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INTRODUCING

Marketing Manager

With Marketing Manager, Grab’s comprehensive marketing
platform, you can create and manage campaigns to drive
sales and grow your business.

Marketingmanager  CAMPAIGNS

£ 01/03/21-27/05/21~  Campaign All v+ Filter

Adspend Impressions

$3,267 5,000

bl e iprssons TR v nat il

100k

ﬁ Reach Grab's extensive audience when they’re most
@ likely to take action, such as during transactions or
when browsing

Campaign start date:

AN V2 ooy oojou2n 26/05/21

<> Define who will see your ads, when and where s pr——

7\ o3/03/21 AprQ2: o0s/04/21 20521

O Enjoy the flexibility to design marketing
w campaigns that look exactly as they should

See clear sales and performance reports to help you
understand exact returns and refine your ads

|
—
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Campaign budget
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Grab is Southeast Asia’s leading Super App

9

Mobility Deliveries
Leading last-mile Leading delivery
transportation network platform

With presence across
8 Southeast Asian countries

Financial Services
Access to payment
licenses in 6 core markets . Vietham
Since 2014 Philippines

Myanmar . Since 2013
Since 2017 ' v S

, . R, |
Thailand 3 Csambgg;a / .1/}
Since 2013 ince V4

(]

) Malaysia
Since 2012 = ,

[.l
Singapore
Since 2013

Category position®

Category position' Category position?

Founded 2012

|
Indonesia
Since 2014

O -
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Source: Euromonitor for category position -~ ’
1. Southeast Asia refers to Indonesia, Malaysia, Singapore, Thailand, Philippines and Vietnam only.

Category position is based on 2020 ride hailing and online food delivery GMV and digital wallet payments TPV.

2. Online food delivery category position

I
3. Digital wallet payments category position Gf@@AdS




With a deeply engaged audience

High purchase High spending High
intent power stickiness

USD18 5X

GMV/MTU in
Q3 2021*

78%

more likely to buy
a product*

increase in proportion
of users transacting in
2 or more services*

Source:
*Grab January 2022 Omnibus survey. A total of 17,752 active Grab consumers from Indonesia, Singapore, Malaysia, Philippines, Thailand and Vietnam responded to the

survey.
"Q3 2021 Financial Report. GMV means gross merchandise value, an operating metric representing the sum of the total dollar value of transactions from Grab’s

services, including any applicable taxes, tips, tolls and fees, over the period of measurement.
+Growth in users transacting in more than one Grab vertical from Jan 2018 to Dec 2020 (also published in the investor report)



80+

audience
segments

And the data to enable
\ highly targeted campaigns

Lifestylers

Frequenting gym and lifestyle hubs, using
GrabPay & Grab Rewards to shop

Professionals Families
Working in CBDs, riding Grab Premium, Living in residential areas, traveling on
Grab for Business users GrabFamily, buying groceries on GrabMart

GraoAds
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SECTION 1

Understanding Campaign

Set your business objective and overall campaign budget.

the campaign
structure

There are three parts to any marketing Ad Group

campaign: the why, the how and the what. Define your strategy and decide who, where and how to advertise.
These come to life in Marketing Manager

through Campaigns, Ad Groups, and Ads.

Ad
Design your creatives, the user journey and set up tracking.

GraoAds




SECTION 1

Understanding
the campaign
structure

To ensure you deliver the right message to
the right audience, you can create multiple

ad groups for each campaign.

Campaign

Ad Group

Ad Group

GraoAds
GraoAds



SECTION 1

Understanding
the campaign
structure

And so you can test and learn which
creative and message resonates best with

each audience segment, you can create
multiple ads for each ad group.

Tip: We recommend creating at least three ads per ad
group. Marketing Manager will prioritise display of the
better performing ads in each ad group to optimise
your campaign.

==

GrabAds



SECTION 1

Example

WHY

Campaign
Set your business objective
and overall campaign budget.

Name: McD_NY_2022_SG
Objective: Conversion
Budget: SGD 100,000

Ad Group
Define your strategy and decide
who, where and how to advertise.

Name: Burger_Fans_CBD
Audience: Like Burgers
Placement: Food Banner
Outlets: CBD

Lifetime budget: SGD 75,000

Name: FastFood_1N
Audience: Like Fast Food
Placement: In-Transit Food
Outlets: One North

Lifetime budget: SGD 25,000

Ad
Design your creatives, the user
journey and set up tracking.

Name: Burger_Fans_Chicken
Headline: New Chicken in Town
Call-to-action: Order now!

Name: Burger_Fans_Bubble_Tea
Headline: Delicious bubbly
Call-to-action: Get it now!

Name: FastFood_1N_Chicken
Headline: New Chicken in Town
Call-to-action: Order today

Name: FastFood_1N_Bubble_Tea
Headline: Delicious bubbly
Call-to-action: Add to cart

_ Purchase now

Order food anain

GrabAds







%I:nggging in

Go to GrabMerchant Portal on your
computer browser by visiting
https://merchant.grab.com/portal and
log in using your username and
password.

For new users, an account has been
created for you so please check your
inbox for a “Welcome to Grab
Merchant” email. This email includes
your username, a temporary password,
and a link to log in.

Your temporary password expires after
5 days, but don’t worry - you can
always reset it.

GraoMerchant

Login to get started

Your username or email

Password

Forgot your password?

Forgot your username?

Business made easier

Q, Log In with Mobile Number

All the tools to run and grow your business, in one place.

Terms and Policies « Privacy Notice


https://merchant.grab.com/portal

%I:nggging in

Once you've logged in, you'll land on
the Merchant Portal homepage. Click
Marketing in the left-hand menu to go
to the Marketing Manager.

If you're not a Grab Merchant, you'll
skip the Merchant Portal and be
directed straight to Marketing Manager
on login.

Merchc

Grao
Merchant

GrabMerchant

@ B B

f] Orders
—
E\ Log in to get started
B3 Finance - —
Marketing | =
Menu
Business made easier
Inventory
Employees

Help Centre






SECTION 3

Marketing
Manager
overview

Let’s explore the Marketing
Manager homepage.

When you log in, you'll default to
your Campaigns tab.

In this screen, you can see all
the campaigns you have
created, whether they're
currently live, completed or in
draft mode.

High level details of each
campaign is shown so you can
see what'’s going on at a glance.

Grob

11 =

=4

Merchont
Marketing Manager

Campaigns

A

Ad Groups Ads

-. ‘Campaigns

+ Add Filters

Reports v

£
g

Campaigns

Change History

2022 New Summer Campaign

2022 New Summer Campaign

2022 New Summer Campaign

2022 New Summer Campaign

2022 New Summer Campaign

2022 New Summer Campaign

2022 New Summer Campaign

2022 New Summer Campaign

b & 84 8 6 8 4 6

2022 New Summer Camnaian

Last updated 1 min ago

Pacing

Good * 109%

Good * 109%

Good * 109%

Over * 130%

Under * 40%

Good * 109%

Under * 40%

Under + 40%

Under + 40%

Budget

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

%4500 50

Ad Spend

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

%3500 50

Search in campaigns

Delivery

90%

90%

90%

90%

90%

90%

90%

90%

90%

Rows per page: 15

£ 01/03/22-27/05/22 v

Q

Start Date

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

New Campaign

End date

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

120f2 D




SECTION 3

Marketing
Manager
overview

The toggle on the left gives you
a quick and easy way to turn
each campaign on and off as
needed.

You can refine your views by:

Selecting a date
range, or

@ Adding filters

Searching for a
specific campaign

Marketing Manager 1
Campaigns 5 oyo3/22-27/05/22
Advertiser.co v
{ C Ad Groups Ads
Campaigns
+ Add Filters @ @ Search in campaigns Q
Reports v
Status Campaigns Pacing Budget Ad Spend Delivery Start Date End date
Change History
-9 2022 New Summer Campaign Good * 109% $4500.50 $3500.50 ~ @==——— 90% 01/04/22 22/04/23
1
1 - 2022 New Summer Campaign Good * 109% $4500.50 $3500.50 - 90% 01/04/22 22/04/23
1
I
: - 2022 New Summer Campaign Good * 109% $4500.50 $3500.50 ~ @==—— 90% 01/04/22 22/04/23
1
I
—————————————— @ «® 2022 NewSummer Campaign Over - 130% $4500.50 $350050 ~ @mm— 0% 01/04/22 22/04/23
- 2022 New Summer Campaign Under + 40% $4500.50 $3500.50 - 90% 01/04/22 22/04/23
- 2022 New Summer Campaign Good * 109% $4500.50 $3500.50 - 90% 01/04/22 22/04/23
. e ) 2022 New Summer Campaign Under + 40% $4500.50 $3500.50 - 90% 01/04/22 22/04/23
- 2022 New Summer Campaign Under * 40% $4500.50 $3500.50 ~ emm—— 90% 01/04/22 22/04/23
- 2022 New Summer Camnaian Undier - 40% 44500 50 $3/ONEN ew— 0% 01/04/22 2104123

Last updated 1 min ago 120f2 D

Rows per page: 15



SECTION 3

Marketing
Manager
overview

The tabs at the top let you
switch quickly between
Campaigns, Ad groups and Ads.

Grob
Merchont
Marketing Manager 1
Campaigns
e
Advertiser.co &
a Ad Groups
Q Campaigns
+ Add Filters
ﬁ Reports v
® Status Campaigns
Change History
- 2022 New Summer Campaign
- 2022 New Summer Campaign
- 2022 New Summer Campaign
- 2022 New Summer Campaign
e ) 2022 New Summer Campaign
- 2022 New Summer Campaign
-9 2022 New Summer Campaign
8 - 2022 New Summer Campaign
= - 2022 New Summer Camnaian
®

Last updated 1 min ago

Ads

Pacing

Good * 109%

Good * 109%

Good * 109%

Over * 130%

Under * 40%

Good * 109%

Under * 40%

Under + 40%

Under + 40%

Budget

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

%4500 50

Ad Spend

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

%3500 50

Search in campaigns

Delivery

90%

90%

90%

90%

90%

90%

90%

90%

Rows per page: 15

£ 01/03/22-27/05/22 v

Q

Start Date

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

New Campaign

End date

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

120f2 D




SECTION 3

Marketing
Manager
overview

If you create or manage
campaigns for more than one
outlet, you can switch between
them using this drop-down.

And the left menu allows you to
dive into your

@ Reports and see the

Change History of your
@ campaign, ad group and
ad.

Grob
Merchont

Marketing Manager

Campaigns
e
=5 el ¥ Campaigns
I~ —Q -.campaigns

ﬁ Reports v@
® Status  Campaigns Pacing Budget Ad Spend Delivery Start Date End date

Change History @
2022 New Summer Campaic - 10 1/04/22

22 New Summer Campaic

01/04/22




SECTION 3

Marketin
Manager
overview

But for now, let’s create your first
campaign by clicking New Campaign.

Grob
Merchont )
Marketing Manager 2
Campaigns
e
Advertiser.co v
= \ C Ad Groups
9 ‘Campaigns
+ AddFilters
ﬁ Reports v
@ Status Campaigns
Change History

- 2022 New Summer Campaign
- 2022 New Summer Campaign
- 2022 New Summer Campaign
- 2022 New Summer Campaign
- 2022 New Summer Campaign
- 2022 New Summer Campaign
e ) 2022 New Summer Campaign

&8 - 2022 New Summer Campaign

2 - 2022 New Summer Camnaian

®

Last updated 1 min ago

Pacing

Good * 109%

Good * 109%

Good * 109%

Over * 130%

Under + 40%

Good * 109%

Under + 40%

Under + 40%

Under + 40%

Budget

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

%4500 50

Ad Spend

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

%3500 50

£ 01/03/22 - 27/05/22 v

Search in campaigns Q New Campaign

Delivery Start Date End date
- 90% 01/04/22 22/04/23
- 90% 01/04/22 22/04/23
- 90% 01/04/22 22/04/23
- 0% 01/04/22 22/04/23
- 90% 01/04/22 22/04/23
- 0% 01/04/22 22/04/23
- 90% 01/04/22 22/04/23
- 90% 01/04/22 22/04/23
-_— 0% 01/04/22 22/04/23

Rows per page: 15 120f2 < D







SECTION 4

Campaigns

Before we can get to the fun part - the
ad creative - you need to build your
campaign on Marketing Manager.

O Define your Campaign

Configure your Ad Group

Create your Ad

1 Campaign © Adgroup

Campaign objective

Awareness

Reach

Get your message in front of as many
people as possible

New Campaign

Campaign name

Budget

Lifetime budget

SGD

Pacing type

Even

Attempt to spend lifetime budget evenly.

© ad

Consideration

Site / store Traffic

Send people to your website or your
store on Grab

Daily spending limit Optional

SGD

Conversion

Sales on Grab

Get more orders through your store on
Grab




SECTION 4

Goal-driven
campaign
creation

When you start a campaign, you'll be asked to
define your objective. We optimise your ads
based on your objective, to help you achieve
better results and return on your investment.

There are three objectives to choose from:

Reach: Reach ads are for getting your brand in
front of consumers and building awareness.

Site/store traffic: Traffic ads help compel
customers to learn more about your business and
increase consideration for purchase.

Sales on Grab: Sales ads are focused on driving
more orders and higher conversions to your
business - either through the app or in person.

1 Campaign © Adgroup O Ad

Campaign objective

Awareness Consideration

Reach Site / store Traffic

Get your message in front of as many
people as possible store on Grab

New Campaign

Campaign name

Budget
Lifetime budget Daily spending limit
SGD SGD
Pacing type
Even ™

Attempt to spend lifetime budget evenly.

Send people to your website or your

Optional

Conversion

Sales on Grab

Get more orders through your store on
Grab




SECTION 4

Name your
campaign

1 Campaign © Adgroup O Ad

Reach Site / store Traffic Sales on Grab
Get your message in front of as many Send people to your website or your Get more orders through your store on
Once you've set your campaign objective, P e o
you'll need to give your campaign a name.
This name is for your internal purposes only fewCampaign
and is not shown to your audience.
However, we still recommend using a clear cpeIon Do
and detailed name so that you and others ~ -------- ([ J
who may manage your campaigns can
easily identify it in your Marketing Manager
campaign list in future. Budget
Lifetime budget Daily spending limit Optional
SGD SGD
Pacing type
Even N

Attempt to spend lifetime budget evenly.



Set your
budget

Finally, set your campaign budget. You do
this over three parts:

Lifetime budget: The total spend shared by
all ad groups and ads over the entire
duration of your campaign. Once this limit is
reached, your ads will no longer display.

Daily spending limit: You can break up your
lifetime budget over the course of your
campaign with an optional daily spending
limit. Once spend across your ad groups
and ads reach this limit in a single day, your
ads will stop displaying until the next day.

Pacing: Pacing allows you to set how fast
you would like to spend this budget. Even
pacing spreads your spend evenly across
the duration of your campaign. ASAP pacing
focuses on spending your budget as fast as
possible, which can reduce the campaign
duration.

1 Campaign © Adgroup

Campaign objective

Awareness

Reach

Get your message in front of as many
people as possible

New Campaign

Campaign name

® Budget

Lifetime budget

SGD

Pacing type
Even

Attempt to spend lifetime budget evenly.

O Ad

Consideration

Site / store Traffic

Send people to your website or your

store on Grab

Daily spending limit

SGD

Optional

Conversion

Sales on Grab

Get more orders through your store on
Grab




SECTION 4

Save your
campaign

Before exiting this screen, make sure
you click Next to save and start
creating your first Ad group, or Save

and Exit.

You can always come back to edit your

campaign details later.

1 Campaign © Adgroup

Campaign objective

Awareness

Reach

Get your message in front of as many
people as possible

New Campaign

Campaign name

Budget

Lifetime budget

SGD

Pacing type

Even

Attempt to spend lifetime budget evenly.

O Ad

Consideration

Site / store Traffic

Send people to your website or your Get more orders through your store on

store on Grab

Daily spending limit

SGD

Conversion

Sales on Grab

Grab

Optional

Save and Exit ':‘E'







SECTION 5

Full control
over ad groups

Food Travel Transport

GrabUnlimited: $4 OFF every
delivery fee

‘ Define your Campaign

Balance Use Points

. Configure your Ad Group ssos @ 16

Start Today -

Create your Ad

Your ad groups define how you will achieve your campaign
objectives. In them, you set:

e  When and where your ads will display EE—
° How your ads will be shown to your audience, and Sponsored by Korea Tourism Of

° How much of your overall campaign budget will be spent
on these ads. Get rewarded with Challenges

You can create more than one ad group for each campaign to O

optimise your message and spend across different ad types,
audiences, placements and times.

GraloAds
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SECTION 5

N © campaign 2 Adgrowp @ Ad
dame your
a d r : u New Ad Group
g I Ad group name Audience Reach ©
6K-6.8K
The first step in creating your ~ =~~~ T ®
ad group is a hame. Scheduling Estimated daily results
Daily  Lifetime
AS W|th your Campa|gn’ ma ke Time zone: GMT +08:00 (Account's default time zone) i ressons
sure your ad group names are Stan na 26K-3K
detailed and easy to |dent|fy, 06Dec2022 ~ 0200 pm v 06Dec2022 “  04:00pm v :gge:;“pe"d
as you can navigate straight
to them from the Marketing i e
Manager homepage. opetoralhours Recommended Bid ©
SGD 16.24

Specify days & hours

Schedule ad group to deliver as per selected. Vour current bid

—C—
Ad type & placements seD 159 2874

Ad type
Image Video Search & Listing
Ad with visual image Ad with motion video Your store name will be at the top of the

AN\



SECTION 5

Schedule
your ads

All ad groups have a start and end
date and time. But you can
customise exactly when during your
campaign you want your ads to
display.

To do this, toggle on Specify days &
hours.

If you want to drive traffic to your
Grab store and target people by
their physical location, Outlet
dayparting will automatically
schedule your ads to run during the
opening hours for your chosen
outlets.

-@®

\\\\

@ campaign
Merchant Campaign 01

Scheduling

2 Adgroup

O A

Time zone: GMT +08:00 (Account's default time zone)

Start

06 Dec2022 v

02:00 pm

Outlet dayparting  Not activated ©®

v 06 Dec2022 v

Tip: Consider your ad message when choosing your
schedule. If you're promoting lunchtime specials, for

ad

example, you might want to limit your ads to 11am-1pm on
d weekdays to target hungry customers near your stores.

Audience Reach ©
6K-6.8K
End

04:00 pm v
Estimated daily results

Daily Lifetime

Selecting targeting by outlet will enable your ads run on your outlets

operational hours

Specify days & hours O

Schedule your ad group to be delivered on set days and times

Select days and times to run your ads,
0 DO O G O €
Monday

Select time

Ad type & placements

Ad type
Image

Ad with visual image

Ad placements

@ Automatic placements

Back

v

to

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ©
SGD 16.24

Select time v

Your current bid

—C—
SGD 1159 2874

Video

Ad with motion video

Search & Listing

Your store name will be at the top of the
listing page

Save & Exit

GraoAds



SECTION 5

Select your
ad type

Your ad type is defined by the kind of
media you'll use - Image, Video* or
Search & Listing.

Once you've chosen your ad type,
you can select your ad placements.

When you choose Automatic

placements, Grab will use its data
and ad intelligence to display your
ads to your audience when and
where they’re most likely to take
action.

*GrabFood and GrabMart feed
placements for video coming soon

N\

@ campaign

2 Adgroup O Ad
Merchant Campaign _O1
Ad type & placements
Ad type
Image Video Search & Listing

Ad with visual image Ad with motion video Your store name will be at the top of the

listing page

Ad placements
@ Automatic placements

Use automatic placements to maximise your budget and help show your ads to more people. Grab's delivery system will
allocate your ad set's budget across multiple placements based on where they're likely to perform best

o Manual placements

Manually choose the places to show your ad. The more placements you select, the more opportunities you'll have to reach
your target audience and achieve your business goals

Bidding

Bid Strategy: Target bid

Bid price Pay per
SGD 16.24 Impressions (CPM) s 4

® Recommended bid: SGD 16.24. Similar advertisers are bidding SGD 11.59-SGD 28.74.

Ad Group Spending Limit
Lifetime limit Optional
<GD

Back

\\\\\N

Audience Reach ©
6K-6.8K

Estimated daily results

Daily  Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ©
SGD 16.24

Your current bid

—C—
SGD 159 2874

GraoAds



SECTION 5

Define ad
placements

If you'd like to limit where your ads will
display, choose Manual placements.

For video and image ads, you can
choose different Grab app Feeds and in
transit when people are waiting for

certain Grab services.

For search & listing ads, you can choose
different search and listing pages.

You can see an example of how ads in
each placement look in the preview
panel on the right-hand side.

Important: Grab'’s delivery system does not
optimise the location of manual placement

ads. To maximise your budget and help show

your ads to more people, select Automatic
placements.

Keep learning: Learn more in our Ad Types
and Placements guide.

AW

Feed

High visibility, great for
discovery and awareness

Grab Home feed
Food Home feed

Mart Home feed

In transit

Engage more people while
they are waiting for Grab
services

Food in progress
Mart in progress
Transport in progress

Express in progress

9:41 -l -

Discover over 2 million hotels

Book your next hote with Grab @

Q_ Looking for something? =
[[rromo ] :
e =5 e
Food Mart Transport  Express  Attr:
Balance — Use Paints

Search

Boost your business to
premium position and get
more visibility as people
search on Grab

Food search result

Grab home search results ©

Listing
Boost your business to
premium position and get
more visibility as people
browse on Grab

Food homepage list
Food category list @

Food cuisine list ©

A\

4
L

s 1AM 100% )

< Q keyword|
S sotbyt  Cusine  New  Promo

Advertiser restaurant
name

13Km - % 45017 -$55
$5XX XX Delivery - Cusine

Grab Home feed
Display ad

GraoAds


https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-2-%5BMarketing%20Manager%5D%20Ad%20Types%20&%20Placement%20Guide_v1.1.pdf?grab_external=true
https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-2-%5BMarketing%20Manager%5D%20Ad%20Types%20&%20Placement%20Guide_v1.1.pdf?grab_external=true

N\

@ campaign
Merchant Campaign 01

SECTION 5

Choose your
keywords

|f you're running searCh adS' you'” Choose from a list of suggested keywords or enter any term you want to rank for. Estimated daily results
need to define the keywords you

2 Adgroup O Ad

Keywords for search ad
Audience Reach ©

O Automatic keywords 6K-6.8K

Grab will assign the most effective keywords for your Grab store

Search or browse keywords Q Daily  Lifetime
want your ad to rank for on search
pages. You will skip this step if you P ; Keyvords Gorted by releverce) 26K-3K

H [J swensen's 450K+ Estimated Ad Spend
selected listing placements only. cenerchomords > P
[J funtoast 450K+
. . Biddin Branded keywords >
With Automatic keywords, Grab [0 Wispy breme asoks
will use its data and ad intelligence O i ok Recommended Bid ©
o o SGD 16.24
to assign the most effective - — o
keywords for your store. s
[ milktea 450K+ m
@+
To define your own keywords, choose O vaffies 450K+
Select keywords. You can choose any adl [ pars baguette 150K+
of the suggested keywords or manually el e o
enter your own. o
[ tea 450K+

We recommend selecting 15-20
keywords for each ad group for optimal Frequency Capping

ad performance.

Keep learning: Learn keyword ad strategies in
our Ad Types and Placements guide. GraoAds


https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-2-%5BMarketing%20Manager%5D%20Ad%20Types%20&%20Placement%20Guide_v1.1.pdf?grab_external=true

2 Adgroup O Ad

_ \\a x

@ campaign
elect yo ur
= : Bidding
I I n Audience Reach ©

6K-6.8K

Bid Strategy: Target bid

r Bid price Pay per
s a e g y SGD 1624 Impressions (CPM) v

@ Recommended bid: SGD 16.24. Similar advertisers are bidding SGD 11.59-SGD 28.74.

Estimated daily results

Daily  Lifetime

Under Bidding, set your Bid price, or the - Estimated Impressions
. ) . Ad Group Spending Limit 2.6K-3K
maximum amount you'll pay for each ad by click
q q Lifetime limit Optional Estimated Ad Spend
or for every thousand impressions. The actual 6D 1K
amount you're charged can be lower than your *e0
set limit, depending on competing bids.
a Q a Fi C i i
For video and image ads, you can set your Bid requency capping Recommended Bid &
price based on cost per click or per thousand sD16.24
impressions. Your current bid
Audience @
° CPC (cost per click): When you choose
CPC, you will only pay when someone PSS o WAL Feach sop mso 574
clicks on your ad. This strategy can be Define your audience by using Grab audiences, your existing lst of audiences or both

more effective for conversion-focused
ads Grab audiences ©

Include people who match

CPM (cost per thousand impressions):
When you choose CPM, you pay for
every thousand times your ad is Exclude
displayed. This strategy can be more

effective for awareness-focused ads. S

Back sesei | ([

Search and listing ads are always charged on a
cost per click (CPC) basis. \\\\\ GrabAds

Browse and search demographics, interests and behaviours Q



\\\ Tip: Use the Forecasting widget on the right to understand
your potential reach, clicks and ad spend for your Bid price,

SECTION 5 © campaign yre— © based on your target audience. The forecasts are updated in
Meichant Campaign .01 real time as you refine your ad group and can help you

S e I e ct yo u r determine the right strategy for your campaign.

= : Audience Reach ©® ®---- E
bidding |
St ra t e g y Estimated daily results .— oo JI

Daily Lifetime

Estimated Impressions

2.6k - 3k

Estimated Ad Spend
sGD 1k

Recommended Bid © @-----
SGD 16.24

Your current bid

————
SGD 1159 2874

Keep learning: Marketing Manager uses a
second price auction to determine the
winning bid. That means the main factor
influencing actual cost is demand, or the
number of businesses advertising at the
same time.

Learn more in our Auctions guide.
GraoAds


https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-6-%5BMarketing%20Manager%5D%20Auction%20Guide_v1.1.pdf?grab_external=true

Keep learning: Marketing Manager uses a second price auction
to determine the winning bid. That means the main factor

influencing actual cost is demand, or the number of businesses

SECTION 5 advertising at the same time.
@ campaign . . .
AI I o c a te PARIRRPRI O -t L R Learn more in our Auctions guide.
Bidding
o u r u et Audience Reach ©
Bid Strategy: Target bid 6K-6.8K
Bid price Pay per
SGD 16.24 Impressions (CPM) v

Estimated daily results
@ Recommended bid: SGD 16.24. Similar advertisers are bidding SGD 11.59-SGD 28.74.
Daily  Lifetime

Estimated Impressions

If you'd like to limit the portion of Ad Group Spending Limit 2 6K3K
your overall campaign budget Utetime i Optional
allocated to this ad group, enter a s6D SGDIK
Spending limit.

Frequency Capping Recommended Bid ®
If you don't specify a spending limit, sGD16.24
Marketing Manager will optimise
spend across your ad groups based Audience @

on your campaign objective.

People you want to reach
Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences ©®

Include people who match

Browse and search demographics, interests and behaviours Q

Exclude

N



https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-6-%5BMarketing%20Manager%5D%20Auction%20Guide_v1.1.pdf?grab_external=true
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SECTION 5
© campaign 2 Adgroup O Ad
S t ‘ Merchant Campaign _O1
Bidding
frequency
° Bid price Pay per
c a I n SGD 16.24 Impressions (CPM) v
® Recommended bid: SGD 16.24. Similar advertisers are bidding SGD 11.59-SGD 28.74.
You can further refine your bidding Ad Group Spending Limit
strategy by setting frequency 'SGD‘ coent
capping.
Frequency capping lets you set the -@ Frequency Capping @D
maximum number of times your ad can Cap
be shown (impressions) per day or hour. 0
This is an optional setting. .
0 Day v
Audience

People you want to reach
Define your audience by using Grab audiences, your existing list of audiences or both

Audience Reach ©
6K-6.8K

Estimated daily results

Daily  Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ®
SGD 16.24

Your current bid

—_—
SGD 1159 2874

N




SECTION 5

Define your
audience N

\\\\\

@ campaign

2 Ad group O Ad
Merchant Campaign _01

Audience

People you want to reach

Define your audience by using Grab audiences, your existing list of audiences or both
Grab audiences ©

Your Audience are the people your e peope o maich

ads will be shown to. You can define rovse.and search demographics,nterests and benaviours

who these people are by Grab Exclude

audiences or your Existing
audiences.

Existing audiences ®

Include your audiences

Browse and search demographics, interests and behaviours

Exclude

Targeting

O By outlet
Show your ad to people around your outlets and direct them to your Grab stores.

If you're running search ads, targeting your ads
by audience is not recommended. You can skip
this step.

O Bylocation
Show your ad to people by country and cities, and direct them to an external link

\\\\\N

Back

Audience Reach ©®
6K-6.8K

Estimated daily results

Daily Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ©®
SGD 16.24

Your current bid

——
SGD 1159 2874

Save & Exit ':“

GraoAds



SECTION 5

Define your
audience

\\\\\

@ campaign
Merchant Campaign _01

2 Ad group O Ad

Audience
Audience Reach ©®

People you want to reach 6K-6.8K

Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences © . .
Estimated daily results

Under Grab audiences, select from " @ cepeoiewroman

our hlghly_deﬂned user Segments Browse and search demographics, interests and behaviours Q Daily  Lifetime

to connect your business to the — ek

right people. You can refine by
Existing audiences ® SGD 1K

demographics, food choices, visits
tO p|aC€S Of intereSt (PO|S), ﬁnanCia| Browse and search demographics, interests and behaviours Q
services usage, and many more. Recommsndd B ©

SGD 16.24

Exclude

Your current bid

Targeting m

——
SGD 1159 2874

O By outlet -
Show your ad to people around your outlets and direct them to your Grab stores.

By ion
O Bylocatio o
Show your ad to people by country and cities, and direct them to an external link

Back sesen | ([
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SECTION 5

Define your
audience

\\\\\

@ campaign
Merchant Campaign _01

2 Ad group O Ad

Audience
Audience Reach ©
People you want to reach 6K-6.8K

Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences ©

. Estimated daily results
You can select multiple Grab e peope o maich
. . . I il i ai ifetime
audiences Of demograph|csl interests - - - - - - [EEEEE——. Browse and search demographics, interests and behaviours  __ _ _ _ _ _ _ _ _ _ _ __ _ _. | B Lt
9 | Estimated Impressions
and behaviours. : 2.6K-3K
I Estimated Ad Spend
Demographic v Age > 1824 | SGD 1K
Affinity v Gender > 2534 .
Keep Iearn]ng: Learn gbout Gra.bs audience In-Market > 3544 Récommanded Bld ®
segments in our Audiences guide Device Usage . 55a SED16.24
55-64 Your current bid
65+ _o_m
SGD 159 2874

Show your ad to people by country and cities, and direct them to an external fink

Back sesen | ([

\\\\\N
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SECTION 5

Define your
audience

Within each selection group, people
who identify with any one of the
chosen characteristics will be included
(OR logic).

For example, if you created a group of
ages 18-24 + 25-34, + an in-market
behaviour of “Breakfast”, the targeting

would become aged 18-34, OR who
have bought breakfast on Grab would
be included.

N

@ campaign

2 Adgroup © Ad

Merchant Campaign 01

Audience

People you want to reach

Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences ®

Include people who match
Demographics > Age

824 ® 253 ®

In-market > Food & Beverages

Breakfast ®

Browse and search demographics, interests and behaviours

Narrow down Exclude

Existing audiences ©®

Include your audiences

Browse and search demographics, interests and behaviours

Exclude

Targeting

Back

O By outlet
Show your ad to people around your outlets and direct them to your Grab stores.

Audience Reach ©
6K-6.8K

Estimated daily results

Daily  Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ©
SGD 16.24

Your current bid

———
SGD 1159 2874

GraoAds
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SECTION 5 X

Define your
audience

@ campaign
Merchant Campaign 01

2 Adgroup © Ad

Audience
Audience Reach ©®
People you want to reach 6K-6.8K

Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences ®

You can also build your target
audience using AND/OR logic via

Estimated daily results

1824 ® 2534 ®
. Estimated Impressions
the Narrow-down option. You can 26K-3K.
. In-market > Food & Beverages -
narrow down your audience up to e
3 times. SGD 1K
Browse and search demographics, interests and behaviours Q
Narrow down Exclude
_____ [ ] Recommended Bid ®
Existing audiences ©® SGD16.24

Include your audiences
Your current bid

Browse and search demographics, interests and behaviours Q @
——
Exclude SGD .59 2874
Targeting
O By outlet W

Show your ad to people around your outlets and direct them to your Grab stores

NN\



SECTION 5

Define your
audience

As you add a second selection
group using the narrow down option,
only people who belong in both
groups will be included. (AND logic)

For example, if you created two

selection groups, one with ages

18-24 and 25-34, and a second for

in-market behaviour of “Breakfast”, -9
only people aged 18-34 who have

bought breakfast would be included.

In summary, the OR logic applies
within a selection group; while the
AND logic applies across selection
groups.

N

@ campaign
Merchant Campaign 01

2 Adgroup © Ad

Audience
People you want to reach
Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences ®

Include people who match
Demographics > Gender

Female ®

Browse and search demographics, interests and behaviours

And must also match
In Market > Food & beverages

Breakfast ®
Browse and search demographics, interests and behaviours

Narrow further Exclude

Existing audiences ®

Include your audiences

Browse and search demographics, interests and behaviours

Exclude

Targeting

Back

Audience Reach ©®
6K-6.8K

Estimated daily results

Daily ~Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ®
SGD 16.24

Your current bid

—C—
SGD 1159 2874

Save & Exit '!a

GraoAds
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@ campaign
Merchant Campaign _01

SECTION 5

Define your
audience

2 Ad group O Ad

Audience
Audience Reach ®

People you want to reach 6K-6.8K

Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences © . .
Estimated daily results
Include people who match

Browse and search demographics, interests and behaviours Q Daily  Lifetime

Estimated Impressions

Under Existing audiences, you can Exclude 26K-3K
search and browse all existing o
customers, e.g. custom, lookalike g O SGDK
audiences or use a previously [Bmwsem search demographics, interests and behaviours & q}

defined and saved audience group.*

All audiences Custom saved Lookalike id ®
— Size
5,000,000
H Prospective customers
GrabMerchant advertisers can also O o o have o vyl i v o resicommonsithyour i ulibmers (ociaie)
access default custom commerce Tan [ Neweoumes
People who have never placed an order with you E
audiences. I — z
Customers who d from you in the past 30 days New consumers — People
Churned customers who have never placed an
Customers who have not ordered from you in the past 30 days order with you

*Saved audiences coming soon

O Bylocation
Show your ad to people by country and cities, and direct them to an external link

Back sesen | ([

\\\\\N
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@ campaign
Merchant Campaign _01

SECTION 5

Define your
audience

2 Ad group O Ad

Audience
Audience Reach ©®

People you want to reach 6K-6.8K

Define your audience by using Grab audiences, your existing list of audiences or both

Grab audiences © . .
Estimated daily results

To ensure your ads are only shown tochide peoplbuho mach

tO your tal’get CUStomerS and Browse and search demographics, interests and behaviours Q Daily  Lifetime

. . Estimated Impressions

improve the cost effectiveness of fe@ e 2 OK3K

your campaign, you can also define o

Existing audiences
who should not see your ads under SGD1K
EXC|Ude. Browse and search demographics, interests and behaviours Q
-= - '. Exclude Recommended Bid ®

SGD 16.24

Your current bid

Targeting m

—C—
SGD n.59 2874
O By outlet -
Show your ad to people around your outlets and direct them to your Grab stores
O By location v

Show your ad to people by country and cities, and direct them to an external link

Back sesen | ([
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Add
location
targeting

To ensure only relevant members of

@ campaign
Merchant Campaign 01

2 Adgroup O Ad

Targeting

O By outlet

Show your ad to people around your outlets and direct them to your Grab stores.

5 ® By locati
your target audience see your ads, -9 O
Targeting further refines your ad
display rules by Location or Outlet. Norsetar ®  GeorgeTown ®  Kula Lumpur ®
. . ey Countr Cities
To advertise only in select cities and ' o
Malaysia v Multiple cities

countries, select Location. People
who click on your ads will be
directed to your chosen landing
page (e.g. your website).

NN

Audience Reach ®
6K-6.8K

Estimated daily results

Daily Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ©
SGD 16.24

Your current bid

—_—
SGD 1159 2874

GraloAds



Add _

@® Byoutlet v
t I t Show your ad to people around your outlets and direct them to your Grab stores
o Indonesia
targeting
Search by outlet name Q City
Ambon
When you select Outlet, | —
Select all outlets from all cities Radius
only people who can order 208m
Ambon > Select all
from your chosen outlets
X . Banjarbaru > Biltar east Monday 8am-6pm
(using Outlet IDs) will be ) Tosadny sam-6pm
Batam > Biltar West
shown your ads. People sty Bopeip
. . Bekasi > Tambora Thursday 8am-6pm
who click on your ads will - Sam=dipm
. Java > Makulu
be directed to your Grab _ i O
Madiun > Java Sunday Open all day
Store.
Pegar > Jubanu Address
JI. RS. Fatmawati Raya No.33,
Cipete Utara, Kec. Kby. Baru,
Kota Jakarta Selatan, Daerah
Byl = Khusus Ibukota Jakarta 12450,
ylocation v Indonesia
Show your ad to people by country and cities, and direct them to an external link

AN\



Tip: If you have a reach, click or conversion goal
in mind, adjust your targeting settings until the
predictions reflect it.

SECTION 5

Check the
estimated
results

At the top-right, you'll see Marketing
Manager’s predictions for your
delivery, performance and bid price

based on your ad group settings.
You can toggle between Lifetime
and Daily estimated results.

These predictions are updated in
real-time as you refine targeting and
can be used to build the strategy of
your campaign.

N\

Audience Reach ©
6K-6.8K

Estimated daily results

Daily Lifetime

Estimated Impressions

2.6K-3K

Estimated Ad Spend

SGD 1K

Recommended Bid ®
SGD 16.24

Your current bid

16.24

. @ me——
SGD 11.59 2874

GraoAds



\\\

SECTION 5 @ campaign

Merchant Campaign _O1

Confirm _
your bid

Bid price Pay per

2 Adgroup © Ad

SGD 16.24 Impressions (CPM) v
Estimated daily results

© Recommended bid: SGD 16.24. Similar advertisers are bidding SGD 11.59-SGD 28.74.
Daily  Lifetime

Estimated Impressions

Ad G Spending Limit 2.6K-3K
You can also see a recommended e
N N N Lifetime limit tiona Estimated Ad Spend
bid price and price range under - SGD 1K
Recommended bid. The
recommendation is based on your
ad group targeting. Frequency Capping @D Recommended Bid ®
group targ g a 56D 16.24
0

Your current bid

Per @

SGD 159 2874

Audience

People you want to reach
Define your audience by using Grab audiences, your existing list of audiences or both

Keep learning: You'll only ever pay the =
minimum amount possible to win a placement. - SRR -~~~ - Bk T T T T T T T T T T T T T T T oo oo ST - |

Learn more in our Auctions guide.
\\\ GraoAds


https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-6-%5BMarketing%20Manager%5D%20Auction%20Guide_v1.1.pdf?grab_external=true

\\\

SECTION 5 @ campaign

Merchant Campaign _O1

Save your
ad group

Estimated daily results

2 Adgroup © Ad

When you're done, don't forget to Scheduling
save your ad group by clicking Next.

Daily  Lifetime

Estimated Impressions

You can edit your ad group later by 26K-3K
selecting it from the Marketing el St
Manager homepage Via the 1May 2022 v 03:00 AM v 14 May 2022 ~  03:00 AM v SGD 1K
Ad Groups tab. SayPart

ay Parting

Recommended Bid ©®

Outlet Targeting  Not activated
SGD 16.24

You can also Save and Exit to keep
your ad group in draft mode and
come back to finalise the settings

Iater- Ad type & placements

Ad type
Image Video Search & Listing
Ad with visual image Ad with motion video Your store name will be at the top of the

isting page

Save & Exit '=E'

\\\ GraloAds






© campaign © Adgroup /%]
Merchant Campaign_01 Merchant group _01
SECTION 6 image
Ad S Creative content
Media
’ 8 Feed
Now youve set up your campaign
ot -
it's ti Grab Home feed
and ad groups, it's time to get Changeimage rab Home fee
X i Discover over 2millon hotels
creative with your ads. R Food Home feed
Q. Looking for something? = Mart Home feed
Content
@ d
. . = @ & 2 ¢
@ Define your Campaign Headine . ) 1 tramsit
sace wserans
ss5280 @ 800 L Food ordered
45 characters left < >
o Order now H Mart ordered
@ Configure your Ad Group Caltoaction .
Select a call to action v Bring Trgsnportin pragress
your ha
baCk o Express in progress
Advertiser display name
. Create your d Getfrecbies with every purchase Headi
10 characters left
Order food again
- . ) R
Post-ad destination Grab Home feed
Image ad
Where should we direct the audience when they click your ad?
Download Preview v
Clickthrough URL
https:// Preview for illustration purposes only.

You're responsible for the content of your ads. See Grab's Ad policy

Tracking links  J

Back Save and Exit Review and Publish

\\\\\ GraoAds




SECTION 6

Ad creation
made simple _
e = & 2 (@

Your ads are what your audience will see Foed Mert  Trensport Efpress  Airme
and interact with across the Grab app.

_l
J

Q Looking for something?

r
L

& Ridetowork () 28780 1,373 Pc
In Marketing Manager, you can create

image or video ads, tell compelling Purchase now -

messages and define your post-click
experience.

Remember, you can have more than one
ad per ad group. Depending on your ad
group settings, multiple ads let you A/B
test your creative or allow Marketing T Sponsored by GC Shampoo

Manager to optimise display based on Ordder fond anain.

what’s more likely to lead to clicks. 0O 5] K = @©

Home Activity Payment Inbox Account

\\\ GraoAds

Note: Search ads appear as sponsored
versions of your Grab listings and cannot be
edited.




Keep learning: Learn all you need to know about
preparing your creative assets in our Ad Types

SECTION 6 and Placements guide.

© campaign © Adgroup .y
a r Merchant Campaign_01 Merchant group _01

Merchant Campaign_01 > Merchant group _O1

with your
language B -

9:41 -l -

Grab Home feed
Ad content language

. oo o .. English o ?s:;vemj::n:‘:m:ms U._ Food Home feed
The options shown when you - N
reach this page will depend on i
@ 2
whether you chose to create an o = ¥ e 2 i
. o Food Mart  Transport  Express  Aur In transit
Image ad or a Video ad in your ad e
group settings. ) Sam @ e " , Food ordered
Creative content Order now i ocalls Mart ordered

To make sure your ads resonate
with your target audience, start by Media
setting your Ad content language.
The languages available are

Trasnport in progress
Express in progress

& Upload Image

A pload PNG or JPEG, image aspect ratio 2, width 1200px, less than 1MB
determined by your target Orderfoodagain
countries. - . 7E .
Content
Hea Grab Home feed
Image ad
45 characters left Download Preview v

\\\ GraoAds
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SECTION 6

Set your
search &
listings ad
destination

If you're creating a Search ad,
specify where you would like your
consumers to go to once they
click your ad in the post-ad
destination field.

English

Post-ad destination

Tracking links ™



Tip: Adding text to your image can be a good way to
attract attention. But, if you do, make sure it doesn’t
repeat the message that will display in your headline or
call to action (CTA).

© campaign © Adgroup .y
p O a Merchant Campaign_01 Merchant group _O1

Merchant Campaign_01 > Merchant group _O1

your image

Ad name
Feed
If you're creating an Image ad, - I
. ra jome fee
start by uploading a clear, Ad content language B mtntonts
beautiful picture of your product English v skt @ g Food Home feed
under Media. Your image aspect Q ookrgtorsometingg | 3 Mart Home feed
ratio should be 2:1 and the file no < S aen
Image — A ]
|arge|’ than 1MB' 9 Food Mart  Transport  Express  Atre In transit
¢ ::S:;; a :Ssco;mm Food ordered
Creative content Order now i ocallt Mart ordered
Bl’i"g ) { p Trasnport in progress
Media your hal' & ~ ¢
pack 10 li LB Express in progress
___________ @ & Upload Image Gelimeb\eswlfnevery:cnase Headl
pload PNG or JPEG, image aspect ratio 21, width 1200px, less than IMB ! - )
Order food again
- )
Content
e Grab Home feed
i Image ad
4 1arac T

Download Preview v

N\

GraoAds
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SECTION 6

Review
your image 2 0 -

ol T -
Grab Home feed
Discover over 2 million hotels l]:"
Book your next hotel with Grab @) a Food Home feed

On the right-hand side, you can 9, G rymeding
see a real-time preview of your ad o

Mart Home feed

as it will appear in various ot M Toner s At In transit
placements through the Grab app. T o
< >
Order now : call Mart ordered

Trasnport in progress

Express in progress

Indulge in Japanese style Headl
Sponsored by Spansc

Order food again

Wit ) e P

Grab Home feed
Image ad

Download Preview v

Preview for illustration purposes only.
You're responsible for the content of your ads. See Grab's Ad policy

N\




Tip: Videos will display as 16:9 in Feeds. Make
sure your ad is set up for this display ratio to
SECTION 6 optimise views.

© campaign © Adgroup .y
p O a Merchant Campaign_01 Merchant group 01
[ ]
yo u r v I e O Creative content

Media

Add video by

If you're creating a Video ad, you === ~@ vasTiink M

can upload your engaglng Vldeo Video link Discover over 2 million hotels
directly, or add it with a VAST tag. ETARESEC

Feed

o1 -l S -
Grab Home feed

Food Home feed

Video aspect ratio 16:9 or 9:16 or 1:1. The video will be displayed as 16:9 on Q. Looking for something? = Mart Home feed
the feed and original aspect on your detail page.
Include thumbnail link in VAST tag, image aspect ratio: 2:1, less than 1MB. [ Pomo J - 4
e & e 2 L
Food Mart  Trnsport  Express At In transit
*GrabFOOd an d GrabMart feed Content 5;"5;‘;2 a 5;2';"‘"“ v Food ordered
i i < >
placements for video coming soon i
caciine Order now i ocall Mart ordered

Bring = e:\ ” Trasnport in progress
45 characters left our hai G
ol 1ify G- c
1

haCk o Express in progress
Call to action

Get reebies with every purchase Headl
Select a call to action v Sponsored by GC Shampoo

Order food again >

- T .

10 characters left Grab Home feed
Image ad

Advertiser display name

Creative detail page Download Preview v

\\\ GraoAds
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SECTION 6

Review
your video

If you're uploading your video, you
can also upload a thumbnail image
to display before your ad plays.

Once you've uploaded or linked
your video, you can see a
real-time preview of your ad as it

will appear in various placements
through the Grab app on the
right-hand side.

W

© campaign © Adgroup Y
Merchant Campaign_01 Merchant group 01
Creative content
Media
Add video
Feed
Upload v
9:41 il T -
Grab Home feed
Discover over 2 million hotels u—
—————————— @ = Upload Video 800k yournex ot vih G125 © " Food Home feed

Upload MP4 or MOV. Video aspect ratio 16:9 or 9:16 (min. resolution M

GehiiiGn ca art Home feed
854x480) or 1:1 (min. resolution 480x480). The video will be displayed as Q. Looking for something? =
16:9 on the feed and original aspect on your detail page.

= & & 2 ¢
& Upload Thumbnail Image Food Mart  Transport  Express  Attrc In transit

Upload PNG or JPEG, image aspect ratio 2:1, width 1200px, less than IMB Balance Use Points .

585280 @ 350 ¢ Food ordered

< >

Order now iocall Mart ordered

Content
__________________________________________ Trasnport in progress

Headline

Express in progress

45 characters left Head!

Call to action
Order food again >

Select a call to action A —t -ldm\) “ !

Advertiser display name Grab Home feed
Image ad

10 characters left
Download Preview v

\\\ GraoAds



SECTION 6 Content

Add your
creative

Call to action

co py @ Select a call to action v

, Activate Now

Headline

Once your image or video has
been uploaded, it's time for your

Apply Now
copy. ]

Download Now
Your Headline is where you can
enter the main message of your Find Out More
ad. You have 45 characters,
including spaces and punctuation, Learn More
to get your message across so
make sure you keep it short and Order Now
Sfappy: Shop Now
Under Call to action, choose the >ign Up Now
CTA that best describes the action Visit Site

you'd like customers to take. Your

call to action will appear above Watch More
our image.
y g \\ GraoAds




SECTION 6

Add your
creative

copy

Your Advertiser display name
will be pre-filled and capped at

10 characters, including spaces.

Content

Headline

45 characters left

Call to action

Select a call to action

Advertiser display name

10 characters left

N\

GraoAds



SECTION 6

Write a
detail page
for your
video ad

Your Detail page is additional real
estate for you to talk about your
product. It's shown to customers

when they click on your video.
Treat it as a complimentary pitch
to accompany your asset.

To remind your viewers to take
action, choose another CTA for
your detail page from the Detail
page call to action buttons
drop-down.

AN

© campaign © Adgroup

Merchant Campaign_01 Merchant group _01

Create detail page

Description

Satisfy all of your J-cravings with our new Japanese
sauce. Packed with onions, apples and spices
coated over crispy chicken or juicy beef patty — it
hits all the sweet and spicy notes! Order the new
Samurai Beef Burger today!

Detail page call to action button

oo _. Order now v

Post-ad destination

Where should we direct the audience when they click your
ad?

(® To external website
Seamlessly load your webpage inside Grab app.

(O To another mobile app
Directly open the mobile app if it is installed on the user's
device. Otherwise, open the URL as regular website.

O To a Grab page
Bring the user to specific page within the Grab app.

Clickthrough URL

https://

Indulge in Japanese style

Satisfyall o s with our new Japanese
sauce. Packe pples and spices coated
over crispy chicken o juicy beef patty — it hits al the
sweet and spicy notes! Order the new Samurai Beef

Post-ad destination
Detail page

Download Preview v

N\

Feed

Grab Home feed
Food Home feed

Mart Home feed

In transit

Food ordered

Mart ordered
Trasnport in progress

Express in progress

Post-ad destination

Detail page

Gra'oAds



SECTION 6 \\

[ ]
@ campaign © Adgroup A
I Merchant Campaign_01 Merchant group 01
n ext ste p N

Description

. . 08 Satisfy all of your J-cravings with our new Japanese

Finally, set the next step in your customers’ journey - sauce. Packed with onions, apples and spices Feed
’ H H coated over crispy chicken or juicy beef patty — it

Where they ” gO after Cllckmg on your ad' hits all the sweet and spicy notes! Order the new

Grab Home feed
Samurai Beef Burger today!

If your ad group is set to Outlet targeting,
we'll automatically send your customers to your Grab Detail page callto action button
store to complete their transaction. Order now v

Food Home feed

Mart Home feed

Otherwise, you can choose between:

In transit

Food ordered

- 4 Post-ad destination

PP e < 5
To external website: This will load your Indulge injapanese style Mart ordered
webpage within the Grab app for a seamless Where should we direct the audience when they click your Satsty ot your-<ravigs vithou new apanese

. Trasnport in progress
overcrispy chickenoruicy beet patty — i it al the
customer experience. et andspicy notes Oncr th new Samura Bt
) Burger today!
(® To external website 4 Express in progress

Seamlessly load your webpage inside Grab app.

To another mobile app: If the customer already _
has your app installed, it will open on their O To2nother mobie 2pp ,
. ) . irectly open the mobile app if it is installed on the user's Post-ad destination
device. If they don't, the Webpage will open device. Otherwise, open the URL as regular website
within the Grab app. O Toa Grab page Detail page
Bring the user to specific page within the Grab app.
To a Grab page: This will send your customers Clickthrough URL AN S
to your chosen page (for example, your s Detail page

GrabStore) within the Grab app.

Download Preview v

As always, you can see a preview of what your
customers will see in the post-ad destination on the )
right-hand side. GraoAds



SECTION 6

AN

© campaign © Adgroup

3 Ad
Ad d Merchant Campaign_01 Merchant group _01
t I Y Tracking links <@
g Clicks
URL Optional Feed
If you'd like to use third-party T — I
trackers to track your ad
-+ Add another Food Home feed
performance, toggle on
Tracking Iinks. Impressions Mart Home feed
URL Optional
Here you can add links to track pRzon Intransit
Clicks, Impressions, and + Add another
] p 1 Food ordered
V|ewa bl Ity- Viewability Mart ordered
Measurement JS URLs Optional 2 V;if:::; Trasnportin progress
This is an optional step. Whether . el o
you add external tracking or not, prpressnprogress
you'll be able to see all these e
details, and more, in Marketing Postiad destination
Manager once your ad is live. Detail page
-+ Add another
Measurement Parameters Optional

+ Add another

Post-ad destination
Detail page

Download Preview v

N\

Gra'oAds




Note: Our team will email you when your campaign has been
approved and pushed live. You can also track ad approvals

SECTION 6 on your Marketing Manager dashboard.

Review and
publish

The final step is to review your
entire campaign.

Review & Publish

Campaign
Merchant Campaign_01

Objective

Awareness/ Reach

Budget
SGDg‘I0,00000
On the Review and publish page, oty spencing i S
take a moment to double-check all ! -
your Campaign, Ad Group and
Ad information. You can go back
Ad group

to make updates as needed. e e
When everything looks good, Sheduling

click Publish to submit your ad 1Dec 2022 09:00 am - 30 Dec 2022 09:00 am
for review. Timezoe p—

N

Congratulations! You've created

your first marketing campaign on ';‘“TW
Grab. . N B @ e e mmm e e e e e m e e e e m = —— — —
Placements :
Manual placements :
[ )

AN\






SECTION 7

Manage your
campaigns

One you've created your campaign,
your Marketing Manager dashboard
will show your high-level campaign
details in one neat view. This lets you
view the performance of all your
campaigns on one screen.

Remember, you can search and filter
your campaigns to refine your view.

Marketing Manager

Campaigns
e
Advertiser.co v " "
= Campaigns Ad Groups
S campaigns
+ Add Filters
& Reports \/
Status Campaigns
©)
Change History
[ ] 2022 New Summer Campaign
L ] 2022 New Summer Campaign
@ 2022 New Summer Campaign
@ 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
8 (@) 2022 New Summer Campaign
a 2022 New Summer Camnaian

Last updated 1 min ago

Pacing

Good * 109%

Good * 109%

Good * 109%

Over * 130%

Good * 109%
Under * 40%
Under + 40%

Budget

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

44500 50

Ad Spend

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

%3500 50

Search in campaigns

Delivery

- 90%

o 90%

o 90%

- 90%

- 90%

- 90%

e 0%

- 90%

- 0%

Rows per page: 15

£ 01/03/22-27/05/22 v

Q New Campaign

Start Date

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

End date

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22104123

>

120f2 £



SECTION 7

Fast insights
to keepyou = °

________________ . Campaigns

in control

One view to navigate all your
campaigns, ad groups and ads

See how your campaigns are
performing in real time

Marketing Manager

LY
.
Advertiser.co v
1
i &
1 Campaigns
1
1 f}
: Reports v
1
1 @
| Change History
1
______ i
=]

Campaigns
Ad Groups
+ Add Filters
Status Campaigns

--®

1

1 [ ] 2022 New Summer Campaign
1

1

| @ 2022 New Summer Campaign
1

1

| @ 2022 New Summer Campaign
1

1

4 [ ) 2022 New Summer Campaign
1

1

: [ ] 2022 New Summer Campaign
1

1

1 [ ] 2022 New Summer Campaign
1

1

1 @ 2022 New Summer Campaign
1

1

: (@) 2022 New Summer Campaign
1

1

- —. 2 2022 New Summer Camnaian

Last updated 1 min ago

Pacing

Good *

Good *

Good *

Over «

109%

109%.

109%

130%

Under * 40%

Good *

Under

Under

109%.

- 40%

Under = 409

Budget

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

44500 50

Ad Spend

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

%3500 50

Search in car

Delivery

- 90%

o 90%

o 90%

- 90%

- 90%

- 90%

e 0%

- 90%

- 0%

Rows per page: 15

£ 01/03/22-27/05/22 v

Q New Campaign

Start Date

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

End date

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22104123

>

120f2 £




SECTION 7

Fast insights
to keep you
In control

Use filters to find a specific
campaign

Pause your campaigns as you like
Work in language of your choice

Search across all your campaigns

View both completed and live
campaigns

ONOCNONONG

Marketing Manager

Campaigns
e
Advertiser.co v .
= Campaigns Ad Groups
S Campaigns
+ Add Filters
& Reports v
Status Campaigns
@
Change History
[ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
@ [ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
[ ] 2022 New Summer Campaign
=] [ ] 2022 New Summer Campaign

e
@ et S

Last updated 1 min ago

2022 New Summer Camnaian

Pacing

Good *

Good *

Good *

Over «

109%

109%.

109%

130%

Under * 40%

Good *

Under

Under

109%.

- 40%

- 40%

Under « 40%

Budget

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

$4500.50

44500 50

Ad Spend

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

$3500.50

%3500 50

Search in cam

Delivery

- 90%

e 90%

e 90%

- 90%

- 90%

o 90%

e 90%

- 90%

o 0%

Rows per page: 15

( : ) £ 01/03/22 - 27/05/22 v

Start Date

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

01/04/22

120f2 £

Q New Campaign

End date

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22/04/23

22104123

>




SECTION 7

Edit your

Marketing Manager

° & Campaigns & 01/03/22-27/05/22 v
c a m p a I g n S = sdvertiserco - Campaigns Ad Groups Ads
Q Campaigns
@ Reports v
® Status Campaigns Pacing Budget Ad Spend Delivery Start Date End date
. ) Change History
To edit a campai gn, hover over the ®  202NewSummerCampaign /i Good-109% $4500.50 $3500.50 ~ emmmm 90% 01/04/22 22/04/23
campaign name and select the edit-eF------------------------------------------ L
. [ ] 2022 New Summer Campaign Good * 109% $4500.50 $3500.50 e 90% 01/04/22 22/04/23
pencil icon.
® 2022 New Summer Campaign Good * 109% $4500.50 $3500.50 - 950% 01/04/22 22/04/23
YO ucana | SO ed It yo ura d g rou p S an d ® 2022 New Summer Campaign Over + 130% $4500.50 $3500.50 - 50% 01/04/22 22/04/23
ads.
@ 2022 New Summer Campaign Under * 40% $4500.50 $3500.50 - 90% 01/04/22 22/04/23
An yc ha nges you ma ke to yo ur @® 2022 New Summer Campaign Good - 109% $4500.50 $350050 @ 90% 01/04/22 22/04/23
campaigns and ad groups will take
effect Immed iately. U pdated ad S W||| [ ] 2022 New Summer Campaign Under - 40% $4500.50 $3500.50 ~ @mm—— 90% 01/04/22 22/04/23
be submitted for Grab review. Th ey 8 @® 2022 New Summer Campaign Under - 40% $4500.50 $350050 e 90% 01/04/22 22/04/23
will start running once they’ve been 5
a pp roved , d epe nd I ng On yo u r_ N X7 & 2022 New Suimmer Camnaian Under « 40% 44500 50 43500 50 - 0% 01/04/22 22104123
®

Last updated 1 min ago Rows per page: 15 120f2 { D

campaign start date.






SECTION 8

Explore
impact and
extract insights

Our real-time reporting dashboard lets you:

Measure returns: Understand the true cost
and impact of your marketing campaigns.

Stay updated: Check in on your campaign
performance at any time.

Improve results: Slice and dice data to
extract nuanced insights that help make
your campaigns more effective.

Keep learning: Learn all about Marketing Manager’s
reporting functionality in our Reporting guide.



https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-4-%5BMarketing%20Manager%5D%20Reporting%20Guide_v1.1.pdf?grab_external=true

SECTION 8

Customise
your view for
maximum
insights

1) Filter
Use entity and metric filters to
customise your reports and
extract focused insights

2 Navigate
Quickly jump to the reports
most important to you

*New & Improved Dashboard,
Targeted Audience and
Demographic tabs coming soon

Marketing Manager

Campaigns

Packages

Reports ~

Overview

Campaigns

Ad groups

Ads

Targeted audience %

Demographic %

Keywords

Geography

Time

Change History

Campaigns

£ 01/03/21-27/05/21 v

Ad spend

$3,267

b

100k

01 Mar 08 Mar

@ impressions @ CTR

Daily Campaign name
01/03/21 1AprQL
02/03/21 1Apr_Qt

03/03/21 1Apr.Q2

Campaign All v+ Filter @

Impressions

5,000

Metric: Impressions, CTR v Interval: Daily v

03 Apr

CTR

32.50%

~ Hide chart

Campaign start date

02/04/21

02/04/21

05/04/21

Campaign end date Ad spend
26/05/21 $478

26/05/21 $478

22/05/21

Download &

Showing aggregate

Campaign budget

$678

$678

f Edit columns

Delivery %

GraoAds



SECTION 8

Customise || compaians

o £ 01/03/21-27/05/21~  Campaign Al + Filter

[ >
your view for § - |
Campaigns @ :: $35,pzen57 ;!':;e(s)sgns

maximum > WL

Reports ~

|~ g Metric:impressions,CTR v Interval: Daily

[ ] [ ]
insights f
Overview !
1
1
Campaigns @ :
1
‘oups !
1) KPlcards T !
Quickly understand what’s going on, Ads L . o8 MaF
deepdlve Or take aCtlon Immedlately Targeted audience % @ Impressions @ CTR
A~ Hide chart
Trending charts Do .
") Understand time trends or compare Keywords _ e
Sta ts ea s | | y a n d effo rt | es s | y " Daily Campaign name Campaign start date Campaign end date Ad spend Campaign budget Delivery %
eography
01/03/21 1AprQL 02/04/21 26/05/21 $478 $678 ==
Time
Gl‘i d ; 02/03/21 1Apr_QtL 02/04/21 26/05/21 $478 $678 =3
Change History
3 Filter, sort and group by any entity Sy i G 2 -
and any metric ‘ a—

*New & Improved Dashboard,
Targeted Audience and

|
Demographic tabs coming soon GrabAds



SECTION 8

Customise
your view for
maximum
insights

1) Customise
Add or remove metrics to see
what’s most important to you.
You can learn about all available
in our Reporting guide

2 Export
Export your data in multiple
formats for executive and
non-executive sharing

Campaigns

Marketing Manager

£ 01/03/21-27/05/21~  Campaign All v

Budget

$7,045

Campaigns

Packages

s B |~ |al  Metric:ROAS, Spend v

) Search
Overview

Choose any 2 options
Campaigns
i ROAS

Ad groups
group ] impressions

Ads [ clicks

b4 Spend
Targeted audience % 4 spen
Demographic %

Sorted by Campaigns : Ato Z
Keywords

Campaigns
Geography

Al
Time
1Apr_Q121,
Change History
1APr. Q22

1Apr_Q22
*New & Improved Dashboard,

Targeted Audience and
Demographic tabs coming soon

Spend

$3,267

Q

16 Mar

Start date

02/04/21

02/04/21

05/04/21

08/04/21

+ Filter

Impressions

5,000

Interval: Daily

~ Hide chart

End date

27/05/21

26/05/21

22/05/21

21/05/21

CTR

32.50%

Budget

$5,045

$678

$678

$478

Delivery %

90.4%

90.55%

92.54%

89.43%

Impressions

5,000

456

984

g aggregate

100k

f@ Edit columns
Clicks
5,000

984
456

678

GraoAds


https://hodor-assets.grab.com/attachments/merchant/en-sg/articles/25460/rc-upload-1670835632794-4-%5BMarketing%20Manager%5D%20Reporting%20Guide_v1.1.pdf?grab_external=true

