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Some of the best
stories never get told.



— Why are we here?

Marketing can be difficult

« “Half the money | spend on advertising is wasted; the
trouble is | don't know which half...”?"

Many SMEs don't have a strategy
Results through organic social media continue to decline
t's tough to stay up to date with digital marketing

Arthur St |



— Today’s Session

* |ndustry shifts and challenges

 Digital Strategies & Tactics for 2023

» (Goal setting for your brand/ business

» QOverview of Meta and Google Ads across all of their platforms.
* How to measure effectiveness & Return on Ad Spend

* Tipsand Tools

Arthur St |



— Quick around the virtual room

Your name

Your business

Anything in particular you would
like to learn?

Arthur St |




— This is me.
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Matt Cowdell
Managing Director

* Bachelor of Commerce (Marketing &
Interactive Marketing)

e 15+ years digital experience

e Agency, media and client side

e Currently working with mid — large brands
on all things digital

* LinkedIn Profile:
—  https://www.linkedin.com/in/matt-cowdell

Google
Partner

O\ Meta

Business Partner
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— Brands that trust us
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— Community

Lazarus _ ?ﬁg o We believe companies are
gg::?;ugéte)l,ong Play powerful vectors to create

positive change.

k@ goodpmdqgop p(—JO[ , Supporting our community is
3 Team board appointments important to us

m GIVE
gm'r;‘ugtyg“vices p a s s vg. UE E'E\/E Qgﬁﬂl_l\ﬁ”ﬁ TY
P SONDAT o INITIATIVES

4 .
R Geelong Mums 4 ONEGHRE Pro bono work and volunteering
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Behavioural shifts &




— We are on mobile even more now

0%

of global consumers say they're spending
more time on their smartphone since the
start of the COVID-19 outbreak

Arthur St | arthurst.com.au »
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TOP WEBSITES: SIMILARWEB RANKING

SIMILARWEB'S RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC BETWEEN DECEMBER 2021 AND NOVEMBER 2022

WEBSITE

TOTAL

VISITS

[MOMTHLY AVE.)

UNIQUE
VISITORS

[MOMTHLY AVE.)

AVERAGE
TIME
PER VISIT

AVERAGE
PAGES
PER VISIT

WEBSITE

TOTAL
VISITS

[MOMNTHLY AVE.)

UNIQUE
VISITORS

(MOMNTHLY AVE.)

AVERAGE

TIME

PER VISIT

AUSTRALIA

AVERAGE
PAGES
PER VISIT

01 GOOGLE.COM

02 YOUTUBE.COM

03 FACEBOOK.COM

04 REDDIT.COM

05 GOOGLE.COM.AU

06 WIKIPEDIA.ORG

07 ABC.NET.AU

08 TWITTER.COM

09 NEWS.COM.AU

10 INSTAGRAM.COM

M

SOURCE: SIMILARWEB. RANKING AND

1.49 B

596 M

336 M

974 M

94.1 M

88.5M

84.6 M

84.2 M

81.2M

785 M

349 M

227 M

22.5M

8.18 M

.04 M

15.5M

11.7M

11.5M

Q.49 M

11.4M

10M 485

20M 475

8M 49§

8M 598

6M 28S

8M 573

3M 39S

7M 23S

6M 375

6M 508

8.4

12.9

8.3

7.4

9.0

9.7

3.2

12.0

4.0

11

12

13

14

15

16

V4

18

19

LIVE.COM

NETFLIX.COM

PORNHUB.COM

EBAY.COM.AU

OFFICE.COM

REALESTATE.COM.AU

YAHOO.COM

XVIDEOS.COM

BOM.GOV.AU

AMAZON.COM. AU

749 M

744 M

59.4M

552 M

S3.6M

53.0M

S0.5M

477 M

47.0 M

425M

6.40 M

579 M

6.96 M

10.5M

3.98 M

1.1 M

720 M

5.66 M

6.76 M

11.2M

4M 585

TOM 18S

6M 518

10M 083

7M 508

6M 383

SM 028

5M 048

15M 258

T1M 445

29

4.2

7.6

9.1

7.2

6.8

6.7

4.6

57

9.5




Digital marketing is getting more difficult

16%

12%

18%

4%

0%
2012 2013
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FACEBOOK ORGANIC REACH

2014

2015

2016

2017

2018

2019
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What are your greatest
Digital Marketing
Challenges?




_ Industry Shifts

 New social media platforms

« Consumers turning to mobile more than ever before
» EXpectations on customer experience

 Therise of Al

* More competition

Arthur St | arthurst.com.au »
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Examples

"Explain quantum computing in
simple terms” —

“Got any creative ideas for a 10
year old’s birthday?"

“"How do | make an HTTP request
in Javascnpt?® —+

ChatGPT

4

Capabilities

Remembers what user said
earlier in the conversation

Allows user to provide follow-up
corrections

Trained to decline inappropriate
requests

ecoming mainstream- ChatG

FAS

Limitatio

May occasionally generate
incorrect information

May occasionally produce
harmful instructions or biased
content

Limited knowledge of world and
events after 2021

arthurst.com.au >
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POEM

Paid, Owned, Earned Media

Advertising
Paid search
Display ads
Affiliate marketing
Digital signage

Paid
placements

Atomisation
of content
into ads

Digital properties Partner networks

Website(s) Publisher editorial
Blogs Influencer outreach
Mobile apps Word-of-mouth

Social presence Social networks

Atomisation of conversations
through shared APls
and social widgets

Arthur St |

arthurst.com.au >

19



Plan

Branded content

Reach

Search engines, social n

THE SMART INSIGHTS RACE PLANNING FRAMEWORK

Build an agile, strategic approach to digital marketing

Competition is fierce online. To win you need to Plan, Manage and Optimize
digital channels against defined targets, SMART KPIs and a focused
investment in content marketing, digital media and experiences. We believe
an integrated digital strategy is essential to define new Segmentation,
Targeting and Positioning for your online value propositions.

Exploration ) N
. i @ Unique visitors

Publish and promote your content, allow sharing to

other outposts, networks and influencers. Draw people @ Value per visit

Arthur St |

publishers and blo to your content hub

Act Decision making
Your website, blog, community

@ Fans/Followers

@ Leads/Lead conversion rate

Be worth finding via clear customer journeys and a

and interactive tools content hub that is relevant, inspirational, useful and @ Time on site

creates leads

Conve

E-commerce, proc! Purchase
and promotio

Capitalise on marketing investment using CRO,
marketing automation and remarketing to ensure
contextual relevance drives conversion

Advocacy

Thrilled customers are key to social media
marketing, social proof, repeat sales and referral. Start
your marketing here!

Let us know what you think @smartinsights and www.smartinsights.com

@ Shares/Comments/Likes

@ Sales (on and offline-influence)
@ Revenue/Profit

@ Average order value

Repeat purchase (Lifetime value)
Satisfaction and Loyalty

Advocacy

Smart”
Insights

1.au->
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actics for 2023 and




~Influencer & Micro-influencers

93% of marketing professionals
use influencer marketing to:

. Increase brand awareness

« Build trust
 Reach their target
audience

. Drive conversions

Arthur St |

Fol

owing | For You

arthurst.com.au >
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~ Livestreaming and Vertical Video Content

Arthur St |

Tik Tok - Content and Ads
(depending on your target
audience)

Instagram Reels - Strong organic
reach and now Reels Ads

arthurst.com.au >
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~ Review your Customer Experience

Customers expect a
polished/ tailored.

- Develop a Customer Journey
Map to understand
opportunities for better
connection and
communication.

- Look at your landing page
experience and optimise for
conversion rate.

Arthur St | arthurst.com.au » 24



~ Google First Strategies

Informational keywords — searchers looking for an answer to a specific question or
general information.

Google Search captures consumer intent:

Navigational keywords — searchers intending to find a specific site or page.
Commercial keywords — searchers looking to investigate brands or services.

Transactional keywords — searchers intending to complete an action or purchase.

Arthur St | arthurst.com.au »
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— Google

Google My Business

SEO (Search Engine Optimisation) . S
- e

SEM (Google Ads)

Search, Display, Video, Shopping & App

Arthur St | arthurst.com.au »



SEM

Search
Display
Video
Shopping
APP

Arthur St |

Google

google ads

Q Al [&) Images [] Videos  [E News

About 2,030,000,000 results (0.57 seconds)

This search may be relevant to recent activity:

google ads marketing

Ad - https://ads.google.com/start ¥ 1800 626 050

Google - Ads
£ 255969 [ 1,345 &, 20

®o o X L Q

Powered by (1) SURFER

¢ Shopping i More Tools

Your Search activity = Feedback

Google Ads - An easy & effective tool. Start advertising with Google. Here's $100 Google

Ads Credit. Free Expert Support. Promote Your Website. Set Your Own Budget. Target Specific
Locations. Show Ads Locally. Types: Search Ads, Banner Ads, Video Ads.

Discover New Keywords

L0 ONA & NA
Create A Google Ads Account & Get
Started With Google Keyword Planner

How Google Ads Works

2o ONA & NA
Be Seen Across The Web
Locally And Globally.

https://ads.google.com » intl » en_au

Learn About Display Ads
Reach Cross-Device Customers With
Text, Banner, Gmail Or App Ads.

Learn About Video Ads

Breadcast Your Business Story &
Increase Your Brand Awareness.

Get More Customers With Easy Online Advertising | Google Ads

£ 255,969 [0 985 ®, 20 [Title changed

Grow your business with Google Ads ... Get in front of customers when they're searching for

businesses like yours on Google Search and Maps. Only pay for results, ...

Contact - How Google Ads Works - Cost - How it works

You've visited this page many times. Last visit: 5/10/21

arthurst.com.au >



— Google Ads success stories

GOALS APPROACH RESULT
= Grow online presence » Input exact keywords for » Achieved 36:1 to ROl with
from traditional brick-and- products that Bliss sells Google Ads
mortar store . . .
» Optimise keywords for » |nitial success from
= Find new customers all what is working for Bliss investing 525 a day

across Australia % of Bliss business is
“Our Return On Investment has been N T omoTEEs Busnes s
= Generate strong Return On now online, and Bliss now

361 - that bIOWS my m|nd” Ad Spend (ROAS) OCCUpIes & new

warehouse in their town
- Melissa Stone, Owner, Bliss Gifts & Homewares

Arthur St| Source: https://ads.google.com/intl/en_au/home/success-stories/bliss/ arthurst.com.au > 29



— SEM - Search

Arthur St |

Google

study tafe geelong E|o e 4 Q

Powered by (1) SURFER

O Al B lmages @ Maps [B News ¢ Shopping § More Tools

About 241,000 results (0.57 seconds)

Ad - hitps./fwww.monarch.edu.au/tafe-courses ~
TAFE Courses—Monarch Institute - AU's #1 Online Institute
P2 20078 D981 &0

Accounting & Booking, Business Managment, Marketing, Logistics, Project Management, HR.
Absolute Flexibility — Your Way, Your Terms — Learn From Qualified & Experienced Leaders.
Rated 4.7 by Students. Part Payment Options. Industry Leading Trainers.

Enrol Now Contact Us
20 11,094 & 0 [Title changed | Our Friendly Support Team Are Ready
Get Started Now & Get Ahead To Help—Call Or Email Us Today.

Save Time & Money—3Study Online

Monarch Courses About Monarch
£ 0 [11,102 & 0 [Title changed | Award Winning Student Support,
Choose From A Range Of Nationally Trainers that are industry experts.

Recognised Diplomas & Certificates

https:/iwww.thegordon.edu.au » courses 3
Gordon TAFE courses available full and part-time
P2 47111 I NIA & NA

Courses * All courses - Accredited courses - Apprenticeships & traineeships - International
courses - Short courses - Study areas - VET delivered to secondary students ...
All courses - Short courses - International courses - Accredited courses

https:/iwww.thegordon edu.au £
Full-time and part-time Gordon TAFE courses

F o I e e

aruuurs.com.au =



Example of your image ad Example of your native ad at 480=120
at 160=600 o

From Aviator Shades to @
Retro sunglasses. Check
out our new collection

— SEM - Display

(A |
Sunglasses Example of your image ad at 300=250 Example of your text ad at 300=250
Y )]
Deals Up to
50% Off Sunglasses Deals Up
to 50% Off
Alphafad
remmnrer Discover the latest collection of Men's
i sunglasses. Summer Sale Up to 50% Off
Discover the latest Sunglasses Deals Up to 50% Off
. ; Digcover the latest colection of
collection of Men's iwarae Men's sungasses. Summer Sale ° m
sunglasses. Up to 50% Off
Summer Sale Up to
Example of your image ad at 728=90
50% Off - _ ©
Discover the latest

BLFEALAL

Sunglasses Deals collection of Men's
Up to 50% Off sunglasses. Summer

Sale Lp 1o 50% Off

Arthur St | arthurst.com.au »



— SEM - Shopping

Go gle buy wetsuit O - ®20-®147-X & @ Q

Powered by [l SURFER

Q Al ¢ Shopping @ Maps [ Images [ Videos i More Tools

About 18,400,000 results (0.62 seconds)

sponsored - Shop buy wetsuit

4/3 Thermal Mens 3/2 High O'Neill Mountain Nikki Van Dijk
Chest Zip. .. Performanc. .. Reactor 1 F__. Warehouse. . Springsuit -
$280.00 $269.97 $149.99 $76.99 3453 $219.00
needessenti._. Project Blank AU Oneill.com Mountain W.__. wallien.com.au
(929) (95) (23)

Arthur St | arthurst.com.au »



— SEM - Google Keyword Planner

Discover new keywords

START WITH KEYWORDS START WITH A WEBSITE

Enter products or services closely related to your business Try not to be too specific or general. For example, "mea

: : g 2 delivery” is better than "meals” for a food delivery
Q, [Try "meal delivery" or "leather boots

business
¥a English (default) @ Australia L et mwve
Enter a domain to use as a filter
GO hitps Using your site will filter out services, products or

brands that you don't offer

Arthur St |
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Ubersuggest

Ubersuggest

biy | M5 | dagital

Add Project ®

Dashboard

Rank Tracking

SEQ Opportunities
My Workspace NEW

Chrome Extension

Site Audit
Keyword Research B

Keyword Cverview
Keyword Ideas I
Keyword Visualization NEW
Keywords by Traffic
Similar Websites

Content Ideas

Keyword Lists NEW!

Traffic Estimation ’

Backlinks >

Labs """ >

Keyword Ideas © : accountant geelong

SUGGESTIONS [49) RELATED [188] QUESTIONS [5)

Volume SEO Difficulty CPC Keyword Filters ™

EXPORT TO CSV ~

‘ COPY TO CLIPBOARD

KEYWORDS
YOUR KEYWORDS

accountant geelong

KEYWORD IDEAS
geelong accountants
geelong accountant
how to become an accountant in australia
geelong accounting jobs
accountant jobs geelong
business accountant geelong
geelong accounting firms

bookkeeper geelong

Arthur St |

PREPOSITIONS [3)

| Search Results v

| Search Result

| Search Result

| Search Result

| Search Result

| Search Results

| Search Results

| Search Results

| Search Results

COMPARISONS (1]

VOLUME

1,300

1,600

1,300

210

170

170

10

10

70

CPC

$5.32

55.94

$6.32

$3.59

50.78

50.78

5859

$3.91

$10.47

A

PAID DIFFICULTY

33
20

20

63

CONSULTING PLANS & PRICING

ALL PAGE 1 RANKING POTENTIAL

SEO DIFFICULTY

29

29

28

46

61

57

26

24

40

arthurst.com.au >
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Meta (facebook)



The Meta Family

(o)

Facebook Instagram
Reach over 2 billion Instagram is a place to
people in familiar share moments and
ways on Facebook. inspire visually. Reach
Communicate creatively people vertically through
through videos, 360 Instastories or vertical
storytelling, catalogs long-form styles on IGTV.

and more.

Arthur St |

Audience Network

Reach people beyond
Facebook. Campaigns
on Facebook and
Instagram can be
spread across high-
quality publishers’
apps and sites.

S

WhatsApp

Fast, simple and
secure messaging and
free calls. Marketers
can automate, sort
and quickly respond
to messages.

Messenger

Communicate on mobile or
desktop. Send personalized
messages to your customers;
or show them your visual ads
to create real conversations
or desired actions.

arthurst.com.au » 36



___ Case Study - Adventure Park

. Adventure Park Geelong,

ade 1. Adventure Park Geelong, Adventure Park Geelong, Victoria .
=X Victoria e X *ﬁ_tﬂ; Victoria ITII 4 Sponsored - @
Sponsored - @ Sponsored - & See the magic of Christmas and fairy tales come to life in 3 million
. : . ; . . : : lights and more than 1000 dazzling light installations at Adventure
Dial up your Summer with next level thrills at Sz_ae Vlct_nrja s_largest Christmas _||gnt_s festival Park's Christmas Festival of Lights!
Victoria's biggest water theme park! with 3 million lights, 1000+ dazzling light _

installations, new rides, live _._See more

SUN, 1 JAN 2023

2022 Christmas Festival of Lights ¥ Interested «
18 Nov 2022-1 Jan 2023 - Adventure Park ...

¥ »
AdventurePark
VIATER PAKE + THEWE PARK

ADVENTURE PARK
18 NOV. 2022 -1 JAN 2023 -

adventurepark.com.au Adventure Park Geelong,

; Adventure Park Geelong  Learn more Victoria
. For the best Water Park ...

Water park

Arthur St |
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Meta ad types

ese00 T 9:41PM 9:41PM ] eo0ce 9:41PM —

-
@ ('nbmg’lﬂm V Lifestyle —)3 Q Search D/

Messages Active Groups Calls

originalcoastclothing

Original Coast Clathing Sponsored "% Brendan Aronoff 11:00 AM
Sponsored - @ N )
: ‘ That works for me

Sponsored

A Scientist Explains The Healthiest Way o Original Coast Clothing

How Meditation and to East Sushi < Summer favorites are in. Find

Rewire Your Brain u e Qiftes-areln. kind your
next go-to dress today.

Summer favorites are in. Find your next go-to dress
today!

Original Coast Clothing
Sponsored

News Feed 3 7 4 £ ’ Come check out some
NG .COM Shop Now ] v 2 light, comfy dresses...

Instant Articles ; F d
#ns and 23 others 2 Comments Shop Now [ > More Conversations

;:) Share Summer favorites are in. Find

) Q Y your next go-to dress today! \ E‘_’an Litvak 10:00 AM
¥/ Dinner tonight?

In-stream Videos () comment

Right Column h ® 1,259 likes

2:04PM - Q arininalansctnalathina Qummar faunritae ara in Cind

N B & = O o ' —— ™ e

Suggested Videos Explore Native/Banner/Interstitial ! Stories

Stories Feed In-stream Video Inbox

Marketplace Stories Rewarded Video Sponsored Messages



Facebook & Instagram Ads

New campaign New ad set or ad X OBJECTIVE KEY RESULT

Buying type Brand Awareness Impressions
Auction v Reach Users Reach
. L. Traffic Link Clicks / Landing Page Views
Choose a campaign objective grag
Learn more Engagement Page Likes / Event Responses / Engagements
Awareness Consideration Conversion App Installs App Downloads
Brand Awareness Traffic Conversions Video Views Video Views
Reach E t Catal Sal . .
eac ngagemen atalogue sales Lead Generation Leads (Sign-ups)
App Installs Store Traffic
Messages Messages
Video Views
Conversions Conversions (Custom)

Lead Generation

Catalogue Sales Conversions (Custom)
Messages

arthurst.com.au >
Cancel



organic
VS boost
VS ads

Organic Post Boosted Post Facebook Ads
Appears on ) 4
facebook page
Location Targeting | X
Age & Gender X
Targeting
Interest Targeting X
Language Targeting | X X
Ad Scheduling X X
Call to Action X X
Button
Optimised Bidding | X X
Multiple Images X X

40




— High Value Intent Audiences =~ Website interactions
- Viewed content (any)

- Viewed product page

- Adds to cart (ATC)

- Visitors by time spent (top 25%0)
- Initiated checkout

- Visited contact page

- Purchased

Page/ ad/ video interaction

- Watched 75% of videos

- Engaged with ads

- Opened but didn’t submit lead forms
- Messaged page

Events
- Responded interesting or going
Arthur St - Did/ didn't purchase tickets. arthurst.com.au -




Measuring Success



Return on Ad Spend - ROAS

®9 Total Campaign Revenue

"ﬂ% Total Campaign Cost

ROAS =

Arthur St | arthurst.com.au »
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Get back up to speed on Google Analytics

property.

o All accounts > Arthur St
Y Set u p ‘ A4 ol‘, Analytics All Web Site Data ~ Q, Try searching “Top countries by users” ‘ "9

A Home

' Google Analytics Home %lemHTs
 Configure web events = =
Users Sessions Bounce Rate Session Duration Active Users right now
REPORTS
, 155 182 ©6.48% 2m 38s
i @ SERImE 122.0% 1221% 12.1% 147.7% O

» & Audience

Page views per minute

» 2+ Acquisition &
» B Behaviour
Checkout Skillshop for = )
p Top Active Pages Active Users
20 No data available
0
1 12 13 14 15 16 17
May
%, Attribution ™™
Last 7 days ~ AUDIENCE OVERVIEW > REAL-TIME REPORT >

Q Discover

& Admin How do you acquire users?

Arthur St | arthurst.com.au » 44



Facebook Pixel & Events Manager

3 ® P O

90 @

Data sources

Q Search by name or ID

=H

Arthur St |

Arthur St Digital's Pixel
ID 226292261132083

©: Arthur St Digital (116873931829.. =

B Arthur St Digital's Pixel & 6 Last28days w [soI0000
Overview Test events Diagnostics History Settings
‘ 00 See events deeper in your marketing funnel e A
®

T Set up the Conversions API to see customer actions deeper in your marketing funnel, like online orders completed offline or orders
made on a partner business's website.

This can help you more accurately measure how well your ad campaigns align with and feed into your business goals.

= Pixel
All Activity 226292261132083
126 @ 2 Websites
arthurst.com.au
+1 more
4~ 1 Active Integration
1 Manage Integrations
Apr 20 Apr 23 Apr 26 Apr 30 May 3 May 6 May 9 May 12 May 15 May 18
Add Events w Q Search by event 0/50 All events v
Pixel/Conversions API Aggregated Event Measurement

arthurst.com.au >
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Use The Events Setup Tool

Add events using event setup tool

You can use the Event Setup Tool to add standard events and parameters without the need to

code. This is the easiest option to install pixel events. Learn More

How it works
Use Event Setup Tool to open your website.

Using the Event Setup Tool, select where on your
website you'd like to add events.

With a simple click, your event is added to your website
without needing to use code.

Prefer a manual option? Install events using code.

Arthur St |

arthurst.com.au >
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Useful Stuff




A one page marketing plan template:

Arthur
St

[Company Name] Marketing Plan (2023)

Who are you targeting?

‘ SEOQ professionals and website owners who want to drive more traffic to their websites.

What are your objectives?

Increase organic search visibility in the US from 3 to 6% in the next 12 months.

[add another objective here]

How will you achieve the objectives?

Tactic:

Cost:

Helps with:

Rewrite [80] low-performing | $40K (300

Increasing organic search visibility.

low-performing blog
posts

low-performing blog
posts

low-performing blog
pasts

blog posts. working hours)
[add another tactic here] [add cost] [explain]
When will you do everything?
m Q2 Q3 Q4
Rewrite 20 Rewrite 20 Rewrite 20 Rewrite 20

low-performing blog
posts

Arthur St |

[add here]

[add here]

[add here]

[add hera]

arthurst.com.au >
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Arthur St |

Examples

"Explain quantum computing in
simple terms® —

“Got any creative ideas for a 10
year old’s birthday?" —

“How do | make an HTTP request

o

in Javascript?” —

ChatGPT

4

Capabilities

Remembers what user said
earlier in the conversation

Allows user to provide follow-up
corrections

Trained to decline inappropriate
requests

ontent Writing - Chat GPT

S

Limitations

May occasionally generate
incorrect information

May occasionally produce
harmful instructions or biased
content

Limited knowledge of world and
events after 2021

arthurst.com.au >
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~ Marketing School Podcast

Suggest a Topic

m Marketing School

Marketing School
with Neil Patel & Eric Siu

LATEST EPISODE
When Should You Continue, Pause, or
Scrap a Marketing Campaign #1823

Arthur St |

@ Your free trial offer expires soon

WorkwithUs  Join Pro  Apply for Podcast

Discover Our
Latest Podcast Episodes

Search... L04

arthurst.com.au »
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~ Facebook/Meta Blueprint

META BLUEPRINT
Free online courses

Explore fast, free, self-guided courses to help build your
marketing skills across Facebook, Messenger, Instagram
and WhatsApp.

Arthur St |

arthurst.com.au >
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Google Skillshop

Google

Sk|||5h0p Explore a Get Certified v

)
et
T

Arthur St |

Master the Google tools you
use at work with online
training

Develop skills you can apply right away, with e-learning courses

designed by Google product experts. Learn at your own pace and get
Google product certified.

Get started

GROW YOUR SKILLS

arthurst.com.au >
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~ More Training

DATE: Google Search Ads Practical
April 20, 2023

ME. Workshop

930 am - 12:00 pm

LOCATION: Learn how to develop Google advertising strategies,
Runway, Federal design campaigns, setup tracking to measure

Mills 3 Mackey campaign outcomes, and maximise return on

Street, advertising spend.
COST:

$85.00

Reserve your

seat

Arthur St | arthurst.com.au »



— Questions?

Arthur St | arthurst.com.au »



Thank You

Arthur
St_

Matt Cowdell

0448 831922
matt@arthurst.com.au

grow@arthurst.com.au

West 6 Federal Mills Park,

33 Mackey St, North Geelong
Vic, 3215, Australia
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