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● Online Advertiser since 2007

● Worked at 3 Agencies  in the North of 
the Netherlands (2013-2019)

● Webshop Founder/Owner Prohockey.nl 
(2016-2020)

● Google Ads Ecommerce Freelancer 
since 2019

● Co-owner Taskforce Agency  since 2023 
and counting

Ruben Runneboom 
Taskforce Agency



4

Next Level eCommerce

Advanced product 
bucketing for 
Performance Max



Today's Talk Summary

● Advanced product bucketing (Reactive)

● Advanced product bucketing (Proactive)

● Actual case in the Fashion Industry

Timeframe: ~ 20 minutes 
Ruben Runneboom
Google Ads - Ecommerce 
Specialist & Co-Founder

Taskforce 
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What happens within Performance max 
in a regular setup

● Google searches for the easiest conversion within campaign setup

● Performance max will "steal" branded traffic from your dedicated branded 
search campaigns . This also happens within your remarketing campaigns.

● In many cases, you notice that 80% of sales are realized by 10% of the 
products . 

www.taskforce.nl



More advanced methods of campaign 
segmentation

● Campaign segmentation based on margin

● Campaign segmentation based on revenue rates

● Campaign segmentation based on  new vs recurring customer  

● Campaign segmentation based on performance (ROAS)

www.taskforce.nl



Campaign segmentation based on performance

● A script or tool  inventories the number of clicks and ROAS by product 
(Channable insights, Producthero or Flowboost Labelizer) 

● You can set your own benchmarks for these KPIs

● This script can label these products and put them in a separate spreadsheet

● This sheet you can add in Channable import to enrich your feed 

● Within Google Ads, these labels can be used to segment campaigns

● Budgets and bidding strategies can be adjusted according to the various 
product groups

www.taskforce.nl





With this more advanced method, 
steering can be applied for products:

● That generate a relatively high number of clicks but yield little revenue 
-> throttle down

● "Those that perform above the benchmark -> More aggressive strategy

● "Those that get a few impressions -> push harder to generate traction



This advanced setup  has caused a lot of stir 
and has had a huge positive impact  on the 

performance of our clients.

-> However, this setup is not the holy grail



Let me explain why

● This strategy is reactive instead of proactive .

● Segmentation runs on data from the past period  (often 30 days)

● Only Clicks and ROAS  (conversion value) affect segmentation.



You want ( need) to deploy a proactive strategy 
based on first-party data. 

You can combine all data variables to beat your competitors. 

What we do: 

● Price benchmark data  (GMC or tools like Optiprice / Prisync)

● Return rate by product (SKU level)

● Size availability (within SKU family)

● Margin

● Velocity of Sales 

● New or recurring model

● In sale yes/no



● Build a master sheet and combine in it the data points listed at the SKU level 

● You can determine the weighing  of the data points by assigning a grade. 
(Depending on business goals)

● The cumulative of these numbers from the different data points determines the final score

● Create custom_labels based on these final scores

● Segment the campaigns according these custom_labels

● Finetune your setup by adjusting the weighing of the data points

How do you build such a structure?



Example of weighing:

Product A

Product B

(Depending on the business goals)



Example of Table:





Recent Case : Fashion Industry

Beneficial results

● Acos from 19,7% to 
11,9%

● Returnrate from 
13% to 7%

Dataset 
(25 sept 2023 - 25 dec 2023)



Next steps 
(where we currently working on)

● Utilize this model to predict sales, enabling smarter purchasing decisions and 
minimizing overstock losses (or liquidation). 



Ruben Runneboom
Google Ads - Ecommerce 
Specialist & Co-Founder 
Taskforce

We share updates of our 
Taskforce journey in our 
weekly newsletter.
Join 1750+ Like minded 
people here —->

Questions?



And 
many 
more

3,000+
channels

Next Level eCommerce is powered by…

Feed Management

PPC

Insights

Marketplaces

CSS

Creatives


