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We come in peace with Issue #15 of the Galactic Fed
Marketing Lab.

Spring is finally here, and our inbox truly blooms with ¢
challenging questions. In this issue, we'll review the

controversy around Google’'s Gemini, new X's Creator

Targeting feature, and common RLSA issues.

We'll also discuss setting up marketing operations in multiple
markets and how social media and Google ads can work .
together to achieve various business goals.

Buckle up!




Why did Google’s Gemini cause so much
controversy? Should I try itnow or should |

stick to ChatGPT?

In short: Proceed at your discretion.

Google Gemini, officially Gemini

1.0, is a versatile language model
first introduced in December 2023
as OpenAl’'s GPT-4 competitor. You
may have known it as Bard, Google's
conversational app.

A few weeks ago, Google introduced
Gemini 1.5, and that's when things
went south. They messed up so badly
that they even had to issue an official
apology - can you remember the last
time Google apologized for anything?
Neither can we.

What happened?

This Gemini update introduced a

new image-generation feature which
included the ability to create images
of people. Many users pointed out that
a lot of the generated visuals were...
historically and socially inaccurate, to
put it lightly.

Here are a few examples.

This caused a massive outrage all

over the world, and now the image
generation is paused on Gemini as
Google is hastily cleaning up the mess.

On the bright side, you can still use it
as a conversational app in the similar
capacity you've been (likely) using
ChatGPT.



https://blog.google/products/gemini/gemini-image-generation-issue/
https://blog.google/products/gemini/gemini-image-generation-issue/
https://www.theverge.com/2024/2/21/24079371/google-ai-gemini-generative-inaccurate-historical

Which Al is better? Let's ask them.

Prompt:

Act as an expert digital marketer who's been working a lot with various Al tools
and models. You need to write a comparison of GPT-4 and Gemini. Please do
research to see which model is better for digital marketing purposes. Return a
short (under 300 words) response with a statement and 3 arguments backing the

statement.
Predictable, but insightful. Our Google keeps it vague as usual, but a
timeless piece of advice is to keep more advanced Al model will for sure

experimenting with both models to see speed up and improve the SGE. At the
which one works better for your kind of moment, Gemini is independent from
tasks. the Search, so we can't yet test it.

One last thing we'd like to touch base Sit tight and keep an eye on the
on: How will Gemini change Search as it updates.
gets integrated into SERPs?




How do global companies manage marketing

in different markets?

In short: By recycling and centralizing whatever makes sense.

Starting from scratch in a new market
may seem daunting - because it is. But
there are a few strategies that can save
you time, effort, budget, nervecelts and
resources.

The key here is to establish evergreen
processes that transcend borders

and cultures. They include overall
strategy, ideal customer persona,
global positioning, and such. For some

businesses, it may also make sense
to have centralized operations and
management in their HQ.

Then all that will be left to do is to
localize your existing channels and
content to make it work in a new
market.

Your global vs local scope may look
something like this:
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Let's get into a bit more detail here.

Keep Global

Recycle and reuse everything that
makes sense regardless of cultural
norms and traditions. Vertical
processes, team structures and
reporting lines, strategies, campaign
calendar, creative assets (to an extent),
style and tone of voice, and anything
else you can think of.

Important note: Some things

that work in one market will not do

in another. For instance, office culture
in the US is generally quite different

to that in Argentina or Singapore. So
always stay flexible enough to adapt to
local norms and don’t force your ways.

~|

Build Local

Everything culture/language-specific
will need to be built from scratch.

You will always want to hire local
consultants or team members to make
sure your marketing activities really hit
home in a new market.

While it's obviously okay to translate
your existing blog posts, for instance,
or recycle old social media assets,
they must be properly localized

and adjusted to appeal to the new
audience.

Important note: Always invest

in understanding local laws and
regulations. In some countries, for
example, it's illegal to advertise alcohol
or feature same sex couples or have
any words in foreign languages. Take
the time to understand the market and
trust your local team when they advise
against something.



Whatis more effective for a small business:
Social Media or Google Ads?

In short: It depends (sorry).

Ideally, you want both: social media and Google ads are not 100%
interchangeable.

They both offer unique advantages, but one will generally be a better investment
(if you have to choose) depending on your business, goals, products/services

offered, and target audience.

Let's make a mini comparison chart to help you out:

Whats your current marketing priority?

Social Media Google ads

Engage with the target audience : ‘

Build brand awareness

Save budget

Build a sales channel

Get customer feedback

Get fast results

Reach more people

Increase website traffic

Have measurable ROI

Customize communication




And now let's quickly sum up their unigue benefits. *

Google ads

Google ads and ads in general are
incomparably better if you want to see
results right now and are able to invest
some money. There's very little picking
up time as your ads are immediately
served to the requested audience size
at the requested rate.

It's also arguably easier to measure the
direct impact of Google ads on the sales
goals (purchases, revenue growth, etc.)
and ROI.

Google ads also allow you to address
multiple audiences simultaneously

by setting up different campaigns for
different segments. That could be super
beneficial to businesses with diverse
audiences and offers. For instance,
e-commerce, local businesses, service-
based businesses, and such.

Social Media

Social media is a powerful tool when

it comes to building brand awareness
and genuine connections with the
audience. These platforms are also great
for doing market research, gathering
customer feedback, and testing new
ideas, concepts, and products.

They can also become a fantastic

sales channel for small businesses as
many platforms offer in-app shopping
features. You don’t even have to have

a website to start selling on social
media. This could work really well for
individual service providers (marketing
consultants, fitness trainers, nail artists,
bakers, etc.) or visually appealing goods
(flowers, jewelry, crafts, etc.).



How X’s Creator Targeting is beneficial to
advertisers? What difference does it make?

In short: Massive.

Creator Tagging on X is a new feature that allows advertisers to serve their ads to
a curated list of premium content creators audiences. For example, you think Mr.
Beast's audience will love your product? You could run ads against his content.

Technically, this should mean more control on the ad placements for the
advertisers and a tool to prevent unwanted adjacencies.

With Creator Targeting, advertisers will be able to:

Select creators - Choose from a curated list of premium content
creators on X for targeted reach.

Run pre-roll ads - Directly serve pre-roll video ads before the
chosen creators' content in both the home timeline and profile
pages.

Utilize brand safety tools - Leverage X's existing Adjacency
Controls and Sensitivity Settings for ad placement control.

Future targeting - Soon, advertisers will be able to target
individual creator profiles for even more focused campaigns.




| have been seeing low performance on my
RLSA. What should 1 do?

In short: Optimize, optimize, and then optimize some more.

Poor RLSA (Remarketing Lists for Search Ads) performance is usually caused
by unoptimized assets or campaign settings. Although, there's one more

counterintuitive reason (keep reading).

Here are some of the most common issues:

Troubleshooting RLSA Low Performance

+
+

Poor Audience
Segmentation

Unoptimized Ad
Assets

Let's see how you can fix them.

Poor Audience Segmentation
Review your remarketing lists to ensure
they are segmented appropriately
based on user behavior and intent.

Outdated Lists
Remove users who are no longer

relevant to your campaign goals and
keep adding new users who fit the
criteria.

Unoptimized Ad Assets

Make use of available formats, test
multiple visuals and copy, pause low-
performers, pay attention to Google's
recommendations and benchmarks.




No Exclusion Lists

Exclude users who have already
converted or are unlikely to convert
from seeing your ads.

Irrelevant Landing Page

Review your landing page analytics,
especially bounce and conversion rates.
If users click on your ads but don’t take
action, that's your clue to optimize your
landing page.

Excessive budget

Yep, that happens, too. If your audience
is rather small, a big budget will only
result in you bombarding them with
ads. Divide your impressions by the
number of the audience members: if
the result is above 5-ish, you should
probably reduce your budget to avoid
ad fatigue.

If you're still struggling to see
improvements in RLSA performance,
we're offering a free audit - just talk to
us.

+



https://www.galacticfed.com/lets-talk
https://www.galacticfed.com/lets-talk

Thats a wrap!

Thank you for reading our report!

If you want more juicy insights,
sign up for our newsletter.

See you!



https://www.galacticfed.com/newsletter/

