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DATA HOUSE

Audit all data and tracking

© What conversions are being tracked?
© Are all tags firing in the right place?
© What attribution model is applied?
© What is the single point of truth?

© Do you have offline conversions?
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DATA INTEGRATION

Growth — Loan applications
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DATA INTEGRATION

Growth — Loan approvals
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DATA INTEGRATION

Growth — Loan approval CPA
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DATA INTEGRATION

Not all conversions are equal

An approved
loan
application

A funded
loan

A loan
application

A brochure A design

request visit

A returned Life time
item value




DATA INTEGRATION

Real time connected data

CAMPAIGN SUMMARY CHANNEL DATA
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3. Focus spend on your
potential customers



PAID MEDIA

Build universal audience buckets

Observe the performance

Implement key audiences
against these groups

s > www.freshthinkingcapit
b Site Data ~ Q. Try searching for "audience overview"

Interests: Overview

All Users + Add Segment
00.00% Users

Implement

Key Metric: = users ~

Affinity Category (reach) 32.35% of Total users In-Market Segment

27.45% [ ] Lifestyles & Hobbies/Business Professionals 50.00% I Business Services/Staffing & Recry
27.45% —— Sports & Fitness/Health & Fitness Buffs 50.00% — Employment
23.53% I News & Politics/Avid News Readers

|

21.57% Sports & Fitness/Sports Fans

Other Category 29.41% of Total users

There is no data for this view.

This report was generated

© 2020 Google | Analytics Home | Terms of Service | Privacy Policy | Send Feedback

Bid Modify

If performing significantly

move audience to it’'s won Change bids according to

campaign and tailor adcopy audience performance

to the audience



P AID M EDIA

Audiences, not audience

1st TIME BUYERS SECOND STEPPERS FOREVER HOMES



P AID M EDIA

Audiences, not audience

i Ll it y 7y — 1
CITY CENTRE APT NEW BUILD — OUT OF TOWN
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4. Match audiences
with relevant
messaging



P AID M EDIA

Audiences, not audience

1st TIME BUYERS SECOND STEPPERS FOREVER HOMES

Quality, Guarantees,
Help to buy Part exchange Warranties

Get onltk:jzproperty Perfect family home Perfect forever home for
adder

your family

Messaging






FOCUS

Focus budget on top performing times
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Ongoing Structured Testing
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BID STRATEGIES LANDING PAGES ADCOPY ACCOUNT STRUCTURE KEYWORDS
& MATCHTYPES






W AYS O F W O RKING

Driving growth

AGILE CHANNEL FLEXIBLE & TRANSPARENCY:
AGNOSTIC OPTIMISATION TIMELY BUYING CAMPAIGN
COMMERCIALS



GROWTH

7 factors for delivering growth
in paid media

1.  Get your data house in order

2. Integrate as much data as possible

3. Focus spend on your potential customers
4. Match audiences with messaging

5. Focus budget on top performing account
areas

6. Test, test, test

7. Agility, flexibility & transparency




THANK YOU

Turn your great results into
extraordinary performance.

013 5312480
claire@connective3.com
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https://twitter.com/connective_3
https://www.facebook.com/connective3/
https://www.instagram.com/connective3_agency/
https://www.linkedin.com/company/14868524/admin/

