilities only allow for proxies such 
as clicks and conversions. Prior to this test, 
optimization of this campaign valued all online sales 
conversions similarly.  Office Depot’s primary goal 
during this test was to drive an increase to overall 
online sales in partnership with their agency 
WaveMaker.

The approach
Custom Bidding in Display & Video 360 (DV360) 
allowed Office Depot to combine the retailer’s sales 
data plus Google’s machine learning to optimize for 
transaction value rather than total number or 
conversions.  

The test was performed on a segment of the display 
acquisition campaign in Q4 ‘19.  The retailer wrote a 
custom script which optimized towards total sales 
value based off of their online transaction data, in an 
effort to drive up Return on Ad Spend (ROAS).

Office Depot tested their Custom Bidding script (test 
group) against a control group optimizing towards 
Cost Per Acquisition (CPA).  The targeting applied 
across both test and control groups included similar 
targeting including first-party audience segments.  

Testing doesn’t always provide game-changing results, 
but this time that’s exactly what happened. Being more 
prescriptive in the goal for the algo resulted in a 
significant increase in revenue versus the control, and we 
will be rolling the optimization out across several 

campaigns.

Calisha Anderson, Sr. Program Manager,
 eCommerce Office Depot

For the retailer: 

● Switch display campaigns from fixed bidding or CPA 
bidding to custom bidding across the board in Q1 ‘20.

● Explore additional KPIs that would solve business 
needs and test additional custom scripts via custom 
bidding going forward.

30%
Lift in online sales 
from test segment 
compared to control 
group

$21
Return on ad 
spend (ROAS)Office Depot, Inc. is a leading provider of business 

services and supplies, products and technology 
solutions to small, medium and enterprise businesses, 
through a fully integrated B2B distribution platform of 
approximately 1,300 stores, online presence, and 
dedicated sales professionals and technicians.
Boca Raton, FL  •  OfficeDepot.com

https://www.officedepot.com/
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Future roadmap
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tROAS, Weighted Conversions, U-Variables ✓

Impression Features (*Advanced Users only) ✓

Self service onboarding ✓

Scripting sandbox ✓

Attribution models ✓

GA Goals (*Beta) ✓  

Advertiser Level Permissions ✓

ADH Integration ✓

In UI Goal Builder ✓



Bring a new dimension to your brand

Display & Video 360
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In a world where 
attention is limited, 

user engagement is the new 
media currency

Display banners offer  
massive scale, but users are 

increasingly fatigued* by 
traditional banner ads. 

*Source

https://www.adpushup.com/blog/banner-blindness/
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Millions of banner ads served 
every day. 
How can we make them more 
interesting to users?



3D Swirl is a new mobile display format 
available through DV360

Designed to drive user engagement via 
immersive 3D ad experience

Introducing 3D Swirl Ads



3D Swirl has demonstrated higher brand 
performance compared to 2D and rich media 
display ads*

                                                       

3D Swirl delivers higher 
engagement and purchase intent

Engagement Rate3x
6.9x
4.7x 

*Vs. Rich Media Benchmarks

Purchase Intent

Brand Favorability



3D Swirl creatives enable brands to tell innovative stories

Tell your brand story Showcase product options Explore a product in detailLaunch a new product

Awareness Purchase Intent
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Reach your audience at scale with 
DV360

Mobile-first 
Swirl is designed to delight and engage users on mobile

Scale via DV360 
Available across Google Ad Manager publishers 

Multiple ad-sizes available
300x250; 300x600; 336x280 
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Creating 3D Swirl ads using GWD 

1. Determine what product you want to highlight 
in 3D

○ Leverage your existing Brand & Campaign Creative 
to establish the direction for your 3D ad 

2. Develop your 3D asset
○ Optimize your product’s existing 3D model or start 

from scratch

3. Build the final ad
○ Easily create the full ads experience using our 3D 

Swirl templates in Google Web Designer

Swirl - Basic Template 

● Got this on your own? Our Best Practices & Technical 
Documentation can help you create your ad from start to finish 

● Need an extra hand? Reach out to our Trusted Partners for production 
support from 3D modelling to end-to-end ad creation & development

https://webdesigner.withgoogle.com/
https://support-content-ready.corp.google.com/webdesigner/answer/9622241
https://support-content-ready.corp.google.com/webdesigner/answer/9622241
https://docs.google.com/document/d/1Azmwm00M-0aKQM86q50Z4kw8qQEw3sxpMvJFImozkvY/edit
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Availability Open for Beta testers

Adsize 300x250, 336x280 (with optional expansion); 300x600

Inventory Mobile web on Google Ad Manager inventory; Not available on mApp

Goal Awareness, Consideration

Bidding CPM 

Device Availability Mobile only

Metrics Custom Engagement metrics available in DV360 reporting

3P Production 
Support

Google established a Trusted Partner Program to connect advertisers/agencies to 
production partners. Google will consult on 3D requirements/specs during open beta 
phase

Swirl 3D Ads Details

https://docs.google.com/document/d/1Azmwm00M-0aKQM86q50Z4kw8qQEw3sxpMvJFImozkvY/edit
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Measurement



If you are using Cinemagraphs as your 
hero image only use the dots motion 
with no movement over the image.

But the retail shelf 
is key to close the 
deal
...brands don’t 
necessarily own it

It is usually the retailers who have 
the final word when deciding
how YOUR product should be 

displayed

 ...the path to 
purchase is 
uncontrollable

It takes too long to WAIT for the 
consumers to go on checking your 

product

Digital is also a key 
influencer when it 
comes to purchase

POC: alicelee@



Offline channels could be most brands’ battlefield as 
majority of purchases are made through physical stores

95% of 

FMCG sales are 
happening offline

Source: IRi Worldwide: Influence Offline CPG Purchase Behavior With Digital Media 2018



However, most consumer purchase decisions are made 
through digital platforms 

77% of retail decisions 
are digitally influenced

Source: 
1) IRi Worldwide: Influence Offline CPG Purchase Behavior With Digital Media 2018
2)勤業眾信  (Deloitte)，《BRIDGING GROCERY’S DIGITAL DIVIDE》(彌補雜貨店的數位落差 )，2019 年
(問題 5) 在進入網路或實體商店之前，下面何者最適合描述您的購物經驗？， Google 問卷調查，2019 年

35% consumers have already 
decided brand/product to 
purchase before going to stores



Google helps brands promote products/locations along the 
O2O journey

Browsing website, 
watching YouTube 
video, or searching

Ad Engagement for 
Offline Activities 

with nearest store 
information

Visit Store



Affiliate Location Extension 3 key benefits

Setup
Easy 

With built in location groups, brands 
do not need extra efforts to work on 

the channel partners information.

Integrated
Measurement

With different dimension reporting 
features, brands can understand 

O2O behaviors. 

Brand x Channel
Win-Win

With trade promotions, brands can 
reach and engage consumers 

through the O2O journey while 
channel partners will also gain 

visibility. 

Important Notes：
Affiliate location extension is currently available for Google Ads internal system. Please contact 
your Google sales for implementation support. 



Set Up
Easy



Available ALE list 

Travel

Marriott Hotels & Resorts

Rosewood Hotels & 

Resorts

國泰航空

Pharmacy/Retail

屈臣氏

惠康

莎莎國際 

萬寧 (零售商) 

連卡佛 

Finance

宏利金融

花旗銀行 

邦民日本财务

 

Teleco

數碼通

 香港移動通訊有限公司



Search - Affiliate Location Extension

User searches for product 

1

Nearest available store 
options displayed

2

3

Third party store options are displayed

10%
Increase in CTR 
that utilize ALE



Display (responsive ads only)- Affiliate Location Extension



YouTube- Affiliate Location Extension

Engaged stateInitial state

21

Affiliate Location Extension



Adding channel and promotion info to make it more 
actionable!

Channel 
Partners Promotion Info Call to action

http://www.youtube.com/watch?v=FoAIrc__j4I
http://www.youtube.com/watch?v=q6W5PFN_rnY
http://www.youtube.com/watch?v=T9rVJcLrNP0


Integrated
Measurement



Insights 1st step - Understand Local Actions

● Local Reach：The number of times a store's location-based ad was shown.

● Call Clicks：The number of times people clicked the “Call” button to call a 
store during or after clicking an ad for that advertiser. This number doesn’t 
include whether or not calls were connected, or the duration of any calls.

● Driving Directions：The number of times people clicked a “Get directions” 
button to navigate to a store after clicking an ad for that advertiser.

● Website visits：The number of times people were taken to a store’s URL 
after clicking an ad for that advertiser. Note: This URL refers to the URL that 
the store provided for location-based information (for example, the location 
detail page), and does not refer to the advertisement URL.



Insights 2nd step - Understand Store Visits (coming in 2020Q4/2021 Q1)

● Time spent at the location
● Google Maps searches or 

navigation to the location
● Google web searches
● The strength and accuracy of 

location signals (GPS, wifi, etc.)
● Google’s historical accuracy in 

identifying visitors to your 
locations

● Other proprietary factors

● You're signed in to your 
Google Account

● You have turned on Location 
History

● The device has Location 
Reporting turned on

Digital Interaction Visit the Physical Store Report Store visits

● Aggregated and 
anonymous data

*Search = Click
*Display = Click/Impression

Vidéo = Click/View



Store Call Clicks Drive Directions Website Visits Store Visits

Store A 100 1,000 100 2,700

Store B 300 150 75 950

Store C 150 510 200 2,000

Local Actions Store Visits

( when available)

Per Store Report is also available in Google Ads



Brand x Channel
Win-Win



Work with your channel partner to close the last mile 
O2O purchase  

Store Shelf Special Promotion



Digital Co-Marketing

● Digital media strategy
● Creative development

● Good store shelf space
● Direct product promotion

Win Win

Expanding 
Digital Co-Marketing between Brands and Retail to promote specific 
product by leading consumers to retailer’s offline stores to purchase.

Brands Retail / Channel



Brand Academy  |

Background

● Client Issue: Face the difficulty to maintain drug store shelf this 
winter, which would cause a significant drop of the sales.

● Challenge: How to promote SUPLI in winter season and keep 
drug stores’ shelves.

Campaign Objective

● To place client products on  the ideal shelf via digital 
promotion for consumers close to each drug store

● To uplift the products’ sales and maintain the shelf even after 
promotion

Japan Case Sharing (Think with Google Japan)

https://www.thinkwithgoogle.com/intl/ja-jp/articles/omnichannel/kirin/


Brand Academy  |

Conduct video promotion only around the drugstore 
business area with the message not from client but 
from drug store.
（cover 15 different prefectures)

Video 
Promotion

Instore 
Promotion

By collaborating with agency, realize the ideal 
in-store shelf and in-store promotion by visiting / 
talking to each drug stores.
The result is average 93% of the drugstores actually 
did the instore-promotion for the brand.

Store Visit 
Measurement Measure store visit rate after viewing YouTube video 

ads to see the effect of digital promotion

1

2

3

KIRIN works with Google to create new channel strategy

http://www.youtube.com/watch?v=eR1tQaZvavI


Brand Academy  |

Products list in good store shelf space to align O2O 
strategy with shopper marketing 

BEFORE AFTER



Brand Academy  |

Instore 
Only

Campaign Results

Store Visits Performance
High Store visits% & Low cost per Store Visits

Store visit rate 13.7%（Visits 79,155 users) is higher than 

historical average. Cost for each store visit is 41 yen, which 

is much cheaper than other promotion media like flier.

Sales Performance 
Video ads and instore promotion both effects sales

The actual sales is much better in prefectures with ads 

promotion compared with those without. 

(Blood Orange +28% | Yogurt +22%)

When promoting with both YouTube trueview ads and 

in-store promotion, the sales lift is the most significant.

(Blood Orange +109% | Yogurt +116%)

Video 
Only

Instore &
Video ads

Blood Orange        Yogurt



Custom intent, affinity

       Easy / Affiliate Location Extension   Connect O2O journey

        Win-Win / In-store Promotion  Reinforce call to action for purchase

       Measurement / Local Actions   Complete omni-channel tracking
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YouTube



Proprietary + Confidential

How to put these segments to work

Use Cases

● Expand reach beyond your 1P/remarketing lists 
while seeing similar performance

● Capture new users not found in current 
in-market taxonomy

Best suited to
deliver... 

Create & launch 40+ new YouTube segments by 
July 2020 to support advertiser needs and reach 
relevant users during this evolving and uncertain 
time. In the coming weeks, global will be launching 
even more audiences to our robust portfolio. Stay 
tuned!

Interested in trying out these new segments?

Best Practices: 
● For maximum reach, avoid layering with demo
● Direct Response Campaign: Pair with Trueview for Action, Discovery

Newly Available Segments

● Media/
○ /Video Streaming Subscription 

Services
○ /Audio Streaming Subscription 

Services
● Home & Garden/

○ /Desks 
● Sports & Fitness/

○ /Cardio Training Equipment 



Proprietary + Confidential

IMPORTANT: Betas are highly confidential and for agencies and clients under Non-Disclosure Agreement.  Contact your Google Account Manager to apply.

YouTube
Language: All
Date Opening: Q2 2020
Date Closing: TBD

Status: BETA Q2
Markets: Global (GMC supported)
Vertical: Any with GMC
Platform: Google AdsAdd product imagery to TrueView for action

Beta Description
Enhance your TrueView for action video ad with product 
imagery & detail from your Google Merchant Center to drive 
more clicks & conversions.

Beta Visual

Client Type & Marketing Goal
Advertisers that have a Google Merchant Center and prospecting or 
conversion objectives.

How-To & Need-To-Know
Beta is open to advertisers globally that adhere to the following:

● Have a Google Merchant Center
● Provide GMC feed ID with product detail adhering to creative specs
● Follow TrueView for action campaign best practices for conversion 

tracking, bidding, budget, audience & creative. 

Whitelisting: Account Manager to complete interest form for consideration

https://drive.google.com/a/google.com/open?id=1r5sCQ6dukrup5Ank7TPE24LKH5gv0DKQfZbCfrHgP1E
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Lead Forms on TrueView for action

 

 

What:

Lead Forms on TrueView for action drive leads for advertisers 
through an in-line form submission. 

Value for Marketers:

● Generate leads to drive up sales for your product/service 
● Connect with high intent users by using forms, capturing 

details such as email, name, phone number, zip code and  
job details such as job title and company name

 

Value for Users:

Convenience: Experience a frictionless, native way to submit 
information directly to advertisers. 
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Features

Advertisers can collect the following information:

Contact Details Work More Questions in the Categories of: 

● Full name

● First name

● Last name

● Email address

● Phone number

● Postal / Zip code

● City

● State/Province 

● Country

● Company name

● Work email address

● Work phone number

● Job title

● Auto

● Business

● Education

● Real Estate

● Retail

● Transportation

● Travel

Available Fields
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Hong Kong YouTube Masthead Availability 

Subject to availability - some slots might have holds already!

Jul Aug Sep

18th - 23rd

25th - 30th

1st - 6th

8th - 17th

20th

23rd - 31st

1st - 18th

20th - 30th
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https://bit.ly/hkyoutubeplaybook2020

https://docs.google.com/presentation/d/1vPy7BOzFc7q9tjM-3r-k9pPy2sARsvnI2GdyMYJRxK4/edit#slide=id.g6c1968bd95_0_174
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DAN HK YouTube Masthead Rate

Market Rate 
(DAN Rate with 14% off)

Apr - Dec 2020
CPD Masthead CPM Masthead Remarks

CPD Masthead HKD 156,940 (HKD 134,968)

No Demo Targeting HKD 46.4 (HKD 39.9)

Targeting:  
● Country
● Frequency Capping
● Language

Incl. Demo Targeting HKD 58 (HKD 49.9)

Targeting:  
● Country
● Frequency Capping
● Language
● Demo

Non-standard Targeting 
Upcharge Per Layer HKD 11.6 (HKD 10)

Each upcharge incurred on each 
non-standard targeting option 
that is applied:
Affinity/ Interest Groups, 
Language, Geo (Cities), Parental 
Status, Platform (Device/ OS)

Note: 14% off will not be reflected in the Insertion Order.  The equivalent amount will be credited back to you in credit note instead. 
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*Minimum spend applies to both Prime Packs & Custom Packs with  USD 20,000

DAN HK YouTube Prime Pack Rate

Market Rate 
(DAN Rate with 14% off)

Apr - Dec 2020

YouTube 
Prime Packs (CPM)*

YouTube 
Custom Packs (CPM)* Remarks

Instream Short Video Ads 
(15s Non Skippable)

HKD 120 (HKD 103.2) HKD 145 (HKD 124.7) Standard Targeting:  

● Standard Geo
● Frequency Capping
● Time of Day

Instream Select Video Ads 
(60s Skippable)

HKD 100 (HKD 86) HKD 125 (HKD 107.5)

Non-Standard Targeting 
Upcharge Per Layer HKD 26 (HKD 22.4)

Each upcharge incurred on each 
non-standard targeting option 
that is applied:
Demo, Geo(cities), Platform, 
First Position
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General Updates



https://gmphub.appspot.com/
https://docs.google.com/forms/d/e/1FAIpQLSedeiYkkDGkYjIdyEoihocf3qvJFLjwKNfW4qP-iW_ZzN3tvQ/viewform
https://gmphub.appspot.com/?utm_medium=deck&utm_source=agencyupdate&utm_campaign=omg&utm_content=monthly+update


What is launching?

An external Google Ads + Google Marketing Platform material hub 
contains sales materials, best practises, new feature updates 
and implementation guides.

● Search function with the most relevant result preview 
powered by Google Cloud Search.

● Access to the latest Google Ads & GMP decks
● Quick subscription to GMP newsletter and updates.
● gHub UI is a/v in both mobile and desktop environment.

Use Cases

● Search for Google product-related pitch decks
● Search for Google product-related set up best practises
● Look for new feature updates
● Self-learning platform
● New hires who are looking for training materials

gHub - Google Product Knowledge Center with Search Functions

GMP POC: Sharon Chan (sharonchan@google.com) 
Google POC: Stephen Leung (stephenleunghk@google.com) Search Results Interface with Functional Knowledge Panels

Materials Directory with Latest Updates

Application Form (https://bit.ly/Apply4gHub)

gHub Platform URL (https://bit.ly/gHub2020)
(Need to register before you can access)

https://gmphub.appspot.com/
mailto:sharonchan@google.com
mailto:stephenleunghk@google.com
https://docs.google.com/forms/d/e/1FAIpQLSedeiYkkDGkYjIdyEoihocf3qvJFLjwKNfW4qP-iW_ZzN3tvQ/viewform
https://gmphub.appspot.com/?utm_medium=deck&utm_source=agencyupdate&utm_campaign=omg&utm_content=monthly+update


Homepage： Materials Directory - Filter Learning and Training Materials for Specific Products

Latest
Materials 
Updates

Sub-categories 
of materials, 
grouped by 
Products

Materials 
Directory

Search Bar



Search Results Page - The most relevant result preview 

Subscription 
Box to GMP 
News

Latest Materials

Search 
Results
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Thank You!


