
Set flexible 
budgets to unlock 
max opportunity

Set budgets— daily 
or flighted— that 
unlock profitable 
growth.

Build and 
activate your 
Data Strength to 
boost your ROI

Connect your data 
sources & maximize 
signals in Data 
Manager

Data 
Strength

Demand-led 
Budgets

Adopt the best 
AI powered 
solutions to drive 
your goals

AI Max for 
Search Campaigns 

PMax Campaigns 

AI Targeting 
& Creatives

Align your 
bidding 
strategies with 
business goals

Smart Bidding     
strategies that steer 
Google AI to capture 
high-value outcomes 
for your business.

Bidding 
Goals

Do the Search Four 
to maximize your ROI



Data Strength



 where choice for tracking was 
left to users, resulted in 

15-25% opt in rates

on Private Browsing mode 
severely lim its measurement, 

and impacts customers 
without tags the most

Safari, Firefox are browsers 
that have already restricted 

third party cookies 
and statcounter estimates 

Safari+Firefox have 21% 
traffic share globally

Why NOW: In today’s privacy landscape, signal loss
is prevalent across the industry
 

 Why Care: The Shifting Ads Landscape & Data Privacy 

https://gs.statcounter.com/browser-market-share/




What Google 
observes or models

Lost to tag blockers

Data Strength helps drive 10-20% more conversions

Google’s Signal Landscape

 Why Care: The Shifting Ads Landscape & Data Privacy  Why Care: The Shifting Ads Landscape & Data Privacy  Why Care: The Shifting Ads Landscape & Data Privacy  Why Care: The Shifting Ads Landscape & Data Privacy 

Potential to recover via 
Data Strength

Lost to browser & 
cookie restrictions



Data Manager simplifies the way you use your 
first-party data with Google.

Easily import audiences and conversions and 
drive incremental revenue via a ‘point and click’ 
UI with Google's advertising solutions.

Introducing Data Manager 
Introducing Data Manager

Our vision is to provide a singular point 
for any data source you are using and 
activate across all Google first-party 
data solutions.

*NEW* Confidential matching for Customer Match: First-party data uploaded via Data Manager for Customer Match is now processed using 
confidential computing, isolating processing in a trusted execution environment (TEE) by default.

https://cloud.google.com/security/products/confidential-computing


Unlock first-party data
Securely connect, activate and get insights from your 
first party data across audiences, bidding & 
measurement use cases.

Use simply
Navigate a new single user interface to create, 
consolidate, and manage first-party data 
connections with Google.

Unite workflows
Analysts and marketers securely connect data sources 
and use in marketing - all from the same place.

We are making it easier for you to connect, activate and 
measure your first party data in Google Ads 

Introducing Data Manager



Here is how it works
Introducing Data Manager

https://drive.google.com/file/d/16JEq2EXN_4Bk5MrVuh8mzjU0TvtC43Id/view?resourcekey
https://docs.google.com/file/d/16JEq2EXN_4Bk5MrVuh8mzjU0TvtC43Id/preview


Build & activate your Data Strength to boost your ROI 
with Google AI capabilities

Introducing Data Manager

Data Strength in Data Manager

You can now connect, manage and 
optimize all your data sources 

(website, app, Google Analytics, 
CRM, etc.) in one place. 

Utilize a diverse set of signals to 
optimize the accuracy and 

completeness of your data set.



 

Signal Loss Signal Loss Driver Impact Impact on Search 
Performance

Impact on Youtube 
Performance Product Mitigation

Browser Privacy Restrictions & 
some Ad Blockers Degraded tracking for all conversions Google Tag Gateway

Browser Privacy Restrictions & 
some Ad Blockers

Signal loss is causing gaps in your view of customers & 
conversions, degrading AI outcomes

Why care: Signal loss

Google Tag3P Cookie Loss

Tag Coverage Loss

Degraded tracking for click-based 
conversions; significantly degraded 
tracking for view-based conversions

 
1P Cookie Loss

GCLID Loss

⚠ High
Degraded tracking for click-based 
conversions; significantly degraded 
tracking for view-based conversions

⚠ High

⚠ High

🛈 LowBrowser Privacy Restrictions

Apple ATT

User consent choices & regional 
data privacy regulation

Browser Privacy Restrictions & 
some Ad Blockers

Significantly degraded tracking for 
click-based conversions

Degraded tracking for iOS conversions 
(where ATT consent required)

Degraded tracking for all conversions 
(where consent required)

Additional signals: 
Hashed PII, Session 
attributes, IP Address¹, 
BRAID

Consent status

🛈 Low ⚠ High

⚠ High ⚠ High

App Signal Loss

Consent Loss

1. Note: Google Ads does not support IP address matching for end users in the European Economic Area (EEA), United Kingdom (UK), or Switzerland (CH). Add logic to conditionally exclude sharing IP addresses 
from users from these regions and ensure that you provide users with clear and comprehensive information about the data you collect on your sites, apps, and other properties and get consent where required by 

law or any applicable Google policies. See the About offline conversion imports page for more details.

⚠ High ⚠ High

⚠ High ⚠ High

https://support.google.com/google-ads/answer/2998031


*Not all third-party scripts will initialize in a first-party context when loaded from Google Tag Manager via Google Tag Gateway. However, they will continue to function in a 3P context. 

Without Google tag gateway

Google & other 3P 
products*

Your server

With Google tag gateway

What is Google tag gateway for advertisers?
Introducing Google Tag Gateway

Google & other 3P 
products

Google Servers

GTG enabled to 
serve tag from here



Future UI preview: personalized performance uplift estimates

Performance Uplift
Improved conversion uplift with maximized Return on Ad 
Spend (RoAS) to optimize your bidding strategies, and 
ultimately drive superior campaign performance

Simplified Setup
Immediately unlocks benefits with no re-tagging required for 
existing tags with our one-click enablement, and automatic 
tagging for new implementations, all at no cost to you.

Powering performance with privacy by default, in a few clicks 

Why should you care about Google Tag Gateway?
Introducing Google Tag Gateway



*Individual results may vary. Source: Google Internal Data, Global, Finance, July -Dec 2024 vs Jan-June 2025

14% more 
conversions
To gain deeper performance insights and 
make the most of AI-powered tools

Advertisers who adopt  
Google Tag Gateway 
observed, on average 



Future UI preview: personalized performance uplift estimates

Performance Uplift
Improved conversion uplift with maximized Return on Ad 
Spend (RoAS) to optimize your bidding strategies, and 
ultimately drive superior campaign performance

Simplified Setup
Immediately unlocks benefits with no re-tagging required for 
existing tags with our one-click enablement, and automatic 
tagging for new implementations, all at no cost to you.

Powering performance with privacy by default, in a few clicks 

Why should you care about Google Tag Gateway?
Introducing Google Tag Gateway



How to upgrade to

MEDIUM

FREE
LOW

Ease of implementation:
Manual implementation including 
re-tagging required

Cost: Potential small cost 
depending on CDN provider

You can manually map gtag or gtm to 
your choice of CDN to allow google 
script to be served from there.

Other CDNs manual
implementation

In one click, you can map gtag or gtm 
directly to your Cloudflare CDN to allow 
google script to be served from there. 
No re-tagging needed.

Ease of implementation:
 no code changes or re-tagging 
required

Cost: No cost to enabling GTG!

EASY

FREE

Cloudflare CDN one-click 
integration

Ease of implementation: Depends 
whether the advertiser implements a 
‘same origin’ or ‘subdomain’ set-up.

Cost: Free with Cloudrun; Free or low 
depending on other cloud providers 
(underlying server costs may apply)

MEDIUM

FREE
LOW

Set up your scripts to be served from 
your server side container aka ‘1P 
Script serving’.

sGTM container manual 
implementation

OR OR

mydomain.com

Google Tag Google Tag serving

Content Delivery Network or 
sGTM container

Tag served from here Google Tag serving

Introducing Google Tag Gateway

https://developers.google.com/tag-platform/tag-manager/server-side/custom-domain?option=same-origin#route_traffic
https://developers.google.com/tag-platform/tag-manager/server-side/custom-domain?option=subdomain#route_traffic
https://developers.google.com/tag-platform/tag-manager/server-side/cloud-run-setup-guide#cloud_run_calculator


AI Targeting
& Creatives



2026, Google Search is AI Search





A query today is not 
just a search; it is a

AI Mode users ask



When users make specific AI first searches, responding as
“sort of” helpful is frustrating your potential customers

of consumers want 
brands to reflect their 

understanding of 
their exact needs in 

their communications

AI-First queries are deep, personalized, and 
require long-context understanding.

Source: Google/Ipsos, The Relevance Factor, Mar 2024, High confidence at purchase (n=6499), Low confidence at purchase (n=3587),  online shoppers 18+ US, UK, AU, BR, CA, FR, DE, IN, IT, JP, MX, NL, SG, KR, ES, TW, TH, VN

Existing Frustrating Experience  Consumers Expectations

Only AI can effectively respond to AI First Searches

Users now expect nuanced, direct answers 
rather than a list of options without context.



Now expanding to 
Shopping & Travel Campaigns

To be the best answer, 
you need to be AI ready

1. Google Internal Data, Global, 2026. 2. Google internal data, Global, 2026-02-27 to 2026-03-12; average uplift on Search text ads for non-Retail advertisers adopting with at least 30% of their Search 
text ads conversions or value coming from AI Max using the full feature suite (search term matching, text customization, and final URL expansion) or Performance Max campaigns.

Advertisers who adopt AI Max or Performance Max campaigns see an 
average of 15% more conversions or conversion value on Search at a similar CPA/ROAS

AI Max and Performance Max are unlocking billions of net new queries 
that these advertisers weren't reaching before

Use your own words to give Google AI 
insight into your brand guidelines, 

advertising objectives, and audience goals 
so it can steer your campaigns and 

drive better results

NEW

NEW



These experiences are in testing

Inspire 
discovery

Highlight 
your offer

Seamlessly 
integrated

Guide 
decisions

A New Generation of Conversational Ads 
are AI Max & PMax Exclusives
Only AI can effectively respond to AI First Searches

https://www.figma.com/design/JMFAnKmGR5OkqW6q2zUQAi?node-id=230-18110
https://www.figma.com/design/JMFAnKmGR5OkqW6q2zUQAi?node-id=230-18110
https://www.figma.com/design/G1VCN0SBlSFHIXZWnHa3QT?node-id=2474-12866
https://www.figma.com/design/G1VCN0SBlSFHIXZWnHa3QT?node-id=2474-12866
https://www.figma.com/design/JMFAnKmGR5OkqW6q2zUQAi?node-id=230-18110
https://www.figma.com/design/JMFAnKmGR5OkqW6q2zUQAi?node-id=230-18110


AI Max is your future-proof solution to create the best 
ads that provide the right answer





Source (AI Max)  Google internal data, 2025. (1) Based on campaigns with similar setups across Search with AI Max and Performance Max for non-Retail advertisers using Performance Max without a product feed. (2) 
Based on campaigns with more than 70% of conversions or conversion value from exact- or phrase-match keywords for non-Retail advertisers. Source (PMax) Google Data, Global, Ads, February 2023 - April 2023. 

This applies to all Performance Max campaigns (with and without GMC feed)

Future proof Search investment with one click

Optimize your Search 
campaigns with AI Max.

              AI Max is now the default setting for new campaigns

.6

Advertisers who activate AI Max in Search campaigns 
see an average of 

more
conversions

at a similar CPA/ROAS¹ 

Ensure Final URL expansion and text 
customization are turned on in AI Max.

.6
Advertisers already using search term matching who 

enable text customization and final URL expansion, 
when they have sufficient budget see

more
conversions

at a similar CPA/ROAS2 



cc

Targeting Controls

       Negative keywords

We make sure you have the right controls and 
safeguards to be confident in AI-powered performance

          Locations of interest IMPROVED!

          AI Brief CLOSED BETA

cc

Brand Controls

       Fact-checked content

          Brand inclusions

          Brand exclusions

cc

Creative Controls

       URL exclusions

       URL inclusions

       Text guidelines OPEN BETA!

       Asset Preview BETA



AI Brief
Leverage Your 
Expertise to Guide
AI Max

Pilot

Powered by Gemini, AI Brief offers a new way to use your own 
words to steer AI Max with rich context on your business, 
messaging, and audience.

Messaging Guidelines Define exactly what ads should 
- and shouldn't - say 

Matching Guidelines Set boundaries for captured 
searches

Audience Guidelines Reach specific segments based 
on different attributes

Steer Google AI



Text Guidelines in 
Search and PMax 
Campaigns

Open Beta Creative Control

“Term exclusions” allows you to enter exact 
words or phrases to exclude

“Messaging restrictions” allows freeform 
input of concept, stylization, conditional, and 
tone of voice exclusion guidelines.

                     2

                     1

2

1



Asset Preview: 
Optimize Generated
Assets before 
serving

Coming Soon Creative Control

Pre-Launch Review: Examine sample Text 
Customization assets before your campaign goes live 
to understand how they will appear.

Refine Guidelines: Use these previews to iterate on 
your Text Guidelines, ensuring the system effectively 
filters out any unsuitable content.



Features AI Max PMax DSA Broad Match

Text Customization (fka ACA)* 
(uses Gen AI for headline and description creation)

Final URL Expansion

Offers 3P Network controls (e.g. SPN on/off)

Keywordless landing-page based targeting

Keywordless asset-based targeting

Serves on both text and non-text Search inventory 

Search Term Report with cost data

Ad Group controls (e.g. location, brand)

*Legacy ACA compatible with Search campaigns using BM keywords

AI Max is a seamless shortcut to AI across multiple 
features, while offering enhanced brand controls

Upgrade your 
DSA and BM campaigns to 

AI Max 
with one click

✓ Unified campaigns
✓ Granular controls
✓ Future-proof features

NEW!

DSA to be sunset in Feb 2027



that matched using AI Max’s automation technology

Deep-dive into reporting to view the value AI Max is driving

Text CustomizationSearch Term Matching



Deep-dive into reporting to view the value AI Max is driving

Text CustomizationText Customization Text CustomizationFinal URL Expansion

from AI Max’s expanded and  keywordless matches



AI Max (STM+ TC+FUE)

from AI Max’s expanded and  keywordless matches

Deep-dive into reporting to view the value AI Max is driving



Bidding Goals &
Demand-led Budgets



Sources: (1) Google I/O 2025 (2) Google Internal Data, July 2025 (Q2 Earnings Call)

People jump from discovery to decision instantly

It is impossible 
to predict market demand

Text CustomizationBlind boxes Text CustomizationMatcha



Time

Fixed Budget Cap

Actual Demand

Missed Opportunity

Don’t “close the store early”
Your AI-powered campaigns are constantly identifying new surges of 
demand. “Demand-led”, flexible budgets will ensure you’re eligible to do 
business when it matters.

Se
ar

ch
 V

ol
um

e

Shift from rigid budgets to a flexible approach to 
maximize conversion potential.



of Google performance campaigns
use demand-led budgets 

to capture performance gains 
as consumer interest rises.

Google Internal Data, Global, May 2025 – April 2026. Includes Search, Shopping, and Performance Max campaigns by count.  "Demand-led" defined as campaign daily budget utilization below 90%.



Myth 1: We can’t move 
to demand-led as we 

have a fixed marketing 
budget

Start small, plan ahead

Myth 2
Seasonality is too 

unpredictable to plan

Follow seasonal best 
practices 

Myth 3: The budget is 
there but I need more 

sales volume

Investigate variable, 
beyond budget 

limitations 

Common Concerns that we hear from you



We can’t move to 
demand-led as we have a 
fixed marketing budget.



Start Small & Plan ahead… to be demand-led

Myth: We have a fixed marketing budget & cannot do demand-led1

Plan the next 7 days Plan the next 18 months

Growth 
Recommendations

Recommended 
Investment Strategy Performance Planner



Demand-led 
budget pacing

is coming to SEA

Google AI better optimizes spend to follow 
consumer demand: capturing more demand on 
peak days and reducing spend on slower days 

– all while never going beyond your monthly 
budget and daily spending limits.



Seasonality is too 
unpredictable to plan. 



Seasonality Planning Best Practices & Campaign Total Budgets

Myth: Seasonality is too unpredictable to plan

Plan more 
frequently

On a bi-weekly or monthly 
basis, throughout seasonal 

periods to ensure your 
budget and bid settings 

remain optimal. The closer 
you plan to the forecast 

start date, the more 
accurate it becomes.

2

Identify optimal 
bids & budget 

settings

Forecast key metrics at 
different CPA or ROAS 

targets to identify optimal 
bid and budget settings for 

capturing increased 
demand during seasonal 

peaks.

Customise 
conversion rates

Adjust forecasts to 
account for expected 

changes in performance.

During seasonal times and 
promotions, consumer 

intent can be higher, 
leading to a significant 

uplift in conversion rates.

Campaign Total 
Budgets

Dynamically adjust daily 
spend to fully utilize your 
seasonal budget within a 

set timeframe: (3-90 
days). This removes daily 

limits to maximize visibility 
during high-traffic peaks 

without overspending.

See how performance planner can help you with your  seasonal objectives, while reacting 
quickly to dynamic times.

NEW



Budgets is 
Available 

Tired of manual budget adjustments during peak 
times? 

We launched campaign total budgets for Search, 
Shopping, and Performance Max, letting you set a 
specific duration from a few days to a few weeks.

 Advertisers using this feature saw an average 66% 
reduction in manual adjustments compared to 

daily budgets.  



The budget is there but I 
need more sales volume 



Beyond Budget: If not limited by budget, investigate:

Myth: The budget is there but I need more sales volume3

Bid Strategy 
Targets

Align Smart Bidding 
with your business 

goals, ensuring 
restrictive tCPA or 

tROAS targets don't 
limit your volume.

Targeting

Are your keywords, 
audiences, or other 

targeting too narrow? Is AI 
Max enabled?

Impression 
Share

Check Impression Share 
lost due to Rank. Improve 

Ad Rank through loosening 
bids and improving Quality 

Score (Ad Relevance, 
Landing Page Experience, 

Expected CTR).

Ad Strength

Ad Strength: Improve 
creative assets and 

landing page.

Network 
Expansion

Are you leveraging all 
relevant campaign 

types (Search, PMax, 
Demand Gen)?



Beyond Budget: The Bid Strategy Targets

Myth: The budget is there but I need more sales volume3

Choose the strategy that achieves your goals.

Remember: a bid strategy will act based on its 
instructions, so instruct it to achieve what your real 
business goals are

Activate: The
Bidding Strategies 

Maximise 
ROI within 
my set 
budget 

Maximise at 
my set ROI 

      Focus on 
conversions

       Focus on 
conversion value

Max 
Conversion

Target CPA 

Max 
Conversion 
Value 

Target 
ROAS

Activate: 


