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Bob Meijer
PPC Mastery

● 31 year old.

● Living in the Achterhoek           , the Netherlands.

● Freelance Google Ads specialist.

○ 10 years of experience.

○ Focussing on B2C Lead Gen and SaaS.

○ Managing €1.2 million ad spend p/m.

● Co-founder of PPC Mastery

○ Offering Google Ads knowledge products .

○ Building the best Google Ads community 

in the world: The PPC Hub.

○ More than 4500 students worldwide

● Co-founder of Adverge (Google Ads Agency).
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Next Level eCommerce

Dynamic 
feed-based 
campaigns



Advanced 
Search

Channable x PPC Mastery



Search has become more and more 
competitive throughout the years. In order 
to win in 2024 and beyond, you need new 
ways to outsmart your competitors.

In today’s guest session, we will zoom in on 
advanced Search tactics for Ecommerce, 
with a focus on dynamic Search campaigns 
creation with keyword-based ad groups.

Advanced Search.



The Ecommerce Success Formula.



In today’s session, we’ll focus on 
the  Advanced Search  section.



And more specifically …
.Dynamic product campaign  creation.







This tactic is meant to  inspire  you and 
give you  new ideas  to experiment with.



.Don’t blindly copy  this tactic as it isn’t a 
great fit for all eCommerce businesses.



● Dynamic feed-based campaigns uses your product feed to create your ads. 

● Dynamic feed-based campaigns are particularly beneficial for E-commerce 
advertisers with large and/or diverse inventories, as they simplify the 
process of creating and managing a large number of assets (RSAs/DSAs).

● It allows for the creation of highly tailored ads and specific long-tail 
keywords for specific products in your inventory.

● The campaigns are fully automated and update ads in real-time based on 
any changes in your product feed.

About Dynamic feed-based campaigns.



You can’t set this up without having access 
to a proper Feed Management Tool.



Our tool of choice is  Channable .

🤝



You can create feed-based campaigns with 
.standard  (RSA) or  dynamic  (DSA) ad groups.



We’re only going to touch on feed-based 
campaigns with  standard  ad groups.

… Because of time constraints 🫡



The examples I’m about to 
show you are  client-specific. 

Remember …



They don’t necessarily 
have to work for  you!. 

Remember …



Steps to undertake from start to finish.

Configure your basic rules.

In the first step, we’re going to configure basic rules to remove any items from 
your dynamic Search campaign that can negatively impact your ROI.

Populate your dynamic fields.

In the second step, we’re going to populate fields on the product level that can 
be used to create dynamic assets and dynamic keywords.

Build your dynamic campaign.

In the third step, we’re going to build our dynamic Search campaign, including 
ad groups, Responsive Search Ads (RSAs) and keywords. 



The first step is to configure your rules.



● It’s largely dependent on the available attributes in your product feed, its 
values and formatting.

● It also comes down to what dynamic fields you’d like to use in your 
Responsive Search Ads (RSA) or Dynamic Search Ads (DSA) plus keywords.

👉 Let me show you what I mean. 

Your rules can be simple or complex.



First, make sure to configure some basic rules.
These rules will ensure you’ll remove any items that can negatively impact your ROI:

1. Filter out out of stock items.

2. Filter out items with low inventory levels.

3. Filter out items with few variants available (e.g. sizes, colors).

4. Filter out poor performing products.

5. Filter out items with low margins.

… Et cetera.





Look for ways to  utilize your data.  
to create impactful filters c.q. rules!



Next, populate your dynamic fields.

Custom fields to be used in ads:

1. sale_absolute

2. sale_percentage

3. product_title_without_contents

4. product_title_without_brand

By populating these fields, you can increase the attractiveness of your ads, plus you’ll be 
able to create additional keywords with a higher chance of being eligible (low search volume).

Custom fields to be used for keywords:

1. keyword_product_title

2. keyword_with_brand_without_contents

3. keyword_without_brand_without_contents

⚠ These fields are just some examples.





These fields are now ready to be used in 
the third step:  building  your dynamic ads.



For example, absolute and percentage discounts.



Our new fields are also ready to be used 
to populate our  dynamic keywords .



For example, keywords with(out) brands & contents.



Check your search term reports to  find.  
.patterns. for your dynamic keywords!



You want to  align  your dynamic 
keywords with actual queries!



How do people search?

redacted



In this example, mostly {brand} + {product}

redacted



Not many searches include the {contents}

redacted



Let’s continue building!



Time to bring out the dynamic fields.



Ensure to create  backup templates. 
to make everything fit.



Backup template



Backup template



Backup template



You can also add multiple main and 
backup templates to  A/B test  with.



For example, test with absolute 
vs. percentage discounts.





Lastly, we need to add our .dynamic. 
.keywords  to finalize the setup.





Tip: 

Use “phrase” or [exact] match for 
your product-level campaigns.



Time to preview and debug.



Preview your Responsive Search Ads.



Preview your keywords. 



… And finally,  activate  your dynamic 
campaign and check the sync.



See the magic inside of 
your search term report.

As long as Google doesn’t hide your search term 
data (“other search terms”) 🥲







You can use a similar approach 
for  dynamic  ad groups.



Obviously, you won’t be able to create 
dynamic keywords and headlines ...



… but you’re able to create specific ad 
targets and descriptions for your DSAs.



You’ll have a killer ad with a relevant dynamic headline ...



… pointing towards a highly relevant product page.



… bringing in highly relevant clicks.



Important: check your search term reports 
for  generic  and  irrelevant  matches.



… brining in highly relevant, profitable clicks.

not brand-specific

brand-only

brand-only

not brand-specific

not brand-specific



So, what has this automation brought me?



… Freed up time to spend on memes instead.



So, what has this automation brought my client?



… Additional profit that is spent on extra long holidays.

.Thanks to my wife for roleplaying. 
.my happy, anonymized client 😅.



Thanks for your attention!



Want to receive more .advanced. 
.content  like this, for free?



Subscribe to  The PPC Edge  newsletter 
and join 18000+ fellow specialists:

ppcmastery.com/blog



And 
many 
more

3,000+
channel

s

Next Level eCommerce is powered by…

Feed Management

PPC

Insights

Marketplaces

CSS

Creatives


