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Generate demand to drive sales today and tomorrow

é

Opportunity
to Grow

Growing demand ensures
you don't hit a “sales ceiling.”

Influence consumers in the mid-funnel to create

consistent future demand and drive sales growth.

Time
—————— Demand ————— Sales without =r=:=-=-- Demand
Added Investment You Create
MEEt the Expert Source: Rethenking brand for the rise of digital commerce, WARC, 2021
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Consumers are considering purchases more than ever
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Consumers are considering purchases more than ever

' - Awareness
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Consumers are Of customers are Increase in likelihood ]
spending more time happy to switch of purchase for :
making decisions providers for a brands in a
and considering better deal consumer’s initial ;
more brands consideration set * :
- Conversion g

MEE‘t thE Expe I't Source: (1) Google Ipsos Consumer Continuous. (2) Google, Material Research Study, n=2,000, Nov. 2022. (3) McKinsey & Company Gmgle
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Consumers turn to
YouTube & Google to
discover & take action

more likely to discover (9

new products/brands on
YouTube vs. traditional
social platforms

22X 86%

of online users spring into
immediate action after
discovering something
new on YouTube or Google

Meet the Expert Source: Coogiefpsos, Video & Social
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| Introducing Demand
Gen campaigns

Engage and convert consumers
with immersive, relevant, and visual
creatives that grab attention and
spur action in a single campaign
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Meet the Expert
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Meet the Demand Gen lineup
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Meet the Expert  source: internal Date Gogg[e
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o LG Electronics

LG Electronics achieves 91%

o) - “Going forward, we’ll continue using Demand
Iower CPA and 48 é hlgher Gen and expanding it to other product
CTR W|‘th Demand Gen categories to find new potential customers
S g N | — and increase brand consideration.”
—YOUNG BAE KWON

Marketing Manager, LG Electronics

91% 24% 48%

Lower CPA Higher CVR Higher CTR

vs. other social campaigns with similar goals

Meet the Expert Google



' Expanded
Impact

Access to YouTube & Google's most
Immersive, visual touchpoints

Meet the Expert
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Access the YouTube
you know but short

flr} s ’ |
._ !

YouTube Shorts has surpassed

70 BILLION

‘ daily views globally (2.2x vs. 2022)

run out, you dont have torun
Share

When you run
l i, Fast, free delivéry in 60 minutes.

Meet the Expert Source: YouTube Internal Data, Global, April 2022 & Febr 2023 Google
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Discover

99%

of Gen Z online users say
they use YouTube or
‘ Google feeds monthly.

Meet the Expert Source: Coogle/ipsos, Video & Social &

slice in NYC
Pizza Comifort Food

Be your own boss as a Dasher. Drivers
are needed in your area. Earnings are
high. Sign up and deliver today!

Google
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Gmail
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Cozy Fleece TEmpas!
Bwfrrmd Ip- Baoyfriend &"
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Costco T P

This Weskend s Treasure Hunt - Find ...
This President’s Day, get inspired by these .. 1T

Away 404 P

o Venture into Spring
Take in the scenery of the season with sultc.. 1T

mu-m-m-unm Find Gre ... *

of consumers are more likely

to buy a product after seeing it " !
in an ad on Google or YouTube A ks G

vs. other social sites/apps. ‘ o c

$T9.9959555  5469.99 poproy
Meet the Expert  source: Googleiipsos, video & Social Ad impact Study, July 2023-August 2023

Alibirds dul 2
four Everyday Sneaker Is Here
Soft and cory wool shoes o keep you com., ﬁ
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' Tailored Ad
Experiences

Audience-first creatives
that drive demand

Meet the Expert
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We package @
consumer mindsets M

Our audience solutions Cooking
can differentiate between e
a customer with interest

g

vs. purchase intent
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Craft stronger ads with new
ad creation flow & previews




X N Google Ads

E) Demand Gen - 2023.. ()

BE Adgroup1

(i) Review campaign

New campaign Q
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Description

Best Burger

.
NE DUMner of you

The burger of your dreams

Go to review reate new ad




X All Previews
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Demand Gen w/ Product Feeds: Shoppable
video & image ads together in one solution

' b i
[s YouTube Shorts | [ﬂ YouTube in-stream } [ﬂ YouTube Feeds J l {5 piscover ] [ M Gmail ]
r

Meet the Expert Google



_‘\
‘ Feature Spotlights J Tallored Ad Experiences W

Test & learn which creative resonates
with your audience with A/B experiments

R

\

Fast

= 0
' Get results that you can take action on
immediately

- Reliable Methodology

Run accurate tests with a representative
Audience and scaled sample size

"¢ | TestinReal Ad Environment

Frictionless experience to test your
hypotheses in a real ad environment

Meet the Expert Google
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Segment reach Choose the level of reach your lookalike segment will have (D ”

Lookalike segment reach
MNarrow Balanced Broad
@ 25% O 5% 0 10%

(@ Your narrow segment will aim to reach 2.5% of people in this campaigns
targeted location and language similar to people on your seed list(s).

Find untapped audiences
with Lookalike segments

Meet the Expert

Google
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How Lookalikes & Optimized Targeting work together

“I'd like to find customers similar to
“l want to find customers just “I mostly care about performance, my current ones, but also am open to
like my current customers” regardless of who converts” finding new customers that might be
likely to convert”
3 Audiences
E
, , » Build a Lookalike segment based on your
¥ P LOOka“Ee SUGITRDE JRApE o _ 1P lists and/or web traffic (use broadest
your 1st party lists (use narrow / Keep OT turned on to drive optimal performance cption)
balance options) and find your likely converters K OTont d di
e Regardless of the goal, turn off OT s e o
further
|
P Y

g Baiiinmas Aletiar s a et Lookalike audience will serve as a soft
o 4 2 Converters who you may have never hint to fuel OT to find likely converters
i - customer base, but expanded via the : ; : 86 e
s : L . considered and are interested in your brand who are as similar as possible to your

options within Lookalike segments
E- current customers
L

Meet the EXPert it consder inchusing other Googe suctersoes nio yous Sirategy (Wiich you WUt wuch ss Cumtom Segments, i Maket Domom, ate. o Google
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Ensure that campaign measurement
KPlIs align with your business goal

\ ( DEMAND GEN

Upper

/

Reach/Impressions, CPM, frequency

Video views/completion rate, CTR

Social Engagement (e.g.. likes. follows, shares, etc.)
Recall rate

Demand Gen campaigns can
. . Shall i
help drive middle to lower Middle Lm?;ﬁfﬁ: CTR
funnel ObIECtiVES. and we Cost per Ianding page hitiview
Traffic (e.g.. time spent, bounce rate)
prove that through our robust
Lower

Deeper Conversions
Cost per Conversions
. Account ROAS & CPA*

‘ ROI

Revenue

measurement offering

Meet the Expert Google



