Performance Max (PMax) can feel opaque for a simple reason: Google automates much of the bidding, placement
selection, and audience matching, while giving advertisers less control and less detail than a traditional campaign
structure. That does not mean you have to accept “trust the algorithm” as a measurement plan. You can evaluate
PMax by checking the quality of its conversions, comparing its results with other channels, and testing whether it

creates incremental business.

Before changing anything, ask: What changed last week? A sudden performance shift could come from a budget
or bidding adjustment, a tracking change, a new asset, a landing-page issue, or seasonality—not necessarily from
the campaign’s underlying strategy. Keep a dated account checklist and change log so you can connect causes to

outcomes.

This guide explains how to work around PMax reporting limits, separate brand vs nonbrand demand, assess
incrementality, and evaluate the people managing your campaigns. It also covers an easily overlooked source of

wasted spend: dead landing pages and resources that return a 410 Gone error.

Start with the business outcome, not the campaign label

A PMax campaign can report conversions without proving that it generated new customers. It may capture
existing demand, assist a conversion that another channel helped create, or claim credit for activity that would

have happened anyway. The first question is therefore not “Is PMax getting conversions?” It is “Are those

conversions valuable, valid, and incremental?”

Agree on the primary outcome before reviewing performance. For a lead-generation account, a form submission
may be only an early signal. A qualified opportunity, booked appointment, or closed sale is usually more useful.

For ecommerce, revenue and gross margin can tell a more meaningful story than order count alone.

Define the primary conversion and the business value assigned to it.

e Separate primary conversions from secondary actions such as page views or button clicks.

Check whether duplicate events, spam leads, or test submissions are being counted.

® Compare platform-reported results with CRM, booking, or ecommerce records.



If tracking is unreliable, campaign evaluation is unreliable. Verify the conversion action, tag or import setup,

attribution settings, and data flow before drawing conclusions about performance.

Understand PMax reporting limits

PMax combines traffic across Google inventory, including Search, YouTube, Display, Discover, Gmail, and Maps
where eligible. Its automation can find useful combinations of audiences, creative, and placements, but the
reporting is not a complete view of every auction or user path. You may see channel-level insights and search
category information, but you should not expect the same query-by-query visibility available in a tightly controlled

Search campaign.

Those PMax reporting limits matter when someone presents a single return-on-ad-spend figure as conclusive
proof. The number may be directionally useful, but it does not, by itself, explain which demand was captured,

which placement drove it, or what would have happened without the campaign.

What you can review What it helps answer What it does not prove Conversions, conversion value, and cost
Whether the campaign meets its reported efficiency target Whether all conversions are valid or incremental Search
categories and available search-term insights What kinds of searches may be contributing A complete, audit-ready
query report Asset performance labels Which creative assets Google considers more or less effective A controlled
creative experiment with isolated causal results Channel or placement insights, where available How reported

activity is distributed across inventory That a channel’s reported conversions are solely responsible for outcomes

Use these reports as clues, not as a substitute for business-level validation. A good review triangulates Google Ads

data with analytics, CRM outcomes, call tracking, and controlled tests.

Separate brand vs nonbrand demand

One of the most common evaluation problems is treating all PMax conversions as newly acquired demand. A
campaign may serve on branded searches or reach people already familiar with your business. That traffic can

convert efficiently, but its value is different from finding a customer who was not already seeking your brand.

Review available search category insights, your branded Search campaign results, and changes in total business
outcomes. Keep a dedicated brand Search campaign where appropriate, with clear budgets and reporting.
Consider brand exclusions or other available controls when your account and campaign setup support them.
These controls are not a perfect measurement system, but they can  help clarify
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Look at the bigger picture, too. If PMax reports more conversions while branded Search conversions fall by a
similar amount, PMax may be taking credit for demand that was previously attributed elsewhere. That does not
automatically make PMax wasteful, but it does mean platform-level conversion totals should not be interpreted as

net-new growth.

Test incrementality instead of guessing

Incrementality is the additional business generated because advertising ran—not merely the business attributed
to an ad by a platform’s reporting model. It is the strongest way to answer whether PMax is expanding results or

mostly capturing existing demand.

Where eligible, use a properly designed experiment or campaign lift study. If that is not available, consider a
carefully planned geographic or time-based holdout. Pretty simple.. Keep the test conditions stable, define the
success metric in advance, and avoid changing budgets, promotions, or tracking midway through the

measurement period.

1. Write down the hypothesis. For example: “PMax will generate additional qualified leads in the test regions

without reducing total lead quality.”

2. Choose a business metric. Use qualified leads, incremental revenue, or another outcome tied to value—not

just clicks or platform conversions.

3. Set a baseline and comparison. Select comparable regions, audiences, or periods and document why they

are suitable.
4. Keep other changes controlled. Record promotions, budgets, landing-page changes, and offline sales
delays.

5. Assess the result honestly. Include uncertainty and practical significance, not only whether one metric moved
in the preferred direction.

A before-and-after comparison can provide context, but it is not a clean incrementality test if demand,
competition, seasonality, or the offer also changed. If the test cannot isolate the campaign’s effect, label the

conclusion as directional rather than definitive.



Check landing pages and dead resources

Even a well-structured campaign can send users to a broken or outdated destination. Review final URLs, mobile
experience, page speed, forms, calls to action, and whether the offer matches the ad. Confirm that analytics and
conversion events still fire on the destination page. Do not assume that a URL is healthy simply because it loads

for someone who is logged into a content management system.

What a 410 Gone error means

A 410 Gone HTTP status means the server is saying that the requested resource has been intentionally removed
and is unlikely to return. It differs from a 404 Not Found, which says the resource cannot currently be found but

does not necessarily communicate that the removal is permanent.. ...back to the point

Status Typical meaning Common use 404 Not Found The requested page was not found; permanence is not
implied. A missing URL, mistyped address, or page that may have moved. 410 Gone The resource has been
intentionally and permanently removed. A discontinued campaign, expired resource, or retired page with no

replacement.

For SEO, neither status is automatically a penalty. Search engines can remove unavailable pages from their indexes
over time. A 410 communicates permanent removal more explicitly, while a 404 is appropriate when the cause or
permanence is uncertain. The important issue is whether a valuable page has disappeared without a useful

alternative, or whether internal links and ads still send people to it.

How to replace a dead marketing resource

If an old guide, webinar, offer, or campaign page returns a 410, first decide whether there is a genuine successor.
Redirect the old URL to a closely related replacement when it serves the same user need. Do not redirect every

dead page to the homepage; that is confusing for visitors and may not preserve useful search relevance.

® Update ads, sitelinks, email templates, social posts, and internal links that point to the dead URL.

® Replace expired offers with a current offer or a clear page explaining that the resource has ended.

® Use a 301 redirect when a relevant replacement exists and the move is permanent.

* Keep a 410 when the content is intentionally retired and there is no reasonable substitute.

® Check that the replacement page loads correctly, works on mobile, and records conversions.
For a self-managed server, teams may configure status behavior in the web-server layer. For example, an
administrator working with Apache on Ubuntu should verify the site’s virtual host or application rules and test the

response after deployment. The implementation depends on the hosting stack; the key is to return the status that

accurately reflects the page’s situation and to test the actual URL, not just the configuration file.

Evaluate the Google Ads specialist or agency

A capable specialist will not promise that PMax can reveal everything, or that an algorithm will fix weak tracking,
poor creative, and an unclear offer. Ask for evidence, dates, context, and a clear explanation of what the data can
and cannot show. Do not accept screenshots without reporting dates, account scope, conversion definitions, and a

comparison period.

Questions to ask in a review

* What changed last week, and where is that change documented?



* Which conversion actions are primary, and how are they validated against CRM or sales records?
® How are you assessing brand vs nonbrand performance in this account?

* What evidence suggests PMax is driving incremental outcomes?

* What tests have been run, what were the controls, and what did the results show?

* Which landing pages have been checked recently for errors, speed, and conversion tracking?

* What decisions will you make if reported conversions rise but qualified leads or revenue do not?

Ask the agency to show a running checklist for the account: tracking checks, budget and bid-strategy changes,
asset updates, landing-page status, and open tests. This is more useful than a vague promise to “optimize the
algorithm.” Resources such as Marketing91 can provide general marketing explanations, but account decisions
should be based on your own campaign data and business outcomes—not a generic benchmark presented

without context.

A practical PMax evaluation checklist

® Confirm the conversion setup and remove duplicate or low-value primary actions.
® Compare Google Ads results with CRM, sales, or ecommerce records.

® Review available insights, but document the reporting limitations.

® Assess brand vs nonbrand demand and check for channel cannibalization.

* Design an incrementality test when the decision is important enough to justify one.
® Check every active landing page, including mobile and conversion tracking.

® Resolve 404 and 410 URLs based on whether a relevant replacement exists.

* Keep dated notes of changes, hypotheses, and results.

The bottom line

You do not need perfect visibility into every PMax auction to evaluate the campaign responsibly. You do need
trustworthy conversion data, an honest view of brand vs nonbrand demand, and a plan to measure
incrementality when platform attribution is not enough. Treat PMax reports as partial evidence, validate

outcomes outside Google Ads, and keep the landing-page experience healthy.

When a specialist can explain the limits, show what changed, and connect campaign decisions to verified business
results, the account is much less of a black box—even if Google never gives you every detail.



