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O About Omnicliq vita

The story behind...

Omnicliq was founded by Fanis Vacharis and Dimitris Bachtsevanis in 2017.

It is a Digital Marketing & Consulting Agency, which designs and implements Marketing Strategies applying innovative solutions with
strong know-how, which have a direct application and impact on the course of a company.

We are Data Driven! At Omniclig we recognize the importance of information, we know how and where to collect it, to process it and to
turn it into understandable conclusions and actions for all those involved in a project.

We talk money! Each of our actions comes from well-designed ideas that are based on business data and produce real and measurable
results. Our ultimate goal is to maximize profitability and continuous growth through innovative ideas.

At Omniclig, we are proud that our effort is recognized and rewarded! In 2021 alone, we won 6 Gold, 3 Silver, and 7 Bronze Peak
Performance Awards.
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O About Omnicliq

2021 Awards
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17 AWARDS IN TOTAL
6 GOLD | 3 SILVER | 8 BRONZE
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Every team has
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We are Omnicliq

A New Breed Of A Gang of Tech Freaks & Marketers
Digital Agency
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Tunpata Etaipeiag

Ta 4 TpApata pyaoiac ano Ta oroia armoteAsitat n Omniclig

L
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Performance Creative Search Engine
Marketing Optimization

Graphic Designers
PPC Executives/Specialists SEO Specialists
Copywriters

Development

Automations Specialists



Daily Office Life
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EAgyxog Arr66'oor|q Brainstorming & Lunch Break
Noyaplacpwyv Strategy Planning

——————---

Accounts Actions & Meetings with
Optimizations Clients



In/Out Of Office Functions
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Office Food Out of Office
Delivery Day Lunch Day

Team Trips/Vacation
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Business Trips Football



EpWTNOCELG TTOL ATTACXOAOUV TOUG VEOUG
Kata to EEKIvna TNG EMTAYYEARATIKNG TOUG
octadlodpopiag

Mota 8a prropovos va sivat n eEsdikevon

HOUL CUMPWVA HE TOV KAASO TTOL EXW

kaAuyn pag B€ong spyactag BAosL TNG
gEe18IKeLONG TTOL EXW EMTAEEEL;

’ EMAEEEL
2 ) () Mota ival Ta TUTTIKA TTPOCOVTA yid ThV

Tu axvouv ol ETalpEIEg Ao Evav VEO
gpyalOpEVo;

Mou prmopw va avalntnow SoLAELA pPETA
TIG OTTOULSEG HOU;




Mowa 6a prmopouce va sivat n eEsidikevon
HOU
CLUMPWVA HE TOV KAASOo
TTOU EXW ETTIAEEEL;
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@cocig otnv ayopa Epyaciag Baost Twv eE18iKeLGEWV

EVBEIKTIKEG BEOEIC OTOV TOHEA TOL Mmarketing, TNG YPAPIOTIKAG KAl TOL TTPOYPAUUATIOMOV

Designers

Digital Graphic Designer
Graphic Designer

UX/UI Designer

Motion Designer

Brand Identity Designer

Developers
e  Frontend Developer
e Backend Developer
e  Full Stack Developer
e  App Developer
e Automation Engineer

Digital Marketers

Social Media Managers
PPC Manager

Brand Manager

Digital Marketing Specialist
SEO Specialist

Media Planner




difficulty to hire matrix.

most companies expect difficulties to hire in the IT & engineering departments.

A 100% lowneed
90%
lT/technoIogy.
80%
engineering
70% .
b4} 0 legal I
3 60% ega sales
£ | 50% ’
© traditional marketing/ :
g 40% communications .ope A0
= ? . accounting/finance
customer service/
30%  Procurement : . . . aftersales services
logistics . back office/ /) HR/training/
20% administrative development
support
10%
low need igh need
Q 0% low hiring difficulties low hiring difficulties
0% 10% 20% 30% 40% 50%

‘ hiring intention )




Mola €ival Ta TUTTIKA TTpooovTaA yid Thv
KaAuvyn pag 8song epyactac Bacst TnG
eEe1blkevong
TTOU EXW ETTIAEEEL;
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MNvwoelg & EpyaAsia (Hard Skills)

TLyVWOELC BO TIPETIEL VA £XEL OVOTITUEEL £VO 0TIOLOAOTNAG TPV BYEL OTNV AYOPG €pPYOCLAG;

T
a' Designers @ Digital Marketers
® @ ° Meta Business Suite
¢ Adobe Photoshop ° Facebook Ads Manager
° Adobe lllustrator
o Adobe After Effect ° GoogleAds
. Adobe InDesign ° Google Analytics
. Adobe Premier ° Newsletter Platforms
. Adobe xD ° Google Search Console
. Final Cut Pro ° Google Keyword Planner
. ° Ahrefs - Semrush
° Figma -
° Sketch ° Screaming Frog
. Dogma ° Googlg Workspace
° Substance 3D Suit ¢ MS Office
Developers m% Copywriters
=
° Mwooa TpoypappatiopoL (Javascript is common in =! ° Grammarly
Web environments) ° Word Reference

° Python to use in Data Analytics ° Social Media

° Version control (GitLab, GitHub) ° Newsletter Platforms

° Code editors like VS (Visual Studio Code), Vim etc.

° SQL (Structured Query Language) yla Bdoelg

dedopgvwy



o
>

Asglotnteg - Soft Skills

Tt 8€E10TNTEC Ba TIPETTEL VA EXEL AVATTTUEEL £va oTTOLSACTHC TPV BYEL OTNV AYOPA EPYACIAC

Kowvn Aoyikn & avtiAnyn
AuvatoTtnta cLVSLACTIKWY CKEYEWV
Opadikotnta & TuvadsApkotnta
©<sAnon yla padnon Kat EEMEN
EmTayysAHATIONOG

TumkoTnTA

Yrmevbuvotnta

AglomoTia

~




Tu ayxvouv ol ETAIPEIEG
ATTO £VAV VEO EPYAOMEVO;
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Soft Skills & Hard Skills

Tt Pdyvouv ot epyodOTeC amod Evav VEo £pYalOUEVO;

ETragn HE TO
AvTIKEIpEVO
gpyaociag

Avarrtuén
HEPLKWYV aArTo TA
Bacwka Soft Skills



Soft Skills & Hard Skills

Tt Pdyvouv ot epyodOTeC amod Evav VEo £pYalOUEVO;

EAe1n 6gElotnTwv

Ol BAGIKEC EMEIPELG BEEIOTNTWY OTOLE LTTOYNPIOVG. 51%

TWV EPWTNOEVTWY BEWPOULV OTL Ot EIBIKEG
AeE16TNTEC TTOL OXeTICoVTal Pe TN Bon epyaciag 51% 8eE10TNTEC TTOL OXETICOVTAL PE TNV EPYacia gival n
EmiAuon TTPoBANHATWV/KPITIKA okEYN 49% IO oNUAVTIKN EANEWPN SEEIOTATWY OTOLG
EmayyeAHATIKA CUUTTEPIPOPA 35% urToyn@ioug. X80V ol UIooi armo Toug
Hyeotia 34% EPWTNOEVTEC AVTILETWITICOLY BUCKOANIEC OTNV
ALQXEIPLON TIPOYPAUHUATOC/XPOVOL 28% avagntnon umoYn@iwv oL EXOLV IKAVOTNTEG
EvehEla 27% £mALoNG TTPORANUATWY KAl KPLTIKN OKEY.
KawvoTtopia kat Snuiovpytkotnta 24%
AvaBaBuopEvn yvwon ot Xpnon tTne TEXVOAoYIaAg 20%
Ouadikn epyaocia/cuvepyaocia 19%
MVWon EEVWV YAWGOWV 17% “ l
AN\O 6% ‘

Q

2Q

\

*Randstand Hellas



Mou prmropw va avalntnow yia SouvAsia
LETA TIG OTTOUSEC HOV;
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Job Finding Tools

Mou prmopw va PAEW Yid SOLAELA HETA TIG OTTOLSEC HOU;

Social Media: Linkedin
Indeed

Kariera.gr

Jobfind

Talent.com

Skywalker

Xpuon Euvkalpla

HR Recruiters (6rrwg Adeco, Randstand) WE'RE HIRING




Our Story
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Anastasia Chatziioannou - Performance Marketing/PPC

Specialist

ZxoAn: BaAkavikwy ZAaBIKwV & AvaTtoAKwV ZTToudwy,

MavemotAuo Makesdoviag
Eibikotnta: OLKOVOUIKA

Mowa sivat n 1davik
00N yla HEvQ;

Mou kat Twg
prmopw va Ydagw
yla AoUAsLq;

Moo €ival TO AVTAYWVICGTIKO TTASOVEKTHHA HOU
£VAVTL TWV UTTOAOITTWV;

Pwolkn yAwooa

Z& TTolov KAAS0 HImropw va armoppogpndw apsoa;

Touplopodg - Esvodoxeia

omnots;

|

MoV kat TTw¢ prropw va Pagw yia SovAsid;

ArrooToAn BloypaPikol os EEVOSOXEIa KAl TOUPICTIKA
ypagsia
Mota sivat n 18avikn 8€on ya pHeva;

Mua 6£0n TTapoxXNG LTTNPECIWVY OTTOL Ba XPNOCIUOTIOLEL TN
PWOoIKNA YAwaooa



H petemeita e§eMEn

ZTOXOG

1) EEs1BiKeuon 0TO HAPKETIVYK
MAavo

1) METAMTUXIAKEG ZTTOLSEG
2)  Apeon Epyaocia os tuApa marketing
£0TW Kal EBEAOVTIKA.

Ztoxog No.2

1) EEs1bikevon oto digital papKeTIvyK
MAavo

1)  ZuMMETOXN O TTPOYPAppaTa
METEKTAISELONG, OTTWG ZEUIVAPLA.
2)  Apeon Epyaocia os digital agency




Alexandros Gauvriilidis - Performance Marketing/PPC Executive

Mwg katagpepa va
Mola ATav n mEWTN yvwpidw e TL 0EAw va
HOUL SOUAELd; acyoAnew;

Mou xw Mw¢ katagpepa va

orouddosl; gpyadopat yia pia
ETALPELA OTTWG TNV
Omnicliq;




Google Analytics 4
(GA4) ~ TU-£1-pop
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What is Google Analytics 4?

Google Analytics is a web analytics service

’ offered by Google that tracks and reports
, website traffic, currently as a platform
® ) ® inside the Google Marketing Platform

() brand.

Google Analytics 4 (GA4) is the latest
version of Google Analytics, and it offers
several improvements over the previous
version, known as Universal Analytics.




Benefits of Google Analytics 4?

For Digital Marketers

e Improved tracking of user interactions across multiple devices and platforms

e Better integration with other Google products, such as Google Ads and Google BigQuery

e Improved support for data privacy and security, including the ability to automatically delete
data after a specified period of time

e New features, such as the ability to track user engagement in real time, and support for
advanced machine learning algorithms

e A more intuitive user interface and more robust reporting capabilities, making it easier to
understand and act on your website's data

Overall, GA4 provides a more comprehensive and accurate picture of your website's performance
and can help you make better data-driven decisions.

You can also check my Blog Post on CEE Digital Alliance about Google Analytics 4.


https://ceedigitalalliance.com/google-analytics-4/

Benefits of Google Analytics 4?

In GA4, events fall into 4 categories:

e Automatically Collected Events

e Enhanced Measurement Events

e Improved support for data privacy and security, including the ability to automatically delete
data after a specified period of time

e New features, such as the ability to track user engagement in real time, and support for
advanced machine learning algorithms

e A more intuitive user interface and more robust reporting capabilities, making it easier to
understand and act on your website's data

Overall, GA4 provides a more comprehensive and accurate picture of your website's performance
and can help you make better data-driven decisions.

You can also check my Blog Post on CEE Digital Alliance about Google Analytics 4.


https://ceedigitalalliance.com/google-analytics-4/

Vitadyou |
eCommerce

32



O About Vitadyou vita

The story behind... you

Vitadyou is an Online Pharmacy based in Thessaloniki.
It has been operating in the city center since 1987, but took its first steps as an Online Pharmacy in 2010.

It is now one of the largest Electronic Pharmacies in Greece and has over 50+ staff, while it has an internally organized content
marketing and web development team.

In this modern pharmacy, the specialized staff of Vitadyou, serves and offers personalized scientific solutions in matters of health and
beauty.

It offers a wide variety of products with prices that go hand in hand with those of the e-shop.

vita/
YOou

MpotepaldTnTa £0UL!

OMNI
cLQ

Vitadyou | Case Study 33




O

Business Model

Vitadyou

vita
you

HAektpoviko Pappakeio (ePharmacy) Vitadyou

Promise (Mission)

We are more than just an online pharmacy!

Our mission is the multi-level service of our customers!
Since 2010 we are... DEDICATED TO YOUR CARE!

We make the most of technology, as well as any means to
stay connected with you

The scientifically trained staff makes every effort for
immediate and excellent service.

We are by your side to provide you with a complete
shopping experience, providing each individual with the

consulting support they need.

Vitadyou | Case Study

Value Proposition (Delivery)

Competitive prices

Countless product choices
More than 715 different Brands
High & Stable Quality Products & Services
Fast shipments

Free shipping

Immediate telephone service
Free products in the basket
Continuous updates

Detailed product descriptions
Many positive user reviews

Pharmaceutical advice and customer updates

34




O Omnicliq Awards of Vitadyou Project

Digital Marketing & Performance Awards

Evolution e-Commerce Awards 2021

° Best Performance Marketing Strategy (Pay Per Click)
° Best in Pharma & Health

Peak Performance Marketing Awards 2022
° Privacy Centric Measurement
° Best Performance in Beauty, Health & Pharma
° Best Use of Technology
Peak Performance Marketing Awards 2021
° Best Google Shopping Ad Campaign: Custom Auto-Pilot for Google Shopping Ads
° Best Performance in Beauty, Health & Pharma

Peak Performance Marketing Awards 2020

° Best Performance in Beauty, Health & Pharma
° Best Google Shopping Ad Campaign

Vitadyou | Case Study

% k AWARDS
a 2020

PERFORMANCE MARKETING

vita
you
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Google Ads
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Vitadyou | Case Study

Search Engine Marketing vita

SEM you

H Google cival pla unxavn avadntnong n aAAlwg Search Engine. Ot dla@nuioelg kal N BEATIOTOTOINGN TWV OPYOVIK WV
anoTeAecuATWY £vog Brand oe Search Engines onwg n Google, amoteAolv Ugpog Tou Search Engine Marketing (SEM).
Otav mAnkTpoAoyei 0 Xpnotng kK&t oto Google Search, 10 Aeyouevo Search Term (R Search Query), sugavidovtal oTnY

Search Engine Result Page (SERP) kdmola opyavika omoTEAECUOTA Kol SlagnuioeLS.

Pay Per Click (PPC) cival £va online 8lo@nUIOTIKO HOVTEAO GTO OTIOI0 Ol HLAPNHLETEG TTANPWVOULV £VO OGO KABE Popal

TIOL €vag XPNoTtng Kavel Click mavw oe pia omo TI¢ dlapnuicelg Toug, T0 Aeyouevo Cost Per Click (CPC).

To povteho PPC, cuvnbwg epapuoleTtal oe dlapnuioelg onwe:
e  Google Search Ads: Evog xprotng MANKTpoAoyel KAt 0To Google Search Kal Tou eppaviZeTal n dlaenuon
e  Google Display Ads: Evag xproTng neplnyeitol o€ plo loTooeAda, oe €va mobile app, BAETEL KAMOLO BIVTED KOL TOU
eP@aviZeTal n SLOPHULON O HOPPH EKOVAG KOL AEKTIKOU
e  YouTube Ads: Evoc xpriotng BAemel eva Bivteo oto YouTube, kal To Bivteo Tou SIOKOTTETAL OO WLO SLOPAULON O€

Hopen Bivteo

37




O Google Search Engine Result Page

SERP

Go g|e vitadyou X =

Q OAa @ Xapreg (@ Ewéveg QO Ayopéc @ Eidfoeig i Mepioodrepa

Mepitrou 124.000 amoteAéopara (0,68 SeutepOAETTa)

Google Search Ad > @ripion - hitps://www.vitadyou.gr/nAeKTpoVIKS ¥
HAekTpovikd Pappakeio Vitadyou - OAa Ta Mpoidvta AlaBéoiya
HAekTpoVIKé @appakeio Me Mepiocdtepa ATT6 12.000 MioTomoinpéva Mpoidvia Alabéaiua

Online. Bpég OAa Ta Mpoidvia ITig KaAiTepeg Tipég & Evnpepigou MNa OmoiodnToTe Oépa

Yyeiag! OAa Ta pey@Aa Brands. Néeg TTpoo@Qopég KaBnpepiva. Awpedv peTagopikd armméd 39€.
9 Avri Velouchioti 33A, Kalamaria Municipality - KAeioT6 Thpa - Qpeg ~

Ma ) Muvaika Ma Tov Avdpa
OAQ T TIPOIGVTA TTOU XpeiadeTal pia 'OAa yUpw aTmé Tov Avipa
yuvaika. Mey@heg TTpoo@opég! Agite Tig NMpooopég Online!
GOOgle OrgamC https:/Awww.vitadyou.gr ~
Search Engine ———————» Vitadyou: HAekTpoviké dappakeio
Resu |t HAEKTPOVIKO Dappakeio Vitadyou.gr. AvakGAuye XINGOEG TTPOIGVTa uyeiag, BIatpo@ng &
opopPYIag!
Bitapiveg dappakelo
AVaKaAUYTE TO OKEUATPATA AVaKaAUYTE OAQ TG QUPPAKEUTIKG
BITQUIVIDV KaI GUPTTANPWUATA TIPOIOVTa OTTWG OPBOTTEDIKA
luvaika Mpoowto
MpoowTo - MaAAid - ZOMA - Apivita Cleansing Foam AQpdg
ZauToudy - ... KaBapiopoU TpécwTo-pdmia
Mpoogopeg ETAIPEIEZ
AVaKaAUWTE GAEG TIG TIPOTPOPES 1,3;7:9,A;B;C;D;E;F; G H; I;
Kall Ta TIOKETa SWPWV e JKLMNOPQR;STU
\

MepiogéTepa amoTeAéopaTa a6 TO Vitadyou.gr »

OMNI

cLiQ https:/iwww.facebook.com > _.. > Brand » Health/Beauty v
vitadyou.gr - Home | Facebook

Vitadyou | Case Study

vita
you

<—— Google Branded Search

Vitadyou ps-ponal v
ity Q Q
e

<= AsiTe QWTOYPaQiES Agite ammégw

Vitadyou viiss
lovéTomog 0Bnyieg Amobrikeuon

46 543 aglohoyroeig Google

Dappakeio 010 Afjpo KaAapapidg

EmiAoyEg EUTTNPETNONG: AYOPEG EVTOE KATAOTANATOG - MapaAapn

OTO KATAoTNUA - Alavopr|

Aigu8uvan: Apn Behouxiwrn 33A, Kahapapid 551 32

Qpeg: KAeIoTa - Avoiyel 9:00 T.p. TG~

Yyeia ka1 ao@dAeia: ATiaimeital Xprion paokag - To TpoowITIKG
Qopas! pacKa - To TTPOCWTTIKG UTTORAAAETAI G EAEYXOUG
Beppokpaciag - MepicodTeEPES AETITOPEPEIES

TnAépuvo: 231 044 4422

MporteiveTe pia TpotroTroinan - EioTe IBI0KTATNG/pIa auTAg TG
emxeipnong:

EpwTAOEIG Kal ATTAVTATEIG
Ep@avian 0Awv Twv epwInoewy (28)

Kavre pia epdmnon

AnpogiAeic wpeg @

AEY TPI TET nEM nap IAB KYP

&, 1 Py ZuvABwg Exel apkeTr kivnon
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O Google Display Network

00

Google Display Text Ad

>

vitaz. VICHY gwg -40%
you

-30% —
W

i
Curaprox Be You Candy...
Ayopa Tipc

vita
you




O Google Display Network
(] GDN

NPOIONTA

Mpoiovta Yyeiag & Opopgiag | Kave Tnv
ayopd cov online pe Swpedv YeTapopIka
yia Tiapayyehieg Tiavw amo 39€!

Ad Vitadyou

OMNI
cLQ

Vitadyou | Case Study

<—— Discovery Ad

&

® ¥ 0O
MpoidovTa Yyeiag &
Opopepiag
vitas. Vitadyou
YU tome

NPOIONTA

Ddappakeio Vitadyou

Ayopd Twpa

)
N

UN'S @ VICHY

NPOTOKOAAA
ANTIFrHPANIHE

-!

VICHY £w¢ -40%

YouTube Home FeedAd ————

GMail Ad

3 YouTube &

[ 4]

- l

Ayopa Twpa V] Ayopa T
Qappaksio Vitadyou VICHY ¢
Mpoidvia Yysiag & Opop@idg

Kdve mv ayopa oou online pe Swpedv
peETapopIKa yia TrapayyeAieg TTavw amd 39€!
Vitadyou

|»
&
[+ [0
B
|

vita
you
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O Revenue Progress

vita

Jan 01, 2018 - Oct 31, 2021 you

Overview

Revenue v VS. Selectametric

— e Hourly Day Week Month
Zekivnua

o o -2 dlapnuicewyv

Z”-" - ff)—*:ﬂ—fl 551 ﬁ;]x—g]»—‘j‘—. J i 3?25; = 5“—5’—-5’—3—;’375#‘5)—5—3»- G
Kabe XpoOvo +95,20% YoY Growth
augnon Tou Tgipou

95,20%
CLIQ
Vitadyou | Case Study 41




O Revenue Progress

Jan 01, 2019 - Apr 30, 2019

Conversion Value/Cost = Return On Ad Spend (ROAS)

—eKivnua
dlapnuicewv

Vitadyou | Case Study

ROAS

vita
you
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O Google Ads Account Structure

Search & Display

Vitadyou | Case Study

Account

Campaign #1 Campaign #2
Y Y

Ad Group #1 Ad Group #2
Y Y

Ad #1 Ad #2

A A

Keyword #1 Keyword #2
Y Y

Negative Keyword #1 Negative Keyword #1

vita
you
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O Performance Metrics & KPI's vita

Pay Per Click (PPC) you

Pay Per Click (PPC) cival £va online 8la@nuLOTIKO HOVTEAO GTO OTIOI0 OL SLIAPNULOTES TTANPWVOLY £Val TIOaO KABe Popd TToU

£Vag XpNotng Kavel Click mavw og pio omo TIg dlapnuioelg Toug, To Asyopevo Cost Per Click (CPC).

Keywords Performance Marketing Metrics Ads Performance Marketing Metrics
e Keyword Search Volume e AdRelevance
e  Keyword Impression Threshold e Landing Page Experience
e  Keyword Historical Quality Score e Expected Click-through Rate
e Keyword Quality Score e Impressions
e Keyword Impressions e Clicks
e  Keyword Impression Share e  Click-through Rate
e Keyword Clicks e Conversions
e Keyword Click Share e Conversion Rate
e Keyword Click-through Rate e Ad Strength
e Keyword Conversion Rate e AdRank
e  Keyword Conversion Value/Cost e  Quality Score
OMNI e Keyword Conversion Value/Click e Cost Per Click
CLIQ

e Keyword Average Cost Per Click

Vitadyou | Case Study 44




O

Vitadyou | Case Study

Performance Metrics & KPlI's vita

Pay Per Click (PPC) you

To Keyword Quality Score amnotelei £vav anod Toug TO oNPOVTIKOUE TOPAyoVTeG TS anodoone Twv Keywords, Ad Groups,
Campaigns, Kal 0€ CUVEXELD KAl OAOL TO AOYCPLACHOD.

Formula: Quality Score= Ad Relevance * Landing Page Experience * Expected Click-through Rate

To Quality Score emnpeddel akoun evav onuovTtiko deiktn, To Ad Rank. To Ad Rank kaBopilel Tnv B€on Tou Search Engine

Result Page otnv omnola Ba e@avioTel N Sla@AMIoN 1 To €AV Ba eppavioTel n dlagnuion. Ot TBaveg BEoelg eival:

e  Absolut Top of the Page - Ztnv mpwtn B€on - Mo okpBo Cost per Click
e Top of the Page = ZTIc 3 mpwTteg Beoelg — AKplRO Cost per Click

° Bottom of the Page - ZT1g TeAeuTaieg Beoelg TNG oeAibag

H Formula tou Ad Rank eival: https://ads.google.com/intl/en_in/home/resources/
improve-quality-score/

Ad Rank= Cost Per Click * Quality Score Improve-qualty

Eniong, e€opTdTal kat onod Ta Ad Rank Thresholds yio To kdBe Search Term. g’rzt?;é/?s#lpizﬁrt.googIe.com/google-ads/answer/17
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O Performance Metrics & KPI's vita

Pay Per Click (PPC) you

To Ad Group omoTeAeital ano eva ) MeplocoTepa Ads Kol n anddoon Tou KOBoPIZeTaL OTIO TOV JECO 0POo atodoong OAWV
Twv dlapnuicewy mou eumeplexel. Eva Campaign anoteAeital anod eva f neplocotepa Ad Groups kol KaBopidetal and Tov

HECO Opo amodoonc OAwV Twv Ad Groups TIOU EUTIEPLEXEL

Ad Group Performance Marketing Metrics Campaign Performance Marketing Metrics
° Search Impression Share ° Search Impression Share
° Click Share ° Click Share
° Impressions ° Impressions
° Clicks ° Clicks
° Click-through Rate ° Click-through Rate
° Average Cost per Click ° Average Cost per Click
° Conversion Rate ° Conversion Rate
e  Value/Conversion e  Value/Conversion
° Conversions ° Conversions
° Conversion Value/Cost ° Conversion Value/Cost (ROAS)

46
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O Performance Metrics & KPI's

Pay Per Click (PPC)

Account Level Performance KPI's

Vitadyou | Case Study

Return On Ad Spend (ROAS)= Revenue/Cost

ACoS (Advertising Cost of Sale)= Cost/(Revenue/Tax)

Cost Per Acquisition (CPA)= Cost/Conversions

Target Cost Per Acquisition (tCPA)= Average Order Value/Target ROAS
Cost Per Lead (or Cost Per Quote)= Cost/Leads Generated

vita
you

Cost Per Result= Cost/Result = Initiate Checkout, Add to Cart, View Content (View Product), Landing Page View, Link Click

Conversion Rate= Conversions/Users
Average Order Value= Value (€)/Conversion
Transactions= Sales

Revenue= Money generated from Transactions

47




O Performance Metrics Formulas

Pay Per Click (PPC)

On Website Performance KPI's

Vitadyou | Case Study

Bounce Rate= Sessions Bounced/Sessions

Average Session Duration

Session Page Views= Page Views/Session

Revenue Per Visitor= Revenue/Users

Conversion Rate= Conversions/Sessions

Product Detail to Add to Cart Rate= Adds to Carts/Product Views

Exit Page Rate

Page Load Speed

First Contentful Paint (FCP) marks the time at which the first text or image is painted

Time for the Page to be Interactive

vita
you

Largest Contentful Paint (LCP) is the metric that measures the time a website takes to show the user the largest content on

the screen, complete and ready for interaction
Fully Loaded Page (FLP) Time
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O Performance Metrics & KPI's vita

Pay Per Click (PPC) you

To Ad Group omoTeAeital ano eva ) MeplocoTepa Ads Kol n anddoon Tou KOBoPIZeTaL OTIO TOV JECO 0POo atodoong OAWV
Twv dlapnuicewy mou eumeplexel. Eva Campaign anoteAeital anod eva f neplocotepa Ad Groups kol KaBopidetal and Tov

HECO Opo amodoonc OAwV Twv Ad Groups TIOU EUTIEPLEXEL

Ad Group Performance Marketing Metrics Campaign Performance Marketing Metrics
° Search Impression Share ° Search Impression Share
° Click Share ° Click Share
° Impressions ° Impressions
° Clicks ° Clicks
° Click-through Rate ° Click-through Rate
° Average Cost per Click ° Average Cost per Click
° Conversion Rate ° Conversion Rate
e  Value/Conversion e  Value/Conversion
° Conversions ° Conversions
° Conversion Value/Cost ° Conversion Value/Cost (ROAS)
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O Keyword Research 1

Pay Per Click (PPC)

To Keyword Research anoteAei €va amod Ta Mo GNUOVTIKA OTOLXEID PG ETUTUXNHEVNG KAUTIAVIOC KOL KOTEMEKTOON EVOC
Account. Yiapxel dlopopd petagl Keyword kat Search Term, 0mou 10 6e0TEPO AMOTEAE TO TL AKPLBWG OO YpAWEL O

Xpnotng oto Google Search Bar.

Yniapyouv 3 €idn Keyword: Broad Match, Phrase Match, kal Exact Match.

° Me 1o Broad Match Keywords, ot dlapnuioelc poc epgpavidovtal oe Search Terms mou eival oXeTIKA pe To Keyword.
° Me Ta Phrase Match, ol dlapnuioelg pag eugavidoviol oe Search Terms Tou TEPLEXOLV TO VONUa Twv Keyword.

° Me Ta Exact Match Keywords ol dla@nuioelq pag 8a eppavioTouV UOVo €4V 0 XPNoTNG MTANKTPOAOYNCEL OKPRWS TO

idlo Keyword.

Vitadyou | Case Study
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you
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O Keyword Research 2

Pay Per Click (PPC)

Ta Bripata mou akohovBoupe yia eva Keyword Research eival ta €€AG:

Google

OMNI
cLQ

Vitadyou | Case Study

1 Google Search Relative Search Terms. Google-Gpoupe!

2 Latent Semantic Indexing (LSI) Keywords & Bottom Page Related Searches Bar

3. Keyword Planner (from the Google Ads Platform)

4 Other paid or not paid keyword research tools like Semrush, SimilarWeb, AhRefs, Moz,

and KeywordTool.io

vitadyoy X | & Q Related searches :
vitadyou i Q  vitadyou rapid test Q_  apivita vitadyou
vitadyou frezyderm
pharmacy128 Q  pharmacy128 Q_  vitadyou discount code
apivita vitadyou

Q laroche posay vitadyou Q  vitapharm
vitadyou blog
vitadyou rapid test Q vitadyou frezyderm Q_ pharmacy online
boxpharmacy
vitadyou discount code
cerave vitadyou GO g|e >
vita 152 84 Next

vita
you
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Meta Ads vita

(] Test Campaign you

H Test Campaign, 0TO 0UVOAO TNG £XElL ouyKevTpwoel 4,296 Impressions kol 521 Clicks, e 56,50% Search Impression
Share, 0.22€ Average Cost per Click, 13,75% Click Through Rate, kal 51,6 3€ ZuvoAik6 Koctog.

YroAoyi¢ovtag ta rubava Clicks mouv pnopel vo padewel N OLYKEKPIEVN KOPTIAVLIO JE Pla abENon Twv Bids 0To TI0go Tou
Top Page Bid (To movTtdpLoHa TTOU TIPETEL VA €XOVHE YLO VO UTIOPEGOUME VA SLEKOIKNGOVHE pLa BEon 6TO MAVW
ME€pPOG TNG oeAidag Google), Tou eivarl 0,50€, kal pe Tnv vmobeon o0tLTo CTR % Ba meoetl 010 9%-10%, 0 APIBUOS TWV
rmueavwyv nuepnolwv Clicks Byaivel epinouv ota 25-50 Clicks.

Av TIoANaTAaoldooupe To KooTog ava KAtk CPC= 0,50€, pe Tov apBuo twy Clicks= 25-50, Bpiokoupe OTL TO GUVOAIKO
MOAVO NUEPNGLO KOOTOG TNG KAUTAvIog Ba eival yupw oTta Cost= 12.50€-25€.

Av uTtoAoyiooupe OTL ano Ta 25-50 nuepnata Clicks, eva mocooTto 0.50% Ba poxwpnoel o€ KAelolo BEoNg Yo TO
oePLWVOPLO, Ba exoupe 10-25 eyypa@eg ToOV UNVA, JE GLVOAIKO UnVviaio KooTog Cost= 382€-762€, dnA\adn ue Kootog ava
Eyypagpn= 50€-45€.

O\a Ta MOPOTAVW AMOTEAOLV £Va LOAVIKO GEVAPLO, TO OTIO{0 TMPOUTIOBETEL OTL O AVIOYWVIOHOC eV B AVTIOPACEL OTO
aveRaoua Twy Bids pag pe mepaltepw aveBaopa, Kal 0TL 0 GUVOALKOC aplBuos Twv Google Searches yla TG Ae€elg KAEOLN
oL Ta{dove yla Ta oeplvapla Ba mapapeivel oXeTika dlog. Omote, Bewpeital To Best Case Scenario, kal eival TTIOAL TBAVO
Vo elval HeyoADTEPO TO KOOTOG VIO VO PEPOVE TO OLO ATIOTEAECHATOAL.
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O Case Study #1 vita

Test Campaign you

AnuloupynoTe pio Search Kapmavia yio €va Brand tng emAoyng oag omo To Site Tou Vitadyou.

BrApoOTO TTOL TIPETEL VO AKOAOUBNOETE:

1. AwA£€Te €va Brand.

2. EruAe€Te 1-2 mpoiovta Tou Brand mou Ba tuotevate Ba elxe vonUa va TpeEoLV og dlapnuioelg auTr TNV XPOoVvIKN Tepiodo. AdpeTe
UTIOYN TNV EMOXIKOTNTA, TNV PUYXOAOYIA TOU KOTAVOAWTH, TOV OVTAYWVIOHO, KAL TA XOPOKTNPLOTIKA TOL KOWOU TIou BEAETE VOl
O0TOXEVOETE.

Keyword Research (Google Search, Latent Semantic Indexing (LSI) Keywords, Keyword Planner).

Anulovpyia Search Campaign (Sales), n omoia Ba mephapBavel 1 Ad Group, T.X. “Apivita” yla To Branded Keywords (Uovo tnv

ovopooia Tou brand), m.x. “apivita”, kot 1-2 Ad Groups yla Ta mpoiovTta Tou Brand mou emAe€aTte, TLX. “apivita cleansing foam”.

5. MNpooBeote Negative Keywords o€ kaBs Ad Group (dnAadr oe emninedo Ad Group), .X. 210 Ad Group “Apivita”, negative keyword
“foam”. H Aoyikn €dw eival To yevikotepo Ad Group va pnv kKavel Trigger og Search Terms tou edikotepou Ad Group.

6.  Anuwovpynote eva Expanded Text Ad yio €va oo 1o Ad Groups. Ta Expanded Text Ad anoteAovvTal oo 3 Headlines kai 2
Descriptions.

W

Good Luck!
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O Case Study #2 vita

Cross-selling you

To cross-selling ival pia TEXVIKN TIpowBNONG KE OTOXO TNV TIWANGCN OXETIKWY I CUPTIANPWHOTIKWY TPOIOVTIWV Og €vav 1dn LTIAPYXWV
MeAATN. ATOTEAEL Wi OO TIC TIO AMOTEAECHATIKEG HEBOOOULC HAPKETIVYK, KABWC QLEGVEL TO HECO “KOAGBL” TOU KGBE KATOVOAWTN O€
KGBE oyopd TOU KOL TIPOCKPEPEL UTIOKEIUEVIKT a§ia 0TOV MEAGTN, HivOVTOC TOU TNV EVKALPIO VO CUUTIANPWOEL TNV AyOPd TOUL HE TIPOIOVTO
nou bev gixe oke@Tel OTL Ba TOL PAVOLY XPNCIUO. o TTAPGSELY A, €AV Pio TIEAATIOO0N £XEL AYOPAOEL IO KPEUA TIPOCWTIOU, £VA €idoug
cross-selling Ba fTav N oToXeLPEVN TPOWBNCN TPOIOVTWY SCrub MPOCWTOL OE QUTNV.

Ta KUPLO 0PEAN cross-selling MepAaPBAVOLY QUENUEVA £0000 MO MWANGCELG, BEATIWGN TNE LKAVOTIOINONG TWV TIEAOTWY, KOL QUENUEVN
ala dapkelag (wne medatwy (CLV) yeow NG BaBUTEPNC EVOWHOTWONS O0TNV ETIXEIPNON €VOC TEAGTN.

Mia cross-sell KOUMAVLa TIOL OTNBNKE TNV TIPOKEEVN TIEPITTWON, 0TOXEVLEL 0 SVO SLOPOPETIKA target group TIEAGTWY TIOU £XOLV 10N
ayopAoEL TIPOIOVTO OTIO IO CLYKEKPIUEVN KOTNYOpPILa MPoiovIwv:

Ttoxevon 1: Mpowdnon MPoidvVIWY amod TNV KoTnyopia “AvTnALOK&” o€ XPHOTEG TIOL £X0ULV AYOPACEL OTIO TNV KATNYOopIia TPoidvVTwY
“Mapa & Madi” Ti¢ TeAevTaieg 14 NUEPEQ. XTOXOC TNC CLUYKEKPLUIEVNS OTOXELONG Elval VO KAVEL TIG HNTEPEC TIOL £XOUV OYOPACEL
npolovta amnod Tnv katnyopla “Mapd & Madl”, va ayopdoouv Kal Vo aVTINALAKO YLa VO TIPOCTATEWPOLV TO TIOLSE TOUG Ao TOV KOAOKALPLVO
NALO.

Case Study: lMopovolaoTe pia TBavn pooeyylon cross-sell yia mpoiovta tou Vitadyou mou Ba eixe vonua va TpEEEL QUTH TNV ETTOXN.
AGBETE LTIOYN TNV ETOXIKOTNTA, TNV YLXOAOYIO TOU KATOVOAWTN, KOL TO XOPAKTNPLOTIKG TOU KOWVOU TIOU BEAETE VO OTOXEVOETE.
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O About MySiteNow

The story behind...

MysSiteNow is a digital services providing business based in
Thessaloniki, Greece.

It has been operating only since the start of 2022 and already has
become one of the fastest growing software companies.

Their vision? That any business or professional, regardless of field of
activity, to have a complete digital presence of high quality standards,
with reasonable costs.

MySiteNow has built over 32.000 professional websites until today and
has developed over 40 custom made template designs.

OMNI
CLiQ
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"ENGTE va dnulovpyroovue

dWPEAV IO OAOKANPWHEVN

loTooeAida yla TNV emxeipnon
0ag, TILO YPNYOPO KOl TILO

cUKOAQ amo mnote!”




Our Shopping Funnel

The Sale Process

.
wysitenow

Tou pridyvoupe 10 Sixo
00U ERAYYEAMGTIKO site
pe 10€ /piva

Contact information @

Mysitenow 5 o Mysitenow
ZupTTANPWOTE Ta oToIKEIa 0ag.
z = EuxapioToUue yia TRV
Me 120€ éxeig eTTayyeApaTiko Email X gm.(owﬁ,v\lu N
site, ue dwpedv TNV Enter your answer. MTopeic va emoKkeQTeic To Website pag
KGTGO'KEUI']! yIQ TIEPICTOTEPEG TTANPOPOPIEG.
Full name
i You successfully submitted your responses.
ZupTmArpwoe Ta OToIXER oou Ka Ba Enter your answer.

ETMKOIVWViooupE padi oou cUvTopd.

Phone number

Enter your answer.

>
“

Lead maQL saL Sale

MySiteNow | Case Study

Lead: A person who shows interest
in a brand's products or services,
which makes the person a potential
customer

Marketing Qualified Lead (MQL):

People who have expressed

continuing interest in a company.

This type of lead is also called a
"warm lead."

Sales Qualified Lead (SQL):
People who express their
willingness to make a purchase. It

is also called a "hot lead."

Sale




O Omnicliq - MySite Now Overview

To Date Performance & Milestones

Number of Total Target Leads for 2022

e Already generated 9% of the target number of leads for 2022, in 24 days (8% of the time window).

Target Cost per Lead

e Cost per Lead is 38% less than the Target Cost per Lead

Target Qualification Rate

e Qualification Rate is 25% higher than the Target Qualification Rate

Regardless of the pre-mentioned, it is always best practice to plan for the worst case scenario in situations where
you don’t have the necessary historical data to make more accurate long-term predictions.

MySiteNow | Case Study

]
= mysitenow
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O Business Model

MySiteNow

L]
= mysitenow

How important is it to understand what is the final service/product provided that we

promote?

Promise (Mission)

e  We develop your high quality fully functional website for
free and if you are happy with the end result you can keep
it with 120€ / month. The only thing you have to do is to
choose one of our beautiful designs and provide us your

information and creatives. Leave the rest to us!

OMNI

MySiteNow | Case Study

Value Proposition (Delivery)

Competitive prices

Free design and development
Lots of template choices
Website completion time
Excellent customer support
Customization

Free trial

Continuous optimization and debugging
Fast server

Free domain name

SSL Certificate
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Meta Pixel

(] Trackin

]
= mysitenow

g

The Meta Pixel is a snippet of JavaScript code that allows you to track whenever a website visitor takes an action (event)

that you want to track (conversion). Some events examples are:

The Conversions APl is designed to create a direct and reliable

connection between marketing data (such as website events and URL Called: Show
offline conversions) from your server, website platform or CRM to '

Meta.

OMNI
CLIQ

MySiteNow | Case S

Page View

View a product B e v #0Ha

Add a product to cart Facebook Pixel Helper K4 =
ons Learn More

Initiate Checkout -

Make an on“ne purchase One pixel found on mysitenow.gr -

l @ Mysitenow Pixel
|

p 4 Buitton Click Automatically Detected

Facebook Pixel Helper: https://bit.ly/31JpZMi

v & PageView

EVENT INFO

Setup Method: Manual

Load Time: 323.03 ms
Pixel Location: Show

\\ e
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https://bit.ly/3lJpZMi

O_ Campaign Types

Create new campaign Use existing campaign

Choose a Campaign Objective
Learn more

Brand awareness Traffic
Reach Engagement

App installs

Website Contact

Video views
Forms,
Facebook - Lead generation
Forms, Calls,

Messages

Automated Chat

OMNI
cLQ
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Conversions
Catalog sales

Store traffic

Cancel

<—— eCommerce

]
= mysitenow
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O_ Catalog Ads

A catalog is a container that holds information about the items you want to advertise or sell across Facebook and
Instagram. The platform to create and manage your catalog is Commerce Manager. You can run various types of ads that
use your catalog from Ads Manager, including:

e Dynamic Ads

e  Collection Ads

° Carousel Ads
Catalog Specifications in Facebook Commerce Manager:
https://www.facebook.com/business/help/120325381656392

e  Ads with product tags

° Collaborative Ads

65
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https://www.facebook.com/business/help/120325381656392

O Meta Ads Account Structure

Campaign

Ad Set #1 Ad Set #2

Ads Ads
Budget Allocation Methods:
° Campaign Budget Optimization (CBO)

e  Ad SetBudget Optimization (ABO)

Campaign Bidding Options:

]
= mysitenow

Audiences, Conversion Methods, Catalogs, Pages,
Optimization Event, Attribution Model, Locations,
Demographics, and Placements are set on Ad Set Level
only! Audiences that are smaller than 1.000 people will

not deliver.

1 budget optimization will distribute your budget

our delivery optimization choic

on each ad set. Learn more

Campaign Budget

Daily Budget ~ €20.00 EUR

You'll spend up to €25.00 on some days

and less on others. You'll spend an average of €20.00 per day and

no more than €140.00 per calendar week. Learn more

@ Bid strategy options have changed X

We renamed our bid strategy options to make them easier to understand and
compare.

° Highest Volume: Get the most results for your budget.

° Cost per Result Goal: Aim for a certain cost per result while

maximizing the volume of the results.

MySiteNow | Case Study

Learn more

Campaign bid strategy
Cost per result goal

Bid Cap: Set the highest you want to bid in any auction.

Campaign Budget Optimization on @
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O Ad Types

Carousel Ad

lill Cost Bill Cost R
Sponsored

AvakdAuwe Ta véa fashion trends péoa amé n

véa pag ouhhoyri SS22 Collection. Ayopace

TWPU OTA KATAoTAKaTa Kai Online!

a, Awpedv Metagopikd & EToTpogég

A TnAepwvikég MapayyeAieg: 210 9961812

Bill Cost 1

New
Arrivals

\

Dopepa midi pe Dopep
AemrTéc TiodvTec  Shop now kooual
114,00€ 108,004

OMNI
cLQ

MySiteNow | Case Study

Catalog: Collection Ad

Bill Cont Bill Cost I
Sponso

sponsored - §

Avaké@Auye Ta véa fashion trends péoa amé n
véa pag cuhAoyry SS22 Collection. Ayopaoe
TWPa oTa KaraoTipara kai Online!

& Awpedv Metagopikd & EToTpogég

A TnAepwvikég MapayyeAieg: 210 9961812

)

S$S22 Collection | New Arrivals

| \a; “
il

Image Ad a'Tysitenow

.I Mysnenow e X

Sp

# Me pdvo 120€ éxeic emayyeApaniko Site! il
2ou 10 @TiGxvoupe AQPEAN ¢ ki av 8e oou
apéoel, dev 10 TTANpWVeEIg!

X Bidoou yiari n Awpedv Aokipr 1I0X0E! yiat
TIEPIOPIOPEVO XPOVIKO DidoTnUa.

I-mym.m

ZOU PTLAXVOUHE TO EMAYYEAHATIKO
oou site pe 10€ /piva

v  Awpeav karaoxkeun

v Kapia kpuph xpewon

v Kapla déopevon

FORM ON FACEBOOK

Awpedv Aokiun via Get quote (C?_ll_l At;) Action
Mepiopiopévo AldoTnua
Eb Like () comment 67




O Performance Metrics & KPI's

Pay per Impression (PPI)

]
= mysitenow

Meta’s auction model: Each time there's an opportunity to show an ad to someone, an auction takes place to determine

which ad to show to that person. So you Pay per Impression (PPI). This means that if your ads are attractive enough then

you will get more Clicks and Conversions for your Amount Spent.

Performance Metrics

MySiteNow | Case Study

Click-through Rate (CTR)

Cost per Click (CPC)

Cost per Result or Cost per Conversion (CPA) (View Content, Add to Cart, Purchase,
Leads, etc.)

Frequency that your ad is shown to each person over a given time period

Return On Ad Spend (ROAS). This is the Conversion Value in € divided by the Cost of
your Ads

Conversion Rate %

Value per Conversion
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O Performance Metrics Formulas

Pay per Impression (PPI)

]
= mysitenow

Account Level Performance KPI's
e  Return On Ad Spend (ROAS)= Revenue/Cost
e  ACoS (Advertising Cost of Sale)= Cost/(Revenue/Tax)
e  Cost Per Acquisition (CPA)= Cost/Conversions
e  Target Cost Per Acquisition (tCPA)= Average Order Value/Target ROAS
e  Cost Per Lead (or Cost Per Quote)= Cost/Leads Generated
e  Cost Per Result= Cost/Result > Initiate Checkout, Add to Cart, View Content (View Product), Landing Page View, Link Click
° Conversion Rate= Conversions/Users
e  Average Order Value= Value (€)/Conversion
e  Transactions= Sales

° Revenue= Money generated from Transactions
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O Performance Metrics Formulas

Pay per Impression (PPI)

]
= mysitenow

On Website Performance KPI's
° Bounce Rate= Sessions Bounced/Sessions
° Average Session Duration
° Session Page Views= Page Views/Session
° Revenue Per Visitor= Revenue/Users
° Conversion Rate= Conversions/Sessions
° Product Detail to Add to Cart Rate= Adds to Carts/Product Views
° Exit Page Rate
° Page Load Speed
e  First Contentful Paint (FCP) marks the time at which the first text or image is painted
° Time for the Page to be Interactive
° Largest Contentful Paint (LCP) is the metric that measures the time a website takes to show the user the largest content on
the screen, complete and ready for interaction
e  Fully Loaded Page (FLP) Time
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O Case Study

Create Lead Campaign

You have to create a Lead Generation Campaign for a new client. Your daily budget is 100€ / day and you have to generate 375 Leads in
the next 30 days. Carefully calculate your target Cost per Lead. Steps:

Create a Campaign with a Lead Generation Objective.

Turn on the Campaign Budget Optimization (CBO) option and set a daily budget.
Set the Campaign Bid Strategy to Cost per Result Goal.

Create an Ad Set with Instant Forms Lead Method.

Select a Facebook Page.

Select Leads Optimization for ad delivery

Set an Average Cost per Lead

Select a Location targeting

Select Demographics (Age, Gender, Language)

Choose a Detailed Target

Create a Lead Generation Ad

Select a Facebook & Instagram Page

Choose an Ad Format (Single image or video, Carousel)

Fill in the Primary Text, Headline, and Description

Choose a Call to Action (CTA) button

Create an Instant Lead Form

Insert a URL Parameter (UTM: Urchin Tracking Module)
utm_source=facebook&utm_medium=cpc&utm_campaign={{campaign.name}}&utm_term={{adset.name}}







