HOLIDAY PREP BEST PRACTICES

2 Get ready for the

S |(a | holiday season

with the Skai Paid
Search playbook
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Paid Search Market Insights

What to expect this holiday season

US Retail Ecommerce Sales, by Month, Q4 2022 The “Holiday Hammock”
millions and % change

$119.2 Amazon's October Prime event has
pushed up ecommerce holiday
events to October, shaping Q4
charts to resemble a hammock of

two main spending events,
bridging a period of slower spend
in between; Advertisers must
allocate their marketing budget
over this elongated period.
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H Retail ecommerce sales [l % change

Source: eMarketer
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U.S. paid search spend forecast to hit S110
billion in 2023

Within search, retail media networks (RMNs) are a rising star - it is projected to
be near S30 billion in spending this year.

Chns Wood on May 18, 2023 &t 2:45 pm | Reading time: 3 minutes

Paid search spend is expected to reach $110 billion this year, according to a new eMarketer forecast.

Search and retail media. Paid search represents 41.8% of total digital spending. If it reaches $110
billion, its growth will remain slightly higher (at 8.2%) than overall U.S. digital ad spend, which is
expected 1o increase by 7.8%.

Meet your new Al-powered marketing assistant
Search Engine Land's chatbot brings Search Engine Land's content and ChatGPT together to help you explore, experiment,
and stay ahead. Welcome to the future! Start chatting now.

Within search, retail media networks (RMNs) are a rising star, with 18.7% growth in retail media
search. This segment is projected to be near $30 billion in spending in 2023

RMN digital ad revenue (not just in search) is on course to rise from $31 billion in 2021 to $45 billion
this year. If spending continues at its current rate it should surpass $106 billion in 2027.

US Display and Search Ad Spending, 2023
billions, % change, and % of total digital ad spending

Ad % % of total
spending change digital ad
spending

Display $147.40 7.9% 55.9%
—Soclal network display $68.45 3.4% 259%
—Connected TV (CTV) display $25.00 21.2% 9.5%
Search $110.20 8.3% 418%
—Retail media search $29.69 18.7% 112%
Note: dispiay bon ich media, video, Focebook's
News Feed Ads ond Twitter's Promoted Tweets; social network excludes poyments o
old et CTV inchudes ing that TV devices;

includes appeor i 300 ads tho i
CTVs from platforms like Hulu, Roku, and YouTube; search includes contextual text links, poid
inclusion, and SEO; i includes o i

on websites or apps that are primortly engaged in retail ecommerce ar is bought through o
N e

i ©oppear apps
Source: eMarketer, March 2023
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Image source: eMarketer
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Paid Search by the numbers

Improving economic conditions are
beginning to spur ad spending growth

10.8%

Expected Paid Search
growth from 2023-2024

Source: eMarketer
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INntroduction

Prepare your 2023 holiday and Q4 marketing campaigns ? :
with Skai's Paid Search Playbook, crafted by our internal |
experts to help you make the most of the year's biggest

shopping season.

The Skai Team is dedicated to enhancing your
omnichannel marketing performance at scale. For this
holiday season we've crafted playbooks for Retail Media,
Paid Search, Paid Social, and App Marketing. Be sure to
check out our additional solution playbooks relevant to your
ecommerce strategy.

Keep reading for Paid Search recommendations, tactics,
and strategies from our marketing experts!
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Paid Search Holiday Toolkit

Phase 1

Lead up

Prepare and set up
for success

Prepare strategy. Create
campaigns. Schedule
alerts. Arrange pacing
monitors. Set optimization
rules. Automate wherever
possible.

Phase 2

Go Time

Launch, monitor,
expand, and optimize

Stay on the pulse. Identify

opportunities to optimize.

Take action immediately.

Phase 3

L ead out

Turn holiday learnings
into 2024 strategy

Sustain momentum and
use remarketing to convert
customers who didn't
purchase.
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Phase 1. Lead up

Prepare and set up for success (
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Phase 1: Lead up . Identify issues in campaign setup
o and structure, and get alerts before
1 ‘w they impact performance results
Set up and streamline I~ oo
campaigns N /

v/ Using Skai's Bulk Edit, pause and archive
campaign elements that are no longer
relevant to create a streamlined program,
and to reduce reporting and processing
times during peak season.

v Double and triple check campaign setup
with Audits to ensure ads point to the
proper landing pages and offers, and that
Nno issues will negatively impact
advertising performance.

I 1% Ad groups contaln at least 1 active RSA

| 1%
| oo%

| 100%

| 100%
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Phase 1: Lead up

Prepare to monitor
campaign health in
real time

v Prepare to quickly analyze campaign
performance and surface any issues that
need to be addressed in Skai's Activation
HQ, where you get a bird’s eye view of
performance.

v/ Perform Audits of your campaign setup to
to ensure smooth ad delivery throughout
the season.

v Keep campaigns on track all day long with
Pacing Monitor.

skai

SCENARIO

When preparing for the holiday rush, you'd like to find a
way to streamline the campaign monitoring process. First,
using Dimensions and Categories you label your holiday
activity. Then, you create a view in Activation HQ that is
filtered for your holiday campaigns. Using the Top Action
Items section you quickly audit your holiday activity at a
high level daily and make informed changes.

Clicks Trends

9.61M $11.56M
A0 442073

Opportunities & watchouts ®




Phase 1: Lead up

Prioritize products with
growing interest

v Uncover product trends and ensure you

v

have campaigns supporting them with
Smart Tags in the Products Grid.

|dentify and prioritize SKUs/ASINs that
are gaining momentum at scale with
Trending Products.

v Set appropriate budgets for products

skai

with growing or declining interest by
drilling into the Smart Tag Panel data.

SCENARIO

Using Trending Products, you identify that a specific style
of men's shoes are gaining significant momentum. Armed
with this data, you can go into campaigns containing
these products, prioritize SKUs, and capitalize on the
increased interest.

All profiles

Products

on 9 Your product is trending because the number of clicks it received
exceeds the median of the {ad group / campaign} by x%

FFrFPFFRY



SCENARIO
During the holidays your ads may show up for searches

Phase 1: Lead up that include holiday search terms, but are not relevant to
your business. Using the Search Term Analysis tool, you

Key\/\/o rd St ra tegy Mmu StS can easily find these underperformers and negate them so
no money is wasted during peak season.

for search term
Q%m{;@w@c@y data to build a robust

pbase of keywords for your Q4 campaigns.

Search term analysis

o 5

v ldentify and negate underperforming
keywords with Search Term Analysis to
focus spend where it's most impactful.

51,171 | @9 Ao

v Avoid wasted spend by honing in on your
most valuable search terms and with 5T i B
Search Term Analysis.

skai
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Group elements (e.g. Black Friday

o promos), product category (e.g.
. oOlyo sports socks, baby products), brand
phase 1: Lead Up SKAI PRO TIP name, and more to identify and

take action faster.

Organize campaigns and L )
campaign elements

v Organize campaigns to support rapid
analysis and optimization.

v Use Custom Dimensions and
Categories to group campaig ns, ads, —
and ad groups togetherandtake =
advantage of advanced analysis, bulk - -
actions, and performance optimization
with just a few clicks.

55555
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Utilize Skai's interactive
0 Experiments dashboards and
visualizations to distill information
quickly by creating a Cyber
5-specific Dashboard.

- J

. .
-

Phase 1: Lead up SKAI PRO TIP

Make data driven
decisions for better
performance

v Improve performance with A/B tests and & e
pre-post Experiments. o

v/ Launch tests on bidding strategies, ad
copy, targeting, landing page and more
within just a few clicks.

Running

Running

skai



Phase 1: Lead up
Audience strategy musts

v Expand audience reach with Campaign

Mirroring to Microsoft. Go gle B8 Microsoft
v Leverage your own first-party data and

customer match lists to reach customers - - -

with proven interest and intent for your — . I B

brand and prOdUCtS' ALL SHOPPING IMAGES NEWS VIDEQS ALL SHOPPING IMAGES VIDEOS NEWS
v Reach out to audience seg ments Sim”ar 1o ads - Nike Air Max Shoes Cari!(paaligﬂ Jlect one to refine your search

. . for women men
your most valuable customers. ven) o) (o) st ) (| Mirroring
(_

See air max shoes Ads | @

o Create, target, and manage Google ﬁ — =
AT campaigns at scale in Skai. Then use i : ‘ S
Nike Air Max 90 | Nike Men's Air adidas > |

Campaign Mirroring and keep Microsoft

Premium... Max LTD 3... NMD_R’
SKAI PRO TIP i i -
campaigns in Sync, all from one central $130.00 $120.00 $140.0¢ $130.00 $120.00 $200.0
| ti ) L i . Nike Air Max 90 Nike Air Max 90 Nike Ai
ocation. Nike Finish Line adidas Premitim Wamen' Women's Shoes (n.. | | Plus W
(342) Nike.com Nike.com Nike.cc
skai he following proprietary presentat e e e e o b b e e o oAk (@) ThkAR (15 Sk
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Phase 1: Lead up

Automate now.
Thank yourself later.

v Automate all possible campaign actions
ahead of time, based on scheduling,
budget, and KPI performance with
Advanced Automated Actions.

v Build out, template, and automate core
reporting and dashboards to ensure you
stay on track to hit campaign targets.

0 Advanced Automated Action templates for

AF. the holidays guide campaign performance,

while Scheduled Reports and Pacing Monitor

SKAI PRO TIP keep you in the know.

skai

SCENARIO

During peak season, promotions often run only at specific
times. This promotional ad copy may need to be turned on
and off multiple times, and the general ads may need to
be paused while the promotional copy runs. Using
Advanced Automated Actions, you can create a decision
tree to pause general campaigns and activate promotional
campaigns simultaneously, saving you lots of time.




Phase 1: Lead up

Build a plan of action :
for every scenario ol Kl

Pan target nd goa
v/ Utilize Skai's Budget Navigator to forecast SELE
possible outcomes and support the -
management of daily budgets and KPI oL spanc s | (o n &8 Reven
targets across paid search campaigns. 11,825 15.71

~ N
L, Whether KPIs are missed or your
o daily budgets need to be adjusted

A . Spend trend m Cumulative

- to reach your goals, Skai's Budget

SKAI PRO TIP Navigator will help you prepare
and have a plan for every scenario.

The following proprietary presentation is given for general informational purposes only and shall be kept stric
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Phase 2: Go Time

Launch, monitor, expand, and optimize (
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Phase 2: Go Time

Keyword strategy musts
for intent and relevancy

v Expand automatic and broad match
activity to capture new trends and
consumer interests unique to the holiday
season with Intent Driven Messaging.

v Incorporate high-intent keywords into
your ad copy that drive engagement and
efficiency with Intent Driven Messaging
this holiday season.

skai

SCENARIO

During peak seasons, it's common to adjust ad copy to
reflect holiday promos. Using the Intent Driven
Messaging tool, you can identify which holiday search
terms consumers are already using and then add them to
your ad copy to increase your quality score and position in
Google.

perfume

perfume 59

232,088 8.44% $12,358 25,152.97

near me GGL_Generic_Fragrance_Perfume_Phrase
Beauty - Text

136428 26.96% $6,869 5133.59 it operle Hagmanos Bhrass 53766

man
GGL_Generic_Fragrance_Phrase

110,670 13.41% $6,494 8230.85 Beauty - Text




Phase 2: Go Time

Funnel traffic to the right
landing pages

v Prioritize best performing landing pages

by intent with Destination Optimization.

v ldentify misalignment between customer

intent and the landing page served.

v/ Uncover outdated or obsolete landing
pages and take them offline to reclaim
traffic.

skai

SCENARIO

When creating holiday promo ads, there may be multiple
landing pages driving traffic, with varying results. Skai's
Destination Optimization tool will pinpoint the best
performing landing pages so you can get the most out of
the traffic you are driving to your site.

Destination optimization

We've analyzed your page to direct search ntent

comfortable shoes

4 comfortable shoes
a7 2 2715 s16
4+ Potenil it i convrsions: 117 o -

black dress

www.retail.com/market/shoes

346,908 i
bermuda pants i www.retail.com/search
36
s1a §
66

www.retail.com/sale

high hills oo , "
10, 2178 mar, s

C
B



. In just a few clicks, perform rapid
o analysis and updates across
Phase 2: Go Time ‘w thousands of ad entities with Skai

SKAI PRO TIP Performance Grids and Bulk

Analyze in flight and take L Actions
action quickly at scale

v Analyze ongoing performance across

A profies

campaigns, ad groups, ads, and L moews =
keywords in Skai's Performance Grids. D

v Use Bulk Actions to optimize campaigns — o - -

including: T e B e B e e

= Copy = Bids : e e F v

m Status =  Match types e [ = = Z

m Budget = Keyword text I -

1] bl _ _

P
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Phase 3: Lead out

Turn holiday learnings into 2024 strategy (

slkai
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Phase 3: Lead Out

Analyze results and
apply key takeaways

v

skai

Utilize Skai Dashboards to view all of your
aggregated cross-publisher data and gain
additional context on your Holiday
advertising performance in one
comprehensive, interactive view.

ldentify core trends, audience preferences,
and untapped opportunities throughout
the holiday season, and leverage them to
start 2024 on the right foot.

SCENARIO

After the Cyber Five, your manager asks for a
comprehensive look-back at performmance on your paid
search results. You dive into the Skai Dashboards and
generate a Paid Search Dashboard from the templates
that reports on Google and Microsoft. You customize your
Dashboard to include all of your KPIs. Once done with
customizing it, you click the share button to send it to your
manager, and export a copy for the client as well.

Trend report 372% 1.14M $14.08 $2.94

Kepword report

1.14M 1.14M
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Skai's advanced capabilities have you covered
for all your paid search marketing needs

So you can enjoy the holiday season

Skai HQ
Budget Navigator

Pacing Monitor

Dimensions and categories

Intent driven messaging
Trending Products

Search Term Analysis

Destination Optimization

Bulk actions

slkal
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Auditing

Automated Actions
Portfolio optimization
First-party data ingestions
Scheduled reporting
Experiments
Incrementality testing
Dashboards

And morel!



Thank you

ﬂ
\ ™ Reach out to the Skai Team

with questions.

skai.io
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