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MARKETER 
INVESTOR 

INNOVATOR 
SPEAKER



My career started about as far away from marketing as 

one can get: in corporate finance ҭ cpf"KҲxg"ecttkgf"vjg"

lessons learned (and profit obsession) into the digital 

gequ{uvgo."yjgtg"KҲxg"yqtmgf"hqt"pgctn{"9"{gctu0"

KҲxg"yqtmgf"hqt"ygnn"qxgt"322"enkgpvu"ҭ ranging from the 

Fortune 500 to pre-seed startups on 5 continents, with 

budgets ranging from $1,000 to $1M+

K"fqpҲv"lwuv",fq,"octmgvkpi"ҭ I teach others, too. I speak 

cnn"qxgt"vjg"yqtnf"cv"eqphgtgpegu"cpf"gxgpvu."cpf"KҲo"

currently on the faculty at Johns Hopkins University, 

Cabrini University and Georgetown University
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INTRODUCTION

YJCV"YGҲTG"
TALKING 
ABOUT 

01 Yjq"K"Co."Yjcv"YgҲtg"Vcnmkpi"Cdqwv."Oc{dg"Qvjgt"Vjkpiu

ROCZ"KUPҲV"HQT"GXGT[QPG02 Weird Place To Start? Cool Insight? You Decide.

WHEN TO PRESS PLAY ON PMAX03 How Machines Work + What We Need To Do About It.

HOW TO GET PMAX RIGHT 04 Pcxkicvkpi"IqqingҲu"Ҷqpg"ecorckip"vq"twng"vjgo"cnnҶ

THE PMAX ACTION PLAN05 How to put everything together 

FINAL THOUGHTS 06 And Those Promised Takeaways

@DigitalSamIAm
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PMAX = FEELINGS



YOUR FUTURE WITH PMAX
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GOOGLE <3 PMAX



GOOGLE WANTS NEEDS 
AN AI-POWERED FUTURE
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KVҲU"VJG"ECONOMY
CPC GROWTH IN CORE MARKETS

Google needs to grow CPCs, but search query growth 

is being constrained by both AI Overviews (providing 

far more information than previously available) + user 

ecru0"YgҲxg"cntgcf{"eqppgevgf"gxgt{qpg"kp"vjg"

Western World. Google is the default. 

INCREASE COMPETITION
The solution to the CPC problem is to force more 

advertisers into more auctions ҭ whether they want to 

dg"vjgtg"qt"pqv0"VjcvҲu"gzcevn{"yjcv"ROCZ"-"DO"fq<"

they force more advertisers into more auctions, 

whether or not those auctions are relevant.

DEGRADE THE EXPERIENCE
The final lever for CPC growth (and more budgets for 

G) is to homogenize the experience, so fewer 

advertisers have high (7+) quality scores ҭ which 

serves to level the playing field + force more 

advertisers into paying higher CPCs
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And  (theoretically) that should be a wonderful thing for advertisers ҭ easier setup, easier management, better results, less frustration.

PMAX = ANSWER TO META
Google developed PMAX to be a legitimate competitor to Meta Ads for full-funnel sales + 

ngcf"igpgtcvkqp0"VjcvҲu"vjg"xkukqp"ҭ and they seem pretty intent to trying to make it 

happen
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WORLD-CLASS DATA BILLIONS OF USERS EVERY POSSIBLE AD UNIT

Â Vjku"oc{"uggo"eqpvtqxgtukcn."dwv"kv"kupҲv<"Iqqing"jcu"

access to unfathomably good data across just 

cdqwv"gxgt{"curgev"qh"kvu"cwfkgpegҲu"nkxgu

Â YouTube, Search, Web, Payment, Search ҭ you 

name it. Google has it. In spades. 

Â Google has should have absolutely zero problem 

modeling user behavior + predicting who is going to 

buy/convert/whatever.

Â Just like Meta, Google has billions of users. Unlike 

Ogvc."vjqug"wugtu"wug"uqog"*qt"cnn+"qh"IqqingҲu"

products for everything 

Â Google also has access to trillions (yes, with a T) in 

historical conversion value data from millions of 

different sites + shops. 

Â And Google controls the single-most-critical 

commerce real estate: the SERP. 

Â Add on video ad units (YouTube), open web 

rncegogpvu"*Fkurnc{+."vjg"yqtnfҲu"nctiguv"pgyuhggf"

(Discover), the most-used maps (Maps) AND the 

fastest-growing vertical video platform (Shorts). 

Â Seriously, how do you lose? 

THE THEORY IS WONDERFUL



SOUNDS LIKE THE PERFECT 
CAMAPIGN?
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ҵYGҲXG"OQXGF"VJG"CEEQWPV"VQ"ROCZҶ



GOOGLE 
WANTS US 
ALL TO BE 
PMAXXERS

@DigitalSamIAm 15



PMAXXER 
CHECKLIST

@DigitalSamIAm 16



MEET THE 
ҵROCZGTҶ

@DigitalSamIAm 17

WRONG



GOOGLE TAKE THE WHEEL IS 
DANGEROUS



ҿ0DWV"MOST AGENCY 
APPROACHES SUCK, TOO
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THE AGENCY PLAYBOOK
SEGMENT FOR DAYS

KҲxg"dggp"kp"ceeqwpvu"yjgtg"cigpekgu"jcxg"etgcvgf"

(yes, literally) 50 different asset groups within a single 

ROCZ"ecorckipҿhqt"tgcuqpu"K"uvknn"fqpҲv"wpfgtuvcpf0"

Did half of them serve? Nope. But each one required 

some unique/modified assets just in case. 

MICROMANAGE IT
Å New creative for every freaking thing

ÅTqvcvg"etgcvkxg"nkmg"kvҲu"Ogvc

Å Need Videos for YouTube!

Å Tweak audience definitions like day traders

ÅEtgcvg"oqtg"ncpfgtu"hqtҿtgcuqpuA

Å Move ROAS targets +/- 47'"vq"ҵigv"kv"vq"yqtmҶ

IGNORE IT
On the other end of the obsessive spectrum, there are 

the agencies that set up a PMAX campaign once and 

fqpҲv"vqwej"kv"cickp"hqt"3;"oqpvju"*c"pwodgt"rkemgf"

for no reason in particular). 

Vjcv"fqgupҲv"yqtm."gkvjgt0
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THE AGENCY 
PLAYBOOK

SEGMENT FOR DAYS
KҲxg"dggp"kp"ceeqwpvu"yjgtg"cigpekgu"jcxg"etgcvgf"

(yes, literally) 50 different asset groups within a single 

ROCZ"ecorckipҿhqt"tgcuqpu"K"uvknn"fqpҲv"wpfgtuvcpf0"

Did half of them serve? Nope. But each one required 

some unique/modified assets just in case. 

MICROMANAGE IT
Å New creative for every freaking thing

ÅTqvcvg"etgcvkxg"nkmg"kvҲu"Ogvc

Å Need Videos for YouTube!

Å Tweak audience definitions like day traders

ÅEtgcvg"oqtg"ncpfgtu"hqtҿtgcuqpuA

Å Move ROAS targets +/- 47'"vq"ҵigv"kv"vq"yqtmҶ

IGNORE IT
On the other end of the obsessive spectrum, there are 

the agencies that set up a PMAX campaign once and 

fqpҲv"vqwej"kv"cickp"hqt"3;"oqpvju"*c"pwodgt"rkemgf"

for no reason in particular). 

Vjcv"fqgupҲv"yqtm."gkvjgt0

WRONGER



[QW"ECPҲV"UVGGT"C"BARGE
 LIKE A SPEEDBOAT



@DigitalSamIAm 23

Â As a Google advertiser, my last 3+ years of 

communication with Google have been filled 

with a non-uvqr"tghtckp"qh."ҵVt{"rgthqtocpeg"

ocz"*ҵROCZҶ+"ҭ kvҲu"vjg"dguv#Ҷ"

ÂYgnn."KҲxg"vtkgf"kv0"KҲxg"wugf"kv"kp"gEqoogteg."

KҲxg"wugf"kv"hqt"D4D"-"D4E"ngcf"igp."KҲxg"

usedkv"hqt"UccU."KҲxg"wugf"kv"hqt"fqpcvkqpu"ҭ 

{qw"pcog"kv."KҲxg"rtqdcdn{"fqpg"kv."cpf"K"mkpf"

of like PMAX. 

I KIND OF LIKE 
PMAX, TBH
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DWV"K"FQPҲV"NKMG"
THESE PEOPLE

THE UNDERLYING DISTRIBUTION MATTERS
One of the biggest (and most dangerous) misconceptions about PMAX is that we (the 

cfxgtvkugtu+"ujqwnfpҲv"yqtt{"cdqwv"vjg"wpfgtn{kpi"fkuvtkdwvkqp"qh"ROCZ"kortguukqpu"ҭ if 

its producing results at or below target, who cares?

INVENTORY CORRELATES TO CUSTOMER VALUE
Not all customers are created equal ҭ yjkej"ogcpu"vjcv"kh"{qwҲtg"cuuwokpi"c"ewuvqogt"

that came in via display = a customer that came in on branded search = a customer that 

came in on non-dtcpfgf"ujqrrkpi."{qwҲtg"iqkpi"vq"jcxg"c"tgcn"dcf"vkog0
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WHERE YOUR $$$ GOES

80%

10%

3%
6% 1%

70%

8%

17%

5%

ECOMM LEAD GEN
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MIKE RHODES MAKES THIS EZ



#PROTIP:
MONITOR THE DISTRIBUTION OF 
YOUR PMAX SPEND OVER TIME
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KNOW YOUR NUMBERS 

01NB SEARCH CUSTOMERS
YgҲxg"vgpfgf"vq"hkpf"vjcv"wugtu"yjq"eqpxgtv"qhh"pqp-

branded search have a higher LTV vs. those who are 

acquired via display or video. If you see more of your 

budget going toward search, that could be a good 

thing, OR it could be a reason to push more into 

search.

02DISPLAY/YOUTUBE
Display (in particular) has a long, storied history of 

providing us with the lowest LTV customers. In PMAX, 

display skews heavy remarketing + customers 

acquired via display tend to not be as valuable as 

search or shopping customers.

03SHOPPING CUSTOMERS
Kh"KҲo"igvvkpi"oqtg"ewuvqogtu"xkc"ujqrrkpi."K"ycpv"vq"

know the SERPs (+ if my standard shopping is getting 

ecppkdcnk|gf+0"Kh"kv"kupҲv."vjgp"vjgtgҲu"*nkmgn{+"cp"

gogtikpi"vtgpf"K"fqpҲv"qvjgtykug"jcxg"eqxgtgf"vjcv"K"

should. 



EMBRACE ROCZҲU"UVTGPIVJU
DEFEND AGAINST ITS 

LIMITATIONS
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THE 5-TOOL 
PLAYER MYTH
Kp"dcugdcnn."gxgt{"ueqwv"ku"cnyc{u"nqqmkpi"hqt"vjg"pgzv"ҵ7-VqqnҶ"rnc{gt"

ҭ the guy who can do everything (hit for average, hit for power, throw, 

run + field/defend) at an exceptional level. The problem with this 

obsession is that it tends to result in a lot of drafting of Jack-of-All-

Trades, Master-of-Pqpg"V{rgu0"VjcvҲu"kinda what PMAX is right now. 



Data: @Optmyzr // @DigitalSamIAm 31

PMAX = JACK OF ALL TRADESҿ0

PMAX UNDERPERFORMS EACH TYPE

ÅVjg"fcvc"fqgupҲv"nkg<"ROCZ""ecpҲv"qwv-search search, it 

ecpҲv"qwv-fkurnc{"fkurnc{."cpf"kv"ecpҲv"qwv-video 

YouTube. 

Å That makes a lot of intuitive sense ҭ PMAX is a limited 

version of each of these campaign types smashed 

together in some unholy union. 
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PMAX CREEP IS OUT OF 
CONTROL

HIGHER VISBILITY?

Å According to Adalysis data, accounts with both PMAX 

+ Standard Search had a 45% overlap in search terms

ÅWhen we examined this data with our search term 

data, we found that overlap overindexed toward 

highest-serving + highest-value KWs.

DOES IT CONVERT?

Å The same study (Adalysis) found that when overlap 

exists, that when overlap exists, the Standard Search 

campaign drove more conversions 84% of the time

ÅVjku"fqgupҲv"urgcm"vq"vjg"ocipkvwfg"qh"vjg"fkhhgtgpeg."

dwv"kvҲu"c"etkvkecn"fcvc"rqkpv

YJCVҲU"VJG"VALUE?

Å Finally ҭ kh"vjcv"ycupҲv"g{g-opening enough, PMAX 

drove more CONVERSION VALUE for only 14% of 

search terms. 

Å Think about that ҭ Standard search creates more 

value for the brand 7 out of 8 times.

Data: @BGTheory + Adalysis / @DigitalSamIAm



The Power of PowerPoint | thepopp.com
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A THEORY 
WHY THIS 
HAPPENS

Â From a fundamentals standpoint, PMAX is trying to jam together a whole 

bunch of different inventory, each with wildly different economic + 

transactional values, using an insufficient number of controls. 

ÂKvҲu"pqv"Ogvc0"Ogvc"jcu"qpg"eqtg"kpxgpvqt{"v{rg"*Hggf"uvwhh+"-"c"dwpej"qh"

kinda-sorta crrtqzkocvkqpu"qh"kv0"Vjg{"fqpҲv"jcxg"vq"fgcn"ykvj"nqecn"-"

search. 

Fundamentally different media types (display, search, shopping, 

video) sharing a commonly-computed KPI (tCPA or tROAS)

Kpuwhhkekgpv"eqpvtqnu"*vjqwij"ygҲtg"igvvkpi"oqtg+"vq"eqpvtqn"urgpf"

across different media types, intent levels + users

Nkokvgf"kpukijvu"kpvq"yjcvҲu"yqtmkpi"-"yjcvҲu"pqv"qp"c"ugctej"vgto."

placement and/or channel basis

Cp"cniqtkvjo"vjcvҲu"ujqrrkpi"hqewugf"vt{kpi"vq"cfcrv"vq"ngcf"

generation w/o the right data (yes, you need conversion values)



NOW I KNOW HOW THE JEDI FELT
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YOU MUST STRUCTURE YOUR 
ACCOUNT TO WORK WITH PMAX



EVERY CONVERSION SHOLD 
HAVE A DIALED-IN VALUE

36
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Contribution Margin (Absolute & Percentage)

ÅQuick Ratio
ÅMarketing Return Rate (MRR)
ÅMarketing Efficiency Ratio (MER)

ÅCAC (new vs. returning)
ÅNet Present LTV
ÅReturn Rate

ÅCPM
ÅCPC
ÅCTR
ÅROAS

ÅRevenue
ÅShare of 

Shelf

PRIORITIZE PROPERLY

@DigitalSamIAm



tROAS > tCPA
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PURCHASES OR QUAL LEADS 
ONLY

39



DATA IS THE STRAW THE 
STIRS THE PMAX DRINK

40
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TARGETS BUDGET EXCLUSIONS

FEEDS CREATIVE ADJUSTMENTS

THE PMAX CONTROL LEVERS

Adjust the tROAS or tCPA for the campaign Increase/Decrease total budget Exclude Placements, Brands  + KWs

Add/Subtract Data From Feed New Images, Headlines + Videos Customer & Seasonality Adjustments
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THE LEVERS YOU HAVE FOR 
ROCZ"CTGPҲV"VJCV"POWERFUL
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WHAT DOES THAT MEAN?

SEARCH TERMS

Uqogjqy."ygҲtg"dcem"kp"vjku"ygktf"yqtnf"yjgtg"

(perversely) adding more KWs (+ more variants of KWs) 

to accounts actually improves performance. 

K"jcvg"kv"jgtg."dwv"vjcvҲu"jqy"vjg"ewttgpv"u{uvgo"ku"ugv"wr0

EXCLUSIONS

Vjku"*ujqwnf+"iq"ykvjqwv"uc{kpi."dwv"kv"fqgupҲv0"[qw"pggf"

to be vigilant about updating all of your exclusions ҭ 

negative KWs, negative placements, audience lists, you 

name it. 

Ruthlessly cut out the crap. Sure, it could convert. But if 

the probability is low, the available inventory is big 

enough to overcome it.

PRIORITIES

This is (primarily) for my eCommerce folks ҭ but 

campaign priority settings are actually really cool (+ really 

under utilized). The same thing is true for value rules. 

Use every lever at your disposal. 



PMAX WILL 
CANABALIZE 
SEARCH
ÅFtqo"{qwt"ugctej"ecorckipu"*{qwҲnn"ugg"ROCZ"cfu"ugtxkpi"hqt"

search terms where your existing search/shopping campaigns 

already have excellent quality scores, staggeringly good historical 

performance and ample budgets) to serving in place of your hyper-

relevant YouTube and Demand Gen campaigns, despite inferior 

performance. 

ÅThe presence of display ad units in PMAX means that all of your 

excess budget can be dumped into those ad units with 

(virtually)no accountability.

44
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@DigitalSamIAm

INCLUSIONS REDUCE PMAX CREEP

01.
EXACT
MATCH

ÅExact match keywords that are identical to the search term.

Å Identical means spell corrected but does not include singular/plurals or synonyms.

02.
OTHER

MATCHES

ÅPhase and broad match keywords that are identical to the search term.

ÅA search theme that is identical to the search term.

03.
RELEVANCE

ÅGoogle deems what they feel is most relevant to determine what ad to show.

Å If there are multiple options, then Google uses Ad Rank.

04.
AD RANK

Å If multiple search keywords or search themes share the same priority order, then Ad Rank 

determines what ad is shown.

44
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IQQING"KUPҲV"
GOOD AT FIGURING 
QWV"YJCVҲU"BAD

NEGATIVE KWs Negative KWs are the single-easiest thing you can do 

vq"kp"qtfgt"vq"ҵiwkfgҶ"rgthqtocpeg"ocz"kp"vjg"tkijv"

fktgevkqp0"YgҲxg"cnn"uggp"kv"dcpi"kvu"rtqxgtdkcn"jgcf"

against a KW wall that will not convert.

PLACEMENTS One of my ongoing frustrations with PMAX is the over-

distribution to low-quality, low-probability-to-convert, 

borderline-brand-unsafe placements. Placement 

exclusions (campaign level) allow you to avoid that.

AUDIENCES Hkpcnn{."vjgtg"ctg"cwfkgpegu0"K"v{rkecnn{"fqpҲv"gzenwfg"

too many audiences, but I will either (a) exclude 

current customers or (b) use bid more w/ a lower 

customer target. 
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SET THE RIGHT PRIORITIES

CAMPAIGN PRIORITY

Â I think campaign priority settings are woefully under-utilized, especially in 

accounts running PMAX alongside other campaign types (esp. standard 

shopping)

Â Always give the highest priority to the campaign focused on the most 

immediate thing (i.e. a sale, a core product, a new collection launch). 

VALUE RULES

Â Value rules are one of the most misunderstood (and under-utilized) 

hgcvwtgu"kp"Iqqing"Cfu0"Eqpvtct{"vq"rqrwnct"dgnkgh."vjg{"fqpҲv"cevwcnn{"

change the targets, but rather work on the value of the conversion

Â That means they can have unexpected interplay with other adjustments to 

target, like seasonality or new customer adjustments.



PMAX CAN BE A 
AMAZING TOOL

48
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BUILD A PMAX STRUCTURE 
DCUGF"QP"YJCVҲU"

IMPORTANT TO YOU



THE SOLUTIONS WE USE:
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Split To Control Spend + Maintain 

Scale

Split To Avoid Convergence

Segment Based on Volume + CM

Split Based On Buyer Persona + CM

Leverage Dynamic Labels To Max. CM

Hero + Supplemental

>10,000 SKUs

Wildly Different CMs

<1,000 SKUs

Wildly Different User Types
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+ OUR BASE PMAX STRUCTURE

Category #1

Category #2

Category #3

HIGH-CM: PMC1 MID-CM: PMC2 LOW-CM: PMC3

Your top-selling SKUs. This can also 
be modified to your top -basket SKUs 

(i.e. SKUs that sell other stuff)

This is great for niche-r products, 
specific accessories, etc.

Gxgt{"uvqtg"jcu"vjg"ҵjkffgp"igouҶ"ҭ
products that sell rarely, but are $$$. 

Grouping them together can be 
magic.

Products with absurdly high 
contribution margins - ones in the 

top ~25% of all SKUs you carry

Rtqfwevu"ykvj"ҵcxgtcigҶ"eqpvtkdwvkqp"
margins for your business ҭ middle 

50%

Products with low CMs for your SKU 
set ҭ likely comprised of loss 
leaders, promotional items, 

discounted items, etc.

ASSET GROUP #1

ASSET GROUP #2 ASSET GROUP #5

ASSET GROUP #4 ASSET GROUP #7

ASSET GROUP #8

FQPҲV"DQVJGT
ASSET GROUP #3
OR HG CAMPAIGN

@DigitalSamIAm

ASSET GROUP #6
OR HG CAMPAIGN
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PRODUCT TYPE

THEN
TAILOR IT 
TO YOUR
BRAND

01 Tends to follow your site organization (i.e. categorization), 
which also has the benefit of aligning with how people 
search

PRICE 02 In general, buyers tend to shop for items around a particular 
price point ҭ c"Ekvk|gpu"dw{gt"kupҲv"nkmgn{"igvvkpi"c"TQNGZ0"

COLLECTION03 This works well in fashion + beautyҭ grouping by collection tends 
to result in significant cross-sells, as people want to get the look.

USE CASE04 Connecting products that people are likely to buy together 
based on the use case ҭ i.e. travel accessories with 
luggage.

BUYER TYPE05 In some cases, there are products that tend to skew a buyer 
type ҭ a great example is camo gear tends to attract a 
hunter/ex-military crowd, where white/grey a more urban 
one

@DigitalSamIAm



ONLY SEGMENT WHEN YOU 
ABSOLUTELY MUST

53
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SEGMENT 
CAMPAIGNS WHEN:

ROAS TARGETS SHIFT > 100 BPS
If your campaigns are all running at ~approximately~ the same tROAS (i.e. 

572'."597'."632'."552'+."vjgtgҲu"pq"pggf"vq"ugiogpv"vjku0"Vjg"equv"qh"

fracturing your data likely exceeds the marginal return obtained by doing so ҭ 

which means you did more work to get the same (or less) money. 

FUNDAMENTALLY DIFFERENT 
AUDIENCES
If you have products/services that are targeted to wildly different audiences 

(for instance, engagement rings vs. costume jewelry for eComm, and truck 

accidents vs. lemon law for lead gen), then consider using different 

campaigns in order to control the message around each product/service. 

SEASONALITY MATTERS A LOT
If you have products that admit of MAJOR seasonality ҭ think: fashion, home 

goods, video games, gifting products, etc. ҭ segmenting by seasonality can 

help you avoid the annoying issue where Google over-serves the old 

collection/product set.  



Data: @Optmyzr // @DigitalSamIAm 55

THE HIGH COST OF SEGMENTATON
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THE REALITY OF MOST ACCOUNTS

TOTAL CONTRIBUTION 
MARGIN

1 / [CONTRIBUTION MARGIN / REVENUE]
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PRICE CONVERGENCE

tROASHIGH LOW

ADVERTISERS MAX SURPLUS VALUE
The final pressure is advertisers, who continually want to INCREASE 

their tROAS in  order to capture incremental surplus value. GOOGLE PUSHES LOW (OR NO) ROAS
Pretty understandable: Google wants to have as much optionality as possible 

in how their platform deploys your full budget. Doing so will, over time, 

squeeze every dollar of surplus value out of the system (+ put it in their 

pocket)

MARKET BALANCES SUPPLY & DEMAND
Ad markets are exactly that: markets. Particularly in search, Google 

knows what other advertisers are willing to pay for the click, and uses 

vjcv"kphqtocvkqp"vq"oqxg"EREu"wr"qxgt"vkog"*vjcvҲu"jqy"{qw"igv"gctpkpiu"

growth in a low-growth environment).
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THE DIGITAL DEMAND CURVE

INFLECTION POINT #2

INFLECTION POINT #1
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EFFICIENCY (tCPA Increase / tROAS Decrease)

HIGH VOLUME

OPTIMAL SPEND

LESS EFFICIENT

@DigitalSamIAm
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A QUICK TRANSFORM:
INFLECTION POINT #2

INFLECTION POINT #1

FORECAST CONFIDENCE INTERVAL

tROAS
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FIND THE INFLECTION POINTS
BUDGET 

SIMULATOR

IqqingҲu"Dwfigv"Ukowncvqt"

works brilliantly well to give you 

baseline data (along with 

implied underlying metrics) for 

your forecast. Just remember to 

build out ranges for each (you 

can use Keyword Planner or a 

guesstimate)

Budget planner works at a KW + Ad Group level (I use ad group) ҭ and provides (surprisingly decent) 

volume + cost estimates (though you need to check the implied CTR + CVRs ҭwhich can be *wildly* off. 

In general, you should expect that CVRs will dip as volume increases, while CTR tends to stay flat-to-

increase.  
@DigitalSamIAm
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TRICKS OF THE TRADE
AUTO-APPLY RECS

This is the most obvious (+ the most dangerous) of 

the options available to Google ҭ they can just change 

your campaigns. Bids, targets, you name it, they can 

change it if all AARs are applied.

LESS RESTRICTIVE TARGETS
IqqingҲu"rtghgtgpeg"ku"hqt"{qw"vq"ngcxg"ROCZ"qp"Ocz"

Conversions (or Max Conv. Value) w/ no target, but 

vjg{Ҳnn"ugvvng"hqt"jcxkpi"{qw"kpej"kv"fqyp"xkc"uwdvng"

ҵnkokvgf"d{"vctigvҶ"yctpkpiu"*yjgvjgt"kvҲu"vtwg"qt"pqv+

MORE BUDGET
Vjg"hkpcn"yctpkpi"{qwҲxg"rtqdcdn{"uggp"kp"{qwt"ROCZ"

ecorckip"ku"vjcv"vjg"ecorckip"ku"ҵnkokvgf"d{"dwfigvҶ"

ҭ even when it does not consistently spend the full 

daily budget. How can that be? 



NGVҲU"IGV"KPVQ"JQY"[QW""
CAN MAKE PMAX GREAT
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