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Executive Summary 

  

For UK businesses with strong brands and high 
export potential, expanding into new territories 
offers great opportunity for growth. As a result 
more and more UK advertisers are scoping out 

the real potential of international expansion. 
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Introducing a Brand into a New Territory 

In this section we share some of our best tried and tested tips for helping 
brands seek new revenue opportunities from international markets: 

 

Inventory-aware campaigns allow a brand to automatically monitor its existing product feeds, updating 

any changes in prices, descriptions, promotions or even landing pages. These changes are then used to 

create up-to-date ad groups, keywords and customised ads at scale, meaning that no opportunities are 

missed. The customer is always delivered ads that correspond to real time data on inventory and take them 

to the right landing page, so that advertisers can maximise potential sales. 

 

1. Define your goals 

It may seem obvious but the first place to start is to clearly define the outcomes that you want to achieve. 

As this will provide clarity and you will be able to relate every future action taken to a particular outcome. 

When introducing an unknown brand into a new territory you will need to take into consideration the level 

of consumer trust. A brand that no one has heard of may not inspire the level of confidence needed for a 

consumer to make a purchase. For this reason, we recommend that you set early goals which revolve more 

around creating positive brand awareness and engaging with your target audience rather than focusing 

on direct profit. 

 

2. Understand what you are measuring 

Not all campaign goals will revolve around profit; for those that don’t, there are other metrics that can be 

monitored to measure success. The first place to start is search volume through Search advert impressions. 

Use this metric to show you how many people have been exposed to your advert. Although they may not 

have proceeded to purchase anything from your website, every time a consumer sees your Search advert 

they will start to build more trust in your website, which will increase the likelihood of them making a 

purchase. 

Another key metric is click-through-rate (CTR). A higher CTR will mean that a greater proportion of people 

are reacting to your advert. Use this measure to understand how consumers are engaging with your brand. 

 

3. Do not overlook the Google Display Network (GDN)  

When trying to raise awareness of your brand, the GDN can be a very powerful tool. Through the GDN you 

are able to show Display adverts directly to your target audience. By using the placement targeting 

capabilities available on the GDN you can show your adverts, on particular websites that your target 

consumer is likely to be browsing. You can also use the GDN to extend your reach further online. Using GDN, 

you can define a list of interests that you expect your target consumer to have and target that subsection 

of Internet users with your advert. 
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4. Think past the last click  

When introducing an unknown brand into a new territory, generic keywords can prove very valuable on a 

first click/weighted basis. For example, if a consumer is searching for “wetsuits” and they click an advert 

from a brand that they do not recognize, the likelihood is that if they find a wetsuit they like on the landing 

page they are unlikely to trust the site enough yet to make a purchase. However, after the brand has made 

the initial connection, it is likely that the consumer will at some point search for “<brand> wetsuits” to have 

another look at the wetsuit they were initially attracted to. The third time the consumer searches, they will 

most likely search for the pure brand term and in this case they will make a purchase.  

Now when looking at this information on a last click basis, the entire value of the sale will be attributed to 

the pure brand term, however without the initial interaction with the generic term none of the subsequent 

searches or the final sale would have happened. This is a pattern that we see frequently across our 

campaigns and is more apparent as the value of the item increases.  

In order to better attribute the full value of the sale we would suggest using an attribution model that 

reflects the contribution of keywords throughout the conversion path, specifically initiating keywords. How 

you do this will depend on the tracking and attribution technology that you use.  

 

5. Remarketing Lists for Search Ads (RLSA) 

When introducing a brand to a new territory, it is not only acquiring the customer that is necessary we also 

need to keep that customer. The aim is to create a relationship so that they return. RLSAs are a very useful 

targeting method within Google Adwords as they allow you to set rules based on consumer browsing 

history.  

When someone has made a purchase from a brand they will be more likely to buy again. You can use 

RLSAs to create a list of consumers that have bought from your site previously and set a bid multiplier so that 

your ads appear higher in the search results page when they make relevant searches. For example, if the 

consumer who bought a wetsuit is now browsing online for a surfboard, you can ensure that you appear 

high on the search results page for the term ‘surfboard’ and likely achieve another purchase. 

 

In summary 

We hope you find these five tips useful. When entering any new market, it’s important to take the time to do 

the research and prepare your campaigns accordingly to ensure that you have the highest chance of 

success. Good luck!  
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Expanding Internationally with Paid Search 

In this section we share some of our best tried and tested tips for using Paid 
Search to help discover new revenue opportunities from international markets: 

 

With many UK brands now seeking growth through international expansion, we take a closer look at how 

brands can successfully expand their international operations with Paid Search and Display. 

Focusing on international campaign management and execution, this article offers our top tips on running 

effective campaigns targeted to different territories. 

 

1. Decide which countries to target 

When expanding internationally, a good starting point for advertisers is to research which 

territories are likely to perform well: 

 Use tools such as Google’s Keyword Planner with its Traffic Estimator function to find out the 

level of brand awareness of your brand in a target territory by estimating the average monthly 

impressions your brand may receive. 

 

 To gain further insights on new territories, we would suggest that you create a worldwide brand 

campaign targeting all countries and all languages, while being careful to exclude any 

territories where you already have campaigns running. By running a worldwide campaign, you 

will be able to assess which locations drive the most traffic and sales. Let the campaign run for 

at least 2 weeks and you will see the territories which are performing the best. The highest 

performing campaigns should then be separated and optimized individually. 

 

 

2. Find the right keywords 

 
 Use keywords which perform well in the UK as a starting point, as these are likely to perform well in 

international territories too. Start with exact match keywords and then expand into phrase match 

keywords. This will allow you to see which terms users are searching for in a particular territory and 

therefore enable you to grow the campaign. 

 

 Expand your keyword selection further by using Google’s Keyword Planner to see which keywords are 

likely to drive the most impressions for a given territory. We have found that misspells of brand terms and 

products names tend to perform well in international territories and can be effective in driving more 

traffic to your website. 
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3. Localise your language 

When running multi-language campaigns, it’s important to ensure that your ads resonate with different, 

local audiences: 

 Ensure you use a reliable translation service to accurately and appropriately translate your ad copy. 

Consumers are less likely to click on ads which do not read well. 

 

 Separate campaigns by language as this will allow you to target consumers who speak a local 

language differently to consumers who speak English. This is particularly important for UK brands that are 

looking to tap into the lucrative expat market. It is worth noting that there is no conclusive link to show 

that consumers will always prefer to click on ads in their local language, therefore this important to test 

ads in different languages across all target territories. 

 

4. Drive more performance with effective ad copy 

There are many factors which should be considered when creating ad copies for an international territory. 

Each territory will vary and react to ad messages in different ways: 

 Test different types of ad copy as small changes to ad copy can have a significant impact on CTR. For 

example, we performed a split test adding ‘/au’ at the end of the display url for an international client 

running campaigns in Australia. CTR for this ad copy was +17% higher than the ad copy without ‘/au’ at 

the end of the URL. In another test, we trialled different discount codes for a retail client who was trying 

to improve performance in low converting territories. By using discount-led messages in ad copy we 

were able to increase CTR by +22% in these territories. 

 

 Research the preferred terms and phrases used in your target territories, for example use “Shipping” in 

ad copies for the US rather than “Delivery”. It is also important to understand seasonality factors and key 

dates for your targets territories, for instance Christmas Day is on 7th January in Russia. 

 

5. Don’t lose a sale due to poor landing pages 

When trying to drive more onsite conversions, it’s important to test the most effective landing page for your 

target territory. There are a number of different ways to optimize landing pages. 

 Localise the language of the landing page to the territory that your campaign is running in. We tested a 

simple localised landing page in the US against a UK landing page. The localised landing page had a 

95% higher conversion rate than the UK landing page. 

 

 In territories where you are receiving a large number of clicks through to the landing page but a low 

number of sales, test a localised landing page with images of local currency and clear messaging on 

local delivery options as this should improve conversion rate. 
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To sum up 

In conclusion, when optimizing your international campaigns it is important to take into consideration the 

differences between the different territories. By adopting some of our recommendations to help localize 

your campaigns to each target territory, you will be well equipped to run successful international Paid 

Search campaigns. Good luck! 
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Benefits of Working with NMPi 

Market Leading Technology 

Our Mercury Platform helps to deliver a “full-

funnel” approach to find new customers and 

convert your existing prospects. 

Award-Winning Experience 

With over 12 years of experience in the digital 

industry, we have helped numerous brands 

create a step-change in their business.  

Granular Targeting 

Our granular approach to audience 

segmentation delivers the right message, to 

the right person, at the right time. 

Passion Management Team 

We are a dynamic team of the most qualified 

analysts, account managers and 

technologists operating in the online 

advertising industry. 

International Reach 

Already active in your core markets? We 

can deliver campaigns in markets where you 

are not active.  

Full-Funnel Visibility 

Integrated Paid Search & Display offers a 

full-funnel view of the consumer, from 

initial display impression to final 

conversion. 

Get in Touch 

For more information please contact us: 

 
  +44 (0) 207 186 2100      info@nmplondon.com 

 

 

 

 

 

About NMPi 
NMPi is an award-winning digital agency helping ambitious brands maximise the potential of their 

online marketing. Based out of London, UK we work with clients ranging across sectors including retail, 

travel and finance.  We operate across more than 100 countries, in over 55 languages and generate 

client revenues of over £100 million annually. 


