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The needs of businesses are not being met by 
the digital marketing industry. Instead, 
decision-makers find themselves choosing 
between thinkers who do not execute, and 
executors who do not lead.

Enter Agital, the impact agency. 

We stand out by driving measurable impact 
forged within four pillars of success:

• Lead with strategy.

• Find action in data.

• Deliver deep solutions.

• Fuel brand performance.

Our Story
Where we are today.
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Agital Framework

THE VIRTUOUS ACTIVITY CYCLE

CONSIDERATION
More at-bats with ready-

to-buy traffic.

AWARENESS
More targeted people 

who know about you.

CONVERSION
You got their attention, now 

don’t lose the sale!

ADVOCACY
More evangelists bringing 

you more customers.

LOYALTY
More purchases from 

past customers.

You need to advance 
your way of thinking to 
advance your 
business...



Nik Rajpal

VP Strategy, Ecommerce Practice 
Leader

At Agital since 2008, joined to develop our core solutions 
(SEO, paid ads, AB testing, Amazon, email) and now 
oversees the adoption of our strategic framework. 

Host of 400+ webinars.



FREE AI-Focused Audit 
of Your Google Ads 
Account

Offer During This Webinar

Elements of AI-Based Advertising

• Power Pair Activation
• Responsive Search
• Dynamic Asset Creation
• Broad Match (new incarnation)
• Performance Max (PMax)
• YouTube Shorts
• YouTube Connected TV

Settings to Boost AI-Based Ads Results

• Value-Based Smart Bidding
• Sitewide Tagging
• Enhanced Conversions
• Customer Match

AI Tools to Build Better, Faster

• Conversational Experience
• AI-Driven Creative
• AI Storyboarder
• AI-Voiceover and Audio

GET TO THE HEAD OF THE LINE!

If you spend at least $15k/mo in ad spend, write to 
Nik.Rajpal@Agital.com right now with subject “PPC AI 
Audit” – we’ll book the first 5 audits immediately for 
next week – no waiting!

mailto:Nik.Rajpal@Agital.com


With over 10 years of experience in performance advertising 

and working in a variety of startups and agencies before 

joining Google, Alex is super passionate for using technology 

to solve real-world problems and helping businesses of all 

sizes succeed online.

In his current role as Google Ads Performance Product Lead, 

Alex focuses on enabling both agencies and customers to 

grow their business by deploying a suite of AI Powered 

Google Ads products and simultaneously equipping Product 

Managers with market feedback to improve customer 
experience and continue driving innovation forward.

Outside of work, Alex enjoys traveling, scuba diving, riding 

motorcycles, and snowboarding. He is always looking for 

new adventures and experiences.

Alex Ioch
Google Ads Performance 
Product Lead 



Future Forward 
Growth via AI







Build a General AI

Observations

Actions

System Environment

Demis sought to apply deep learning to “reinforcement learning”, in which only reward guides adaptation.

Goal



•Pixels in, joystick out.
•Just neurons.

•10 minutes…
Random luck.



•120 minutes...
Flawless!



•240 minutes...
Strategy emerges!



AI is the Third Big Shift

Internet Mobile AI

“AI” can do a lot of things. It can analyze. It can make predictions, And it can generate 
something brand new, especially content.



80%
of advertisers use at least 
one AI-powered search ad 
product.
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AI IS KEY TO DRIVING

Powerful Marketing 
Efficiencies

2.5× higher
AI adoption in 2022 than 2017.

70% 
of AI adopters see revenue increase.

28% 
of AI adopters see cost reductions.
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An AI-first Approach Starts With You

Google AI + You = Your Business Multiplier

AI learns from you.

And you learn from AI.
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You + Google AI Creates a Flywheel

AI remixes creative 
to convert customers.

02.

You supply creative, 
goals, and conversion data.

01. AI casts a wide net.03.

AI delivers returns 
and insights a wide net.

04.



AI Products You Can 
Use Today
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Introducing the Ads Power Pairing

Using AI-powered Search and Performance Max campaigns together, you 
can multiply results across all Google touchpoints.
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Use broad match keywords with Smart 
Bidding to capture new performance 
opportunities from consumers' diverse and 
wide-ranging searches.

Broad Match

*Advertisers that  upgrade their exact match keywords to broad match in campaigns that use conversion-
based Smart  Bidding with a Target CPA can see 35% more conversions on average. 
Source: Google Internal Data, July  2021

Unlock up to +35% more conversions*
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Broad match is the only match type that uses all the signals available (e.g. landing pages, 
other keywords in the ad group, previous searches, user location, etc.) to understand the 
intent of both the query and your keyword, while having the flexibility to find the most 
relevant match that is expected to perform for you. 

Broad Match Incorporates New Signals for 
Understanding Intent
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Use the full power of Google AI to 
discover new customers and multiply 
conversions across Google’s full range of 
channels.

Performance Max

*Source Advert isers who use Performance Max achieve on average 18% more 
conversions at a simi lar  cost  per action.
Google Data, Global, Ads, November - December 2022

18% more conversions at a 
similar cost per action*
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Get the most out of Google AI-powered 
value-based bidding with  your 1P data to 
drive higher ROI.

Value-Based Bidding

Source Google Internal Data, Apri l 2021
**Advertisers that adopt responsive search ads in campaigns that also use Broad Match and Smart 
Bidding see an average of 20% more conversions at a similar  cost per act ion.

Get 14% more conversion value at a 
similar return on ad spend*
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Combine your expertise with Google AI to 
create better Search campaigns. Just like 
you’d ask a colleague for ideas, Google can 
help generate keywords, headlines, 
descriptions, and images.

Conversational 
Experience in Google 
Ads
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AI Essentials

Get ready with the right 
foundation.

Establish sitewide tagging with the Google 
tag to capture the data that matters most 
to you. Create a strong framework to 
collect and maintain users’ consent with 
Consent mode*

Set up enhanced conversions to improve 
the accuracy of your conversion data.

Assign values to your conversions based 
on your business goals (e.g. revenue, 
profit margins or LTV).

Use Google Analytics 4 to gain deeper 
insights across your websites and apps.

Adopt Customer Match to reach and re-
engage your customers across Google’s 
surfaces.

Prioritize strong creative inputs—
including creative on your website—and 
use AI-powered creative tools.

Take action to maximize results 
with AI-powered campaigns.

Activate the Ads Power Pairing. Combine 
AI-powered Search campaigns (with broad 
match) and Performance Max campaigns to 
drive more conversions across all of 
Google.

Use value-based Smart Bidding across 
campaigns to invest in the conversions 
that are worth the most to your business.

Connect with your audience across 
YouTube, including Shorts and connected 
TV, using video campaigns.

Shift mindsets to set your org 
up for success.

Engage your C-suite to reframe marketing 
as a profitable growth driver instead of a 
cost center.

Create a culture of experimentation (test, 
learn, scale).

Stay agile and break down silos (data, 
budget, and channel siloes).

https://support.google.com/google-ads/answer/11994839
https://support.google.com/google-ads/answer/11994839
https://support.google.com/google-ads/answer/10000067
https://support.google.com/google-ads/answer/9888656
https://support.google.com/google-ads/answer/3419241
https://support.google.com/google-ads/answer/6175315?sjid=13012018031784730706-NA
https://support.google.com/google-ads/answer/10550383?sjid=2815504560828488288-NA
https://support.google.com/google-ads/answer/14287035
https://support.google.com/google-ads/answer/12159290?hl=en
https://support.google.com/google-ads/answer/12159290?hl=en
https://support.google.com/google-ads/answer/11189316
https://support.google.com/google-ads/answer/7684216?hl=en
https://support.google.com/google-ads/answer/7041738
https://www.thinkwithgoogle.com/intl/en-gb/marketing-strategies/data-and-measurement/cmo-guide-measuring-media-effectiveness/
https://www.thinkwithgoogle.com/marketing-strategies/automation/ai-campaign-testing/
https://www.thinkwithgoogle.com/future-of-marketing/privacy-and-trust/privacy-teams/
https://www.thinkwithgoogle.com/future-of-marketing/management-and-culture/agile-budgeting/
https://www.thinkwithgoogle.com/future-of-marketing/management-and-culture/budget-agile/


FREE AI-Focused Audit 
of Your Google Ads 
Account

Offer During This Webinar

Elements of AI-Based Advertising

• Power Pair Activation
• Responsive Search
• Dynamic Asset Creation
• Broad Match (new incarnation)
• Performance Max (PMax)
• YouTube Shorts
• YouTube Connected TV

Settings to Boost AI-Based Ads Results

• Value-Based Smart Bidding
• Sitewide Tagging
• Enhanced Conversions
• Customer Match

AI Tools to Build Better, Faster

• Conversational Experience
• AI-Driven Creative
• AI Storyboarder
• AI-Voiceover and Audio



Harnessing the Power 
of YouTube and 
Demand Generation
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Video consumption has 
exploded across formats
and screens!

130%
Increase in US Daily Views on Shorts Daily

700M
Hours of YouTube Content on TV Daily

Sources: Internal Youtube Data, Global, Jan 2022. YouTube Internal Data, Global, February 2023
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The video platform that started it all remains #1 across screens.
Whether they’re streaming on TV or watching on other devices, viewers choose YouTube.

50%
Growth in TV 
Viewership 

Share

72%+
of AVOD streaming watch time across 
device among P18+ is on YouTube. ²

Source: (1): Nielsen National  TV Panel and Nielsen Streaming Platform Ratings. YouTube includes YouTube TV, Hulu includes Hul u Live, December 2021 vs December 2022 
Broadcast Month; P2+, Live+7. Viewership is reported as a share of Total Usage of Television (TUT) across Broadcast, Streamin g, Cable and Other. (2) Nielsen NMI (Total 
Media Fusion); 10/1/22 - 10/31/22; Total Universe 18+,  Digital (Youtube, Hulu, Pluto, Tubi , Discovery+, Roku Channel), Total App CTV (Youtube Main, Hulu, Pluto, Tubi, 
Discovery+, Roku Channel ). Digital & CTV reached based on at least one page impression.
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YouTube Outperforms TV & Online Video While 
Reaching People Nobody Else Can

On average, YouTube median 
ROI is 

higher than TV. ¹

33%

And represents

higher ROI than all other 
online video. ² 

1.6×& of YouTube viewers age 18+ 
cannot be reached by any 

other ad-supported 
streaming service. ³

30%
& cannot be reached 

by any linear TV network. ⁴

12%

According to data from Nielsen NMI.

Source: (1) Analytic Partners ROI Genome, Global, 2018-2020 (2) Nielsen Compass MMM Benchmarks for CPG, total CPG, US, 2019-2020 (3) Nielsen NMI (Total Media Fusion); 10/1/22 - 
10/31/22; Total Universe 18+,  Digital (Youtube, Hulu, Pluto, Tubi, Discovery+, Roku Channel), Total App CTV (Youtube Main, Hulu, Pluto, Tubi, Discovery+, Roku Channel ). Digital & CTV 
reached based on at least one page impression (4) Nielsen NMI (Total Media Fusion); 10/1/22 - 10/31/22; Total Universe 18+,  Digital (Youtube), Total App CTV (Youtube), Linear 
(Broadcast & Cable). Digital & CTV reached based on at least one page impression. TV Program reach based on Live+7.
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Consumers Are Considering Purchases More Than Ever 

Conversion

Awareness

OUT 
OF1 3

Consumers are 
spending more time 

making decisions 
and considering 
more brands. 1

48%
Of customers

are happy to switch 
providers for 

a better deal. 2

3×
Increase in likelihood 

of purchase for brands in a 
consumer’s initial 

consideration set. 3

Source: (1) Google Ipsos Consumer Continuous. (2) Google, Material Research Study, n=2,000, Nov. 2022. (3) McKinsey & Company
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A full funnel approach is needed to supplement your performance-
focused campaigns and create new demand.

Long 
Term

Broad but 
slower effects, 
big paybacks.

Narrower but earlier 
effects, smaller paybacks.

Short 
Term

Long-Term
Prospects

Intermediate 
Prospects

Existing 
Customers

Brand 
Building

Sales 
Activation

84%

On average, advertising yields 84% 
greater ROAS when accounting for the 
long-term impact of measured brand 

lift metrics on sales.*
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Advertisers adopting YouTube brand and performance solutions drive better 
results.

1 Source: Google Data, Global. Jan 2015-June 2018, Compared to advertisers that run Search only.
2 Source: Google internal data, 56,000 active advertisers with multi-touch conversion paths including video, Aug 2021 - Oct 2021.
3 Source: Google internal data, 20 weeks following adoption, July 2020 - Nov 2021, n=600.

8%+
On average, advertisers running 
YouTube video ads in addition to 
Search ads see 8% higher search 

conversions volume. 1

YouTube generates demand…

+28%
YouTube advertisers see brand 

video driving 28% of their 
conversion assists. 2

…assists conversions

+9%
YouTube Action advertisers who 

adopted 2 or more YouTube Reach 
formats see 9% increase in 

conversions. 3

...drives account conversions
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A diversified investment delivers the strongest performance.
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Tap into reach-optimized formats with Video Reach Campaigns (VRC).
All you need is 1 creative to get started.
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Google AI Determines
The right ad format delivered to the right person at the 
right time to reach your campaign goals.
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Your Marketing Objective is Generating Awareness 
Machine learning & automation to find the optimal mix of formats for more reach with 
format-agnostic campaigns and lower costs on average compared to In-Stream alone

Skippable CPM

6s

Bumpers
In-Feed Video for 

Reach
Shorts+ + +

= Maximum Unique Reach & Efficient CPMS

Source: (1) & (2)Source: Google Data, Global, Product Performance, VRC 2.0 vs VRC 1.0 h2h tests conducted in Q3'23 (N=354).
Source: (3)  NCS Sales Lift Meta Analysis (2022 campaigns), n=280 Google Campaigns, n= 13 Overall YouTube Campaigns including AI-powered Video 
Reach Campaign mix component, n=267 YouTube Channel Baseline.

VRC automatically serves the best 
combination of Bumpers and 
Skippable CPM (TrueView for 
reach) optimizing towards Unique 
Reach.

Advertisers who combine formats 
in a single campaign 
vs. managing separately see: 

• 42% Lower CPMs 1

• 54% More Unique Reach 2

• Higher Lift In Ad Recall & 
Awareness

*NEW: 3.7x Higher ROAS Than 
Manually Optimized Campaigns 3



39

YouTube has more viewership on TV screens than any streaming service, any 
cable TV, and any broadcast network.

*CTV Only. Does not account for YouTube viewership on mobile/desktop.
Source: Nielsen National TV Panel and Nielsen Streaming Platform Ratings. YouTube includes YouTube TV, Hulu includes Hulu Live, July 2023 Broadcast Month; P2+, Live+7. Viewership is reported as a 
share of Total Usage of Television (TUT) across Broadcast, Streaming, Cable and Other. This data has been sourced from a third party and has not been vetted by Google/YouTube's internal claims 
council.



Most popular YouTube VOD 
content (lineups)
bought on a fixed CPM:

~70% on CTV

Formats: 6s non skip, 15s non skip, 
30s skip and 60s skip, 30s non skip 
(BETA), Vertical only included in YTS 
Shorts lineup (BETA).

Targeting: Demographics, Affinities 
and/or DMA (incl. upcharge).

Buying Door: Direct, DV360, Google 
Ads (BETA).

Measurement: Include reach metrics, 
Brand Lift, Search lift, Cross Media 
Reach Reporting (Nielsen DAR), in 
Value Delivered.
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YouTube Reach Offerings on the TV Screen

AI optimized VRC formats 
across VOD content. CTV only 
= higher CPM:

~40% on CTV

Biddable

Formats: 6s non skip, 15s non skip, 
15-30s skip (any length skippable), 
Vertical/Shorts.

Targeting: All x-device targeting for 
auction can be used on CTV (incl. 
upcharge), including Demo, Affinities, 
DMA, in-market, custom affinities, 
etc. 

Buying Door: Google Ads & DV360

Measurement: Include reach metrics, 
Brand Lift, Cross Media Reach 
Reporting (Nielsen DAR) in Value 
Delivered report.

Live Viewing (Sports) + VOD 
from cable and networks on a 
fixed CPM:

~90% on CTV

Formats: 6s non skip, 15s non skip, 
30s non skip & 60s non skip (BETA).

Targeting: Demographics, Affinities & 
DMA (incl. upcharge). NFL Lineup 
cannot Geo or Affinity target.

Buying Door: Direct, DV360, Google 
Ads (BETA).

Measurement: Search Lift, Brand Lift 
is available however not 
recommended (deliver challenges), 
Cross Media Reach Reporting 
(Nielsen DAR). 

Reservation Only Reservation Only
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YouTube provides the most popular content on the biggest 
screen in the house.

DELIVERING OVER

70%
Of impressions on the TV screen
in the United States. 1

Source: YouTube Internal Data, US, December 2022.

/ NBA
LIVE TV

/ LDShadowLady
6.79M SUBSCRIBERS

/ Coachella
2.45M SUBSCRIBERS

Driving CTV Viewership

YouTube Select content represents 
51% of YouTube watch time on TV 
screens. 1

Within YouTube’s 
Most-Streamed Content
Endemic creator content, live sports, 
100M music tracks, and more!

Within YouTube’s
Most-Streamed Content
Endemic creator content, live sports, 
100M music tracks, and more!
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YouTube TV delivers live viewing (TV-like) content, and 75% 
of watch time happens LIVE. 

There Are Over 

10M
Users on YouTube TV, and audiences are 
2× more likely to be A18-34 than 
broadcast and cable TV.

0
(launch)

Mar ‘17 Dec ‘22

Source: Google Data, US, December 2022. Each YouTube TV subscriber can add up to 5 members to their account (total of 6 members per 
household). Members includes YouTube TV subscribers and members and unlike a simple "profile", each of these members have their own 
unique Google user account. 
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Make the Most of YouTube Across All Devices

On average, brands that 
bought YouTube select 
and YouTube auction 
together saw +69% 
average increase in ROI. 
⁴

Source: (1) Nielsen NMI (Total Media Fusion); 10/1/22 - 10/31/22; Total Universe 18+, Digital (Hulu, The Roku Channel, Pluto, Tubi, Discovery+, Netflix, HBO Max, Apple TV+, Disney+, Amazon), Total App CTV (Hulu, The 
Roku Channel, Pluto, Tubi, Discovery+, Netflix, HBO Max, Apple TV+, Disney+, Amazon ). Digital & CTV reached based on at leas t one page impression. (2) YouTube Internal Data, December 2022 (3) Google Data, US, 
December 2022. Each YouTube TV subscriber can add up to 5 members to their account (total of 6 members per household). Members includes YouTube TV subscribers and members and unlike a simple "profile", each of 
these members have their own unique Google user account. Members includes family members and trailers;.(4) Nielsen MMM Meta -Analysis commissioned by Google in 2022 Base: a list of 15 brand level MMM studies in 
the US, selected and compiled by Nielsen, consisting of all available CPG advertisers using data that contain YouTube Select and Auction formats

AI powered video solutions reach 
more viewers across digital & CTV 
device than other top video 
platforms²

Content represents 70% of 
YouTube watch time on TV 
screens, growing 80% YOY²

10M+ users including family 
members & trailers³
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Consumers Turn to YouTube & Google to Discover & Take Action

More likely to discover new 
products/brands on 

YouTube vs. traditional 
social platforms.

2×
Of users spring into 

immediate action after 
discovering something new 

on YouTube or Google.

86%

Source: Google/Ipsos, Video & Social Ad Impact Study, July 2023-August 2023
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Demand Gen Campaigns Can Reach Up to 3 Billion Users Monthly



Flip Video Easily Adapts Your 
Existing Videos

20% more conversions in YouTube 
compared to horizontal videos alone!



FREE AI-Focused Audit 
of Your Google Ads 
Account

Offer During This Webinar

Elements of AI-Based Advertising

• Power Pair Activation
• Responsive Search
• Dynamic Asset Creation
• Broad Match (New Incarnation)
• Performance Max (PMax)
• YouTube Shorts
• YouTube Connected TV

Settings to Boost AI-Based Ads Results

• Value-Based Smart Bidding
• Sitewide Tagging
• Enhanced Conversions
• Customer Match

AI Tools to Build Better, Faster

• Conversational Experience
• AI-Driven Creative
• AI Storyboarder
• AI-Voiceover and Audio

Poll



Thank you!


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48

