
February 2024 at The Ecommerce Forum



Who am I?

Ann Stanley
ann@anicca.co.uk

• Founder and CEO of Anicca Digital

• 22 years in digital marketing, 17 years running 

Anicca

• Consultant and trainer, specialising in paid media, 

search, Analytics and ecommerce marketing – 

now becoming an AI geek!

• Thought leader and author:

• anicca.co.uk/a10-marketing-framework/

• Integrate – Creating an Integrated Marketing 
Strategy - anicca.co.uk/integrate-book/

• Free weekly webinar – Friday 9-10am
anicca.co.uk/resources-webinars/ 

• Socials

• Linkedin.com/in/annstanley
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Introductions

• 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.













• If you have products with different margins, then you can label your 
products in the product feed

• Group products manually into your shopping ads or Performance 
Max campaigns (PMax), based on the profit margin range

• If you have low profit margins, then set the smart bidding target in 
your shopping ads to a higher ROAS e.g. 10:1 (1000%)

• This will mean that each campaign will have a different ROAS target, 
based on the amount of profit you will make – not the revenue!

• You can also use this strategy in other platforms, such as Meta ads







This is a work-around for when you can’t dynamically export your profit 
data from the thank-you page into Google Ads:

✓ Automated calculations of profit margins

✓ We extracted cost and the profit data from the PIM and sent it to the website 
(via the API) 

✓ A Magento plugin was used to add the data it to the product feed

✓ We used labels to create Google Shopping campaign structure, grouping  
products together in campaigns based on profit margin (plus product category, 
to allow for management of seasonality)

• We created a dynamic Looker Studio report to report daily on the margin and 
required ROAS target to hit breakeven and breakeven plus 25%

• We manually adjust ROAS bidding to emulate profit-based bidding





• The client’s developer used an API to create a daily export the cost 
and stock data from the Product Information & Management system 
into Magento

• This was used to added to the Merchant feed and used to create 
custom labels, which could be used in Google Ads to identify and 
group products into campaigns based on profit margin

• We also implemented Product Hero, to take advantage of the CSS 
pricing for shopping ads and to get benchmark prices

• We uploaded the data into Excel and then created a prototype, to 
calculate the stock-value based on RRP and profit margin 







• Once we had the data at the end of March, we found that approximately 6% of the 
SKU’s held in the warehouse representing half of the stock value (based on quantity x 
margin)

• This enabled us to create separate campaigns for these high value SKU’s, especially for 
seasonal and key stock items that only had a short selling season, e.g garden furniture 
and BBQ’s

• Using the Excel prototype, we were then able to create a dynamic Lookers Studio 
report using data from Merchant Center, which included daily stock levels, margin and
benchmark prices etc.

• This report showed us various things, which have been used to inform our bidding & 
pricing strategies:

• Value of stock and which products need to be sold

• What the profit was per SKU and the calculation of breakeven ROAS to ensure that 
bidding was set at a level 25% above this

• A benchmark of prices vs competitors and the impact on sales (discussed below)
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• It is essential for ecommerce businesses to extract stock and cost data, so in order to calculate 

profit margins and stock-value (on a daily basis)

• Once you have this data in your website, you can export it via your Merchant feed to:

• Create a series of dynamic Looker Studio reports to help you understand, which SKU’s have 

the most value (in revenue and profit)

• Create custom labels and campaign structures in shopping ads, to focus on priority 

products, eliminate “Ghosts” and have buckets of products with similar margins

• Calculate the target ROAS for Smart bidding, to ensure you make the required profit (POAS)

• Server-side tracking is the recommended way to provide conversion data to ads platforms via 

their conversion APIs (CAPIs) and for use with automated profit-based bidding 

• However, if you are unable to implement this yourself, then there are software solutions and 

workarounds to allow you to implement a pseudo or manual profit-based bidding, by changing 

the ROAS targets for each campaigns (split by profit margin)

• Using software like Producthero, allows you to benchmark prices from resellers and competitors. 

You can also benefit from the 20% discounted CPC’s available with CSS. This data can be used 

to determine the price sensitivity in the market and shows the impact of any price changes.

• Mapping the relationship between weather, search demand and sales is a great way of 

understand what triggers sales, so you can put in place procedures, so your team responds 

quickly to changing demand, e.g. by increasing budgets.
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