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SEARCH ENGINE ROUNDTABLE -+ Menu

Google Ads Saying Goodbye To Enhanced CPC In March
2025
Sep 9,2024-7:51 am [J0 — byBarry Schwartz

Filed Under Google Ads

Google Introduces New Al Tools
For Performance Max Campaigns

Google introduces Al tools for Performance Max, enhancing reporting, creative
capabilities, and brand safety measures for advertisers across multiple campaign types.

Performance Max
campaigns launch to all
advertisers

Are you being manipulated
by Google Ads?

Dive into the covert persuasion tactics Google
Ads uses to ensure the house always wins and
discover strategies to outsmart the house.

Google Ads Recommendations: What
You Need to Know

PPC trends: ‘keywordless’
paid search and the move to
automation

Nov 02,2021 - 7 min read < Share

Highlights

Google's new recommendations may make life easier for advertisers, = Google adds Al-powered tools to Performance Max campaigns.
but it's best to check them out and see their impact before

implementing them.

= New features include asset-level conversion reporting and image editing.

Learn how Performance Max campaigns can help you drive

= Asset generation expands to App and Display campaigns.

better results across all Google Ads channels and inventory. See

new case studies, best practices, and more.

About changes to phrase match and broad
match modifier

< Return fo blog

Google Ads Makes
Broad Match Default for
Search Campaigns

Morgan Livingston EE® September 11, 2024

Google Rolls Out Al-Powered Updates
To Performance Max Campaigns

Smart Shopping and Local
campaigns to be
transitioned to
Performance Max by end of

Google Discontinuing Expanded Text
Ads (ETAs)

Erin Taylor PPC

The new phrase match behaviour is now rolled out to all languages. Phrase
and broad match modifier keywords have the same updated phrase
matching behaviour for all languages.

Google enhances Performance Max campaigns with Al-powered
asset testing, video optimization, and improved campaign
management tools for advertisers.

In February 2021, Google Ads began to incorporate behaviours of broad
match modifier (BMM) into phrase match. As of July 2021, both phrase and
broad match modifier keywords have the same updated phrase matching
behaviour for all languages and show ads on searches that include the

Highlights March 8, 2022

. = Google adds Al testing tools to Performance Max campaigns.
meaning of your keyword.
= |magen 3 Al model integration enables automated creation of ad

You don’t need to take any specific action for your phrase match or BMM SHauas:
keywords in order to see these changes.

September

Google will also launch a “one-click” self-
service tool for advertisers that would like to
transition their campaigns ahead of the
deadline.

George Nguyen on January 27, 2022 at 9:00 am | Reading time: 3 minutes

Google To Curb Microtargeting In
Consumer Finance Ads

Google tightens personalized ad policy, banning microtargeting for
financial services ads to protect user privacy.

GOOGLE ADS INTRODUCES EVEN MORE
AUTOMATION AND Al - WHETHER YOU
LIKE IT OR NOT

Google Ads has started introducing ‘Automatically Created Assets’, yet
another feature literally nobody asked for. Opt in at your peril.

SAY
TO CONTRO
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DATA TS YOUR OPTIMIZATION
LEVER.




EVERY BRAND SAYS THEY NEED
MORE DATA
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PARETO PRINCIPLARPLY
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THE DATRYRAMID

Zero-Party Data: user-specific data that is shared intentionally + directly
with a brand in a value exchange. This can include physical
characteristics (size, skin type, diet, etc.), household composition, brand +
style preferences, qualitative + quantitative feedback, testimonials, etc.

First Party Data: Data collected by observing user behavior on owned
properties T this can be anything from page views or video views to
scrolls, app usage, quiz completions T pretty much you collect that
occurs on a property (website, app, etc.) that you own.

Second Party Data:C" r ct vpgt . " chhknkc-pagy'dgtd," eqwpvg
shared with permission as part of an engagement. For instance, this

could be data shared between two brands co-marketing an event, or

data obtained via a licensing agreement directly with a publisher.

Third party data is aggregated data from multiple sources that do not
have an direct relationship. Because 3P data sets are stitched together
fl? from various sources (public, private) over an indeterminate period of
time, they tend to be less accurate + reliable. They do, however, have
the advantage (and illusion) of scale T you can pretty much find a 3P
data set of anything.

@DigitalSamIAm .



OP vs. 1P DATA

Campaign Performance Dashboard

FUM

Facebook Google Analytics 4
f Followers 112 .1l Engaged Sessions 1,062
80 80
How did you FIRST hear about FUm™? 70 70

60 60

Instagram
50 50

Friend w0 20

. 16 Aug 23 Aug 30 Aug 6 Sep 16 Aug 23 Aug 30 Aug 6 Sep
TikTok
Podcast f Total Likes f Unique Page Impr... f Post Engagement... .1 Sessions .1 Key Events .1 Event Count

Google Ad 1,431 4,052 3,355 912 857 870

YouTube
Facebook Google Search Console Mail Chimp
Other “ Clicks 1,478 © Click Rate
70 3%
60
) 2%
Submit
50
Powered by Fairing - s
30 0%
16 Aug 28 Aug 30 Aug 6 Sep west.a...  baylee... toni.sc... vicky31... garett... jean.c... halle.g...
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OP DATA ISPECIAL

HIGH IMPACT DATA EXCEPTIONALLY ACCURATE LIMITED DOWNSIDE

A proper OP data strategy allows your brandtocollect Ykvj " 2R" fcvc" *cpf " 3R" f c v@P.dataigcollected y yourdrand fot ofgydiwectty qnp X v

otherwisenearimpossible data points about your have to worry about data accuraayis directly your website, and is used for commercial purposes.
target audience. This can range from taste collected on your owned properties and is explicitly This makes it relatively resilient to future data
preferences to due dates to brand affinities to providedr no inference or modelling needed. reductions (i.e. cookie sunset, i10S14.5), as well as to
personality traits. any privacy concerns.

@DigitalSamIAm .



OP DATAOLLECTION METHO

Where do you work?

QUIZZES/SURVEY

Excellent way to collect immediately actionable data

REVIEWS + RATIN

Unbiased, direct feedback from people who bought
your stuff + thought about it

@

We want your feedback!

POSTPURCHASE

Understand purchase drivers + satisfaction

©

CONVERSATIONAL=

The digital equivalent of a sales associate

g ‘. Susan Dale, MD

R

&) -

PROFILE SETUP
Adding preferences to a user profile is gold

What brings you to Evernote?

ooooooooo

share wi

ONBOARDING

Tailor the product experience to your new
ewuvqgqogt Xu"pggfulrtghgt

@DigitalSamIAm .



USETHE

DATA NO ONE
ELSE HAS (OR
CAN)

A If you only have the data everyone else has (l.e. platform
fcvec+."vjg"kpetgogpvcecn"cfxcpvcig"{

A Unlocking exceptional results requires bringing data into the
view that is otherwise nottheprey | gv j gt " kv Xu" dwukpgu

customer data or creative insights

@DigitalSamIAm .



ONLY ASK FOR THE DATA YOU
AREREADY, WILLING & ABLEO
ACTION




A DATA STRATEGY THADRK

EVOLVE L COLLECT
evkp

wt " o WenfifygnfissiemHiticaddata that you have a high level of
confidence will improve your paid media performance

Wrfcvg"vjg"fcvec"{gwXtg"eqnn

deployment. 06

Annotate + deploy your workflopvhhen monitor B 05 02 ~ Alldatais dirty the question is the cause(s) of dirt,
performance once its live to confirm it makes a how long it stays clean, and the degree to which it
difference matters.
Qpeg"{gwXxg" kfgpvkhkgf"jgy"{gwXnn"kpenwf g" v paa‘thatsits sdmewhera hgs'zero value; you must have
on that later), AUTOMATE as much as possible ways to leverage the data (workflows, etc.)

@DigitaISamIAm.






DISCLAIMER
PLEASE HASH YOUR DATA BEFO
YOU PROCESS IT +
FOQPXV"DTGCM" VJ



14 WAYS TO USE + 1FHDATA

1 UNCOVER AUDIENCE INSIGHTS

2 BUILD SMARTER LOOKALIKES
3 CURATE PLACEMENTS + INTERESTS

4  ACTIVATE CUSTOMER MATCH

5 SET RELEVANT tCHHOAS

6 FIND THE RIGHT VOICE
7 TAILOR MESSAGING BY SEGMENT

8 DEPLOY SEQUENTIAL MESSAGING

9

10

11

12

13

14

TAILORED POS

2 LICK EXPERIENCES

IDENTIFY CONQUESTING OPPORTUNITIES

ACTIVATE PREFERENCE CASCADING

DISCOVER KEYWORDS

LIFE EVENT TRIGGER CAMPAIGNS

VALUE PROP TESTING

@DigitalSamIAm .
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OUTSIZED PERFORMANCE IS
BORN IN THEEXTREMES




NORMALZNY THING BUT

The lllusion of the Average The Reality: Distinct Segments

- Segment 1
- Segment 2
Segment 3

= Combined Distribution

@DigitalSamIAm



UNCOVERUDIENCE INSIGHT

Iiltered_data = data.dropna(subset=L 3 J
data-head() most_recent_purchase = filtered_datal[ J.max()
filtered_data[ ] = (most_recent_purchase - filtere
STDOUT/STDERR
frequency_data = filtered_data.groupby( ).size().res|
eee——
ESTS
i monetary_data = filtered_data.groupby( ) ]
Name Email Financial Status
0 #106837 kathrynlechner94@gmail.com paid
ooad g AR SR LA rfm_data = frequency_data.merge(monetary_data, on= )
2 #106836 nicolegonzales562@gmail.com paid
3 #106835 princessroshspice@gmail.com paid
4 #106835 princessroshspice@gmail.com NaN tu_data.head()
Fulfillment Status Fulfilled at Accepts Marketing Curr:
(o} unfulfilled NaN yes STDOUT/STDERR
1 NaN NaN NaN
2 unfulfilled NaN no
3 unfulfilled NaN yes
4 NaN NaN NaN
Shipnina Tavy & Valus Phane Rereint Numher Dut
0o

| SEGMENYOUR CRM

Averages hide insights. Your challenge is move from

generalities about your audience into the specifics thatSparkToro, and use the upload feature to pull an audience interestingfry j gvj gt

DIO0Ad a O Auldle =
DO AUIAIE =
eljersle @) ale e pelo O e e d ale e
eseqa epo
Audience =
O a d A e ) ed . ed aled
oD ad O ale e e e gie
o] peled Co 0
Audience a
o 10,000 Qo e ord d/o
e oro O aete
O0se e A egmente...aie e-te
a proce ao e ora ae
e e @)
Import Audience
DO pe ep o ele 00
eqa D O ale e, anag @) a pe e
O O a
C Ord e ap e O ale e

DEEP DIMNTO EACH

Take each of those relevant groups, head over to

Domain
luxuryportfolio.com
luxurytravelmagazine.com
prestigeonline.com
clubandresortbusiness.com
fineartconnoisseur.com
karmanow.com
fastpeoplesearch.com
theorg.com

claude.ai

truthfinder.com
themirror.com
order.online

link.com

linkin.bio
usphonebook.com
deepai.org

openart.ai

elevenlabs.io

Affinity
66.98261066
56.43981481
39.88787263
38.37940379
37.62929088
12.36449864
10.30374887

10.0564589
9.644308943
8.984869015
8.160569106
8.078139115

7.66598916
7.501129178
7.501129178
7.088979223
7.088979223

5.93495935

FIND THENTERE

Linking Websites Domain Authority Month Traffic Hidden Gem
7155 58 23606 TRUE
11168 53 21112 TRUE
17442 58 391421 TRUE
5737 45 5213 TRUE
2949 47 10025 TRUE
1096 38 2204748 TRUE
3430 40 5221426 TRUE
15636 57 2575276 TRUE
6187 58 21818842 TRUE
3811 56 3552579 TRUE
3501 55 2728983 TRUE
13659 49 2586216 TRUE
15611 50 6918497 TRUE
6929 58 2656779 TRUE
3178 35 2521670 TRUE
19261 59 11185971
10189 46 6386772
7249 60 16331640

TIN

Vigp" kvXu"vkog'

Vj cvXu"c

vg"cpen{ | g

e qo

drive them. Easiest way? Upload your customerfile+ t gr gt v" qp" gcej "gpg" *cpf " { gquf.f"kvg{wlFnknh"hi gotvg' pYeKgN'FKNJ "" of pkgh"hy

have Al segment it down into relevant groups.

results for each segment)

Those oddities are your competitive advantage

@DigitalSamIAm




SPARKTORAUDIENCE

Subscription Plan: SparkToro Agency Monthly Custom audience ~ Affluent, luxury-focused, highly ed... ~ ’ YouTube Channels Podcasts

Search queries remaining until 10/15/25: Unlimited 0 Kauffran Foundation The Bonfire with Big Jay Oakerson and Robert Kelly

The Bonfire is a live daily show on SiriusXM'’s Faction Talk channel, hosted from
New York City by veteran stand-up comedians Big Jay Oakerson and...

Overview Demographics~ Platforms~ Websites~ YouTube & Podcasts~ Keywords~ Topics~ Social Accounts > Yachting Magazine

Yachting has been America's most respected marine brand since 1907, and % Juicy Scoop with Heather McDonald
continues to enlighten boating enthusiasts today through its magazine,... - When Heather isn't headlining theaters across the country as a top stand-up

o comedian or being the perfect wife and mother of three, she is diving...
Overview Export All Data cort
olT.com

B At GOLF.com, we're here to help you live well, play well. From the Top 100 @ Jeff Lewis Has Issues
Gender TOp Employer Industries Courses in the World to the Top 100 Teachers in America, we connect you... W Jeff doesn't hold back when it comes back to his personal life, and his many;,
many, issues. From legal battles to his messy relationships, or...

Financial Services Napa Valley Register

Banking Videos from the Napa Valley Register: news, sports, wine, business, arts, food, 7 The SDR Show w/ Ralph Sutton and Aaron Berg

lifestyles. = You'll hear from rockstars, pornstars, comedians, actors & people we just wanna
Investment Management chat with! Every show ends by asking our guests about their first...

Real Estate See all YouTube data

. See all Podcast data
Hospital & Health Care

Insurance
Non-profit Organization Management ng hest Aﬁ:lnlty Keywords TOpiCS
Information Technology And Services

Accounting jewellery as art Luxury Travel Destinations
Oil & Energy

luxury homes for sale illinois Luxury Lifestyle Trends
® Female ® Male @ Nonbinary/Other Construction

lawrence paintings Best Golf Courses Worldwide

americas most expensive home Prestigious Art Auctions

1996 wines High-End Art Investment
Social Networks

See all high affinity keywords See all topics
Use of social networks by your audience

Social Accounts SubReddits

Lose money with friends!
Christie's

@christiesinc

159-222K

- Entrepreneur
150-225K ¥ Our community brings together individuals driven by a shared commitment to

+24.4% @sothebys problem-solving, professional networking, and collaborative innovation,...
+21.0%
Condé Nast Traveler ; travel
@cntraveler Y rftravel is a community about exploring the world. Your pictures, questions,
stories, or any good content is welcome. Please read the rules and...
+6.2%
+3.5% RobbReport
g 133-185K .
USA Average <% [ . - . - an @robbreport o business
#6 #10

Sotheby's

[rfousiness brings you the best of your business section. From tips for running a
Audience Rank #1

#2 #3 #4 #5
(most to least used) n @ @ m
' ' ®

#8 #9

B @ Q

#n : X 8 Y
O a Artnet business, to pitfalls to avoid, /t/business teaches you the smart...

@artnet
See all SubReddit data

See all social networks See all social data

@DigitalSamIAm




SENSITIVITY TIQITIAL
CONDITIOD

All
Customers

@

_imited Overlaps In Outp f

Despite 100% Overlap in
nput




THIS WORKS FORBAD/LOW
QUALITY CUSTOMERSTOO!
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DOWNLOANTEREST LISTS CURATE YOBPRACEMENTS FINDHIDDEN GEMS
J gt g Xof allciGooglé Ads targeting options Download the SparkToro hajfinity websites + your Download your existing placement and/or topic
available to advertisers in the US + EU. Download it Google Ads placement report. Ask the LLM to identify targeting, then upload the list of SparkToro YouTube +
and provide it to your LLM. Ask it to provide you with  which placements are least likely to be relevant to Podcast Placements. Prompt the LLM to identify
the most relevant interests based on your target your target audience, based on their browsing habits  which placements on that list are most likely to be
audience. as indicated by the SparkToro Report. relevant based on your existing targeting.

@DigitalSamIAm



https://blog.vidhoarder.com/the-ultimate-list-of-google-ads-targeting/

24

SMART

ATA PASSBACK

ADMIN USER

Aplikacja Potgczenia telefoniczne Importuj

EEEEE

] Purchase
on wabsite

ENHANCED CONVERSION OFFLINE CONVERSION SMART BlZ DATA

Use offline/enhanced conversions and CRM data  Offline conversions + conversion valugtaéngaretwo Hkpcnn{ . " v ] gt g Xuy'jvk aj""t KXxnd "d
integrations to improve your visibility into conversion of the most powerful things you can do to improve your Gbout extensively. This is more than your customer data;

quality (vs. quantity) way too often, we think cheaper Ads performance in Q4. Offline Conversions allowyoutok v Xu " { gwt "equv"fcvc"cp"f"qg

ERCu"ctg"dgvvgt. "yjgp"kv"dmecnyaur GRM'(inc Shopi!} tg Gopblgiassiigg z r gdata. Machires assume you have $0 costs and $0

Enhanced Conversions also help with incrementality. blockers to good data. ConversiorSRating allows you gxgtjgcf"cpf"tgrn{kpi"vg"nhn
to better communicate lifetime value, discounts + returns. them differently.

@DigitalSamIAm




CONNECT YOURCUSTOMER
VALUE DISTRIBUTIONTO YOUR
AD ACCOUNT




YOURCUSTOMERMCURVE

$1,000

-20% t0-25% DRAG ON CM WHY ARE THESE CUSTOMERS SUBSIDIZING THE BAD ONES?

$750

$500

$250

$0

-$250

-$500 CUSTOMER PERCETILE @DigitalSamIAm .



TAKE YOUR SEGMENT CM CURVE
+ MAP IT TO SEGMENT DEMAND
CURVES




VOLUME // IMPRESSIONS SHARE

THE DIGITARLEMAND CURVE

HIGH VOLUME

INFLECTION POINT #2

OPTIMAL SPEND

INFLECTION POINT #1

LESS EFFICIENT

EFFICIENCY (tCPA Increase IROASDecrease) @DigitalSamiAm



A QUICK TRANSFORM:

INFLECTION POINT #2

OPTIMAL SPEND

FORECAST CONFIDENCE INTERVAL

MISSED

OPPORTUNITY INEFFICIENCY

EXPECTED VALUE

LOSS
HON

INFLECTION POINT #1

tROAS @DigitalSamIAm .



FIND THENFLECTION POINTS

Custom B U DG ET
Simulation period: ©) Mar 14 - May 9, 2023 = S I 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 . )
$590.94 3080 $16786.90 ' 44.28 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

9

$ 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% 10 2.57% $ 105.43 105.43
§ 250.00 $ 3,643.31 77.18% 6.898% 18 2.05%) 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)t 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.



CONNECTINDIVIDUAL DEMAND
CURVES TO YOUR tCPAROAS
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UP YOURREATIVE GAN




Phil Mickelson

= The Masters
bed

7 Paige Spiranac

FE@ Brooks Koepka

- Jordan Spieth

g Kevin Kisner

& JohnDaly
-

ﬁ Rickie Fowler

Jon Rahm Rodriguez

fe

Dustin Johnson

Jason Day

35

ol

34

41

55

31

53

62

33

57

50

86

85

84

83

82

FIND THE RIGHT

BALANCE ¥OICE

191-242K

908K-1.2M

3.2-41M

379-542K

15-2.2M

955K-1.4M

NOT ALL INFLUENCE IS EQUAL

Platformdike SparkToronakethis easyupload
yourbestcustomerso seewhotheytrulylisten
toY podcastsy ouTube&hannels, ancreators
theyengagewvith. Thesérustedvoicescancarry

yourmessagdurtherandmorecrediblfthanany
brancad.

@DigitalSamIAm



NEXT LEVEEREATIVE

Your score is 78%.

This ad aligns well with the audience's focus on funding, grants, and impact, but the

CTA is more aggressive than their usual educational tone. To boost alignment, |

recommend:

« Use softer CTAs like “Learn how to apply” or “Join the webinar.”
« Add terms like “research” or “project grants.”

+ Weave in more community-focused language to mirror their style.

OO P -

SPARKTORO LIST APIFY SCRAPE UPLOAD + TAILOR

SparkToro provides lists of influential accounts, media Once you find an influencer or personality your audiencéJpload your ads to the custom Gem/GPT and have it give
gwvngvu. "rgfecuvu<ecnn" gqh"segnmerd followslistens'to, UFPIftOICrBPG theirj g p "rdalfesdback/input on your offer, angle, messaging,
upload your OP + 1P data. entire profile. Upload that to Gemini (Custom Gem) or visuals, hooks, all based on the insights it has uncovered

GPT (custom GPIi))n order to create a tool you can use by analyzing a person who already deeply understands
The same is true of your customer service/support/saledo create + refine your ads, landers + messaging. your audience (the influencers/personality).

datat find the people your audience cares about!
@DigitalSamIAm .



