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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

mailto:ann@anicca.co.uk




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.
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1.Obtain the user’s choice to grant or deny consent for storing information 
about their behaviour.

2.Communicate the user’s consent choice to tags & pixels. 

3.Ensure that tags that store or read cookies comply with the user’s choice 
at all times





Two recognised technologies for sending consent signals:

1. Google Consent Mode

2. IAB’s Transparency and Consent Framework 

(TCF)

The above are both open APIs available in the industry for 

use



• Enables your website to communicate with 
Google Tags to allow Google to dynamically 
adapt its tags based on what type of user 
consent has been given. 

• If a user denies consent, tags no longer store 
cookies but instead send pings to the Google 
Server allowing basic data to be captured 
only.

• These signals are then used by Google 
to model conversions (Google Ads, Floodlight, 
etc.) and visitor behaviour (Google Analytics 
4)



Google is making its latest version of its consent mode mandatory if 
you want to use the following within Europe:

1. Google remarketing and audience building capabilities 

2. Google demographic and Interest reports

3. GA4 conversion exporting to Google Ads and Big Query

4. Enhanced conversions which use email addresses (maybe?)

Conversion tracking will continue to work as normal provided you have consent 
for ad_storage



Consent Mode currently has different marketing consent categories:

• ad_storage (advertising cookies)

• analytics_storage (analytics cookies)

Consent Mode V2 simply ads 2 more:

• ad_user_data (consent for personal data being used for advertising purposes)

• ad_personalization (consent for remarketing purposes)









• Fully customizable cookie consent banner

• Geotarget the consent banner in real-time for visitors from 

relevant privacy-regulated countries and regions

• Auto Translation

• Captures & Scan all cookies

• Consent Mode Integration

• Cookie Management

• Stores consent logs

• Secure content storage

• Use Google Tag Assistant to audit and check what Cookies are 

firing on your site







• To address the impact of privacy changes like iOS14 issues, you can use  server-side 

tracking and Conversion API’s (CAPI) to import conversion data into Ad Platforms, such 

as Meta or Google

• This can help advertisers maintain some visibility into the performance of their ads and 

the effectiveness of their marketing campaigns, even if users have opted out of tracking

• Other ad platforms e.g. Pinterest and TikTok have also introduced their own conversion 

API as a way of imported conversion data into their Ad manager accounts

• Implementation of server-side tracking and CAPI 

• This can be relatively simple for some ecommerce or CMS platforms, which have 

direct integration with Meta or Google

• Alternatively, you might be able to use a plug-in (such as Elevar) or employ a 

developer for a bespoke integration



Send data via your own server 

rather than directly to the ad 

platforms from the users’ 

browser (client-side)

Benefits

• Mitigate browser 

ad blocking and recovers 

lost data

• Improve page speeds

• Improve data security 

e.g. used in tracking profit 

from ecommerce sales







https://www.getelevar.com/all-integrations/
https://www.getelevar.com/all-integrations/
https://stape.io/


• Best Use of paid social

• Best Large Paid Media Agency

• Best Shopping Campaign

• Best Retail Campaign

• Best Use of Conversion Attribution

• Case study link:
https://anicca.co.uk/blog/anicca-wins-large-paid-
media-agency-of-the-year-3-awards-for-work-with-
server-side-tracking-meta-conversion-api/ 

https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/
https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/
https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/
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2) Generative AI and the impact on search (and SEO)



• Google is experimenting with combining search engine results 
with Generative AI results, using Bard (or their latest version 
Gemini)

• Only available in a test environment in the USA (Google Labs)

• You will need a new Gmail account and use of a VPN to
access

• You need to apply for a “Labs account” to test





Main sources 
linked here



In line links to 
sources for that 
particular piece 

of content



Follow up 
questions (with 

memory)



Transforms to a 
Bard / GPT chat 

function



Traditional links 
appear after the 

SGE box





• SGE Impact Model by 
Search Engine Land

• Early attempt to create an 
impact model

• 23 sites in tech sector

• 1,000 – 300,000 monthly 
visits

• Open-source model 
available

•

•





• If you look for data now within ChatGPT and Bard etc. they are 
highly collated and product or services are limited to the most 
well-known brands 

• So how will SEO’s be able to get their website into the search 
results without paying for PPC?

• What will be the financial impact of large drops in traffic (can 
anyone remember Panda?

• I suspect the activities and role of SEO’s will change 
significantly in the next 3 years?



• Google may insert more links – e.g. within the text

• Will current paid ads like shopping still be shown?

• The increased demand is likely to drive up CPC’s







Ad platforms are moving away from traditional text or search campaigns where you need to 
select your own keyphrases for use in ads

• Traditional search or 
text campaigns

• Dynamic Search 
Ads (DSA’s)

• Standard shopping 
Ads

• Performance Max 
(for text, DSA & 
shopping)

• Display 

• YouTube

• Performance Max 
(for display,  Video, 
Discovery & email 
etc.) 

•



• Performance of these campaigns will depend 

partially on how Google views your page 

content or your product feeds?

• This means that you should optimise your 

shopping feed (especially product titles and 
descriptions) to improve your shopping ads – 

Google recently announced that they will be 

providing more tools for this within Merchant 

centre

• However, if you can directly optimise your page 

content, you can benefit from improved 

SEO/organic rankings as well as improved PPC 

campaigns



I predict: 
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