Creative Works.

Hey Henkel.
Let’s discuss how to win
with Display Creatives!

July 2022

Google




Introductions

Lennart

Senior Account Manager

Must have been something
related to Ask Team Clean ;-)

Proprietary & Confidential
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Grazyna

Creative Business Partner

Marc-O-Polo / seasonal sale

Corbi

Creative Lead

AMAZON - Prime Day



Best Practices for Best Experience

X 1. Enjoy greater audio quality
Connect via a headset and please mute your microphone, unless you wish to speak.

B 2. Engage as active participants
Use the chat for any questions and to interact with other participants.

_" 3. Select your layout
At the bottom right, click the 3 dots for More > Change Layout. Choose an option. By selecting Tiled, you
can view up to 49 participants, after you select the number of the tiles you want to appear from the bar.

x 4.You can PIN a participant

In a participant's thumbnail image, click Pin. The participant is pinned in your view only.
=/ 5. Share your feedback

Please fill in the feedback form when provided in the chat.

[T
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You told us

The context of the workshop: we are increasing our spend on dynamic remarketing and display ads for prospecting.
The workshop needs to be relevant for various brands and learnings -transferable.

Campaign Goals/ KPI'S:
Action/ Performance (Lead Generation)
Traffic

The team needs more guidance in terms of creatives:

Integrate promo codes/CTA directly on the ad?

What works better: rather a flashy or more neutral color palette?

What are useful variations to test with an A/B testing framework. (color, CTA, more/less text, etc)?
How “big” should these variations be?

What is the best-in-class workflow from creative- / design POV towards clean, strong and sales-successfull assets?

Funneling : How to best connect GDN and AdWords campaigns > Tech & Messaging”
How often should ads be changed? When does the wear-out effect kick in?

G Creative Works.



Our ambition for today

Present and discuss best practices for display ads
Deconstruct the existing assets

Few words on testing

Check - questions you asked

Touch on the future of display creative

3 Proprietary & Confidential C|‘eat|ve WOl'ks.






Why does it matter?

Percent sales contribution
Creative vs. media

“Creativity is the last

unfair advantage we're
legally allowed to take . 49%,
over our competitors” Creative

Bill Bernbach
Advertising guru

0 [ ) [}
&J Proprietary & Confidential Source: Nielsen Catalina Solutions. Nearly 500 campaigns across all media platforms, Period 2016-Q1 2017 Cl eative WOl ks. 7



Success
Is work going LIVE!

We love projects that go live
and help us learn.
TEST. TEST. TEST

@ Proprietary & Confidential . C|°eatlve WOI'kS.




Before we start



Which of those Display Ads would get more clicks?

Let your
hair down

i wWhat3words

Creative Works.
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Which of those Display Ads would bring more Installs?

FIEC Large Fries

Get a Free Large Fries when you download the

2
)

McDonald’s app today
/( —
Your guitar misses
being played
g Start easy online
My <> lessons now
Rewards | |

; # Download on the
| ¢ App Store

+
Download today

Valid 1x thr 12/31/21 for new users. McD ,ﬁ‘\\, h }a\earnyouleals s

Creative Works.
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Which of those Display Ads would have a

- ?
higher brand recall y. o

Put your
1 mind to bed

DOWNLOAD NOW

W $§E%m1 RITH pUlse PRUSimple Care
- ﬁﬁﬂb Top Critical Illness Package

e =
. & i s MEH%%%EE' Get protected from top critical illness
Ung dung vé stc khoe for extra peace of mind
vGi Tri tué nhan tao (AI) from as low as RM4/year*
. pulse o0
.:-t:‘fmﬂlt)
o= Get sleepy.
wrm, |

‘ headspace

Creative Works.
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Felise on

Jf‘ish

Photo by

spondents who looked at the ad.

*Based onre

Global Eye—tracking'Nor-ms,



https://docs.google.com/presentation/d/1IS8YnWAnLlzVYt3yUgKO9Zfmx1gvQi_Wf54qoeDGcI4/edit#slide=id.g77683dbf9d_2_805
https://unsplash.com/@jfelise?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/using-phone?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Polished oak and titanium ...

Google Display Ads appear on Im age
over 3M websites, Million+ apps
o Copy /Message/ CTA
across Google properties like
(Brand)

gmail, YouTube

Average ad dwell
time
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Keep visuals SIMPLE

Imagery helps users understand business, products or brands.

More

e quality imagery that is in focus, and easily viewable

e single images

o elements that draw attention without overshadowing the
message

o fill the full frame

Less

e Imagery that is blurry, skewed, washed out, with rounded
corners, or excessively post-processed

e collages

e composite backgrounds

Creative Works.



Use High Quality Images

Images help users understand your business,
products. and brand. They are critical to ads that
perform well.

DO:
Use the natural lines of an image
Use image in focus
Use images that are easy to see and full color.
Keep edges square and borders transparent to
allow images bleed to the full aspect
Use the raw, natural composition of photos

DON'T:
Use visually skewed or blurry images
Use images that appear washed out
Use images with a mirror image
Use round edges or borders
Use inverted colors or excessive filters

G Proprietary & Confidential




@ Proprietary & Confidential

\

Do more SHOWING than telling

Imagery helps users understand business, products or brands.

More

» simple visual demos of product and/or benefit(s) help to
drive awareness & intent

o benefits, price points, product features, or offers to drive
response

Less
e Too large colour palette

Creative Works.



Avoid Overlaid Text

Avoid inserting text on top of an image.

Overlaid text can be unreadable in smaller ad sizes.
Images where the text is naturally embedded or
integrated are OK.

Best Practices:

Do preserve the original image,
ensuring it’s the focus

Don’t overlay logos / other graphics on images

Bocon (heddar

o~
&7 Proprietary & Confidential



... there is more to image...

3 Proprietary & Confidentia C|‘eat|ve WOl'ks. 22



Can you express a

message, even if your

audience doesn’t read
the text?




Mo :
B
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COPY

MESSAGE

Creative Works




Be CONCISE with COPY

Too much really is too much.
Let users focus on the right thing.
One thing.

; ® 3

o communicate benefits with a balance of text and visuals
e Make it easy to process

e single message per frame

« avoid fast changing frames

e USe space to focus users on message

@ Proprietary & Confidential Cl.eatlve WOI'kS.
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1 2 3 -

Message  Messages  Messages  Messages

35
éL 27

24

Message 1

Message 2

Message 3

Message 4

-

a Proprietary & Confidential Source: Analysis of more than 1,000 ads, “Make a Lasting Impression”, Kantar Millward Brown, 2017

The Link™ database
shows that the more
messages an ad
attempts to
communicate the
lower the likelihood of
any single message
actually being
communicated.

The more the messages,
the less any of those
messages are remembered

Creative Works.
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GEMINI

Start your
bitcoin empire
with only




INSIGHT led COPY

Make your message relevant for the audience.

CAR PARTS :
Do you capture any of the following?
ONLINE' °

e The consumer issue you are solving for

FRIDAY « SATURDAY « SUNDAY

o Benefit for the consumer - provide value

« Unique proposition of the brand versus competition

CAR PARTS
Arry Part For Acy Gor *Excluslons apply

@ Proprietary & Confidential C|°eatlve WOI'kS.




TRIGGERS

@ Proprietary & Confidential

What motivations are you tapping into?

Key cognitive biases influencing consumers in the messy middle.
Which ones work for your brand?

Scarcity Bias Authority Bias
Scarce resources are We follow the lead of credible,
more desirable knowledgeable experts
Social Norms Power of Free
We adopt the opinions and follow the Free things are
behaviours of the majority immensely attractive
Category Heuristics Power of Now
We rely on shortcuts or rules of thumb to There’'s no
help us to make quick & easy decisions time like the present...

Mere Exposure
Repeated exposure to something leads to a more positive feeling about it.
Simply being present during exploration can drive behaviour



) Experience
PuRCHASE
~—

Cognitive biases can effectively influence consumers in the messy middle.
Which ones work for your brand?

DECODING
DECISIONS

Authority Social norms Power of Now

T SN : . COGNITIVE BIAS P fN
“,.;: DECODING : @, COGNITIVE BIAS Authority Bias oo DECODING '|||' COGNITIVE BIAS Social Norms . COGNITIVERIAS ower of Now
"%~/ DECISIONS ¥ We follow the lead of credible, knowledgeable experts \ =~/ DECISIONS We adopt the opinions and follow the behaviours of the majority

" Back to rewt
Wireless Bluetooth $32.99
i e N barismo # o : o art e
i bt e O St €5k o e e comle o e 364 Broadway, Cambridge, MA =0 Wireless in-Ear Headphones
NO BETTER 42 - Running Headphones for R
. it If you order within 21
PROTECTION IR e e i Women Men - Sport e b
%% % % % Lots of light and character and with some good music. It's a nice place to sit and relax, l Bluetooth Earphones - Best shipping at checkout. Detalts
YNl - B read, or do a little work. | usually come for coffee and pastries but | seriously love their lunch and brunch : S rt w. l E b d
ACQOSS ALL TH ESE AREAS High demand offerings. Recently introducing "Waffle Saturdays," | think I'll be back more often on the weekends. 3 PO ireless carbuds - In Stock.
_ Vi Outdoor Portable Bluetooth
; Mike Oltmans " ¢ g Earphones8 Qe 19
Hotel Room  $450 ; = by g
: % % % % % |can't say enough about this place. The Batista's love making coffee and it shows. The - . a a
sg g 9 : ever changing baked goods are great and | love the Italian style coffee bar where you can stand and ¢ w ohad 65 customer reviews Add to Cart

PRO-EXPERT

DL ExbELL : : ONLY Now! : £ B e

szso drink your coffee and chat with the Batistas and ... More for “godiarwiedlesssinee

What to expect at the Genius Bar.

Alessandro Bahgat
45% OFF! : Price rime
Sefoe you come n for your resenvation, b sure to back up the data on the devce that needs help, When you get OMG, such pressure! : e a year agc — $32.99 /P! Sold by Gino 1 Audio and Fuléilled

o the Apple Store, ask a team member to check you in o the Genius Bar, or check in using the Apple Store app on

% % % % = Their pain au chocolat is one of the best I've had in Cambridge.

your iPhone. During your session, your Genius will gather information about your system and answer your : Thark you for being a Prime member, Get by Amazon, Gift-wrap availlable
e e o s o 5 it ors o ust booked by adude!  [FIETY g WIS oty Py S mpt iyt Ay
depending on the issue H Matt Suppelsa the Amazon Prime Rewards Visa Card. No
: 9 months age .. e © Deliver to San Franciscs 94109
The medical field is one of the most know sectors that cap\lahze on Authority Bias. For example, most toothbrushes Apple Geniuses are specifically trained and certified Apple BOOK NOW! 30 seconds left! *k ok Good coffee, nice space, but no WiFi A whit
and toothpastes out there are ‘recommended by dentists” 3 store employees, who assist consumers with any technical : RS Add to List
issues related to Apple products « STABLE, FAST, EASY PAIRINGN - ever worry
Scarcit Heuristics Power of Free
DECODING @ COGNITIVE BIAS Scarcity Bias ‘©x) DECODING @ COGNITIVE BIAS Category Heuristics N ‘ DECODING COGNITIVE BIAS The Power of Free
DECISIONS Scarce resources are more desirable \ d DECISIONS We rely on shortcuts or rules of thumb to help us to make quick & easy decisions { DECISIONS : Free things are immensely attractive
Py P e v - 25X W 15200 4 amazon This doesn't have to relate directly to the
). Outbound journey ( Return journey - product, as long as there is something
: 100GB of free storage ceived to be
: Show i perceived to be free
| ieters vee tos ©) © | London Gatwick to Madrid Madrid to London Gatwick $10.00
: 11 Last booked 1 minute ago 111 Last booked 1 minute ago ) +$2.39 shipping
2 oo € nztor | Tmsiter | Wed25Mor B | @ Thushor| rezre | suzn B T

Price for 2 adults for 2 nights: € 72

Not available £7249 £6349 £5949 MACARONI
IRy ... B ' CHEES
Arr 15:50 Arr 11:00 Arr 11:00 Arr 08:55 o -

) o £ | S
s TN -y o :
o ' £994 | £7249 | £6349 £5340 | £8249  £454
Dep 15:30 Dep 12:25 Dep 12:25 Dep 11:35 Dep 11:35 Dep 11:35 Sublot
0 Arr 18:55 Arr 15:50 Arr 15:50 AT 13:00 Arr 13:00 Arr 13:00 by
Recommended for 2 adults : [ LowesT FAR | Redeem EFRE; vl
> o o ~ et 3 ippin
& DoubleRoom This is a best seller - only 1 room left on our site! : £10340 = £7249 £6349 £6849 £8649 £3949 PPINg
Cesr i —) . . E Dep17:00 | Dep17:00 | Dep17:00 Dep16:35  Dep16:35 | Dep 16:35
Price for 2 adults for 2 nights: € 106 . Arr 20:25 Arr 20:25 Arr 20:25 Arr 18:00 Arr 18:00 Arr 18:00
The hotel industry showcases the number of rooms left at a specific time The airline industry used a similar tactic as an answer to people constantly comparing prices Research shows that consumers largely assume a generic store brand has a : Theorganic is stamp on products is one of the most famous and successful shortcut

to entice people to book now. on various ticketing websites. higher quality if its packaging is designed to resemble that of a cool brand used on products. We immediately assume "good quality” and “healthy” as soon as we see GO TO DRIVE
: it S -



‘ headspace

Put your
mind
to bed

@ Proprietary & Confidential

Be CLEAR with CTA

Be intentional in guiding them to the next step of the journey.

More

o a clear call-to-action in a prominent location on all frames to

drive response

Top 5 CTAs for CTR

In descending order:

e Buy Now

e Add to Cart

e Check Out

e Purchase Now
e Shop Now

Get Creative
Consider utilising Action Verbs and appealing
to an target audience in language they use:

e Try our free trial

e Reserve your seat

e Download whitepaper
e Treat yourself

Creative Works.



Creative consideration: Less is More with Display

Brand-tuned ads were designed to be visually lighter, and performed stronger on mobile.

(& PERFORMANCE-TUNED Wy BRAND-TUNED
Full-size Image Backdrop Full-size Image Backdrop
Logo
LOgO
Headline
Subheading
Headline
CTA

Source: IPSOS “Brand Power of Display and Video, 2020









Be consistent with your
brand identity

Align brand colors across all creatives
Align fonts across all creatives

Define and use brand iconic assets to
drive recall, versus relying only on logo

Klarna.

Smoooth shopping

Shop now.
Pay later.

Klarna.

Smoooth shopping

4 payments.

Klarna.

4 payments.

Creative Works. 40




Consistent brand colors
is a key differentiator

Let your product, character and image
design speak the same color. Higher
brand recalls are guaranteed.

Cartao sem
anuidade

e com limite
pré-aprovado

Abra Sua Conta Gratuita

Creative Works.
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Make sure you add
your logo to every
single asset

Experiment with more creative and
native placements, just like Doordash
did in this case. 2 DOORDASH

2 DOORDASH

Start earning Eathianywhere!

right away. anytime.

Creative Works. 1
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Be consistent with your
branding across markets

It makes you recognizable across
regions, raises brand recall.

Same fonts

Same colors

Same graphics

Same assets structure

Q

Revolut

=0dcYe e
aoddaleia oTo
d1adikTuo. MNape
EIKOVIKN KapTa

GETITON
» Google Play

Revolut

Kupuj w sieci
bezpiecznie.
Zdobadz karte
wirtualng

Creative Works.
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Introducing a character
can help

Take an entertaining approach and use
a character, which will follow through
the whole spectrum of creatives. This
approach will definitely improve
engagement, connection and raise
brand recall.

LEARN NOW

Creative Works.
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Connect

Deliver an emotional
connection with your
consumer




Insight-led messaging PAYSEND

Send
Do you capture any of the money
following? home
The consumer issue you are

Low fees means more

solving for from every transfer.
Benefit for the consumer
Unique proposition of the brand
versus competition.

Security has always been Revolut
paramount — for financial
institutions and for consumers. Control your card
security in a tap
when
thinking about online banking /
online money management. & i sioe || P> GooglePlay

G Creative Works. 4




Touch upon pain points

Ask people simple questions — which
touch upon their main pain points. It’s
a great way to catch attention and
show that you truly understand what
is your customer facing.

?; health

Can't sleep?

Download the app

for a free 16-minute
meet and greet with
a therapist.

P Soogarny | @ Aop Sram
=l /
?;. santé

Insomnie?

Obtenez I'appli pour une
séance de 15 min gratuite
avec thérapeute.

| P> CoogiePlay || 8 iAppSiore | Propuisé por ulle League

Creative Works
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Social Proof P

Social Proof is a psychological It assures me |
effect that leads us to copy other can get the
people’s behaviour. It has a prescriptions
greater impact on our behaviour | need.

in situations where we are unsure

about a decision or what to do. SeHthEeR

People connect to people.
Testimonials, real-life feedback,

short catchy thoughts from the e \Vith
ones we feel close to - resonate = Join the 625.000
with us the best. banking customer

revolution |
Highlighting high demand for a —
product by showcasing the
number of customers that use

your product.

G Creative Works

accounts




Show, don’t tell!

Often neglected, but very
first rule of visual storytelling




Immerse clints into
the experience
through juicy visuals

Add catchy and visually appealing
components to engage your
customers. Make sure your visuals
amplify your message.

Visual depictions of food play an
Important role in evoking appetite
for advertising design.

What makes food advertisements
unique is their ability to turn the
mundane into excitement.

Creative Works. :=o
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Immerse clints into
the experience
through juicy
visuals

Visualize the nostalgia.

Involve people into your
creatives, show real emotions
and feelings. No stock footage,
rather real photography — will
help you build strong
eye-connection and let people
resonate with you. This approach
helps drive strong engagement

Creative Works. s




Make the app the ad

Try to make things as easy and fast
as possible for your customers. Let
people see at a glance how can they
use your app.

In general, the ads which featured
the app early on in the ad had the
best install performance.

It doesn’'t need to be an exhaustive
walkthrough; a brief glimpse could
do the trick!

Q

Vrdbay

Plan it all from the palm

of your hand
Explore & book on the go

Pulse'
099 bpm

Arterial
Pressure

# Download on the

¢ App Store

Creative Works




Visualize the outcome of
your service/product

Let people
understand how your
product will make
them feel

Q

28% less sad.
10 days.

headspace

‘ HEADSPACE®

Put your
mind to bed

DOWNLOAD NOW

Creative Works.
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Start building your . .
credit with the secured Vacation dreamlng? %

sy Bl Start planning.
Visa® Credit Card
chime GET

== YOUR
GUIDE

‘}e GETITON
P® Google Play

1,028"

ooty A oo
‘946"
Revolut

Earn up to 1% cashback
in any currency

Move in
Rustenburg
with Bolt!

Put your F e - W B
Get any best seller tO bed
and listen to

thousands T % B R
of included titles CATR Rt R

Now Streaming

’ S Py | b
e = < ) = “
Install app Py = R Gl Sign Up Now
; 2 p o - Q: '\ \ \\“‘ ! ; : .
‘ E 9. ; A \\ | 5 R |
¢ X .\. ! \; \ = )
\\

GREENLIGHLS . heCIdSpGCG

Try for free
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Let’s deconstruct together

ONE ONE
DROP

DROP

Health Health
coaching coaching
that works that works
waitoday
Install now »

3 Proprietary & Confidential Cl'eatlve WOl'ks. 57



Let’s deconstruct together

- ACTIVE‘!-

MANQ AﬂO TO NEPO

DPE q !:y&g
(Odor Stop it
e KATQ ANO TO NEPO

\LO/ STOP ITIZ OEMEX

S
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Q

What did you see?
Brand

USP

CTA

Creative Works.



Let’s deconstruct together

e Sheep Cream
Lissor Bostend bor file
braftecdbes Arti-Aging!

Kaloon Mindful Care - Ihre
tagliche Pflege fur schone Haut...

Kaloon Mindful Care Jetzt einkaufen >

3 Proprietary & Confidential Cl.eatlve WOl'ks. 60



Q

What did you see?
Brand

USP

CTA

Creative Works.



Let’s deconstruct together

Werde Teil unserer Nachfull-
Bewegung

Werde Teil der Reflllution! In unserem
Newsletter erfahrst du alles zum
Nachfullen.

Anmelden

G Proprietary & Confidential Cl.eative WOI'kS. 62



Q

What did you see?
Brand

USP

CTA

Creative Works.



Let’s deconstruct together
o el

\ ) M:ID - Genau
Ty .7 M:1D dein Ding
Ll | . M:ID
M:ID BESTSELLER GEGEN SCHUPPEN !
G Creative Works.



Q

What did you see?
Brand

USP

CTA

Creative Works.






You told us

The workshop would still need to be relevant for other brands and learnings be transferabile.
The context of the workshop is that we are increasing our spend on dynamic remarketing and display ads for
prospecting.

Campaign Goals/ KPI'S:
Action/ Performance (Lead Generation)
Traffic

The team needs more guidance in terms of creatives:

Integrate promo codes/CTA directly on the ad?

What works better: rather a flashy or more neutral color palette?

What are useful variations to test with an A/B testing framework. (color, CTA, more/less text, etc)?
How “big” should these variations be?

What is the best-in-class workflow from creative- / design POV towards clean, strong and sales-successfull assets?

Funneling : How to best connect GDN and AdWords campaigns > Tech & Messaging”
How often should ads be changed? When does the wear-out effect kick in?

G Creative Works.



When is the time for the refresh?

@life’Cils]gVIl |f you're delivering a disproportionate amount of impressions that aren’t getting
rate clicked through, you may have hit the wear-out wall.

Cost per Compare the cost of advertising versus the number of offer claims, link clicks, app
installs, and page likes it generates. If your ads aren’t driving action, it may be time to
adjust.

action

Is your website bringing in unique visitors? And how much time are they
spending on the site? Knowing the answers to these questions can give you a
sense of how impactful your ad is, and how much continuity there is between
your ad and landing page.

Engagement
metrics

G Proprietary & Confidential C|°eative WOl'kS. 68



The plan

Planning your test | example

Hypothesis: what are we going Methodology: how are we

to test? ~going to test it?

Flashy colours drive more CTR than Produce two versions of the the
more neutral color palette  banner; same messages, logos,

Proc/uc-f visudlisation

Tarﬁev‘ them in exac +I>/ the same
way

Results: what are we going to
measure and how?

KPls:

CTR

Authority drives stronger response
than scarcity (motivations)

CTA + promo code deliver highest CTR

0 N . .
&J Proprietary & Confidential
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Build a design template that
can fit to many sizes.

Google Web Designer
helps manage complexity

Watchout:

Some images may work well in one ad size
but not in another. For example, a wide
image like a car may display well in a 728x20
but not in a 160x600.

Choose headlines that work across all ad
sizes.

¢l 3alm

. All natural
. ingredients.

Proprietary & Confidential
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Cad CARDEKHO!

All You Need to Know about

Renault CAPTUR

() RENAULT

All You
Need to Know about

Renault CAPTUR

D ocrsinir
’ o oo v
~ e

—

All You Y o
-

Need to Know about % 2y
Renault CAPTUR s

Can CARDEKHO!

All You Need to Know about

Renault CAPTUR

All You Need to Know about A RENAULT A
Renault CAPTUR W e RENAULT

All You All You
Need to Know about Need to

Renault CAPTUR Know about
Renault CAPTUR

CmD CARDEKHOD! A RENAULT
-

All You
Need to Know about

Renault CAPTUR

CLICK FOR DETAILS!
CLICK FOR DETAILS!

C@d CARDEKHO! Ca CARDEKHO

) RenauLT

All You Need to Know about

_Renault CAPTUR

CLICK FOR DETAILS!

A RENAULT

CLICK FOR DETAILS!
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DISPLAY

What's next?



Creative Works

Because you want
your customers

to see your ads
& take action

Google



The agility & relevance
dynamic display ads

What if you could make the message
more relevant through personalization?

@ Proprietary & Confidentia CI eative WOI ks 73



Turning ads to experience

Dynamic Display Campaigns
leverage various signals to deliver real time customized
messages to audiences

Audience Schedule Location Line Item Category
e First Party e Time of Day e States e Single or e Category and
e Affinity and e Date segment e Cities H m; le b L tegory
In-NMarka

e Postal Codes

® AIrports

e Universities

Q

EREATIVITY
IS THE dswen 9P

P00 [0 U B

==y O

CREATIVIT) H “ I
LA

Creative Works
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ﬁ{‘m&’
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http://www.youtube.com/watch?v=bFHVms0jebY

Conversational ads
AdLingo

@ Proprietary & Confidential

What if you could talk with
(not talk at) your audience through
personalised, 2-way conversations

In the right context, driving deeper
connection?

Creative Works. s



Conversational ads

What is AdLingo?

It's a new, rich media DV360 ‘conversational ad’ format
in which advertisers build educational and transactional
chatbot experiences and embed these in Display Ads on
DV360.

See the Purple Mattresses demo.

Brands that work with AdLingo
to help people find products and/or generate leads:

Starbutter Al GROUPON @ RENODLY

3 Proprietary & Confidential Creative Works



https://demos.adlingo.com/beauty/

AdLingo is especially effective for use cases
where a conversation is valuable to guide users:

Brand building Product education Demand Generation
Deep brand connection to drive Personalized product recommendation FAQ-style conversation to Generation of high value leads
storytelling and favorability based on user preferences educate consumers qualified thanks to a set of questions

Destination p— >

skin care " D | it

Create your

et S
custom-blend hydrator. 5 \
Hydrate + treat. T\ o
15 combinations. \=

\]“ Start your Clinique iD journey

e W Y
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Thank you

Google




