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REMARKETING



STANDARD APPROACH TO REMARKETING

All visitors X days. The most used remarketing audience, which can be found in almost all ad accounts. 
And unfortunately, this is the point where most of ad accounts stops.



The easiest way to check the "All visitors" audience quality
is to look at the bounce rate.



CONVERSIONS BY TIME SPENT

Spend Conversions CPA

up to 30s 50 019 Kč 46 1 087 Kč

more than 30s 98 443 Kč 376 262 Kč

148 462 Kč 422 352 Kč

Both audiences had the same creative and the same CPC at the beginning of the test.



“One third of the budget 
was invested inefficiently”



OUR SOLUTION



HOW WE DO CREATE AUDIENCES

BOUNCE → Session duration (use GTM timer and event)

− 10s, 30s, 60s, 120s, ... - it depends on the type and complexity of the site

QUALITY - everything that can help you distinguish between a quality visit 
and waste, eg:

− Scrolling

− Clicks on buttons and other sites elements

− Interaction with the calculator

− Start filling the form, filled form

− Repeated visits

− Custom events



− Import custom audiences from 
Google Analytics

− GAs have a library of 
audiences ready to use

GOOGLE ADS - IT IS EASY

https://docs.google.com/file/d/1jdOLhSpb2Wk_11O-l6M4529AuMfNEpBh/preview
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− Facebook has 17 pre-set events

− Implementation is very easy using 
Google Tag Manager

− Time on the site can be done 
through a custom event

FACEBOOK ADS



FACEBOOK ADS

You can track custom events by calling the pixel's fbq('trackCustom') function, with your 
custom event name and (optionally) a JSON object as its parameters.

The main Facebook pixel must always be fired before custom events.



SEZNAM SKLIK



SEZNAM SKLIK JUST THE BASIC (PAGE VIEW)

https://docs.google.com/file/d/1GBLgCZ4kCSOUbcn5sY7NoAyC_IXlNVH6/preview
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TRIGGER SETTING IN GTM







CASE STUDY



Popis trhu



− We do not advertise with Google Ads,
we only use Seznam Sklik

− Detailed segmented remarketing by day 
of visit

− Excludes people who complete a conversion

− Active work with the creative

BIG CLIENT - SHORT LOANS

   AdGroup

  REM | did not apply for a loan (1)

  REM | did not apply for a loan (2)

  REM | did not apply for a loan (3)

  REM | did not apply for a loan (4)

  REM | did not apply for a loan (5-6)

  REM | did not apply for a loan (7-8)

  REM | did not apply for a loan (9-10)

  REM | did not apply for a loan (11-13)



− Session duration

− interaction with the calculator

− completing the steps of the 
registration form

− scrolling

125
audiences



Slider 
interaction

Session duration

Scrolling

Form steps



KEY METRICS EVOLUTION

0.32 %

0.41 %

CTR

15.7 CZK
0.61 €

12.5 CZK
0.49 €

CPC

1.6 %

2.1 %

Conversion rate

+28%-20% +31%



CPA EVOLUTION

190 CZK
7.4 €

289 CZK
11.3 € -33%



− DO NOT use the "All visitors" audience

− Combine time on page (session duration) with each audience

− If possible use Timer in GTM and custom events

− While you're in GTM, create a few more events

− Scrolling

− Clicks

− Interactions

− Combine everything into remarketing audiences

− Remember to report improvements to the client

CONCLUSION / WHAT TO DO
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