
All rights reserved 2023/1|

anicca webinar – 24th February 2023



All rights reserved 2023/2|

Jordan Munton

Senior Paid Media Account Manager
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Supporting your digital ambitions.

We invest in relationships with businesses and brands 
to drive growth and succeed in what we do.

Our multi award winning agency in the heart of 

Leicester speaks for itself.

Established

2007
Staff

26
Clients

46+
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Directors

Ann Stanley
Founder & CEO

Darren Wynn
Managing Director

Ange Padfield
New business 

Angie Longman
Operations Director

Ed Truman
Analytics & Data

Thom Shardlow
Creative 

Commercial & 

Strategy Team

Holly Kelly
Paid Media

Katie Downing-Howitt
Marketing

Technical &

Support Team

Aaron Sangha
Paid Media

Aneta Kowacka
Paid Media 

Anna Lomax
Senior Paid Media

Brad Longman
SEO

Emil Ougendal-Bolstad
Social

Lucy Hammond 
Training & Events

Rachel Cryan
Paid Media 

Rajal Prajapat
Client Services

Mark Janes
Client Account

Katie Ford
PR & Content

Zak Averre
Content

James Allen
Analyst & SEO

Salema Khatun
Recruitment

Jordan Munton
Paid Media

Matt Cocking
Client strategy

Amy Hayward-Paine
PR & Content

Andras Lorinczi
Creative
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We invest in relationships with businesses and brands 
looking to drive growth and succeed in what they 
do.

Whatever your brief, we can mix and match our 
services to best suit your needs. Our services tell you 
all you need to know when looking for a truly 
integrated agency.
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We have vast experience of working with companies and 
organisations across many industries and parts of the UK

Our deep understanding and sharp focus across digital 
marketing is what sets us apart from the competition, giving 
you comfort in knowing we are a true extension of your 
business.

This is also why our internationally renowned clients stay with 
us year after year.
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Also referred to as Pmax, Google released the Performance Max 
campaign type in November 2021

This new campaign type combines Search, Display, Discovery, 
Maps, Gmail and YouTube into one campaign type

Performance Max was Googles next step in automating the 
process of managing a Google Ads account

It is heavily reliant on machine learning and the audience 
information you provide it

Effectively this campaign type is a black box, you put information 
in, Google does something and then you get a small amount 
data from which to draw conclusion from
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Smart Shopping – Google began ‘auto upgrading’ smart 
shopping campaigns in July ’22

Local Ads – these were auto upgraded at the same time as 
smart shopping ads

Performance max tends to get prioritised over campaign type. This 
means if you have a discovery campaign and a Pmax campaign 
targeting the same people, the likelihood is the Pmax will take the 
majority of the traffic  
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Provide Google a logo, business name, final url and feed

Do not provide Google any images, videos, headlines, 
descriptions and leave the call-to-action as automated.

Setting up the Pmax campaign in this way successfully limits 
the amount of budget Google can spend on any channel 
which isn’t the shopping network.
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Using the filter function allows you to look at all the same data you used to see in the smart shopping campaign/ standard 
campaigns.
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Delete auto created pmax videos 

Add converting pmax search terms under a specified CPA 
as exact, phrase or broad
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Account level negative keywords 

Campaign level brand exclusions

Page feeds that will enable you to refine the url expansion
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Disclaimer

The materials set out in this document are concepts only (the “Concepts”) and, in addition to 

any rights vesting in Anicca Digital Limited (“Anicca”), may be the subject of existing third party 

intellectual property rights.

If the client wishes to utilise any of the Concepts, it should notify Anicca in writing and Anicca will 

then put in place the appropriate intellectual property searches (the “Searches”). The use of 

the Concepts is therefore subject to the results of the Searches.

Anicca shall not be liable for any damages, costs or losses whether direct or indirect (and 

including, without limitation, loss of profits, loss of business and loss of goodwill) arising out of any 

claim by any third party relating to the Concepts proposed by Anicca where the client uses a 

Concept:

prior to Anicca confirming whether or not the Concept is subject to existing third party 

intellectual property rights; and/or

in breach of existing third party intellectual property rights following the Searches.

All Anicca rights to proposed technical, content and creative concepts belong to Anicca 

unless paid for by the client. Should the client subsequently use any concepts without payment 

to Anicca (unless agreed otherwise by both parties in writing), Anicca reserves the right to take 

action to recoup, without limitation, damages for breach of intellectual property rights and/or 

any lost costs associated with the development of such concepts from the client.
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Emil Ougendal

Paid Media Strategist


