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Agenda

1 Market Context
Consumer Behaviour & Post-Pandemic Expectations

2 Finding Your Customers
Search formats & best practices

3 Driving Sales & Profit
Website & Digital storefront



Key Trends

 New demographics online 
with higher expectations

Channel agnostic shoppers Affinity to help local business



The composition of the digital population has 
shifted

Source: Google Smart Shopper research, base 2020 (2019): all product buyers of CE, Home, Fashion, -24y n=160 (100), 25-34 y n=236 (218), 35-44y n=189 (187), 45-54 y n=164 (192), 55+y 
n=196 (248), Q9/Q10/Q11 Where did you gather information - at any touchpoints and on andy device - for your most recent purchase?

Online research done for any purchase

Up to 24 25–34 35–44 45–54 55 and up

Buyers 45 years and older
now research more online

+ 3 ppt - 5 ppt + 5 ppt + 12 ppt + 19 ppt 

81% 84% 87%92%

78%
83% 80%

68%
62%

81%

2020

2019



What can we learn from the UK?

Source: The Shift in Shopping, Trinity McQueen & Think With Google, Jan 2021

https://www.thinkwithgoogle.com/_qs/documents/11134/TwG_downloadable_slides___Shift_in_Shopping_fawNlZO.pdf




Click & Collect or Free Delivery



We’re seeing more channel-agnostic shoppers

of people will confirm online 
that an item is in stock 
in-store before going to buy it*. 

>68%

*Google-commissioned Ipsos COVID-19 tracker, U.S., ~n=745 18+ online consumers who plan to shop for the holidays, June 25, 2020–June 28, 2020.



An opportunity to engage valuable customers

Note: Spend and share of customers by segment based on one month of sales data from select retailers with both online and offline sales data
Source: Criteo: Global Commerce Review (US, Q4 2017)

Omnichannel customers spend 3x vs. in-store only 

customers and 7x vs. online only customers

3x 7x

vs. In-Store Only vs. Online Only



Buy Irish

2366% 
Jan - April 2021 

compared to Jan - April 2019

61% 
of Irish retail spend went 
outside of Ireland in 2020

Source 1: Google Internal Data
Source 2: Revolut



Meaghers Pharmacy



Reaching customers with Smart Shopping



Use your structure to drive business goals

Campaign #1 Campaign #2 Campaign #3

Product Category Footwear Formal apparel Casual apparel Outerwear Accessories

Campaign goal ROAS of 300% ROAS of 600% ROAS of 800%

Higher gross profit =

 lower ROAS targets

Lower gross profit =

ROAS is set higher  

In this example, Footwear and Formal apparel have similar profit margins, and 
therefore similar ROAS targets. The client decided to group them into one 
campaign, with one unique ROAS target.

Achieve profitability 
targets for product 
categories



Allocate budget specifically to this product group and set a very low ROAS target to ensure that these products 
receive the desired traffic and visibility. This will guarantee that a certain portion of your total Smart Shopping 
campaign investment is allocated towards that category.  

Campaign #1 Campaign #2 Campaign #3

Campaign structure: New releases/Sales/Seasonality High margin categories Everything else

Campaign goal: ROAS of 100% or max. conversion 
value bidding strategy ROAS of 300% ROAS of 600%

Budget 10% of total budget 30% of budget 60% of budget

ROAS is set very low to ensure 
visibility of these products. 

By setting a lower ROAS goal for their high 
margin products, they ensure that they will sell as 

many high-margin products as possible.  

Ensure visibility for “hero” 
products or new releases

Use your structure to drive business goals



ROAS
Conversion 

value
Profit margin 

(40%)
Google Ads 
investment

Google Ads net 
Profitability 

13.00 $38,300 $15,320 $2,946 $12,374

12.00 $41,000 $16,400 $3,417 $12,983

11.00 $44,100 $17,640 $4,009 $13,631

10.00 $48,300 $19,320 $4,830 $14,490

9.00 $52,400 $20,960 $5,822 $15,138

8.00 $57,000 $22,800 $7,125 $15,675

7.00 $62,100 $24,840 $8,871 $15,969

6.00 $67,700 $27,080 $11,283 $15,797

5.00 $74,900 $29,960 $14,980 $14,980

4.00 $79,700 $31,880 $19,925 $11,955

3.00 $80,500 $32,200 $26,833 $5,367

Get an estimated $62,100 conversion value at 7.00 ROAS for $8K

$8K 7.00

C
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va
lu

e

$10K $20K $30K$0.00
Spend

$62,100
ROASConversion valueSpend Seasonality impact

Normal traffic for your 
regions and target markets

30K

60K

90K

0

Tip: Use Performance Planner



Google insights

Queries Seasonality

Devices Location Placements

Time

Max conversion 
value or tROAS

Retailer insights

Price & 
basket size

BrandAudience 
lists

Sales

Product 
category

Ad creative

Increase performance by adding 1P insights
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Automation propels 
Office Depot Shopping 
Ads revenue by 33%

Office Depot, LLC.
Venlo, Netherlands •  https://www.officedepot.com/

About Google Ads: Google Ads is a digital advertising solution for businesses of all sizes. Whether you’re a small business owner or enterprise marketer, Google 
Ads delivers reach, relevance and trusted results to help you grow your business. Learn more at ads.google.com/home.

© 2019 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be trademarks of the 
respective companies with which they are associated.

The challenge
When Office Depot Europe stopped relying on an agency to conduct 
their search advertising activities, the in-house team knew they had 
to become as efficient as possible while gaining maximum 
business impact.

The approach
Office Depot decided to adopt Smart Shopping campaigns to 
reduce the team’s workload and help them hit their business 
targets. Smart Shopping campaigns combine standard Shopping 
and display remarketing campaigns, using automated bidding and 
ad placement to promote products.

During the setup, the team established campaign goals, defined 
product groups, set bids, and identified negative keywords. From 
that point forward, Office Depot relinquished manual control of the 
campaign, minimising their previous dependence on staff 
availability and business hours. 

The results
The new approach has increased Shopping Ads revenue by 33% and 
impressions by 45%, while costs have fallen by 31%. Overall, the 
in-house Office Depot team is delivering a return on ad spend that 
was 201 percentage points better than before.

The new campaign requires less maintenance than before, which 
gives the team more time to devote to areas such as their mobile 
and audience strategy. Key metrics have improved too.

“Some advice to fellow online 
marketers: have patience for 
the data and algorithm to kick 
in, and enjoy the work of the 
machines outperforming 
labour-intensive manual bid 
management.”

—Matt Sieben
    Manager Online Paid Advertising, Office Depot Europe

Product features

Shopping

● Smart Shopping Campaigns: 

33%
Increase in revenue More impressions

45%
Cost reduction
31%

https://www.officedepot.com/


Using Smart Shopping 
extended the reach of 
Mundo Recreatie while 
saving lots of time.

+83%
   Conversions

-34%
        CPA

+100%
          ROAS

Mundo Recreatie
Krabbendijke, The Netherlands  •  www.mundo-recreatie.nl

CASE STUDY

The challenge
Mundo Recreatie is a Dutch company specialized in tents, inflatable 
jacuzzis and beds, coolboxes and many more outdoor products. 
They have a significant amount of products in their inventory which 
means that it takes a great amount of time to manage and optimize 
all of their campaigns. Moreover, due to the high seasonal 
influences on their business, it is of utmost importance that they 
can maximize their profits during the summer.

The approach
In order to maximize the output of their budget and save a 
significant amount of time, Mundo Recreatie decided to test the 
Smart Shopping format. They started with their biggest product 
group and after analyzing the first results, they quickly switched all 
of their shopping campaigns to Smart Shopping.

The results
The switch led to a significant increase in sales volume, while at the 
same time increasing the Return on Investment (ROAS). By allowing 
the Smart Shopping to also advertise dynamically on the Display 
and Gmail platform, Mundo Recreatie increased the traffic to their 
website. Furthermore, automating the optimization process of their 
shopping campaigns saved the company a lot of time, meaning they 
had more time to optimize their search and display activities.

“It is remarkable how Smart Shopping 
increased our sales volume and ROI, 
while also saving us a significant amount 
of time. We are happy with the change.”
—Wendy de Clerck, Online Marketing Manager

About Google Ads: Google Ads is a digital advertising solution for businesses of all sizes. Whether you’re a small business owner or enterprise marketer, Google Ads 
delivers reach, relevance and trusted results to help you grow your business. Learn more at ads.google.com/home.

© 2019 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be trademarks of the 
respective companies with which they are associated.

RETAIL



+10%
Increased rate in  
incremental 
revenue

+24%
Increased rate in 
incremental return on 
ad spend (ROAS)

© 2020 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. 
All other company and product names may be trademarks of the respective companies with which they are associated.

The challenge
After noticing consumer behavior change from in-store 
sales to online sales, Swarovski transformed their 
marketing strategy to meet surging online demand. 
Swarovski looked to increase both website conversions as 
well as average conversion value, while staying within their 
return-on-ad-spend (ROAS) target. 

The approach
Swarovski partnered with Google and implemented Smart 
Shopping campaigns (SSC) to help them reach online 
consumers who are shopping for jewellery. They first tested 
the effectiveness of their Smart Shopping campaigns by 
launching a geo-targeting experiment in Canada, and 
measuring performance against their existing Standard 
Shopping campaigns. 

The results
The approach paid off for Swarovski, as their Smart 
Shopping campaigns helped to generate 10% incremental 
revenue in the regions where they ran in Canada while 
achieving a 24% higher incremental ROAS compared to the 
control group. After seeing this success, Swarovski scaled 
Smart Shopping campaigns to all global markets.

CASE STUDY

Swarovski
Wattens, Austria • www.swarovski.com 

“During the early phase of the COVID-19 pandemic, 
Swarovski recognized the need to reshape its consumer 
approach through performance marketing. By activating 
Google’s Smart Shopping campaigns, Swarovski was 
able to reach both online and offline consumers at large 
scale when behaviour in buying became focused online 
more than ever. Smart Shopping campaign’s role was 
pivotal in influencing consumers to shop via Swarovski 
online store especially during the lockdown period”

 — Serkan Ozcan, SEM Manager at Swarovski 

Swarovski unleashes the 
power of Smart Shopping 
campaigns

In Europe, Smart Shopping campaigns can be used with any Comparison Shopping Service (CSS) you work with. The ads will show on general search results pages and on any 
other surfaces the CSS has opted in to.

https://www.swarovski.com/
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IT Cosmetics, increased sales 
and new user volume with 
New Customer Acquisition in 
Smart Shopping Campaign

IT Cosmetics
United States •  https://www.itcosmetics.com

About Google Ads: Google Ads is a digital advertising solution for businesses of all sizes. Whether you’re a small business owner or enterprise marketer, Google 
Ads delivers reach, relevance and trusted results to help you grow your business. Learn more at ads.google.com/home.

© 2020 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be trademarks of the 
respective companies with which they are associated.

The challenge
IT Cosmetics, a L’Oreal Luxury brand that creates 
innovative makeup and skincare solutions for all skin 
tones and types, was looking for a way to optimize 
towards new customers. 

The approach
By adopting Smart Shopping Campaign’s New 
Customer Acquisition for their core recruitment 
products, IT Cosmetics’ agency, Add3, was able to 
significantly increase sales and new user volume. 

The results
188% increase in revenue by new users from Core 
campaign 1. 29% more conversions by new users in 
Smart Shopping Campaign with New Customer 
Acquisition (Core) vs. Smart Shopping Campaigns 2. 
65% increase in overall ROAS from Core campaign 3. 

“We wanted to expand to net-new 
customers but knew our direct-response 
goals would limit scale. Defining a 
life-time value for these new users & 
optimizing towards a target ROAS was 
our solution”

—Ashley Royalty, Strategic Account Lead, Add3

188%
Increase in revenue by 
new users from Core 
campaign 1.

29%
More conversions by 
new users in SSC NCA 
(Core) vs. SSC 
campaigns 2.

65%
Increase in overall 
ROAS from Core 
campaign 3.

1. Google Analytics: SSC NCA test period (2/25/20 - 4/25/20) vs. previous 2 month period pre-NCA (12/26/19 - 2/24/20)
2. Google Ads: SSC NCA Core Shopping campaign vs. other non-NCA SSC campaign (2/25/20 - 4/25/20)
3. Google Ads: SSC NCA test period (2/25/20 - 4/25/20) vs. previous 2 month period pre-NCA (12/26/19 - 2/24/20)

https://www.itcosmetics.com/home


Proprietary + ConfidentialProprietary + Confidential

Since 1999, Magazines.com has been the trusted online 
source for deals and discounts on popular magazine 
subscriptions. Leading up to the holiday season,  The brand 
and its data-driven agency partner, Rakuten Marketing 
Agency, test Smart Shopping campaigns for the first time.

180% 
Increase in revenue between
Thanksgiving and Black 
Friday*

95%
Increase in sales year over year*

*as compared to standard shopping campaigns



Proprietary + ConfidentialProprietary + Confidential

Founded in 1979, Sportmaster is Denmark’s largest 
and most popular sports chain operating over 100 
store locations and a fast-growing online shop.  
Sportmaster decided to launch a Smart Shopping 
campaign in November 2018 that included all its 
products. To account for seasonal spikes in traffic, 
Sportmaster specifically compared their Smart 
Shopping campaign’s Black Friday performance with 
that of last year’s from their Standard Shopping 
campaigns. 

69% 
Increase in ROAS year-over-year*

26%
Increase in revenue 
year-over-year*

*as compared to standard shopping campaigns



Proprietary + ConfidentialProprietary + Confidential

Alba Moda GmbH is a German retailer selling womens' 
fashion, swimwear and footwear online and via direct 
mailing. Alba Moda uses Smart Shopping Campaigns 
to tailor bidding and targeting to the search/shopping 
behaviour of their ageing target audience who is 
demonstrating strong offline-purchase behaviour, 
show little brand loyalty and are price-conscious. As a 
result, Smart Shopping Campaigns helped them 
strengthen their presence in their home and 
international markets while efficiently increasing 
revenue. 

200% 
Increase in revenue*

73%
Decrease in cost-per-order*

*as compared to standard shopping campaigns



Let Shoppers know you 
have the item they want in 

your local store 

Bubble shows “In Store” 
annotation or distance to your 

closest store 



Confidential + Proprietary

About Google Ads: Google ads is a digital advertising solution for businesses of all sizes. Whether you’re a small business owner or enterprise marketer, Google Ads 
delivers reach, relevance and trusted results to help you grow your business. Learn more at ads.google.com/home.

© 2020 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be trademarks of the 
respective companies with which they are associated.

"There’s a parallel between customer journeys 
becoming more complex and the urgency as a 
marketer to understand a channel’s incrementality, 
especially in the omnichannel domain. We now have 
evidence that Search advertising is able to 
significantly impact incremental offline store sales, 
and we will use this evidence as a blueprint to start 
scaling our activities proportionately."

— Robbert Smit, Performance Marketing Team Lead

MediaMarkt Netherlands 
attracts 3% more 
shoppers to their stores 
with Local Inventory Ads

MediaMarkt Netherlands
https://www.mediamarkt.nl/

CASE STUDY

The challenge
MediaMarkt is a consumer electronics and home appliances retailer 
in the Netherlands with a wide network of stores and a strong 
ecommerce platform. MediaMarkt wanted to smartly combine both 
their online channel and physical stores to better meet the changing 
needs of their consumers, recognising that while many purchases 
occurred in-stores, a large share of research and planning occurs 
online

The approach
Previously, Google Search and Shopping were seen as driving online 
sales and measured solely on online ROI. MediaMarkt decided to try 
out Local Inventory Ads in order to determine whether a digital ad 
format could help attract visitors to the stores. MediaMarkt partnered 
with Google to set up a randomized controlled experiment i.e. geo 
experiment to measure the causal effects of LIA on store-traffic. The 
design was based on 20 carefully selected stores, randomly assigned 
to test and control. The team ran the experiment for six weeks to 
measure the incremental impact.

The results
The test showed that out of every 100 store visits, 3 were caused 
solely by the Local Inventory Ads and delivered 148% improvement in 
the omnichannel return on ad spend. By adopting an omni-channel 
perspective and advertising format, MediaMarkt Netherlands was 
able to better align their marketing activities with the rapidly changing 
consumer behaviour and stay more relevant to their audiences during 
the turbulent times. 

3%
Incremental footfall 
coming from LIA

148%
Improvement of 
omnichannel  ROAS

Omnichannel:

Measurement:

Product features

Local Inventory Ads
Omnichannel Bidding

❯
❯

Geo-Experiment❯

6 weeks testing (Oct - Nov 2020) 

https://www.mediamarkt.nl/




Driving Sales

Google My Business

“Digital Storefront” - opening times, location, phone number, 

directions to find you, reviews & photos

Grow My Store

Analyses your retail site, gives you an overall score and offers you 

detailed insights and recommendations to help you strengthen your 

business, in just 5 simple steps



Summary

 Customers have higher 
expectations and want to shop 

local

Use Google’s Smart Solutions 
to find shoppers looking to 

buy online and offline

Seamless customer 
experience



Thank you.

#
#
#
#

