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Why Are We Here?

• Starting on Monday August 17th (2 days ago) Google 
announced a change in how Target Bid Strategies work. 



August 16th: (Before the change)

• Target bid strategies were 
suggestions and treated as 
“Max.” 

If Google could outperform the 
Target CPA or Target ROAS in a 
campaign limited by budget, it 
would.



August 19th: (After the change)

• Today: Target bid strategies are 
set as the performance target. 

If a Target CPA is set to $10, 
Google will continue to look for 
conversions at a $10 CPA, even 
if it could get them at $5.

• Targets will work the same way 
whether a campaign is limited by 
budget or not.



Pros & Cons To The New Changes

Pros
- Scale campaigns at a 

predictable ROI/CPA

- More stability

- Easier modeling

Cons
- Will likely push CPA and 

ROAS in the wrong 
direction for many clients in 
the short term as Google 
seeks to match target CPA 
as opposed to exceeding it

- Campaigns with target 
settings are less likely to 
outperform targets



Insert Panic Here



But Wait



Let’s Go Back In 
Time

To 2015



Search 
Campaigns 

Used To 
Look Like:



Display 
Campaigns 

Used To 
Look Like:



The Following Things 
Did Not Exist Yet

• Performance Max
• Demand Gen
• AI Max
• ChatGPT
• TikTok
• Apple Airpods
• Nintendo Switch
• The Cubs had never won a World 

Series



But What 
Did Exist 

Was Target 
CPA



Sound Familiar?

Then (2016) Now (2026)



So What
Did We Do
Then?

01 Define "Desired Target"
Treated Target CPA as an aspirational goal rather 
than a rigid limit.

02 Progressive Manual Lowering
Step-by-step reductions forced Google's bidding 
algorithm to optimize.

03 Drive CPA Improvements
Consistently tested system limits to unlock massive 
client efficiency gains.



And It Worked

-75%
CPA REDUCTION

In 2 weeks for a transportation 
industry client.

-50%
CPA REDUCTION

In 4 months for a B2B financial 
services client.

& More
ONGOING SUCCESS

And the list goes on as we 
consistently scaled performance 
results.



Back To The 
Future

August 17, 2026



While We’ve Gained 
A Lot of Things

• Performance Max
• AI Max
• Chat GPT
• Airpods
• 5g Mobile
• K-Pop Demon Hunters
• Nintendo Switch 2
• TikTok
• Teslas



Some Things Are Back Where They 
Started
• Like Target CPA



So What Do You 
Do?





Step 1: Determine Your Goal

If you had to pick, is success:

Volume or Efficiency?



Step 2: Pick The Appropriate Bidding 
Method

- If your goal is volume, use max conversions or 
max conversion value.

- Max conv/conv value is designed for max 
volume/value when you have a specific set budget 
or don’t know / have specific performance targets.

- If your goal is efficiency, use target CPA or target 
ROAS



Step 3: (for Target Bidding): Pick A 
Target

- Now that Google is bidding to an exact target, 
what is the efficiency goal for the account? 

- Set the goal as your target.

- Targets will work the same way regardless of 
whether your campaign is limited by budget (This 
is already how they’ve been working in 
unconstrained campaigns)



Step 4: Monitor & Adjust

1. Check the actual CPA (or ROAS) against the 
target CPA (or ROAS) weekly/bi-weekly/monthly 
(depending on the campaign volume). 

2. Check if campaign is limited by budget.
3. If the actual is at or below the target (give or take) 

and the campaign is limited by budget, manually 
reduce the target 10-20%. 

4. Monitor and check back after 1-2 conversion 
cycles.

5. Repeat.



Everything Works Out Ok in the End

Yes, change is scary. And sometimes it feels like 
the digital marketers can’t catch a break. BUT, 
digital marketers do one thing extremely well: 

Target bid strategies have changed before and 
they may change again. But we know how to take 
our learnings and adapt. Take a breath. 
Determine your goals. Pick a target. Monitor and 
adjust.

Everything will work out. You’ve got this.



In Summary:

Just like 10 years ago, advertisers will once again need to 
manually adjust Target CPAs/Target ROAS in order to drive 
increased efficiency gains for clients.

We survived then. We will survive now.

You’ve got this.



Questions?

Contact:
Reva Minkoff

Reva@Digital4Startups.com
www.digital4startups.com

www.linkedin.com/in/revaminkoff



Thank You!

And a big thanks to Anu & Search Engine Land for having me!

For more info & resources: 

www.digital4startups.com/smx-now

http://www.digital4startups.com/smx-now

