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SAM TOMLINSON

My career started about as far away from marketing as
one can get: in corporate finamce pf " KXx g" e c
lessons learned (and profit obsession) into the digital

B Ul uvgo. "yjgtg® KXXg = yag

- KXxg"yqgt mgf " hqtt'tapgng froth the g t
- Fortune 500 to pigeed startups on 5 continents, with
udgets ranging from $1,000 to $1M+

fgp Xv" | wuilteach ghers, too. t spegk/ k
B gl ' vig"yqgtnf"cv'"eqgp
ently on the faculty at Johns Hopkins University,

ni University and Georgetown University



O INTRODUCTION

Y] g"K"Co. "Yjcv"YgXtg"Vcnmkpi " Cdgwyv.

ROCZ" KUPXV" HQT" GXGT|

Weird Place To Start? Cool Insight? You Decide.

Y \] C V Y (%%HE-III-TOQSS PLAY ON PMAX

How Machines Work + What We Need To Do About It.

O HOW TO GET PMAX RIGHT

Pcxkicvkpit "l ggi ngXu"4HYgpg"ecorcki p"yv

ABOUT

O THE PMAX ACTION PLAN

How to put everything together

O FINAL THOUGHTS

And Those Promised Takeaways

@DigitalSamIAm .



PMAX =-EELINGS




YOUR FUTURE WITH PMAX




GOOGL=z PMAX
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w Taylor Holiday € @TaylorHoliday - Aug 19, 2024 & JED
A Google Liason's definition of PMAX today, and where it's headed:

(0ogle reverses stance on
Performance Max campaign ,
Google Ads May Get Channel Reporting

contrOIS | ] For PMax Campaigns

PMax campaigns can now be controlled through s | B | .
API placement exclusions, contradicting months of Jconversions acrse ¥ === % ‘
Google's documentation that claimed otherwise. Yy ’ =

-
T E

‘@
-9:

Anu Adegbola on January 28, 2025 at 1:39 pm | Reading time: 2 minutes
—

E Tom Goodwin €& @tomfgoodwin - Jan 24 (A oo
Google Pmax ads are like setting money on fire and nobody cares.

N\

Click Here to Continue Performance Max )

Click Here to Contmue

Close New reporting and insights

o,




CPC GROWIN CORE MARKETS

Google needs to grow CPCs, but search query growth

INCREASEOMPE

KV X UECONG@BIY -

ITION

The solution to the CPC problem is to force more

IS being constrained by both Al Overviews (providing advertisers into more auctionsvhether they want to

far more information than previously available) + user

dg"vjgtg"qt"”

pqvoOo" V) cvXu

ecrul0"YgXxg"cntgcf {" eqpp ghewiagd hgeagverfisgreigtd nkope 'auctjorss,"

Western World. Google is the default.

whether or not those auctions are relevant.

DEGRADEHE EXPERIENCE

The final lever for CPC growth (and more budgets for
G) is to homogenize the experience, so fewer
" g adeedisers haveyhjgle (v+) qraitg scarediicD O f g <
serves to level the playing field + force more
advertisers into paying higher CPCs




PMAX = ANSWER VE TA

Google developed PMAX to be a legitimate competitor to Meta Ads-fanhél sales +

ngcf "1 gpgt c v k grmldthey seem Qretty mitpng td tkyikgutdk ngake"it
happen

And (theoretically) that should be a wonderful thing for adventisasser setup, easier management, better results, lessafion.

@DigitalSamIAm .



THEITHEORIS WONDERFUL

BILLIONS OF USEH 2 EVERY POSSIBLE AD UI{}3

A Vjiku"oc{"uggo"eqgpvVvt qxgt A KetrikeMdtay GdodevhaskoillignXof usérd. dntike A gAhd Goagle controls the singtestcritical
access to unfathomably good data across just Ogvc. "vjgug"wugtu" wug" uqg coghméerag teal estate ithe §ERP.Il qgi ng Xu"

cdqwv®gxgt{"curgev"”qgh" kv produerstio everghing u " nk x g u A Add on video ad units (YouTube), open web

A YouTube, Search, Web, Payment, Seamin A Google also has access to trillions (yes, withaT)in r ncegogpvu"*Fkurnc{+."vjg"
name it. Google has it. In spades. historical conversion value data from millions of (Discover), the mositsed maps (Maps) AND the

- different sites + shops. fastestgrowing vertical video platform (Shorts).

A Google has should have absolutely zero problem P ¥ J P ( )
modeling user behavior + predicting who is going to A Seriously, how do you lose?
buy/convert/whatever.

@DigitaISamIAm.



SOUNDS LIKE THE PERFECT
CAMAPIGN?
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GOOGLE
WANTS US
ALL TO BE
PMAXXERS

@DigitalSamIA m .



PMAXXER
CHECKLIS

©
Auto-apply \g @
Gemini

@DigitalSamIAm .
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GOOGLE TAKE THE WHEEL IS
DANGEROUS




€ 0 DWQST AGENCY
APPROACHES SUCKTOO




- THE AGENCY_AYBO

SEGMENHROR DAYS MICROMANAGE IGNORH

KXxg"dggp"kp"ceeqwpvu"yj git NeWw créatve forleveny frepking thifge t g ¢ v g f On the other end of the obsessive spectrum, there are
(ves, literally) 50 different asset groups withinasingle A Tgvcvg" et gcvkxg" nk mg" k v ¥e dgengiaes that set up a PMAX campaign once and

ROCZ" ecor cki pehqt"tgcuqpuA"%édwwé%gfgr'yéuﬂuBe)gv"wpfgtuvcpﬁ&)ﬁx\,--vqwej "kv"cickp"hqgt" 3;

A Tweak audience definitions like day traders for no reason in particular).
Did half of them serve? Nope. But each one required A " " "
Etgcvg"ogtg"ncpfgtu"hqgtetgcuqgpuA

some unique/modified assets just in case. A Move ROAS targets4/7° " v " 7i gv" kvVigqVvyhoagemupXv"ygtm "gkvjgto

@DigitalSamIAm .
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SEGMENROR DAYS MICROMANAGE IGNORH

KXxg"dggp" kp"ceeqgwpvu"y]| dit Nelvecréatve ferleveny frepking thinge t g ¢ v g f On the other end of the obsessive spectrum, there are
(ves, literally) 50 different asset groups withinasingle A Tgvcvg" et gcvkxg" nk mg" k v ¥he dgengiaes that set up a PMAX campaign once and
ROCZ"ecorckipehqgt™tgcuqp UL NMeediitdeodBr YodufluBeXV " Wpf gt uvepdf §pXxv"vgwej "kv"cickp"hqgt" 3;

A Tweak audience definitions like day traders for no reason in particular).
Did half of them serve? Nope. But each one required AEtgcvg ogqtg"ncpfgtu”hgtetgecugpuA

some unique/modified assets just in case. A Move ROAS targets4/7 ° " v q" i gv" kvVigqvyhoagemupXv" yqtm "gkvjgto

@DigitalSamIAm .



| QW" ECP XV "BUNEEGT "
LIKE A SPEEDBOAT




| KIND OF LIK
PMAX, TBH

A As a Google advertiser, my last 3+ years of
communication with Google have been filled
withanonuvgr "tghtckp"qgh. "
0cz"* BRIGKOZ2MH"V | g"dguv#y g |

AYgnn. " KXxg"vtkgf"kv0o" KX e
KXxg"wugf"kv"hgt"D4D" - " &
usedk v" hgt " UccU. " KXXg" wug
{gw" pcog"kv. " KXxg"rtqdc
of like PMAX.

@DigitalSamIAm .



Online event marketplace Event Tickets Center has seen its images and text

appear in other brands’ ads when buying through Advantage+, said Chief

Marketing Officer Ben Kruger.

Some OMD clients have shied away from Al buying altogether d
control over audiences and inventory, according to Hovaness.

Marketers considering Al-driven campaigns aren’t confident ag W V K I Q I

products such as alcohol will appear only in appropriate places,

Other brands can’t accept not being able to select where their a I

Sales above all

Despite such complaints, many marketers have embraced the “black boxes.”

Event Tickets Center found Performance Max campaigns deliver higher traffic THE UNDERLYING TRIBUTICOMA ERS

numbers than traditional search ad buys, which is more important for the ticket

One of the biggest (and most dangerous) misconceptions about PMAX is that we (the

seller than transparency, according to Kruger. “As long as it’s delivering _ _
ygtt{"cdgwvifv) g"

: . ) : cfxgtvkugtu+"uj gwnf v "
profitable sales to us, I don’t really care where it’s running and what it’s doing,” _ J _ J 4 P
its producing results at or below target, who cares?

he said.

The company now spends around 10% of its roughly $100 million annual Google

budget through Performance Max, Kruger said. INVEN TO RY CO ad= AN ESU[SIO MER VAL U =

Not all customers are created equatl | k e j ogcpu"vjcv"kh"{qgw?’

Advantage+ has reduced the time R _
that came in via display = a customer that came in on branded search = a customer the

uj grrkpi."{gwXtg"i gkpi

NEWSLETTER SIGN-UP Saxx spends identifying leads and

cameinonnodt c pf g f V (

WSJ | CMO Today setting up campaigns, said Kevin
‘ ‘ Meikle, director of digital marketing.
CMO Today delivers the most important news of the day

for media and marketing professionals. That gives the underwear brand’s
marketing team more time to test @DigitalSamIAm



WHERE YOURSGOES




MIKE RHODIMAKES THIS EZ

@ MIKE RHODES
Date Range d/m/y 17/10/2024 - 15/11/2024

. L]
Account Cost by Channel Account Conversions by Channel Cost by Campaign Conversions by Campaign

o=

Camp shop shop Shop Disp Disp Video Video Video Search Search
Campaign Name Value Cost Value Conv  Value Cost Conv Value Cost Conv

PMax | General | Main 24643 2199 5 99 2 12353 39 0 0 56 1
shop Cost o R Drsg t Search Lost PMax | General | EU 47 2 493 354 1 1995 0 0 3 0 0 4 ]
2697 0 0 0 0 0 0 0

Channel split by Campaign (cost)

Shopping | General 2 2697 319 2

Is Mike Rhodes' P-Max Script Useful? 1

Channel split by Campaign (conversions)

Shot

Get The Script Here //[myitalSamIAm




H#PROTIP:
MONITOR THEDISTRIBUTIONOF
YOUR PMAX SPEND OVER TIME




KNOW YOURJMBERS

NB SEARCH CUSTOMERS

YgXxg"vgpfgf"vg"hkpf"vjcv
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.

DISPLAY/YOUTUBE SHOPPING CUSTOMERS

" WMsplgyt (in Pagtigulgr) hasoaporgg stokie't [idtony'dofp g pkK " KXo " i gvv kpi "oqt g" ewu vV (

providing us with the lowest LTV customers. In PMAX, know the SERPs (+ if my standard shopping is getting

display skews heavy remarketing + customers ecppkdcnk| gf+0"Kh"kv"kup:
acquired via display tend to not be as valuable as gogti kpi "vtgpf"K"fgpXv"qg\
search or shopping customers. should.

@DigitalSamIAm .



EMBRACEROCZ XU"™ UV T GF
DEFENDAGAINST ITS
LIMITATIONS




=

"\ THES-TOOL
E PLAYER MYTH

Kp"dcugdcnn. "gxgt{"ueqgww'qknH" a m\
T 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-d&&il-

Trades, Mastasf-P g p g " V{ r igndadvhaVEBMAX iXriglit now.

@DigitaISamIAm.



PMAX = JACK OF ALL TRADE:

Has Search
Campaign

No

No. of
Accounts

2002

7197

No. of
Campaigns

4808

19894

689.40%

53117%

9.57%

4.06%

7.34

PMAX UNDERPERFORMS EACH T

14.41

Has Video
Campaign

No

No. of
Accounts

8603

596

No. of
Campaigns

21924

2778

553.81%

528.22%

Conv Rate

AVjig"fcve”fqggup XsedrankegrehiROCZ " "

ecp Xfvkugrwrwve { " f kur nAiddo.
YouTube.

cpf " kv"e

A That makes a lot of intuitive sensMAX is a limited
version of each of these campaign types smashed
together in some unholy union.

Has Display
Campaign

No

No. of
Accounts

7959

1240

No. of
Campaigns

20820

3882

543.77%

559.76%

Conv Rate

Has Shopping
Campaign

No

No. of
Accounts

7653

1546

No. of
Campaigns

18172

6530

512.56%

614.67%

Conv Rate

4.97%

2.98%

Data: @Optmyzr //[@yitalSamIAm




PMAX CREEP &) T OF
CONTROL

When Overlap Exists, the Percentage of Times a Campaign
has higher impressions for the same search term

61%

HIGHERISBILITY

DOES ICONVERT YJCVXWANE G™

A According tAdalysisdata, accounts with both PMAX A The same study@alysig found that when overlap A FinallyTk h " v j c v-bpenng endlgh, RIVAXY

+ Standard Search had a 45% overlap in search terms exists, that when overlap exists, 8tandard Search drove more CONVERSION VALUE for only 14% of

A When we examined this data with our search term campaign drove more conversions 84% of the time search terms.
data, we found that overlaperindexedoward AVjku"fggupXv"urgcm"vaqg" v jAgThiokabopthkhat\Bfargdrdiskarch ¢greqtesfmode h g t g |
highestserving + highestalue KWs. dwv" kv Xu"c"et kvkecn"f cvc " valgekfqr the brand 7 out of 8 times.

Data: @BGTheory+ Adalysis / @DigitaISan.



A THEORY
WHY THIS
HAPPENS

A 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.

AKvXu"pgv"OgvcO0O"Ogvc"jcu"gpg"eqtg"kpxgpvaqt
kindasortac r rt gzkocvkgpu"qgh"kvO0o"Vjg{"fgpXv"]cx
search.







YOU MUST STRUCTURE YOUR
ACCOUNT TOWORK WITH PMAX




EVERY CONVERSION SHOLD
HAVE ADIALEDIN VALUE




PRIORITIZPROPERL

Contribution Margin (Absolute & Percentage)

A Quick Ratio
A Marketing Return Rate (MRR)
A Marketing Efficiency Ratio (MER)

A CAC (new vs. returning)

CUSfam A Net Present LTV
a M@lf A Return Rate
Cg ‘@ | A CPM A Revenue
g 03 A CPC A Share of
Py A CTR Shelf
é’l‘fome A ROAS
@l‘f/b
@ o

@DigitalSamIAm .



tROAS > tCPA




PURCHASES OR QUAL LEADS
ONLY




DATAIS THE STRAW THE
STIRS THE PMAX DRINK




THE PMAX CONTRICGLVERS

©

TARGETS

Adjust theROASDTr tCPA for the campaign

]

FEEDS

Add/Subtract Data From Feed

—

BUDGET

Increase/Decrease total budget

&

CREATIVE

New Images, Headlines + Videos

O

EXCLUSIONS

Exclude Placements, Brands + KWs

==
e
==

ADJUSTMENTS

Customer & Seasonality Adjustments

@DigitalSamIAm .



THE LEVERS YOU HAVE FOR
ROCZ" CT GP XRWOWKRIFGLV ©




WHAT DOES THAIEAR?

Exclude from . < - . , .
FiRA .onversion value rules allow you to set conditions, such as audience or location, to adjust

-onversion values based on your customers' attributes and their relative value to your

Search term

usiness. Only one rule can execute for each conversion event. Learn more
BROWSE ENTER

words of wonder crossword to connect vocabulary .\ GUDQ|E Ads: Conversion Value rules

gameyay.com

<+ Create Google Ads Value Rule

= r.." f=1 mm [, I.-.:lll
Total: Search terms (2) R ool pp
o™ Word Spells: Crosswords
R Conversion . ) Secondary .
Primary Dimension ) ) Operation
goals Dimension

- O

usdgg.cn

|
e ‘ Garden of Words - Word game
| ' Mobile App: Sudoku - Classic Puzzld
y Tripledot Studios Limited
:L_ s

You don't have any entries yet

what is digital marketing -
SEARCH TERMS EXCLUSIONS PRIORITIES

Ugogjqgy. "ygXtg"dcem"kp"Vjku"ygkgwhiydgt ngg"ykgj givv " u cTRiskigp(primdrilg) fov myle@ommerce tgllpeX v O " [ q
(perversely) adding more KWs (+ more variants of KWSs) to be vigilant about updating all of your exclusjons  campaign priority settings are actually really cool (+ really

to accounts actually improves performance. negative KWs, negative placements, audience lists, you under utilized). The same thing is true for value rules.
name it.
K"jcvg"kv"jgtg. "dwv"vjcvXXu"jgy"vjg"ewttgpv"u{uvgo"ku" udJse'every®veratyour disposal.

Ruthlessly cut out the crap. Sure, it could convert. But if
the probabillity is low, the available inventory is big
enough to overcome it.

@DigitalSamIAm




PMAX WILL
CANABALIZE
- SEARCH

AR go" { gwt "ugctej"ecorckipu"=*{q
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.

A The 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.
@DigitalSamIAm .




INCLUSIONSREDUCE PMAX CREEP

N
A Exact match keywords that are identical to the search term.
A Identical means spell corrected but does not include singular/plurals or synonyms.
y,
N
A Phase and broad match keywords that are identical to the search term.
A A search theme that is identical to the search term.
y,

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

03. . .
RELEVANCE A If there are multiple options, then Google uses Ad Rank.

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

04. . )
A5 TN determines what ad is shown.

@DigitalSamIAm .



| QQI NG" KUPXV"
GOOIAT FIGURING
QWV" YJBawY XU"

Hkpcnn{."vjgtg"ctg"cwfkg
too many audiences, but | will either (a) exclude
current customers or (b) use bid more w/ a lower
customer target.

PLACEMENT

One of my ongoing frustrations with PMAX is the over
distribution to lowguality, lowprobabilityto-convert,
borderlindbrandunsafe placements. Placement
exclusions (campaign level) allow you to avoid that.

Negative KWs are the singlesiest thing you can do
vg" kp"qgtfgt"vag" i wkfgy"rgthgt ocpeg"ocz"kp"vjg"

fktgevkgpO"YgXxg"cnn"uggp kK v u

against a KW wall that will not convert.

kv"dcpi rtgxgtdk

@DigitaISamIAm.



SET THE RIGHRIORITIES

— CAMPAIGN PRIORITY

A | think campaign priority settings are woefully untlézed, especially in
accounts running PMAX alongside other campaign types (esp. standard
shopping)

A 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).

et
- ) DL 5
- t, ARSI
s T B AN TR

VALUE RULES

A Value rules are one of the most misunderstood (and-utildesd)

hgcvwtgu"kp"l gqing"CfuO"Eqpvtct{"vqg

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

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

target, like seasonality or new customer adjustments.

@DigitalSamIAm




PMAX CAN BE A
AMAZING TOOL




BUILD A PMAX STRUCTURE
DCUGF" QP" YJ CV)
IMPORTANT TO YOU




THESOLUTIONAYE USE:

Split To Control Spend + Maintain

Split To Avoid Convergence

Segment Based on Volume + CM

Wildly Different User Types Split Based On Buyer Persona + CM

>10,000 SKUs Leverage Dynamic Labels To Max. CM




+ OUR BASE PMAXRUCTURE

Category #1

Your top-selling SKUs. This can also
be modified to your top -basket SKUs
(i.e. SKUs that sell other stuff)

Category #2

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

Category #3

Gxgt{"uvgtg"jcu"tvj
products that sell rarely, but are $$3.
Grouping them together can be
magic.

@DigitalSamIAm .



0 PRODUCT TYPE

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

THEN e

In general, buyers tend to shop for items around a particular

TAII OR IT pricepoinfc " Ekvk| gpu"dw{gt"kupXv"nkmgn{"

03 COLLECTION

This works well in fashion + begugyyouping by collection tends
to result in significant crossells, as people want to get the look.

B R A N D O |' Connecting products that people are likely to buy together
based on the use cagd.e. travel accessories with

luggage.

05 BUYER TYPE

In some cases, there are products that tend to skew a buyer
typeT a great example is camo gear tends to attract a
hunter/exmilitary crowd, where white/grey a more urban

one
@DigitalSamIAm .



ONLY SEGMENT WHEN YOU
ABSOLUTELY MUST




SEGMENT
CAMPAIGNSWHEN

ROAS TARGETS SHIFF 100 BPS

If your campaigns are all running at ~approximately~ thetsBaddeii.e.
572' ."597"."632'."552"+."vjgtgXu"pq'
fracturing your data likely exceeds the marginal return obtained by dping so
which means you did more work to get the same (or less) money.

FUNDAMENTALLYDIFFERENT
AUDIENCES

If you have products/services that are targeted to wildly different audiences
(for instance, engagement rings vs. costume jeweleCtmnmand truck
accidents vs. lemon law for lead gen), then consider using different
campaigns in order to control the message around each product/service.

SEASONALITYMATTERS A LOT

If you have products that admit of MAJOR seasondltgk: fashion, home
goods, video games, gifting products, esegmenting by seasonality can
help you avoid the annoying issue where Googlsarves the old
collection/product set.



THEHIGH COS0OF SEGMENTAT

No. of Conversion No. of No. of
Category Accounts Campaigns

Conv Rate

0.55 255.58% 0.60%

0.66 393.34% 1.25%

0.56 565.44% 4.54%

Data: @Optmyzr //[@yitalSamIAm .



THEREALITOF MOST ACCOUN

UNDER ‘ OVERSPEND
SPEND
@ N
oo’ .0 ® ®
0 3 ) 1 1 2 2

0 5 0 5
1/[CONTRIBUTION MARGIN / REVENUE]

SKU COUNT
O




GOOGLE PUSHES LOW (OR NO) ROAS

Pretty understandable: Google wants to have as much optionality as posst
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 i

pocket)

PRICECONVERGENCE

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 usés
vicv"kphgtocvkgp"vg"oqxg" EREU"

growth in a lovwgrowth environment).

elir

wr " gxgt"vkoqg"*vjcvXXu"jgy"{gw"igv"gctp

ADVERTISERS MAX SURPLUS VAL

The final pressure is advertisers, who continually want to INCREA!S
theirtROASN order to capture incremental surplus value.

HIGH

tROAS

LOW @DigitaISamIAm.



VOLUME // IMPRESSIONS SHARE

THE DIGITARLEMAND CURVE

HIGH VOLUME

INFLECTION POINT #2

OPTIMAL SPEND

INFLECTION POINT #1

LESS EFFICIENT

EFFICIENCY (tCPA Increase tIROASDecrease) Gl



A QUICKRANSFORM

INFLECTION POINT #2

OPTIMAL SPEND

FORECAST CONFIDENCE INTERVAL

MISSED

OPPORTUNITY INEFFICIENCY

|
|
EXPECTED VALUE |

LOSS
LOS

INFLECTION POINT #1

tROAS @DigitalSamlAm .



FIND THENFLECTION POINTS

Custom B U DG ET
Simulation period: @ Mar 14 - May 9, 2023  + SI M U LATO R
Target CPA Clicks Cost Conv. value I q q | n g X u ! D W f | g \Y !
Set an ad group-wide target CPA of $250.00 e _
999094 080 91678690 | 4428 works brilliantly well to give you

$20,000.00

$426.36 1,663 $§7,794.16 , 29.10

0000 baseline data (along with
$15,000.00
g iImplied underlying metrics) for

$140.00 $1,054.33 10.41 G $10,000.00

$250.00 (current) 83,643.31 17.59

your forecast. Just remember to

$5,000.00

so00— build out ranges for each (you

$ Set a different target

can use Keyword Planner or a

guesstimate)

Cost Impressions Top Imps. Top Rate Inc. Cost/Conversion

$ 140.00 $ 1,054.33 72.85% 7.319% . , 105.43
§ 250.00 $ 3,643.31 77.18% 6.898% . S 20241 323.62

S 42636 S 7,794.16 78.68% 6.755% 29 1.74%| S 268.76 377.35
$ 59094 $16,786.90 80.48% 11.064% 44 1.43% S 381.52 599.52

Budget planner works at a KW + Ad Group level (I use ad group)y and provides (surprisingly decent)
volume + cost estimates (though you need to check the implied CTR + CVRsT which can be *wildly* off.
In general, you should expect that CVRs will dip as volume increases, while CTR tends to stay flato- __ .
_ @DigitalSamIAm
Increase.



‘i\‘ ‘1 \1

' TRICKOF THE TRADE
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