
 

Case Study: Transforming Love.com’s Ecommerce Success Through PMAX Feed-Only 
Campaigns 

Client: Love.com 

Objective: Scale monthly revenue from $500 to a significant, sustainable figure through refined 
ecommerce strategies. 

Result: Increased monthly revenue to $125K by shifting from standard Search Campaigns to 
Performance Max (PMAX) Feed-Only Campaigns. 

Background 
Love.com initially relied on traditional Google Search Campaigns to drive ecommerce traffic, with 
limited success—yielding only $500 per month in revenue. Recognizing that this strategy wasn’t 
unlocking the full potential of the ecommerce funnel, Love.com partnered with We Are Paid Search 
to revamp their approach and drive substantial growth. 

Challenges 

• Low Revenue Generation: The existing Search Campaigns weren’t driving enough qualified 
traffic to make a significant impact on revenue. 

• Underutilization of Product Feeds: Despite having a product feed set up, it wasn’t being 
leveraged to its full potential within Google Ads. 

Strategy 
To meet Love.com’s ambitious growth targets, We Are Paid Search shifted the focus from 
traditional Search Campaigns to Google’s Performance Max (PMAX) Feed-Only Campaigns. This 
adjustment enabled Love.com to reach a wider, highly targeted audience using the existing product 
feed as the core driver. 

1. Implementation of PMAX Feed-Only Campaigns 

o Enhanced Product Discovery: By focusing on PMAX, the campaign tapped into 
Google's machine learning capabilities, allowing for automated placements across 
Search, Display, YouTube, and Discover feeds. 

o Optimized Product Feed: We ensured that the product feed was optimized with 
high-quality images, keyword-rich product titles, and competitive pricing, 
enhancing visibility and click-through rates across Google’s networks. 

2. Data-Driven Adjustments 



o Audience Targeting & Segmentation: PMAX’s automated audience targeting 
allowed Love.com to reach users based on intent signals, behaviors, and past 
shopping actions, resulting in more relevant traffic. 

o Bid Strategy Optimization: PMAX’s bidding algorithm was fine-tuned for 
conversions, prioritizing clicks from high-intent users and improving the efficiency 
of the ad spend. 

3. Continual Testing and Refinement 

o A/B Testing of Feed Components: We regularly updated product titles, 
descriptions, and images to determine which elements had the highest impact on 
conversion rates. 

o Performance Monitoring: Weekly performance checks allowed us to make quick 
optimizations, scaling high-performing product categories and removing 
underperforming ones. 

Results 
Through this targeted, feed-focused approach, Love.com’s monthly revenue skyrocketed: 

• Monthly Revenue Increase: Grew from $500 to $125K within a few months, a testament to 
the effectiveness of PMAX Feed-Only campaigns for ecommerce. 

• Enhanced ROAS: The automated targeting and bidding strategies within PMAX achieved a 
high return on ad spend (ROAS), making Love.com’s ad spend significantly more profitable. 

• Higher Conversion Rates: Optimized product visibility across Google’s networks led to a 
notable increase in conversions, as high-intent shoppers found products more relevant to 
their needs. 

Conclusion 
By transitioning Love.com from standard Search Campaigns to PMAX Feed-Only Campaigns, We 
Are Paid Search unlocked an ecommerce growth engine that vastly improved revenue and 
optimized ad spend. This case underscores the power of leveraging Google’s PMAX capabilities for 
ecommerce brands looking to scale efficiently and profitably. 

 


