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€ 27 million

Total Revenue

+28% +56% +4%

Revenue Google Revenue Meta Ads Search
Ads Conv. Rate

+22% +10%

ROAS PMax
Google Ads Conv. Rate

axal s .
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- Google Ads ROAS 2023

4£9% 23%

Search Ads Search Ads
Budget 2023 Budget 2024

L8 76%

Pmax Pmax
Budget 2023 Budget 2024

18% 15%

Meta Meta
Budget 2023 Budget 2024
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Pock Profit does not maximize
" when ROAS does...

$ Revenue /

%

-

Ads Investment

sles, to maintain a very high ROAS.
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60% untapped
market?




2025

All Things Performance

60% untapped
market?

0000000
YoY



2025

All Things Performance

Meanwhile at Google...
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& Google Profitably Raised Prices By 5% Or More

100gle Settles Landmark Lawsuit

Jerry Dischler
VP & General
Manager, Google Ads

7

. And in some of the launches you recall have increased

~ \lleging Privacy Violations

prices 5 percent; is that correct? Alex Margau + Jan 19, 2024 9:00:00 AM

A. Yes;fi

every
across

Q. Andw

searct
correc

. Typica

Tr. 1208:11-24, 1209:5-8 (Dischler (Google)).

Google will pay $391.

users.

Search Engine Land  SEO~ PPC~ Platforms ~ Guides~ Tools~ SMX Webinars Intelligence reports White papers  Newsletter

Search Engine Land » PPC » How Google harms search advertisers in 20 slides

How Google harms search advertisers in 20
slides

The U.S. Department of Justice hammered Google over search ad price
manipulation and more in its closing statement on search advertising.

Danny Goodwin on May 6, 2024 at 12:03 pm | Reading time: 3 minutes

n n Chat with SearchBot

Google manipulated ad auctions and inflated costs to increase revenue, harming advertisers, the
Department of Justice argued last week in the U.S. vs. Google antitrust trial.

What follows is a summary and some slides from the DOJ's closing deck, specific to search
advertising, that back up the DOJ’s argument.

Google’s monopoly power

This was defined by the DOJ as “the power to control prices or exclude competition.” Also,
monopolists don't have to consider rivals’ ad prices, which testimony and internal documents showed
Google does not.

ick in 2020, alleging the
iternet privately. The
privacy laws and

1t it marks a crucial step
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Randomization we can explain to advertisers
Redactedg

Background

There are a few important metrics to advertisers we necd to be cognizant of if we want to launch
randomization (and especially if we aim to use these as a way to replace format pricing):

Average Position - The average suction position (not page position) for the keyword over the
it has particig in, For ple, if it was the top ad on the page in the boftom slot,
and the secend ad on the page in the top slot on ancther query, Avg Pos = {1+ 2)/2=1.5.

Impression Share - Impressions (in any slot) f Queries the adveniser could have shown an. Our
logic for determining where the adveriser could have shown is not exactly great - basically based
on a rough simulation and a limited slicing of rejected ads that sort of ask the question “where
could the adveriiser have shown if the multiplied their bid by X?", where | think X is 10. Budgets
are accounted for, but XBT is not.

Commented [1]: Realy? Advertisers care acout this
rmatric? How can thal passibly bee usefal ot
conditoned on siol?

Commented [2]: +1
Commented [3]: | agree s |s nol a great metric. but
nee ae lols of IOKS Lal care,
It is sliceatie by sol, oul even il we resirel to siol
issues remain when Liggering on new queries.

d [4]: i this not like

[«
current_impressions / mas_possible_impressions?

= d [5); basically, yes

Click Share (Mot launched yet) - SUM(pnpCTR of shown impressi { SUM{Max
expected clicks). The denominator of the metric is computed by simulating the maximum clicks
the adveriser could get at the i bid {using a mett gy similar to bid pes) and

if they had full and relevant extension coverage.

What are some relevant things we communicate?
« The ad with the highest Ad Rank gets the highest position [auction position)
& NB: We used to say “you pay the minimum to beat the runner up”, but now we just say
that “your CPC is based on your competition and the Ad Rank thresholds.” This gives us
freadom to do things like config pricing.

Requirements

We need a mechanism advertisers can grok, and that advertisers perceive as fair and logical. |
am willing to make some changes fo our external documentation, but bonus points go fo a
mechanism which fits within the Help Center rewrlte we just did (summary of rewrite).

What will advertisers expect?
. F ion share is non-d ing in bid

#» Click share is non-decreasing in bid
« If Impression share is maxed out, Average Posilion is non-decreasing in bid

Commented [6]: So jacking up the bid to an arbitrarily
large value?

Commented [7]: yes

Commented [8): Doesn'l formalt pricing violate 17 O
s it really "y pay B minimm mouited fo keeo the
current & ocation”. Bul that seems equivalent to saying
we dorl first orice.

Commented [9]: formal pricing doesm violate this -
formals lower your LTV

we als0 say "you pay the minimam necessary o

ma nisin your postion and extensions™

Ex. No.
UPX0059

1:20-cv-03010-APM
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The Black Box
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Environmental Influences

Marketing

Factors

Product

Price

Place

Promotion

Environmental

Factors

Economic
Technological
Political
Cultural
Demographic

Natural

|

The Buyer's Black Box

Characteristics

Attitudes
Motivation
Perceptions
Personality

Lifestyle

Knowledge

The Decision Process

Problem recognition
Information search
Alternative evaluation
Purchase decision

Post-purchase behaviour

Buyer's response

Product choice
Brand choice
Dealer choice
Purchase timing

Purchase amount
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2007 2016

Introduction of Conv. Introduction of Smart
Optimizer bidding & more
Bidding Signals

2010 2020

Introduction of Target CPA, Target
Target CPA ROAS, Max
Conversions,
Maximize Clicks,
Enhanced CPC
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Traditionalists
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Automationists



o Experts insisted on 100% Al adoption
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JOIN, or DIE

2025

PATRICK GILBERT

All Things Performance
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CEOQ at AdVenture Media | Author, Join or Die: Digital Advertisin...

7mo -

I've spent most of my career yelling at marketers to leverage Al
(automation) in their campaign bidding process.

9 b“t thenooo a Patrick Gilbert - Following

In 2024, now that Al is generally accepted and even preferred—it's finally

Ironically, I'm spending an increasing amount of time outlining exceptions
to the rule and the risks associated with using Al tech when your
business or ad account lacks the proper infrastructure.

We'Ve Tully transitioned from "Join or Die" to "Never Always, Never
Never."

Here's an updated framework on the pros and cons of automated bidding
and what conditions need to be met for this technology to drive better
marketing results:




-3 who makes
the decisions?
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Ads Platforms

GA4

Merchant Center

ULTIMATE Source of Truth: ERP
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Develop the research
plan

Perf
Goal Setting: What do — erformance n

Measurement: What

is happening? —\ Collect the
information

we want to achieve?

+

Analyze the

Performance ) .
information

Diagnosis: Why is it

happening? 4

L Corrective Action: Present the findings
» | What should we do

about it? $

Make the decision

All Things Performance 2025

(Source: “A Framework for Marketing Management”,
Kotler, Keller, 2016, Pearson)
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The PMax Impact

Impressions per category

W impressio
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The Competition

And Star Product Categories

Businesses with similar visibility  Businesses with highest visibility
Businesses with similar visibility ~ Businesses with highest visibility
Y Time period: Last 90 days | Country: Greece | | Category: Musical Instruments | | Traffic: All
Y Time period: Last 90 days  Country: Greece | | Category: MIDI Controllers | | Traffic: All
Relative visibility trend @
Relative visibility trend @

= thomann.de

nakas.gr = dimania.gr

nakas.gr

= thomann.de

= gshopgr

+100"
\ A
v ' W7
Jan 2024, Feb Mar
. Jan 2024 Feb Mar
with similar isitility Relative visibiity Page overlap rate her position fOrgaric ratio

o de +1000% 42 Ba%
remann * Businesses with similar visibility Relative visibility Page overlap rate Higher position
musicland o 0% 35% 4s% 3 ) ,

athensproaudio.gr +65% 26% 65%
nakas.gr - - - 7

dimania gt Within 2.5% 32% 57%
temu.com ) 60%

nakas gr - - -
rihardos.gr 70% 19% 3%

thomann.de eSS o= 625

djshop.gr 755 15% B 25
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The Competition

And Star Product Categories

[J Keyword (by relevance) Avg. monthly searches

Keywords you provided

[0 eiknmog vakag -
hilippos nakas 70
[0 philipp A
nakas music store 1,300
O "\
thomann 27,100
O 1/_/\./\
nakas music 1,000
0O N\
[0 nakas 14800 /" '\

Three month
change

-44%

-47%

0%

-45%

-33%

YoY change

0%

+39%

0%

-28%

0%

Competition

Low

Low

High

Low

Low
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Share of Voice

And Share of Market

Campaigns Drafts Settings
ra =k
= Cost = |mpr. « s ==
Expand Adjust
€4,000.00 1,200,000
€2,000.00 600,000
€0.00 =
Campaigns Last 365 days | Jar
Campaigns Drafts Settings
ra i
= Cost = = Conversions v s s
Expand Adjust
€4,000.00 800.00
€2,000.00 400.00
€0.00 0.00
@
+* +: ® «

a o
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Account Cost by Channel

Cost by Campaign

Score: 0-1

Account Conversions by Channel

Shop Cost
Video Cost
Disp Cost

@ Search Cost

@ w-cRr-
LH-GR-
LH-GR -

@ LH-GR-

@ W-GR

LH-GR-
LH-GR-
LH-GR-

LH-GR-

BOFU - SALES - CBO - CONV
BOFU - SALES - CBO - CONV
BOFU - SALES - CBO - CONV
BOFU - SALES - CBO - CONV
BOFU - SALES - CBO - CONV
BOFU - SALES - GBO - CONV
BOFU - SALES - CBO - CONV
BOFU - CATALOG - CBO - CO

BOFU - SALES - CBO - CONV

Conversions by Campaign

-GR-
-GR-
-GR-

GR-

GR-
_GR-
_GR-
-GR-
-GR-

Shop Conv

Video Conv

Disp Conv
@ Search Conv

BOFU

BOFU

BOFU -

BOFU
BOFU
BOFU
BOFU

BOFU

BOFU-

SALES - CBO - CONY.
SALES - CBO - CONV.
SALES - CBO - CONV.
SALES - CBO - CONV.
SALES - CBO - CONY.
SALES - CBO - CONY.
SALES - CBO - CONV.
CATALOG - CBO - CO,

SALES - CBO - CONV.

Nakas

Campaign Name
LH - GR - BOFU - SALES - CBO - CONV.VALUE -

P T AN e

LH GR BOFU SALES - CBO CONVVALUEV—

LH GR BOFU SALES - CBO CONVVALUE*
LH GR BOFU SALES - CBO CONVVALUE—
LH GR BOFU SALES - CBO CONVVALUE—

LH GR BOFU SALES - CBO CONVVALUE*

LH GR BOFU CATALDG CBO CONVVALUE—

LH GR BOFU SALES CBO CONVVALUE*

LH GR BdFu SALEG'CBO ébNV\?ELUEl

Disp
ROAS

52
29.7
25
0.0
1.7
0.0
0.0
1.5
0.9
9.1

Video
ROAS

4.7
0.0
0.0
16.1
3.0
35.8
55.2
62.1
0.9
15.0

Search
ROAS

18.0
9.5
5.9

17.3
18.8
13.6
201
15.6

0.0
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Audience

Central Route. Motivated

analytical
Persuasive
Message ‘
Not
motivated,

Peripheral Route not ana|ytica|

Processing

High effort,
evaluate
message

Low effort,
persuaded by
cues outside
of message

Persuation

Lasting
changein
attitude

Temporary

@® changein
attitude
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Campaign Conv. rate
. >
Conversion Rate was
increased both on Search 1/1/2024-  1/1/2023- .
12/31/2024  12/31/2023 Change = Change (%)
and even more on
performance MaX Total: Search campaigns (@ 209% 201% 0.08% +3.74%
n
§ ROAS dropped Total: Display campaigns (3 0.00% 0.01% 0.01% -100.00%
8 e ege
5 Slgnlflcantly, bUt"' Total: Shopping campaigns 0.59% 0.00% 0.59% ]
£
‘;% ..-WatCh those Conversion Total: Local campaigns (& 0.00% 0.00% 0.00% 0.00%
§ Rates! Total: Demand Gen campaigns (3@ 0.22% 0.20% 0.02% +9.83%
.E
<=[ Total: Performance Max campaigns 1.25% 1.15% 0.10% +8.48%
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= WSJ Search Engine Land » SEQ » Google CEQ Sundar Pichai: Search will profoundly change in 2025

Google CEQ Sundar Pichai: Search will
profoundly change in 2025

Googhng Is for Old People. Pichai thinks we'll all be surprised in early 2025 about the newer things that
That’s a Problem for Google. search can do compared to where it is today.

Danny Goodwin on December 6, 2024 at 12:03 pm | Reading time: 6 minutes

KEYWORDS: CHRISTOPHER MIMS

And it’s not just demographics that are weighing on

search giant. Its core business is under siege from ] x ] fin] s ] onatwinsear

All Things Performance 2025

pressures that threaten to dismantle its ecosystem Buckle up, again? Google Search will continue to change profoundly in 2025, according to
. o o Alphabet/Google CEO Sundar Pichai, who was interviewed during the 2024 New York Times DealBook
search dominance and digital advertising. Sumrmit
‘ By Christopher Mims Google Search in 2025. Typically elusive on substance and details, here’s the quote from Pichai:
N Nov. 29, 2024 9:00 pm ET » "Search itself will continue to change profoundly in [2025]. | think we are going to be able to tackle
more complex guestions than ever before. | think you'll be surprised even early in [2025] the kind of
Q::> AA [:] newer things search can do compared to where it is today.”

Pichai said the company applied Al most aggressively in search:
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" Human or Al
Peak 24

awards  pecision Making?

269: Strategic G{]‘ﬂ Optimal Path

Thinking Calculation
Emotional © ©  Sentiment
Intelligence U Analysis
wn
S HQP Novel Situations 2B Patten
N a> CJ Recognition
= |
S
]
o
(0]
2 Human Excellence Al Excellence
F
<

Balancing Human and Al Strengths in Decision-Making
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Kefi? What is Kefi?




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26: Back to school
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37: HUMAN  or  AI  Decision Making
	Slide 38
	Slide 39
	Slide 40:  Kefi? What is Kefi? 

