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Drive Results. 
Build Resilience.
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Angelos Galanakis
Regional Head of Agency Sales

Nearly 5 years at Google. Working with Performance 
Agencies, Global Media Houses and advertisers 
across industries and marketing objectives, aiming 
to deliver the max value to partners and clients 
harnessing Google Ad Solutions.

Who am I?
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What is top of mind for the 
future?
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Inflation

What is top of mind for the 
future?
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The future is… Now 

When inflation takes place, 
the consumers increase 
online research to find the 
best deals

Buyers have 500+ digital 
touchpoints before some 
purchases. Google AI is 
always on matching the 
consumer behaviors in real time 

eCommerce has boomed as 
70% consumers buy more 
online now than pre-COVID 

The future is on Search The future is eComm The future is automation

Sources : Google Mobility Trends (2020); Digital Commerce 360,Klaviyo covid-19 poll (Mar 2020); US Department of Commerce (2019), Think with Google: How intent is redefining the marketing funnel
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Marketing foundations of success in a downturn

Adopt a long-term, 
competitive 
perspective

Build your brand

Keep showing up and 
allocate for the long-term 
by reinforcing your core 
brand proposition

Capture demand 
that exists now

Drive performance

Use automation to 
optimise your marketing 
mix and capture in-market 
demand. 

Measure to drive 
business growth

Advance measurement

Use multiple sources of 
truth, including 1P data to 
drive business growth 
rather than just efficiency. 
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From Cookies to Less Cookies to Cookieless

1994 Cookies Introduced

Device Identifiers

GDPR Launch

Tracking Prevention (ITP)

2004

2016

2018

Digital Services Act2023
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Building for the future

More privacy, 
less data

Vidhya Srinivasan
VP/GM Buying, Analytics and Measurement

Bottom line: The future is consented. It’s 
modeled. It’s first-party. That’s what we’re 
using as our guide for the next gen of our 
products and solutions.

Source: Google Analytics prepares for life after cookies. TechCrunch. May 2021.

https://techcrunch.com/2021/05/13/google-analytics-prepares-for-life-after-cookies/
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Preparing your business for a privacy-focused future

Foster direct relationships with your 
customers based on responsibly-gathered 
first-party data and realize the full value of 
your marketing investment.

Build a First-Party 
Data Foundation

Once you’ve successfully built a strong data 
foundation, it’s time to put it to use.

Proper analysis and measurement can help 
ensure that you’re seeing a representative 
view of performance across channels

Measure Data 
Accurately

● Enhanced Conversions
● Consent Mode
● Google Analytics 4

Build Measure

                                     Measure data accurately

Conversion modeling and machine learning help 
to fill the measurement gaps by combining your 
first-party data with other available signals.
This means we’re continually optimizing for you 
in real time to achieve your specific performance 
goals with Smart Bidding

Activate with 
Automation

● Conversion Modeling
● Smart Bidding 

Activate

                      Modeling & automation                                               

● Google tag (site wide tagging)
● First Party Data

                     1P data solutions & infrastructure
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Enhanced Conversions for Web Performance Impact

Source: Based on Enhanced Conversions customers onboarded between March ‘21 - September ‘21

Median increase in 
reported conversion 
rates for Alpha Clients 
who spend on Search 

+5% average increase in 
reported conversion rates 
for Clients who spend on 
YouTube for Action 
 

+17%
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Consent Mode Impact

Source: Based on Enhanced Conversions customers onboarded between March ‘21 - September ‘21

recovered 
ad-clicks to 
conversion 
journeys lost

 

+70%
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Broad match

Finds new, 
high-performing queries 

and emerging trends

Smart Bidding

Delivers the right bid for 
each query at the right 

price

Responsive search ads

Automatically 
assembles the most 
relevant creative — 

even helping you show 
for new queries

Combining our automated products creates a multiplicative effect for 
driving growth — starting with targeting, bidding, and creative 
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Increase efficiency
Pay for the keywords that work, and avoid wasted spend on the ones that don’t.

Reach more customers and drive better performance with broad match

Save time
Spend less time on creating and managing extensive keyword lists.

Expand reach
Identify and capture new, high-value queries relevant to your business.

Be relevant
Pull in more relevant signals for a better match to the intent of each query.
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Why Broad Match is now a best practice

Improved performance
+25% more conversions for tCPA campaigns and +15% more value for Target ROAS campaigns

Unique signals
Broad Match is able to leverage unique signals not available in other Match Types:

Signals considered 
to drive 
performance

Keywords Landing pages 
(as a filter) 

Other 
Keywords 
in Ad Group

Previous 
searches

Predicted 
performance

User location

Exact, Broad Match 
Modifier, Phrase

Broad Match
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Adjust to a dynamic market
By optimizing your bids in real-time, Smart Bidding can help 
you stay on top of market trends and rapidly-shifting demand.

More than 80% of advertisers are already using Smart Bidding to...

Utilize more signals
Smart Bidding uses data beyond just what’s in your account 
to ensure that you’re making the right bid for every query.

Reach performance goals
Smart Bidding stays focused on the targets you provide — 
while giving you control and transparency in reporting.

Advertisers can use dynamic conversion values to get the most out of smart bidding with 
Target ROAS and Maximize Conversion Value bidding strategies
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Drive more conversions across channels with Performance Max
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Source: Google / Ipsos Connect, Consumer Discovery Study, U.S., December 2018, n of 2,001 US consumers age 18-54 who go online at least once a month.
1Google/Ipsos, Global, Global Retail Study, Base: total sample (n=14,206), online 18+ who shopped in the last week, countries included: AR, AU, BR, CA, CZ, FR, DE, IN, ID, IT, JP, KR, MX, NL, PL, PT, RU, SA, ZA, ES, SE, TR, UA, GB, U.S., AE, VN, 
Feb. 2019.

59%
of consumers have found 
their favorite brands while 
doing things like..

90%
In fact, over

watching videos 
on mobile

catching up 
on interests 

reading through 
emails 

of people say they 
discover new brands or 
products on YouTube.1

Build your brand online adopting a long term strategy   
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And once they’ve discovered them…

85%
of consumers will take a 
product-related action within 24 
hours of discovering a new 
product.1

Source: Google / Ipsos Connect, Consumer Discovery Study, U.S., December 2018, n of 2,001 US consumers age 18-54 who go online at least once a month
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Google has tailored solutions to guide consumers in 
discovering your brand or acting upon their interest
Introducing Video action and Discovery campaigns, that enables you to reach up to 3 billion people

YouTube videos Discover feed GmailYouTube home feed
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Marketing foundations of success to shape the future Now!

Adopt a long-term, 
competitive 
perspective

Build your brand

Keep showing up and 
allocate for the long-term 
by reinforcing your core 
brand proposition

Capture demand 
that exists now

Drive performance

Use automation to 
optimise your marketing 
mix and capture in-market 
demand. 

Measure to drive 
business growth

Advance measurement

Use multiple sources of 
truth, including 1P data to 
drive business growth 
rather than just efficiency. 
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