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Implementing automated bidding strategies in March 2019 alone had 

staggering results:

The initial Standard Shopping campaign garnered a 16 to 1 ROAS (seen 

below as Conversion value/cost) while the Smart Shopping campaign 

earned a 45 to 1 ROAS.

Comparing Q1 2018 to Q2 2019

• ROAS rose from $31,598.29 (or 17:1) to $50,601.46 (or 27:1)

• Conversions increased 64% from 287 to 471.25

• Cost/conversion dropped 41% from $8.65 to $5.13

• Profit margin rose 21.5% from $11,150 to $13,544

• Conversion value rose 17% from $34,080 to $39,903 

• Conv. value / cost jumped 20% from $13.73 to $16.51

When our team analyzed both the Standard and Smart Shopping campaign 

results within the year-over-year timeframe in question, we were satisfied 

by improvements across the board. However, there were certain outliers 

that didn’t fit the growth trends. This required our team to dig deeper into 

the anomalous data points. Taking a closer look, pinpointing the exact dates 

where there was an unsuspected, major spike in traffic, we unfortunately 

discovered that the statistical outliers fell on the dates immediately 

following mass shooting tragedies in the U.S. 

Though this realization was both grim and unsettling in nature, it offered 

valuable insight regarding how the quality of our team’s work has serious 

real world implications — not only in terms of the client’s eCommerce 

success but more importantly, helping people find the protective gear that 

could make the literal difference between life and death.

The Outcome




