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Mastering ecommerce PPC: Top 5 
strategies for optimal performance



Who am I?

Ethan Lambert
PPC Exec

Responsible for 
clients PPC strategy, 
with 5 years’ 
experience

• Work with ecommerce brands

• Being doing PPC For 5 years

B Been working in Marketing for 7

• Love seeing brands succeed

Dark Horse

www.darkhorse.co

https://www.linkedin.com/company/thisisdarkhorse
http://www.darkhorse.co/


Let’s  examine a 
Google Ads accounts



Ad group: ‘General Campaign > VoiP 
System Ad Group’
• “voip uk”

• [voip phone system]

• business telephone

• “office phone lines”

• “wifi phone system”

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

Ad group structural issues

80%
Having a better 
Quality Score can 
reduce CPA by 16-80%



Ad group structural issues
Ad group: ‘General Campaign > VoiP 
System Ad Group’
• “voip uk”

• [voip phone system]

• business telephone

• “office phone lines”

• “wifi phone system”

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

80%
Having a better 
Quality Score can 
reduce CPA by 16-80%



Structuring that works
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Quality Score example



Quality Score matters
Landing page exp. Ad relevance Exp. CTR

Below average 24% 57% 25%

Average 35% 14% 45%

Above average 41% 29% 30%



Calculating your Quality Score



Check your Quality Score

Step  1: Add the sum of Quality 
Score (hist.) column to the 
sum of impressions column

Step  2: Divide that number the 
sum of the impressions column

Step  3: You have quality score

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

N3JXj0U22LhJta/edit?usp=sharing&ouid=105266
404848441398310&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
https://docs.google.com/spreadsheets/d/1LDDsCcgDbK-8AYtBK-N3JXj0U22LhJta/edit?usp=sharing&ouid=105266404848441398310&rtpof=true&sd=true


Got brand reliance?



PMax brand reliance?
Campaign

Select pMax 
campaign

Insights



Add a brand list



Add a brand list



Add in your domain

Then add that list 
to campaign

Add a brand list



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

Poorly managed ROAS



Search & Shopping
Performance Max



What are pMax campaigns

Performance Max

- Goal-based campaign 

- Works across all 
Google Ad channels

- Uses Google’s 
automation 
capabilities

- Drives better 
performance



One campaign to rule  them all



Why split This out?

Better budget control

Knowledge of best platforms

Effective scaling capabilities 

Greater ROAS understanding



What is Search Only & Shopping only?
Shopping only:

• No headlines 

• No descriptions

• Dynamic Shopping Ads

• Search Shopping Ads

Search only:

• No Merchant Centre

• No Shopping Ads

• Use of headlines & descriptions

• Use of images & videos



Shopping only

• Add Merchant Feed

• No headlines

• No descriptions

• No images

• No videos

• No calls to action



Search only

• NO Merchant Feed

• Add headlines

• Add descriptions

• Add images

• Add videos

• Add calls to action



Audience Signals in
Performance Max



Take control by  segmenting

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



You can now Get data insights



Welcome to ads editor



Download editor

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

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


The Biblical
seasonality adjustments



Where to find it in      adsGoogle



For limited budget 



For hitting ROAS targets



Tackling
automated applied



Google start to run your 
strategies 



How to turn this off



How to turn this off



Automated Ad  Assets!

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



How to turn off auto assets



How to turn off auto assets



How to turn off auto assets



How to turn off auto assets



How to turn off auto assets



Monitor your account
1. Build on solid foundations
2. Check your Quality Score
3. Exclude brand
4. Stop poor ROAS products

Let’s reCAP

Top e-commerce tips
1. Search vs. Shopping
2. Audience signals splitting
3. Seasonality adjustments
4. Turning off auto recommendations
5. Checking auto apply asset
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