centrc

AUDIENCE EXTENSION
WEBINAR

Conversion Tracking
2021 Update




AGENDA

What is it?
What are the benefits?

How should it be pitched?

How do | include it in a media plan?

Questions?
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CONVERSION
TRACKING

USES PIXELS

to track on-site user actions.
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USER ACTION
CAMPAIGNS

WHAT IS THE GOAL?

* Increased completed actions on the
website.

HOW IS IT MEASURED?
* Conversions (VTC, CTQC)

* Average Cost per Conversion (eCPA)
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CONVERSION PIXELS

Click Through Conversions (CTC) View Through Conversions (VTC)
* |seeanad. | see an ad.

* |clickonthe ad. | DON'T click on the ad.

* | gotothe website. | STILL go to the website.

* | complete an action. | complete an action.
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WHAT ARE THE BENEFITS?



BENEFITS

Specific and measurable way to gauge
performance.

Metrics lend themselves to insightful reporting
conversations.

Measure beyond the impression or click.

Relatable performance that directly ties back
to the business and bottom line.
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HOW SHOULD IT BE
PITCHED?



WHAT TO
LISTEN FOR:

* "“You can get a quote, sign up, fill out
the form, etc. on our website”

* "“We only sell our products online”

* "“We have a promo code for online
sales”

* "“We have seen success in the past
selling our product online”

e "“Can we use a universal pixel?”

* "Online sales have increased due to
COVID”
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DETERMINE FEASIBILITY

* Does the advertiser have backend
access to the site?

* Does the advertiser have a team
member who can place the pixel?

* Will we know the specific URLs where
the pixel will be placed?
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PITCH A STRATEGY

Choose a conversion
Measure the final conversion by
pixeling confirmation page.

Use multiple pixels to track
steps to the final conversion.

Build an Audience

Build an audience at each
step to conversion.

Retarget

Deliver specific messages
to the different
audiences.

Maximize Budget

Exclude audiences from
retargeting efforts who

have already converted.

CREATE A PATH
TO
CONVERSION
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DIG INTO THE DETAILS

CREATIVE MESSAGING

Creative should ask the user to
complete the action we want
them to take.

ALLOW FORTIME

Allow for time to place pixels and
ensure they are working.

Long term campaigns work best.
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EASE OF CONVERSION
Keep it simple

Make it easy to find regardless

of how the user gets to the site.

SET EXPECTATIONS

| earn what a conversion and

success means for the business.

Larger budgets will yield more
actionable data.
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HOW DOIINCLUDEITINA
PLAN?




HEAR FROM
OUR TEAM

Amanda Wilson, Manager

[ , "l always use a full-funnel approach to
drive conversions. On the media plan,
'll propose a mix of upper-funnel tactics
(such as RON or Contextual) along with
lower-funnel tactics (such as
Retargeting) to help your brand reach a
new audience and draw users down to
the conversion point. | also always opt
into both mobile and desktop devices,
- and use Basis DSP’s cross-device
feature to ensure I'm just targeting
users on trackable devices and am
capturing all conversions. "
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EXAMPLE
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BUILD A STRATEGY

% PATH ON SITE

Homepage Click on
“"Menu & Pre-order”

g CONVERSION POINTS

G

AUDIENCES FOR RETARGETING

Homepage

Select Donuts

Shop for

specific donuts
[/ Initial Interest

Shop for
specific donuts

Click to Shopping Box

Check out page
/| Advanced Interest

Check out page

ThankYou Page

confirmation page
/| Upsell & Cross-sell
opportunities

Thank you
confirmation page



FLEXIBILITY FINDS PERFORMANCE
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Run of Network Contextual Audience Retargeting
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CONVERSION DETAILS
REPORT

* Analyze the performance of various pixels
* Assess sales funnel performance

* Review conversions by timestamp
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BONUS!

CONVERSION PIXELS CAN
SHOW PERFORMANCE WITH
TRAFFIC CAMPAIGNS TOO

Show that the campaign drove
traffic to the site beyond the click
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QUESTIONS?
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