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HELLO!
I am Frederick Vallaeys

I am the Cofounder of 

You can find me at 
@SiliconVallaeys or read my 
blogs on Search Engine Land.
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Google AdWords
AdWords ads appear on the right side of the page on Google
• Cost per Click (CPC) pricing
Premium Positions fill the two top spots on our pages

AdWords

Premium
Position



         Friends of Search        @SiliconVallaeys

● Why automation is inevitable and useful

● The 3 main problems automation has created

● 3 Ways to put humans back in control

Agenda
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Relentless push towards automation by the enginesRelentless push towards automation by the engines



Engines Automate the Details of PPC

Each platform has its own tools to 
automate account management 

● Smart bidding

● Smart campaigns

● RSAs

● Close variants

● Similar audiences

● Bumper ads



PPC Engine Task Automation Scorecard

Use this to 
prioritize which 
automations to 

try first → 



Machine Learning Can do Things Humans Can’t

Ad · www.example.com/ ▾

Hotels in Amsterdam | Walk to the main sights
Low price hotels in the right part of town. Booking guarantee and easy cancellations

Hotels Hotels

Hotels
Hotels

Hotels

Hotels

Hotels

Hotels



Ad · www.example.com/ ▾

Hotels in Amsterdam | Walk to the main sights
Low price hotels in the right part of town. Booking guarantee and easy cancellations

Hotels Hotels

Hotels
Hotels

Hotels

Hotels

Hotels

Hotels

Showing relevant ads was largely limited to advertisers’ ability to choose the right keywords



Ad · www.example.com/ ▾

Hotels in Amsterdam | Walk to the main sights
Low price hotels in the right part of town. Booking guarantee and easy cancellations

Hotels

Hotels

But some users prefer low priced hotels… automated targeting identifies them



Hotels

Hotels

Hotels

Ad · www.example.com/ ▾

Hotels in Amsterdam | Flexible Bookings
Reserve now and cancel anytime. Booking guarantee for great hotels.

And others prefer flexibility, Google identifies them and can bid the right amount
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To get the full advantage of machine learning and the efficiency it 
can deliver, we must use all the automated features.

● Smart Bidding
● Smart Creatives
● Automated Targeting (Smart Campaigns)

But by using all these features, we forego a lot of control

Automation is a Double Edged Sword



Why we need to take back control
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Advertisers need to control risksAdvertisers need to control risks



Examples of Bad Decisions



Close Variants — Forced to use it without control

Exact 
Matches

Advertisers may want the 
threshold to be here

Every query is 
scored based on 

how close its 
meaning is to the 

exact match 
keyword

Google’s threshold for 
close variants



Get the code: http://bit.ly/CloseVariants

Use Ads Scripts to Help Manage Close Variants 



The automations are unaware of context 
(they’re not really that smart)

… You’ll want to set up some 
monitoring systems.



Tasks need a process to deliver 
successful results
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Just doing tasks without a clear process will 
make the automations come off the rails

Just doing tasks without a clear process will 
make the automations come off the rails



@SiliconVallaeysOPTMYZR

What Does Process Mean in PPC
➔ What task should be automated

➔ What technology should be used

➔ How often should it be done

➔ In what order should tasks be done

➔ What is the interaction with other processes



Process Makes a Difference

Change Bids Update 
Budgets

Update 
Budgets Change Bids

New budgets will be set high enough for the new bids. 
No Impression Share is lost

Budgets are set for old bids.
Competitors may now take your traffic.✘

✔



Human Process — Necessary to drive better PPC

Efficiency 
(task automation)

Control 
(set and implement process)



3 Ways to Take Back Control
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3 PPC Roles Humans Will Play 



“PPC Doctors”

Prevent bad interactions, 
e.g. Smart Bidding with Last Click Attribution



“PPC Pilots”

Methodology: http://bit.ly/experiment-dashboard

Monitor Automations 
e.g. Set up an experiment dashboard so you can more 
effectively test automated bidding vs manual bidding



“PPC Teachers”

Business data: 
e.g. promotion schedule

Smart Bidding

Teach the machine 
e.g. tell Smart Bidding to expect a flash sale



More manual work?

No Thanks!



Automation Layering

If you can write 
down your 
process, you 
CAN automate it!



Google PPC is Better with Automation Layering

Automate customer match list updates + 
associate these to inventory driven 

campaigns

Machine learning picks the right products 
to show in a product ad



Bidding for Profits

ROAS is not a business 
metric

ROAS

Profit

Highest profit may not be at highest ROAS 
(because conversions usually decline)

Conversions Revenue ROAS Ad Cost Profits
1500 $150,000 250% 60,000 $15,000
1100 $110,000 300% 36,667 $18,333
700 $70,000 350% 20,000 $15,000

Use Automation Layering to connect your business data 
(e.g. margins) to Smart Bidding



But Google Says Not to Change Targets Too Much

Google recommends not changing smart bidding targets more than ~20%.

But what do you do if your target is truly more than 20% different from before?

It’s not that machine learning breaks with a big target change.

It’s that the query mix will change more and the results may look unusual as a 
result and freak you out.

Automation Layering Example: Set the bids that make sense and use an 
automation of your own to manage new queries



PPC Management is Evolving

Pre 2020

● Struggle to keep up 
with all the tasks 
required to execute 
your strategy

● Limited time to think 
about strategy and 
process

2020 and beyond

● Set strategy and process
● Pick ML/AI automations from the 

engines
● Add process that controls the 

engines’ ML/AI (automation layering)
● Do more in less time



 
Thank You!

frederick@optmyzr.com
@SiliconVallaeys



Pick the right automation in the right order

Hourly

● Ad Script: 
Flexible 
Budgets

● Ad Script: 
Anomaly 
Detector

● DataStudio

● Automated 
Rules

● Pivot tables 
in Reports

● Opportunities 
tab

Budget Usage

Daily

KPI Checks

Weekly

Query Management Ad Component Testing

Monthly

Bid 
Adjustments



Examples of Automation Layering

Strategy Engine ML / AI Automation Layer

Evolve tCPA based on IS lost due to rank Smart Bidding Monitor and manage to changes in competitive 
landscape

Manage tROAS based on changes in price 
and profits

Smart Bidding Use product catalog data to make tROAS targets 
dynamic

Monitor queries that are ‘close variants’ Keyword expansion Add negatives to make expansion less aggressive

Manage bid targets based on short term 
events

Smart Bidding Use business data to set tCPA, tROAS or bid 
adjustments

Turn ads on and off based on inventory Smart Creatives / Smart Bidding / 
Targeting

Use business data for pausing and enabling

Address low quality score Prediction of relevance Automatically move low QS keyword to new ad 
group with best ad

Show ads to similar audiences Find similar users Upload current customer match lists to Google 
automatically



Deep Blue vs 
Kasparov

In 1997, world chess champion Garry Kasparov is defeated by 
Deep Blue, IBM’s supercomputer…

weak human + machine + better process 

was … remarkably superior to 

strong human + machine + inferior process

-- Gary Kasparov



“ ’’
— Fred Vallaeys

Not Every Automation Has to be AI 

Automating Google Ads 
is not the exclusive 
domain of Google. 
You can automate things too!



In an automated PPC world, advertisers 
must make trade-offs



… But what if you could have both?

Control and Efficiency



Regain Control with 
Automation Layering
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A Tipping Point in Processing Power

20031950s 1960s 1970s 1980s 1990s

2019
Moore’s Law:

Performance 
doubles roughly 
every 2 years



Why We Need the Machines



A Practical Example



The Big Idea: Show More Relevant Products in Ads

Which product is someone more likely to buy when they do a search for ‘coats’?



The Answer Lies In Your Audiences



Putting it Together: Create the Audience
Google Analytics

Audience Definitions



Putting it Together: Audience Builder

Create New 



Putting it Together: Audience Builder



Putting it Together: Classifying the Feed

ID Title Brand
1645 Heatseeker Parka North Face
1246 Aeroloft Running Coat Nike
4385 Hooded Puffer Coat Burberry
8759 Hooded Trench Coat Cole Haan

Id Title Brand Custom Label 0
1645 Heatseeker Parka North Face Athleisure
1246 Aeroloft Running Coat Nike Athleisure
4385 Hooded Puffer Coat Burberry Fashion
8759 Hooded Trench Coat Cole Haan Fashion



Putting it Together: Google Ads Campaigns









Extending the Idea to Search Campaigns
Be more relevant even when the query is generic.



Engines Automate the Details of PPC

Each platform has its own tools to 
automate account management 

● Smart bidding

● Smart campaigns

● RSAs

● Close variants

● Similar audiences

● Bumper ads



What Automation to Build

Machine Learning Others, e.g. Conditional Logic

+ Expensive to build + Quick and easy

+ Requires tons of data + Use your own business data

… Let the engines handle this .... Take control over this yourself

→ Gain Efficiency → Gain Control



Tools to Create Your Own Automation

Solution Cost Benefits

Ad Scripts ● Low start-up cost
● Ongoing maintenance cost

● Great for prototyping
● Quick to build something new
● Can be used by tech-savvy 

marketers

Ads API ● Higher start-up cost
● Ongoing maintenance cost
● Requires engineers

● Scalable
● Reliable
● Full-featured

3rd Party Tool, 
like OPTMYZR

● Ongoing license cost
● No maintenance fees

● Plug-and-play
● Newest best practice are 

automatically added



Examples



What is the right target?

https://www.optmyzr.com/blog/how-to-pick-a-profitable-acos-or-roas-target/



Business Data → Structure

Id Title Description Price Product Type

1645 Toy Bear
A yellow teddy 

bear 12 Kids > Toys

1246 Blender
12-speed, black 

blender 24.99 Home > Kitchen

4385 Frying Pan

8 inch non stick 
frying pan with 

lid 13.45 Home > Kitchen

8759
Fire truck with 

ladder

Toy fire truck 
with movable 

ladder 29.99 Kids > Toys

Campaign: Kitchen

Campaign: Toys



Business Data → Structure

Campaign: tROAS 200

Campaign: tROAS 333

id title description price product_type Margin

1645 Toy Bear
A yellow teddy 
bear 12 Kids > Toys 50%

1246 Blender
12-speed, 
black blender 24.99

Home > 
Kitchen 50%

4385 Frying Pan

8 inch non stick 
frying pan with 
lid 13.45

Home > 
Kitchen 30%

8759
Fire truck with 
ladder

Toy firetruck 
with movable 
ladder 29.99 Kids > Toys 30%



Business Data + Local Inventory

Campaign: Mountain View
Buy a Toy Bear
Online or in store at 
Mountain View

Campaign: Cupertino
Buy a Toy Bear
Fast shipping

id title description price product_type

1645 Toy Bear
A yellow teddy 
bear 12 Kids > Toys

id store code quantity price
1645 15 5 9.99
1645 16 1 12



Business Data + Local Inventory + Weather

Campaign: Mountain View
Buy a Toy Bear
Fast Shipping

id title description price product_type

1645 Toy Bear
A yellow teddy 
bear 12 Kids > Toys

id store code quantity price
1645 15 5 9.99
1645 16 1 12

Campaign
Weather 

Conditions Temperature
Mountain 
View Rain 50
Cupertino Rain 53



https://smarter-ecommerce.com/blog/en/google-shopping/insights/a-deeper-look-at-smart-shopping-campaigns/

https://smarter-ecommerce.com/blog/en/google-shopping/insights/a-deeper-look-at-smart-shopping-campaigns/


Examples of Automation Layering





Genius Level Optimizations



The Big Idea: Show More Relevant Products in Ads

Which product is someone more likely to buy when they do a search for ‘coats’



The Answer Lies In Your Audiences



Putting it Together: Create the Audience
Google Analytics

Audience Definitions



Putting it Together: Audience Builder
Create New 



Putting it Together: Audience Builder



Putting it Together: Classifying the Feed

id title brand
1645 Heatseeker Parka North Face
1246 Aeroloft Running Coat Nike
4385 Hooded Puffer Coat Burberry
8759 Hooded Trench Coat Cole Haan

id title brand custom label 0
1645 Heatseeker Parka North Face Athleisure
1246 Aeroloft Running Coat Nike Athleisure
4385 Hooded Puffer Coat Burberry Fashion
8759 Hooded Trench Coat Cole Haan Fashion



Putting it Together: Google Ads Campaigns









Extending the Idea to Search Campaigns
Be more relevant even when the query is generic.



Genius Level Optimizations



The Big Idea: Bid By X

Google looks at thousands of signals for Smart Bidding, but you don’t know if they 
consider factor ‘X’, the one that matters to your business the most.



Who Bids Better? You or Google?
You cannot outsmart Google for bid automation because:

1. Only Google can set auction-time bids
2. Google has more data than you
3. Google probably spends more on building the prediction models

But Google cannot outsmart you about your business because:

1. They analyze factors that tend to impact broad swaths of advertisers
2. Your data is so small compared to Google’s that it doesn’t move the 

predictions quickly enough



The Solution
Smart Bidding + Bid Adjustments

Since Smart Bidding ignores mosts bid adjustments, use a script to replicate the 
effect of bid adjustments: 

1. Change target and set label
2. Revert target and remove label



Putting it Together: Combine Data

Campaign Date Conversion Rate Clicks

Roomba vacuums 01/10/20 3.0% 5823

Roomba vacuums 01/11/20 4.0% 4577

Roomba vacuums 01/12/20 2.5% 4372

Roomba vacuums 01/13/20 4.6% 3854

Campaign Date Conversion Rate Clicks Precipitation

Roomba vacuums 01/10/20 3.0% 5823 Dry

Roomba vacuums 01/11/20 4.0% 4577 Rain

Roomba vacuums 01/12/20 2.5% 4372 Showers

Roomba vacuums 01/13/20 4.6% 3854 Rain



Regression Analysis
R-Studio

Campaign Date Conversion Rate Clicks Precipitation
Pearson Correlation 

Coefficient
Roomba vacuums 01/10/20 3.0% 5823 Dry 0.4
Roomba vacuums 01/11/20 4.0% 4577 Rain 0.7
Roomba vacuums 01/12/20 2.5% 4372 Showers 0.6
Roomba vacuums 01/13/20 4.6% 3854 Rain 0.8



Determine Bid Adjustments for Future

Campaign Date Conversion Rate Clicks Precipitation
Pearson Correlation 

Coefficient
Roomba Vacuums 01/10/20 3.0% 5823 Dry 0.4
Roomba Vacuums 01/11/20 4.0% 4577 Rain 0.7
Roomba Vacuums 01/12/20 2.5% 4372 Showers 0.6
Roomba Vacuums 01/13/20 4.6% 3854 Rain 0.8

Roomba Vacuums 2/11/20 Dry 0.4

Roomba Vacuums 2/12/20 Rain 0.8

Roomba Vacuums 2/13/20 Showers 0.6

Roomba Vacuums 2/14/20 Rain 0.8

Roomba Vacuums 2/15/20 Rain 0.8

Roomba Vacuums 2/16/20 Dry 0.4



Script
IF ‘campaign name’ IS ‘Roomba vacuums’ 

AND Date IS ‘Feb 11, 2020’

THEN set ‘tCPA’ TO tCPA * 1.2

AND set ‘campaign label’ TO ‘tCPA * 1.2’



Oyo - Closed hotels are ‘Sold Out’



Structure
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Alpha Beta Structure
Beta Campaign

Non-exact match keywords

Conservative budgets

→ purpose is to explore new queries

Alpha Campaign

Exact match keywords

Aggressive budgets

Specific ad texts

→ purpose is to guarantee maximum 
performance on queries that have proven 
themselves



Alpha - Beta in Action
Keyword: Floral Arrangements

Queries:

✘ Arranging flowers

✔✔✔ Buy floral arrangements

✔✔✔ Same day flower arrangements

✔ Floral arrangement delivery 

✘ Cheap floral arrangements

✘ Food floral arrangements

SKAG: Buy floral arrangements

Ad: Buy floral arrangements

Bid: $$

SKAG:  Same day flower arrangements

Ad: Fast Floral Arrangements

Bid: $$$

SKAG: Floral arrangement delivery



Alpha - Beta in 2020

Controlling which keywords trigger ads has become difficult due to close 
variants



Plumber w calendar



Shopping Ads @SiliconVallaeys

GRIP Structure
(GRoups of Individual Products)



Shopping Ads @SiliconVallaeys

★ Size 10 blue sneaker from Reebok

Biddable Product Group

★ Size 11 black sneaker from Nike

Biddable Product Group

★ Size 10 red sneaker from Adidas

Biddable Product Group

★ Size 9 red sneaker from Nike

Biddable Product Group

GRIP Structure Allows For More Precise Bidding
By maintaining groups of individual products (GRIP) structure, you can bid the right amount for 
every product you sell.



Shopping Ads @SiliconVallaeys

What Size Sells Best



Shopping Ads @SiliconVallaeys

Size 10:
Reduce bids

★ Size 10 blue sneaker from Reebok

Biddable Product Group
★ Size 11 black sneaker from Nike

Biddable Product Group

★ Size 10 red sneaker from Adidas

Biddable Product Group
★ Size 9 red sneaker from Nike

Biddable Product Group



Shopping Ads @SiliconVallaeys

Red

★ Size 10 blue sneaker from Reebok

Biddable Product Group
★ Size 11 black sneaker from Nike

Biddable Product Group

★ Size 10 red sneaker from Adidas

Biddable Product Group
★ Size 9 red sneaker from Nike

Biddable Product Group



Shopping Ads @SiliconVallaeys

Nike

★ Size 10 blue sneaker from Reebok

Biddable Product Group
★ Size 11 black sneaker from Nike

Biddable Product Group

★ Size 10 red sneaker from Adidas

Biddable Product Group
★ Size 9 red sneaker from Nike

Biddable Product Group



Shopping Ads @SiliconVallaeys

★ Size 10 red sneaker from Adidas
★ Size 10 blue sneaker from Reebok
★ Size 9 red sneaker from Nike
★ Size 11 black sneaker from Nike

Biddable Product Group

No GRIP Structure

We must bid the 
same for all sizes



Shopping Ads @SiliconVallaeys

Bidding With Grip Structure
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Shopping Ads @SiliconVallaeys

SPAG Structure
(Single Product Ad Groups)
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★ Size 10 blue sneaker from Reebok

Ad Group
★ Size 11 black sneaker from Nike

Ad Group

★ Size 10 red sneaker from Adidas

Ad Group
★ Size 9 red sneaker from Nike

Ad Group

SPAG is like Grip but with more ad groups

Added benefits: 

1. Better query sculpting; 
2. More granular bid adjustments



Shopping Ads @SiliconVallaeys

Smart Shopping 
Campaigns
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Smart Shopping Campaign

An automated campaign type from Google

1. No need to do granular structure
2. No need to manage bids
3. No need to run separate search, display, and video campaigns

a. No need to allocate budgets between these 



Shopping Ads @SiliconVallaeys

And remember that automated bidding works best when setting the target to the historical 
average.

Pitfalls of Automated Bidding

Avg. CPA: $10 Avg. CPA: $20

Portfolio bidding attempts to maximize value across the portfolio. 
   ➔  Cheap clicks subsidize expensive ones



Shopping Ads @SiliconVallaeys

Make Multiple Smart Shopping Campaigns

This produces better results

Solo Smart Campaign

Avg. CPA: $15

Smart Campaign 
1

Avg. CPA: $10

Smart Campaign 
2

Avg. CPA: $20



Shopping Ads @SiliconVallaeys

Smart Shopping Campaigns by ROAS

Step 1: Find reasonable ranges of ROAS



Shopping Ads @SiliconVallaeys

Smart Shopping Campaigns by ROAS

Step 2: For each product, add a custom attribute for the campaign it 
belongs to...



Shopping Ads @SiliconVallaeys

Smart Shopping Campaigns by ROAS

Step 3: Create the campaigns with budgets and target ROAS



Shopping Ads @SiliconVallaeys

Smart Shopping Campaigns by ROAS

Step 4: Connect the campaigns with the right products by custom 
attribute



Shopping Ads @SiliconVallaeys113

Create a Supplemental Feed

Marketing can own certain 
parts of the feed without 
interfering with the 
automatic feed generated 
by your CMS or shopping 
cart



Shopping Ads @SiliconVallaeys

Example Supplemental Feed

Add data for the attributes you 
care about, e.g. Custom Labels
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Bidding:
Make Smart Bidding even smarter
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Having a single target 
CPA or ROAS for an 
account is wrong.

When did you last have one 
CPC for all your keywords?



The right CPC
In the days before automated bidding, we set different CPC bids based 
primarily on 2 factors:

1. Differences in conversion rates.
2. Differences in the business value from what different keywords and ad 

groups are trying to sell.

So why do so many advertisers have only 1 target for their automated bids?



The right structure helps set the right target

Solution: 

1. Structure by common profit margins
2. Set different targets for each grouping
3. Let Google handle bids based on conversion rate differences



Targets should evolve

How did you pick the CPC for your very first keyword?

And why did your guess not cause the business to implode?

So why aren’t you revisiting automated bidding targets more often? 



Are Your Competitors Beating You

We no longer have the ‘average position’ metric

Impression Share metrics are the replacement

Even when you have Smart Bidding, you get data about IS Lost due to Rank

Step 1: set up an alert when this metric exceeds a threshold

Step 2: create an automation to test different targets based on IS targets

Step 3: measure impact and test again



Get Ready for Automation

Automation would be easy if the world was perfect.
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Account Structure



Structure

Google learns from every query. Even if you’re not automating anything.

What matters is the connection between query and conversion. So report 
conversion data the best way you possibly can.

Your structure should exist to support your business needs. Do not pick a 
structure because you think you can outsmart the Google AI.
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ML based suggestions

+
Fast and easy interface 
to let humans validate

Get Machines to Shortlist Your Opportunities



3. A strong process takes 
companies to the next 

level 
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Agencies need strong process to scale



3 Ways

3 Examples of Machine Enhanced PPC
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Your 
business 

data

Only Google can change bids in real-time based on auction signals

Automated Bidding is Very Powerful

Your 
industry 

data
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But I know I sell more 
canal tours when the 
weather is good. Where’s 
the bid adjustment for 
that???

But I know I sell more 
canal tours when the 
weather is good. Where’s 
the bid adjustment for 
that???
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Solution: Bring your data together with tCPA and tROAS



“ ’’
On Bidding...

Automated bid management doesn’t mean 
set-it-and-forget-it. The algorithm will do 
better when the PPC expert feeds more data 
into it.

@SiliconVallaeys 
@Optmyzr
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2015 was 3 years ago!

Creative Capabilities

Evolution needs 
variation.

See AdLibs from 
Google
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Get the code: http://bit.ly/ad-component-report

Ad Component Script



“ ’’
On Ads...

Focus on the human aspects of marketing 
and write ads that move people. The 
machine can help find the right audience 
for your message.

@SiliconVallaeys 
@Optmyzr
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2018

Close Variants: 
Same meaning for 

exact match

2017

Close Variants: 
Word order and 
function words

2010

Modified Broad 
Match

2014

Close Variants: 
Typos, Plurals, 

Stemmings

Google Ads Match Types Timeline
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Get the code: http://bit.ly/CloseVariants

Find Out How Your Account is Impacted
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Automate Taking Action on Close Variants

Could we enhance this reporting script so 
it adds negative keywords when:

● The query underperforms the 
keyword

● The query is too different from the 
keyword
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Levenshtein Distance
A numerical score of how close the query is to 
the keyword.
Add one point for every:
● letter that is changed
● letter that is deleted
● letter that is added
A bigger score means a bigger difference

PAJAMAS   0
PJAMAS      +1
PJMAS        +1
PJAS      +1
PJS        +1

     = 4

Levenshtein Distance

How to Determine How Different the Close Variant is?



“ ’’
On Targeting...

Google Ads Scripts give you the control to 
put your own limits on Google’s smart 
systems. Control your keyword matches, 
budgets, and bids on your own terms.

@SiliconVallaeys 
@Optmyzr
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What Are Google Ads Scripts?

Google Ads scripts are 

pieces of JavaScript code that can 
automate tasks in Google Ads on a 

predefined schedule. 



         Friends of Search        @SiliconVallaeys

They’re just like Google Ads Scripts. Just a bit newer so 
with more limited capabilities. 

And What Are Bing Ads Scripts
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Anyone Can Use AdWords Scripts
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Can You Operate This?
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CONFIGURATION

LOGIC

Configuration vs Logic
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AdWords changed overdelivery rules.
 But with just 30 lines of code, you can control the budget 

again!

http://bit.ly/limit-adwords-overdelivery

Free Script: Spend No More Than 120% of Daily Budget


