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Woas ist Google Ads?












Milliarden waren 2024 reiner
Umsatz von Werbeeinahmen
von Google




Alphabet Q2 FY25 Income Statement

$54.2B
+12% Y/Y
Ad Revenue
Google 57138
+10% Y/Y
Search advertising
$9.8B
+13% Y/Y
© Youlube ==
$7.4B
(1%) Y/Y
c s Google AdMob gy
+ AdSense & Google Ad Manager
Google Play *#°* "
+ Fitbit, Google Nest, Pixel,
YouTube Premium & TV
+32% Y/Y

Y Google Cloud

+Workspace, Enterprise Android
Chrome OS, Other APIs

& HOW THEY . I
MAKE MONEY L%

$31.3B

32% margin
+0pp Y/7Y

$57.4B
60% margin
+1pp Y/Y

’
=

Revenue

$96.4B
+14% Y/Y

Gross profit

Operating

expenses
($26.1B)

Other
($24.3B)

Il .
($14.7B)

Cost of
revenues
($39.0B)

appeconomyinsights.com

Operating profit

Net profit
$28.2B
29% margin

e +1pp Y/Y
Other
. $2.7B

. Tax
($5.7B)

- R&D
‘ ($13.8B)
14% of revenue
+0pp Y/Y

S&M
($7.1B)
7% of revenue
(1pp) Y/Y

G&A
($5.2B)
5% of revenue
+2pp Y/Y

d APP ECONOMY INSIGHTS




Alphabet Q2 FY:

$54.2B
+12% Y/Y

Ad Revenue

GO@gle s N, $71.3B

N +10% Y/Y
Search advertising ——

$9.8B
+13% Y/Y

°VOIJTllbe 1

$7.4B

& %)Yy A
€\ Google AdMob g

+ AdSense & Google Ad Manager




Alphabet Q2 FY2

$54.2B
+12% Y/Y

Ad Revenue

Google ll ™,

N +10% Y/Y
Search advertising a

$9.8B
+13% Y/Y

£ YouTube ==

$7.4B -
.\ Y ($13.8B)
A% YY & - Operating |\ § 14% of revenue
C\} Google AdMob - = 8 expenses |\ +0pp Y/Y

+ AdSense & Google Ad Manager

R&D




Umsatzentwicklung Google

Umsatz in Mrd USD
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Woas ist Google Ads?



Die von Google!



... aber auch ...



Die grof3te, wertvollste und

der Welt



Google Ads verandert sich enorm schnell

A
v

Relativ kurze Periode mit sehr vielen Anderungen

2000 2016
2015 2020

EinfUhrung Anderungen Erste Schritte Grof3er Push EinfGhrung  Discovery wird zu Search Max
AdWords SERP Automatisierung Richtung Performance  Demand Gen startet als Beta,
Machine Max wird als Al Max
Learning mit Integration von eingefihrt
Smart Gemini
Bidding Integration von

GenAl
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KLASSISCHE
FLACHEN




o Wir sind hier

Status quo Ubergangsphase Zukunft Ecom

I—A—\

e Google Suche
e E-Commerce Website-Traffic o
e Kundenakgquisition

» CPC, CPA

c
o
E

=
o

=

e Al Shopping-Assistenten
e [n-Chat-Kaufe
e Auftragsabwicklung

e 9% Provision




Al + Suche verandert alles

Newwaystoshop &

Analysis &
visualization

o
e

Personal
context

¢
Al Mode

&

Deep Search

Project Mariner
capabilities

Search live

B

L



Leute suchen natirlicher...

. Google Lens

Google Lens

.Search what you see”
Google Lens wird inzwischen fUr mehr
als 25 Milliarden Suchanfragen pro
Monat genutzt. JUngere User, die
,Circle to Search’ ausprobiert haben,
starten damit mittlerweile Gber 10 %
ihrer Suchanfragen.

... suchen mehr ...

3 < Al Overview

\ {

Al Overview

Al Overviews erreichen inzwischen
Uber 2 Milliarden monatliche Nutzer
in mehr als 200 Landern und
Regionen sowie in 40 Sprachen.
Al Overviews bringen generative K
zu mehr Menschen als jedes andere
Produkt weltweit.

...und sind zufriedener mit

den Antworten

C¢ Al Mode

Al Mode

UnterstUtzung bei schwierigen
Fragen. Menschen nutzen den Al
Mode, um zu lernen, Neues zu
entdecken oder tiefer einzutauchen
- indem sie offene und
weiterfUhrende Fragen stellen.



Die neue Ara der Suche

... wird natiUrlich monetarisiert

e

N
~ . .
< why is my pool green and how do I clean it &)

< Al Overview

€2 Zodiac New Zealand

Vacuum cleaners to clean your pool:

Vacuuming can be helpful after chlorination to
remove dead algae that settle at the bottom.

e

Q Aiper

Wavepath Navigation
Technology | Best summer deals

Quality Assurance - Aiper Seagull Pro..

w \orato

Robotic Swimming Pool Vacuum
Cleaners | Vorato
Say goodbye to tedious pool cleaning...

Qenerative Al is experimental. /

Learn more

Algae growth is the most common
reason for a green pool, especially in hot
weather. Chlorine levels that drop for
even a day can start an algae outbreak.
Other reasons for a green pool include

phosphates or metals in the water. &

DIY Pool Cleaning Tips: How to

@onsored ﬁar...

@® Neave Gro
Swimming
Questions




Ads Al Overview

4 Google

how to bring small dogs on flights X y @

4 Al Overview

To bring a small dog on a flight, ensure the pet and carrier fit under the seat,
and the dog is in a carrier throughout the flight. It's crucial to check the
specific pet policies of the airline, as rules vary, including weight limits and
carrier dimensions. Some airlines may also require proof of vaccinations or
health certificates. @

Here's a more detailed breakdown:

1. Check Airline Pet Policies

Each airfine has its own rules and requirements for flying with pets, so it's essential to
research their specific policies before booking a flight. ¢

2. Carrier Requirements

Dogs must be in a carrier that fits under the seat in front of you, Soft-sided or hard-
sided carriers are typically allowed, but the size and dimensions may vary by airline. @

Learn more |

Pot Travel Overview | Deito Air Lines.

Small dogs, cate, and Pouseheid birds that
et the age, heaith, size, and keroel req

PR

Pets - American
Aictinos
Pats must be small encegh bo fit

fosed 7 2ipped <o

Se Hemencan Artoms

Dog as carry on? : ritravel - Reddit
0c12), 2022 - N6 this 4 incomect. Even smsll dogs med 10
e In Dhair carmier 3nd under the seat i front of you ot 3 ¢

@ meost-uvavel |

3. Weight Limits ol
S irfi have weight for pets flying in the cabin, and the carrier’s

weight is often included in the limit. &

4. PetFees

Airlines usually charge a pet fee for flying with a pet in the cabin, and these fees can

vary. ¢

s/

54 Sponsored  }

Explore small dog carriers

1 X

Airline-Compliant Lands' End Canvas Cozy Pet Carrier
Pet Carrier | For p... Tote Pet Carrier - ... Bag, Perfect For T...
$169.00 $37.06 $325.00
roverland.com Lands’ End maxbone

49 ke hk ¥ (317) 4.4 %o 4k ¥ (265) 4.8 %k hk & (33)




D Z M
Al Mode All Places Maps Images

How to build a website for a

small business with lip . WrPress.org:Afree and highly

customizable option, but requires self-

Seatenech hosting and some technical knowledge.

How ToMake aSmal Busingse - Consider free plans or introductory offers to

Website in 2025 - Forbes minimize initial costs. ¢
F Forbes
For more information about specific platforms

. i and comparisons explore these resources:
Building a website for a small

limited resources can be achig

combination of cost-effective Sponsored

leveraging readily available to Wix - Create Your Website | Official
Website Builder

Your Path to Success Begins with a

- Define youl website's pU Professional We e. Get Online Today wit...

Determine the core functidg @
(e.g., informational, lead g4

commerce). The 6 best free website builders
Goo:
Yola

Prioritize essential featureg
that directly contribute to

gle Sites for basic sites
for simple, no-fu

&% Zapier

pals. @

Best website builder service of 2025:

oose a cost-effective The top 43 compared

Hostinger is a great Wix alte
nt many of the san

@ TechRadar

See more v




Der , alte” Ansatz

Maximiere den
Umsatz zu
einem tROAS
von 400%

Campaign Types

G

x*

Individual Targeting

(Audiences & Keywords)

Search

Shopping \/ Touchpoint 1
Display

Video Action \/ Touchpoint 2
Discovery

Creatives Bidding Budget

Touchpoint 3

Bid is too low

Touchpoint 4

Limited by budget

Attribution




Der neue Ansatz

e @ 2% G = * = ?

[Ies
pacus o Google 3 feude £ x
Search ma | =
o 45
“ SR A T,
g o]
— " x GO — " " { : ’ i
At v e rr0ctngoga o . ll L
FoodBox Go — Order Food Onkne a A .
° Eanty w12 et rder Socat 7 A | /
pring 0r 8- 499 1O ywns ! s s . \ |
taer te sl rentm e am Tere { S :
N ettng B %) W 3
& o, Focction dekers ) 3
Maxican Food by v 0 froe _ A
pous hwvorte b ety fou : — @
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Performance Max (PMax) - mittlerweile gut ;)
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PMax Analysen

= N Google Ads | Q searcn

+

‘reate

npaigns

%

Soals

b

Tools

=]

3illing

(0

\dmin

= & ® n #Aurora (123-456-1234)

v 5
Appearance  Refresh Help Notifications el co

Overview
Recommendations
Insights and reports A
Insights

Auction insights

When and where ads showed

Channel performance

Stores

Report editor

Dashboards
Campaigns v
Assets ™
Products

Audiences, keywords, and
content

Change history

Performance Max Campaigns
Performance-Max-1

Back to View (3 filters)
(@ All campaigns Performance Max campaigns

‘ Enabled v Status: Eligible Budget: $3,490.00/day / Optimization Score: 88.7% v Show more / Edit campaign

Custom | [ May1-21,2025 +

Channel performance

Performance summary for Performance-Max-1

Actual ROAS ions @ C i Conv. value Cost

526.57% 120K  1.55K 386K §73.3K

00.60%
Average target: 338.02%

Where your conversions come from

Allads ~ Results v

‘ Allchannels  ~
Here's how your ads are reaching your goals across channels

B Adsusingproductdata N Other ads

2,382,331 120,439 1,594.04
Impressions Interactions Results
Clicks, views, calls, etc.
I—
+# Discover 9 Purchase  Optimizing for
{ M Gmail
{ E| Lead from messages

Results 41

Results value

‘ B3 Google Display Network




Googles Power Pack

Al Max for
| Search Campaigns |

Erzeuge und wecke Nachfrage Volle Power von Googles

Das Beste aus Googles Kl fir

Suchkampagnen auf YouTube und den Kandlen und Kl - vereint in

visuellsten Fldchen von Google einer einzigen Kampagne




Kontrolle
mit Search
& YouTube

)

Shopping
Campaigns

Googles Power Pack Enhanced

Al Max for

| Search Campaigns |

Reichweiten-
Maximierung
Uber alle
Kandle hinweg

! Al Max for

Search Campangns ‘




Al Max for Search




Suche ist komplex...

Operating System

Browser

Audience
Language

Device Type Keyword Device
Bids

Ad Characteristics

Location

Audience Segment

Extensions

Demographics

Conversion Rate

Conversion Path

Search Network Partner



Search Term Matching

Wie funktioniert Al Max?

Text Customization

Final URL Expansion

to reach more customers
based on intent

Q skin care for dry sensitive skin

Moisturiser

Broad Match keyword that
could be matched with the
query 'skin care for dry
sensitive skin'.

AND /OR

Our keywordless tech finds
the page that best matches
the query on your website.

to connect with customers with greater relevance

From: No Customization

= Google o 3
O, skin care for dry sensitive skin X

Shopping Images Videos News Books

Sponsored

¢1} cBalm
https://www.cbalmbeauty.com

Shop Our Skin & Hair Care Line - Get
Ready to Turn Heads

Enjoy SPF protection with our entire product range. Try
our nutrient-rich skincare products designed for all skin
types.

Our Story
Join Our Loyalty Program
All Natural Ingredients

Skin Care Guide

" Soothe Your Dry, Sensitive Skin - Start

To: With Customization

= Googe 0o 3
Q. skin care for dry sensitive skin X

Shopping Images Videos News Books

Sponsored

'Ball
e | Yt

Owning Your Glow Today!

‘—‘-.-_-_* . P
Say hello to gorgeous sk our range of moisturizing
skin care products. Don't settle for mediocre skin care,
get glowing skin with our premium, effective products.

Our Story
Join Our Loyalty Program
All Natural Ingredients

Skin Care Guide

to deliver customers the most relevant
& helpful landing page

THE BEST SKIN CARE FOR DRY SKIN

oriichnen, thnyos veprobatly mccustared .




Wie funktioniert Search Term Matching?

Search Term Matching Text Customization Final URL Expansion

4 N )

Zielgruppen sind nicht homogen und Wdhrend sich die Welt durch Ki
kénnte Sie auf ganz unterschiedliche verdndert, dndern sich auch
Weise suchen - ohne dabei unsere Suchanfragen. Da diese
Keywords zu verwenden. Mit Search immer nuancierter werden, ist es
Term Matching geht Google Gber entscheidend, Nachfrage auf
reine Suchanfragen hinaus und - Basis von Nutzerintention zu
spricht potenzielle Kunden basierend erfassen - nicht nur anhand

auf ihrer Kaufabsicht an. exakter Suchbegriffe.

N o J




Wie funktioniert Search Term Matching?

Search Term Matching Text Customization Final URL Expansion

e ~ o

Keywordless:
Landingpage
based matches

Location



Wie funktioniert Text Customization?

Search Term Matching Text Customization Final URL Expansion

ﬂd\'ﬂ““f text assets within a Possible ad combinations \
responsive search ad :
(3-15 Headlines, 2-4 Descriptions) 7 \
: : Headline 1 | Headline 2 | Headline 3
= —— example.com
B Heading 2 : \Descnptlon 1. Description 2 )
W Headline 3 @ Description 2 7~ ~
Headline 4 @ Description 3 —> Headline 4 | Headline 2 | Headline 5
W Headline 5 , : example.com
Headline 6 oo oy _ Description 3. Description D y
¥ Headline 15 s _ ) ) N
Headline B | Headline E | Headline 5
Automatically Cr A nabled: ex'arT\pIe.com S
Assets created from Landing Page or other kDescnptlon 3. Description 1 )
assets in Ad Group
s N\
Headline A Description A etc.
Headline B
Headline C @ Description B S J
Headline D @ Description C )
Headline E )
\ Headline F @ Description D J




Wie funktioniert Final URL Expansion?

Search Term Matching Text Customization

Final URL Expansion

QN\y happy clothes
Shop Collctian

7 N
- - BN h ()

«Google findet fir jede Suchanfrage die beste Landingpage auf
lhrer Website." Wenn eine Suchanfrage inhaltlich zu Ihrer Website
passt und Sie mit |hrem Targeting an der Auktion teilnehmen,
durchsucht die URL-Expansion den Inhalt |hrer Landingpages.
Mithilfe von Google Kl wird dann diejenige URL ausgewdhlt, die am
besten zur Suchanfrage des Nutzers passt.

My happy clothes

Mit URL-Expansion findet Google fir jede Suchanfrage
auvtomatisch die passendste Landingpage auf |hrer
Website. Die Kl analysiert Ihre Seiteninhalte und wahlt
die URL aus, die am besten zur Suchintention des Nutzers
passt.

Eco-friendly fashion | 20% off all onesies | ®
Buy online today
www.myhappyclothes.com

Onesies. t-shirts,

and loved by our



N
Diversify off Google Search
and generate awareness

Build engagement and fuel _
searches for your brand/offer

Find conversions across Google
surfaces, including Al Mode

CORE DELIVERY
and EXPANSION



Kampagnen-Management neu denken

Marketer

N

Empower

Guide & input



Kampagnen-Management neu denken

Rezept
Was ist mein Ziel und was brauche ich,
um dieses zu erreichen?

Zutaten
Qualitat von Daten, Creatives &
Assets

Koch
Al nutzen, um gemeinsam mit
menschlicher Expertise Ziele zu erreichen




Kampagnen-Management neu denken

Empower

Guide & input



Kampagnen-Management neu denken

r ecipe e

A6
ﬂ Conversion
Volume
— +
AGO
Business Conversion
Objectives Value

Value-based

Bidding

C i Al based
v K d Campaigns
assets eywords paig

MU
E [o

Website _
Feeds & Apps Modeling

Test, Learn
& Adapt

GROW

e‘ Marketer @ Al e‘ Marketer



Immer noch eine Blackbox?

[ — —

'-.\

BlackBox




Trash In = Trash Out



T-Shaped Partnerschaft

Marketing Business OtCIgO Data Input &

Selise Fundamentals Strategy Analytics

Demand Gen

YouTube &
Display

PMax

Shopping

Search

Conversion
Tracking




Die Google Ads Layer fur Erfolg

Steering/Control Layer

Mensch im , Driver seat”

Data Layer

Algorithmus mit richtigen Daten fUttern

Al Layer

Repetitive Tasks automatisieren




Das Beste aus beiden Welten kombinieren

' Marketing Strategy
. Setting Bids d
8 : e :.= 4 Goal Setting
o _© o Finding Audiences
® o .r" 3
2 .1 . Creative Design

Generating Insights

Algorithmus Experimentation

Marketer
Optimising Performance

1st Party Data Management

(

Scaling Creatives

Media Effectiveness







1. Tracking, Daten &
Automatisierung -
mit und ohne Al




2. Jetzt starten und
Wettbewerbsvorteil
sichern




3. Al Max nur testen,
noch nicht voll drauf
setzen




Danke!
Fragen?

O o

Paul Gerlée
paul.gerlee@otago.at
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