Trend Report
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Google offers multiple incrementality tools that can
be used to measure conversions directly attributable
to your performance media campaign that would

not have otherwise occurred. These include

Conversion Lift Studies & Geo experiments (GeoX)

Rocio Abril, Google Marketing Team
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Cost per acquisition
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Tells us how much we are willing to pay to acquire
new customers. The reason CLV is so vital (see
previous slide) is that it helps us set the CPA with
the appropriate financial return.

Tells us the revenue we return for every dollar of ad
spend we invest in our campaigns.
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About dynamic creatives

Use dynamic creatives to serve relevant ad content to viewers on every single impression. Dynamic creative
files act as a frame, so you can easily swap out the creative content of your ad. For example, with a dynamic
feed, you can show one product to people age 40 and over, and a different product to people under 40. You
can swap any element in a dynamic creative, including call-to-action (CTA) text, exit URLs, images, and more.
You can swap creative content either manually (using profile fields) or programmatically (using a feed and a
set of content rules).

Benefits of dynamic creatives

* Increase creative development efficiency: Develop one creative shell per ad size and use our tools to swap
out the content that populates the ad on the fly.

* Increase trafficking efficiency: Traffic a single creative ID per ad size, instead of a creative for each unique
creative iteration.

* Serve the most relevant ad: Use advanced dynamic creative targeting rules to tailor content to the viewer on
every single impression.

* Integrate seamlessly with Campaign Manager 360: Easily generate reporting and analytics on campaign
performance via Studio's direct link to Campaign Manager 360.
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Search ads

Discovery ads

Shopping ads*

Display ads
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YouTube**
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