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Work with ecommerce brands
Being doing PPC For 5 years
Been working in Marketing for 7/

Love seeing brands succeed

- experience

Ethan Lambert
PPC Exec

Responsible for
clients PPC strategy,
with 5 years’

CoO
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Ad group structural issuew_sv”,

Ad group: ‘General Campaign > VoiP
Svystem Ad Group’

« “voip uk”

« [voip phone system]
* business telephone
« “office phone lines”

« “wifi phone system” i
i e

By having disjoint themes in the same ad gFoup, te

ad relevance and Quality Score suffer meaning mor

has to be paid per click.

Having a better
Quality Score can
reduce CPA by 16-80%
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Ad group structural issues

Ad group: ‘General Campaign > VoiP f

System Ad Group’ f

« “voip uk”

« [voip phone system]

* business telephone

« “office phone lines”

« “wifi phone system” j

By having disjoint themes in the same ad group, the |
ad relevance and Quality Score suffer meaning more
has to be paid per click.

Having a better |
Quality Score can E;
reduce CPA by 16-80% S
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Structuring that works

Keyword Ad relevance

DUSINEES
sCannmg

Above averags
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uality Score example

Avg CPC vs Quality Score

£1.20

£1.00

£1.00

£0.80

£0.60

£0.40

£0.20

£0.00



Quality Score matters

Below average 24% 57% 25%

Average 35% 14% 45%

Above average 41% 29% 30%
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i Landing
5 Exp. CTR Landing page | page Impr. (Top) Impr. (Abs.
: D ® Keyword (hist.) axp. axp. J Ad relevance All conv. o Top) %
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alculating your Quality Score

?E Keyword status: Enabled, Paused
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Check your Quallty Score

e rmn e 1 T

| 3’1“;\5) Add the sum of Quallty

.\ Score (hist.) column to the |
sum of Impressions column |

https://docs.google.com/spreadsheets/d/1LDDs
® . . i CcgDbK-8AYtBK-

3&? 1- Divide that number the N3JXj0U22LhJta/edit?usp=sharing&ouid=105266

sum Of the .impress.ions Col umn 404848441398310&rtpof=true&sd=true

S1EP 3: You have quality score |
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https://docs.google.com/spreadsheets/d/1LDDsCcgDbK-8AYtBK-N3JXj0U22LhJta/edit?usp=sharing&ouid=105266404848441398310&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1LDDsCcgDbK-8AYtBK-N3JXj0U22LhJta/edit?usp=sharing&ouid=105266404848441398310&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1LDDsCcgDbK-8AYtBK-N3JXj0U22LhJta/edit?usp=sharing&ouid=105266404848441398310&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1LDDsCcgDbK-8AYtBK-N3JXj0U22LhJta/edit?usp=sharing&ouid=105266404848441398310&rtpof=true&sd=true

Got brand reliance?

+Jo Conv

When an

ads sh

Search term Conversion:

t editor

pping campaign

shboards




PMax brand reliance?

Consumer spotlight

Campaign

- . () Customn
Search termes insights _J Custorr

[:'_;j Historical data is available

Select pMax -
campaign

Conv. value -

Insights

5af 100




Add a brand list
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: Assels
E b it Budget and bidding
5 5
} Content )
v Budget £29.00/day ' :
. Settings ;
” Bidding Maximize conversion value (Target ROAS - 1,200° “ 3
{ Change history -
v :
8 = Show less 4
+ Locations Campaign settings i
1 Ad sehedule Locations United Kingdom (country) W 5
a kil = Languages English W

Automatically created o ; S

ext assets {(w/ Final URL)

assets
g:‘ o ~ Additional settings
E ) Start and end dates Start date: August 11, 2023 End date: Not set
£~
Campaign URL options Mo options set
1 Brand exclusions Mo brand lists excluded




Add a brand list

|
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Budget and bidding

Budget

Bidding

Campaign settings
Locations

Languages

Automatically created

assets

R e e T T T - i

£29.00/day

Maximize conversion value (Target ROAS - 1.200%)

United Kingdom (country)

English

Text assets (w/ Final URL)

~ Additional settings

Start and end dates

Start date: August 11, 2023 End date: Not set

Campaign URL options Mo options set

Brand exclusions

Mo brand lists excluded
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Add a brand list

X New account-level brand list _ .
Add in your domain

Brand lists let you c ether your ads show on searches that mention specific brands

List name

Brands Add brands to your list

Brand exclusions

Then add that list
to campaign




Poorly managed ROAS
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Item ID

cook-tr103igr-new

wim-3lwtwd 705fw-
new

td-3lwedd705fw-new

mw-hmec440c3u-new

re-farmhouse 90dft-
gd-100

re-600eicr-gd-215

hood-be-la-30-bl-adg

ref-fdr2213r-new

ref-hir3619fwmp-

graded

Image

Title

Smeg TR103IGR
100cm Grey Victoria
Induction Range
Cooker

Whirlpool
3LWTW4705FW
Atlantis 15Kg White
Commercial Washing
Machine

Whirlpool
3LWED4705FW 15Kg
White American Style
Wented Tumble Dryer
Hoover HMC440C3U
60cm Black Built In
Combinaticon
Microwave

Belling FARMHOUSE
S0DFT Black 90cm
Dual Fuel Range
Cooker

RICHMOND &60D0EICR
&0cm Cream
Induction Mini Range
Cooker

Best BE-LA-30-BL
90cm Stainless Stee
Latina Chimney
Cooker Hood

Amica FDR2213R
S5cm Red 70430
Retro Fridge Freezer

Haier
HTR3I&19FWMP
Freestanding Silver
Fridge Freezer

Price

£3,499.00

£1,399.00

£1,349.00

£479.00

£1,450.00

£1,299.00

£859.00

£459.00

£749.00

«l+ Cost Conversions Conv. value

£1,194.34 3.67 5,635.82

£1,132.08 16.33 16,435.51 1452
£984.40 5.98 8,813.13 B.a5
£p85.28 15.22 5,029.35 8.80
£560.34 0.00 0.00 0.00
£497.20 2.00 243.58 0.49
£474.36 0.00 0.00
£464 66 J.48 3,430.82
£428.14 6.33 3,448.20

Let’s work on removing those
products with lLower ROAS & high
costs to better performance.




StARCH & sHOPPING
Performance Max



CAMPAIGNS

Performance Max
- Goal-based campaign

- Works across all
Google Ad channels

- Uses Google’s
automation
capabilities

- Drives better
performance
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YouTube

Display
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Why split tHsout?

f§§ Better budget control
\§§ Knowledge of best platforms
?&é Effective scaling capabilities

\§§ Greater ROAS understanding



What 1S scaReHN Y& sHOPPING oNLY?

Shopping only:

e No headlines

e No descriptions

e Dynamic Shopping Ads

e Search Shopping Ads

Sponsored :

Represent
Owners Club

Hoodie - Blue |...

£160.00

Represent Clo
(213)

Blue - Cotton -

Regular -...
By Producthero

5

YL

The Corah
Organic Hoodie L
/ Sonic Blue
£110.00

CWT Store

30-day returns ...

Sonic Blue -

Cotton - Regular
By Google

Cernucci
Embroidered
Hoodie - Cobalt...
£44.99
Cernucci

(1)
Blue - Cotton

By Google

Gildan 18500 -
Men Wholesale
Hoodie Heavy...
£11.54
Wordans.co.uk

(9k+)
Cotton - Regular -
Pullover
By Yteo

Mens Creatives
Hoodie Royal
Blue - Size L
£19.99

MandM

Regular

By Klarna

Search only:

e No Merchant Centre
e No Shopping Ads
e Use of headlines & descriptions

e Use of images & videos

Sponsored

© apple.com
https://www.apple.com

MacBook - Apple

Customise your Mac. Build it just the way you want. MacBook Pro 14" and 16", and the new 15-
inch MacBook Air. Buy now. Services: Specialist help, Free delivery and pickup, Customise
yours, Financing available.

University Offer 2023 - Apple Trade In - Compare models - Shop for Business




Shopping only

e Add Merchant Feed

* No
* No
* No
* No
* No

headlines
descriptions
images
videos

calls to action

Tt Headlines @ -
Add up to 15 headlines View suggestions

/\ Suggested based on your final URL

Q Images @
Add up to 20 images

4+ Images

At least 1 landscape image is required
At least 1 square image is required

Q Logos @
Add up to 5 logos

+ Logos

At least 1 logo (1:1) is required

[k Videos @

Add up to 5 videos. If you don't have one,

Google will create videos automatically
when possible.

+
+

<+

-+ Videos




earch onl Vv Mo

Aascrintian o S suggestions .
description and up to four 9g L. Calls @

Tr Headlines (3 -~ other descriptions. If you dan't

nave one, Google will create

#Adding a phone number

descriptions automatically
whien possible

NO Merchant Feed
Add headlines

Add descriptions
Add images

Add videos

Add calls to action







Take control i scoveNtinG

Keywords Based Audience Previewads @ ™M G MM ¥k i Remarketing Audience Previewads @ ™M &G B ¥ @
Audience signal Audience signal
Keyword Searches Visitors Of Website
do KWs (Searched On Google), KS -
Purchase Intentions
Eligible 1/2 best practices Eligible 1/2 best practices
21
@ Enabled Ad strength: Excellent Status: Eligible Listing group  Editassets  View details @ Enabled Ad strength: Excellent Status: Eligible Listing group  Editassets  View details
: ~ .
Customer Match List Previewads @ M G [ ¥ ¢ In-Market Previewads @ ™M &G B ¥ i

Assets Audie

Assets

Eligible 1/2 best practices
+ 21

@ Enabled Ad strength: Excellent Status: Eligible Listinggroup  Editassets  View details

In Market Audiences

O Paused Ad strength: Pending Status: Eligible Listing group  Edit assets  View details


Presenter Notes
Presentation Notes
All aspects of this presentation are copyright and confidential – Dark Horse Digital Ltd


YOou can NOWoitoifaNSicHTS

Asset group Status Ad strength Audience signal Conversions Canv. val::si Conv. value
Aoy Eligible Excellent Q Interests and detaile 9.839.08 30.58 429738.69
Audiences gible —Excellent S L I\ [Nlerests and detalle ,839. ; ,738.
S w Eligible Excellent £, 3 segments 3716.92 37.35 162,669.69
Segmentation 9 go 3 segments 716. : ,669.
GA4 Audiences Eligible Excellent = Your data 4711.10 30.58 170,434.19
In-Maket . i

Audiences Eligible Excellent Q Interests and detaile 3,521.04 29.94 131,676.04




Welcome to ads

editor

= I\ Google Ads Editor HiAccounts | & Getrecentchanges -  CChockchanges  (MNotifications(s) ~ i Viewstatistics ~ & Post -
- ~+ Add asset group = || ] 3] = -
A @ [0 @ Assetgroupname Status Ad strength Headline 1
@ Top Performers Approved Poor
+ @ @ Top Performers Pending review  Pending
: Overview ?
] Y Create afilter - 38F 2 =k 4 L
| Accounts (1) J
i |
' . + Add asset group = e
Campaigns (1) ‘
A o D @ Asset group name Status Ad strength Headline 1 Headline

Ad groups (0)
Asset groups (1) [/
i » Keywords & targeting (56)
i » Ads(0)
» Ad assets (24)
» Recommendations (30)
¢ » Shared library (162)
: » Advanced tools (504)

b

Nainitall o Shiaiy

Approved Poor

% @ TopFerfomers
1
1

I
i




Download editor


https://ads.google.com/intl/en_uk/home/tools/ads-editor/
https://ads.google.com/intl/en_uk/home/tools/ads-editor/

THE BB cAL

adjustments



Where to find it in soos . tads



For limited budget

Campaign

| Limited by budget
Eligible

Limited by budget

Limited by budget

Limited by by

Conversion rate adjustment Enter an estimate b ! 5. For ex: ect conv
add up to a +50 ur bids.

t a sudden drop in con ion rate
‘'ou don't need to adjust the ct [ ate do ard afte o

promotions, be m tomatically to normal conver



For hitting ROAS targets

T e — e — FElm S — e P S T s
i | Target ROAS
g Bidding Maximise conversion value i 8
[ t SR
f Set a target return on ad spend (opticnal) ; : s
Target ROAS (D I 5 3

s

: B 1 2 3 4 5 & 7 5 ] 10 11
Change bid strategy & :
ke
L T L S S R e e e T FEgE,

i Conversion rate adjustment Enter an estimate based on expected conversion rate changes. For ex;

i bids.

Decrease ‘ 25%

i Example: An estimated conversion rate of 5% will become 3.75%

. @ Use the decrease option only if you expect a sudden |

.‘ days. You don't need to adjust the conversion rate do

promotions, because Smart Bidding adjusts automat







Google start to run your
trategie

e e e e B T e i I - -

r—F e ——— == - —

i [] Recommendations Auto-Apply Applied recommendation: Target ROAS

: Fel 13, 2024, 3:07:06 AM

i P Campaign changed DH | PMAX

i .

4 Undo |

: Campaign bid strategy type changed from 1
"Maximize conversions” to "Maximize conversion DH | PMAX i
value" 3

: Target CPA was £1.84 DH | PMAX E

4 Recommendations Auto- Target ROAS is 1,871.247% DH | PMAX 1

f apply 2

: s Campaign changed DH | Hew Search Termn Data | Broader Terms

Campaign bid strategy type changed from
"Maximize conversions” to "Maximize conversion DH | Mew Search Term Data | Broader Terms

value"

Y

P R
*
el b

Target CPA was £5.90 DH | Mew Search Term Data | Broader Terms

Target ROAS is 2307 541% DH | Mew Search Term Data | Broader Terms



How to turn this off

Qa 9 ¢ O

= ‘ Google A‘ds A” Campalgns Search Toaols and Refresh Help  Motifications
seltings
Filters Campaign status: Enabled Ad group status: All Add filter
Overview @ Recommendations @
Auto-apply
Recommendations
b Insights & teparts 76 '8% 1% Your optimization score @
o @ 3 campaign focuses are unconfirmed & 8 campaign focuses are confirmed
Campaigns [
Ad groups

v All Repairs +<0.1% Bidding & budgets +4% Keywords & targeting +6% Ads & assets +14%
» Ads & assets

TOP RECOMMENDATION FOR YOU .
* Videos E  Add dynamic images +4.4% : 2, Add broad match keywords M



How to turn this off

Grow your business 14 recommendation types
Maintain your ads 8 recommendation types ~
Q. Keywords & targeting
Ads & assets
D Add new keywords
Show your ads more often to people searching for what your business of re
D Use optimized ad rotation
Automat ww your best ads at a D Add broad match keywords
Get more conv imilar or better ROl by adding broad matc sions of your existing keyw
D Add responsive search ads
Get more conversions a milar or better RO by showing more D Use Display Expansion
ion line aszets will come from your existing content includin t more conversions at a similar CPA using unspent budget with the amped Google Disp Metwork Expansion featura
rn more
s Bidding
D Imprave your responsive search ads . . .
Your budget won't be inc ed by these recommendations automatical
Gat more clicks on your responsive sean & by improving y nd d iptions. Headline and description line
assets will come from your existing content including your ad's final url or assets in the same ad group. Learn more
! - oy h N - Bd group. Learn more D Bid more efficiently with Target impression share
. Optimize for your ads ility with a fully automated bid strategy. Lea
Q. Keywords & targeting !
D Bid more efficlently with Maximize clicks
D Remove redundant keywords Get more clicks at a similar cost with a fully automated bid strat nore
Make your account easier to manage by removing redun qwords. Learn more
D Bid more efficiently with Maximize conversions
Get more conversions a imilar cost with a fully auw
D Remaove nei-serving keywords
Make your account easier to manage by removing non-se
: ge By N D Bid more efficlently with Maximize conversion value
Get more conversion value at a ilar cost witl alue-based bidding stra
D Remave conflicting negative keywords
eople didn't see your ads because anflicting ne va keywords. Remo 81T E0 YOUI s can show. re D Bid more efficiently with Maximize conversions using a target CPA
Get more conversions at a lower or similar CPA with a fully automated [N more
D Use aplimized targeting
Get more conversions & iler cust per conversion, Lear . D Bid more efficiently with Maximize conversion value using a target ROAS
Get more conversions a milar cost perc n. Learn maor
Get more conversion value at a ilar ROAS with a value-based biddine Learn more
i Measurement O
Sel atarget CPA
Get more conversions a milar CPA by set arget. Li more
D Upgrade your eonversion tracking
Give credit for c rsions across multi d interactions with data-dr tribution. Learn more D Set a target ROAS
Get more conversion value at a similar ROAS by setting a target. Learn more




Automated m rescts!

Asset

Event Tickets

Laval

Ad group

Ad group

Ad group

Ad group

Ad group

Ad group

Ad group

Ad group

Ad group

Ad group

Interaction

Status Source Avg. TPV Interactions rate Avg. cost lmpr.
-
2 Automatically
Eligible edatad - i} - - [i]
y Automatically
Eligible e = 0 = = 0
= Automatically 1
Eligible sraated = 0 = = 0 3
4:
: Automatically e
Eligible e - 0 - - 0 3
o Automatically _ _ _ g
Eligible fgnia 0 0 k
4. Automatically _ _ _
Eligible created 0 0 5
- Automatically
Eligible created = 0 =
< Automatically
Eligible craaied = i} =
2 Automatically
Eligible edatad - i} -
Eligible Automatically _ 0 _

rreated



Presenter Notes
Presentation Notes
Hi everyone, I’m Dave Karellen, Head of PPC at Dark Horse.
*James intro


How to turn off auto assets

§

Filters

i A R

Overview

Campaign status: All

@

Recommendations

-

Insights & reports

Campaigns

Ad groups

Product groups

| ——y 5

- Ads & assets

:

H Ads

-

= Assets

E

F

E = * Products
v Videos

= b Keywords

@

A Complete UK financial services verification - If you're running ads relating to financial services in the UK, your ad performance may be impacted by UK financial services policy.

Ad group status: All

Assets
— Table view — Campaign type
Associations o All hd
Upgraded
All Image Tr Business name [a] Businesslogo " Sitelink Tr Headline Tr Description
D Structured snippet % Call Bl Leadform ® Location (&) Price B App - Promotion
All Dynamic image
o Sﬂ Asset status: All enabled Add filter
|:| [ ] Asset Added 1o Level Status Source . Avg. CPV
Buy Gift Vouchers Account i Automatically
|:| [ ] uy ucher Account COUR Eligible created
LE | DH | Search
Comp
ol R e e et et o s S

Learn more &

®

Save

Dismiss

Custom Jan1-Feb 16,2024 ~+ < Show last 30 days 5

B Addimages to your ads +0.2% : I

Your ads aren't as prominent as they could be if you ;

B . . 4

added images, which can improve your CTR 3

B Callout H

ng images to your ad can improve !

3

View i

i

= o (i) & e : !

Segment Columns Reports Download Expand More
Interactions Intcmc:;c;z Avg. cost Impr. Cost Clicks Col Ve
1o 11.14% £026 587 £28.95 110
clicks

T e EE O ERR T Tt sl



How to turn off auto assets

r—-_._—--—»?—,- e e e et e e e e T e e B e e B e e e e e . ?‘»;:;':-:'!"
- o
i a '—fi"%}
| =

E

1

Account-level automated assets |

If ‘
T, Upload




How to turn off auto asse

S i e 6

| —

(]
B

Account-level automated assets X

Y Add filter

Account-level automated asset
Seller ratings

Dynamic sitelinks (Legacy) \2

¥

Dynamic callouts {Legac
Dynamic structured snippets (Legacy)

|- Clicks

7,885

CTR

Jan1-Feb 16,2024 ~ <

= m &

Segment Columns Download

Avg. CPC
£0.13

£0.17

Show last 30 days

Ll -
[ =
Expand Mara

1,050.32

£15.71

£0.02

£0.00

1-40f4

ORAP. 1)

b n vl v

{

i

SRl




How to turn off auto assets
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How to turn off auto assets

r_r_ -~ — - e e e g E—— S - A e g M S
| D\mamlc sitelinks Dynamic sitelinks help people click right to the most relevant pag more N
O On (recommended)
(@ off
r
F. Turning off dynamic sitelinks could reduce ad performance and cause you to
E attract fewer customers
b
£
: 1
Other reason hd
. — Additional comments
' Some PPC Know-It-All said to do this ‘ [
i
1
Cancel Save E
i A
b 5
Dynamic callouts On v ]
| Dynamic structured snippets On ~ &
. 4
Seller ratings Oon v . j
¥ .
i
L Longer ad headlines On A
i e
Automated apps On N -
] Automated locations On v 5
.
5.
Dynamic images On ~ _;
£ |
Dynamic business names ([[EI On v i :
'

Dynamic business logos (G On




Let’s Recvp

Monitor your account

1. Build on solid foundations
2. Check your Quality Score
3. Exclude brand

4. Stop poor ROAS products

Top e-commerce tips

Search vs. Shopping

Audience signals splitting
Seasonality adjustments

Turning off auto recommendations
Checking auto apply asset

LuuphWNE
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