
Dynamic Search
Consumer behavior is constantly changing, as are many of the backend factors that get our ads in 
front of the people we target. Due to the fast-paced nature of auction-based digital advertising, it 
can be difficult to stay perfectly on top of trends in keyword-based search campaigns. With solutions 
like Dynamic Search, we can leverage automation to supplement more traditional campaigns and 
ensure we capture as many relevant searches as possible, regardless of which keywords we 
anticipate the user searching. Adding Dynamic Search into our programs can help us automatically 
adapt to those hard-to-predict changes in search behavior and make sure we don’t miss people who 
are looking for us.

In the simplest sense, Dynamic Search uses your website’s content to target ads and fill in gaps of
keyword-based campaigns. Google uses their Organic Search technology to crawl your website and
create an index of your webpages, so as Organic Search technology improves, so does Dynamic
Search. Depending on which pages you decide to target, headlines and landing pages are generated
automatically using your website content, ultimately increasing relevance to users' searches and
helping to solve for the moving target that is user search behavior. 

Dynamic Search Ads have a number of benefits and convenience features: 25-character-limit headlines
are no longer a barrier; ads are automatically updated based on any changes you make to the website;
and they can adapt to the keyword “trends” automatically and in real-time, mitigating the shortcomings
of human campaign management. During Google’s initial testing, the use of Dynamic Search Ads created
a 5–10% increase in clicks or conversions, depending on the campaign goal. For those worried about a
lack of control in their ads, Dynamic Search reporting is just as transparent, allowing us to exclude search
terms as needed, and you are always in control of which pages on your site are targeted.

When it is difficult to predict which search terms will be most relevant to your website or goal. 
You can use data gathered from Dynamic Search Ads to understand what keywords you should 
be targeting, and ensure you don’t miss out on traffic in the meantime.

When you want to supplement your standard search campaigns to increase traffic. 
Dynamic Search functions well as a catch-all, and won’t directly compete against your keyword- 
targeted campaigns.

When there is limited time to develop search-specific copy. 
You can see what works in Dynamic Search first and work backward from that, or you can use it to 
expedite the advertising process while standard search campaign copy is still getting final approval.

When your site is in multiple languages, there are multiple versions of your site, or you update 
your site often. 
You can save time in developing language-specific copy and automatically ensure the ad language 
matches the website’s, even when it’s updated frequently.
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