
How to Plan & Manage a Pay Per Click
Campaign in 2024

@SmartSitesNJ

Presented Exclusively for DealersEdge
2/29/2024



Agenda
PPC in 2024

Lowest Hanging Fruit

Vehicle Listing Ads

Beyond Google

The Future of Search

Pulse check on Search Marketing in 2024

How to quickly improve your results
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VLA’s continue to be one of the best used-car advertising you can do

Opportunites beyond Google Search

Google’s Generative Search Experience
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Relevancy of Google Search



Customer Journeys Are Becoming Increasingly Complex



Value Based Bidding

Enhance Your Presnce

Custom Audiences

Utilize Machine Learning to improve results

Optimize how you’re ads are shown on the internet
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Push the boundaries of online targeting

Lowest Hanging Fruit of PPC Success
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Value Based Bidding



Value Based Bidding



Enhancing Your Presence



Enhancing Your Presence



Custom Audiences



Custom Audiences
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Custom Audiences



Vehicle Listing Ads (VLAs)
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Vehicle Listing Ads
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Vehicle Listing Ads



Vehicle Listing Ads



Beyond Google
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Boost to Microsoft’s Reach



Boost to Microsoft’s Reach



Boost to Microsoft’s Reach



MSFT Automotive Inventory Ads



The Future of Search
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Google’s Generative Search Results



Microsoft Co-Pilot



Thank You!

Connect with Alex
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