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Executive Summary 

  

With mobile advertising showing over 75% 
growth during 2013 (AdAge Mobile Fact 
Pack), mobile has become an essential part of 
every digital marketer’s strategy. 

Mobile search has significantly risen in the 
last two years with the increase of 
smartphone uptake and smart marketers are 
adapting their marketing efforts for this 

channel. 
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Why mobile is important for Paid Search 
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. 

 

Benefits for advertisers 

• Targeting capability 

As many as 50% of mobile searches have local intent; consumers on mobile devices are seeking products 

and services around them. Through mobile Paid Search, it is possible to optimise a campaign with a wide 

array of targeting settings to reach consumers while they are on the go. 

• Cost-effectiveness 

Mobile Paid Search still represents a big opportunity for savvy advertisers. While competition is increasing, 

the ratio of mobile ad spend to mobile use still remains largely favourable to advertisers. 

• Engage with consumers in new ways 

Google, for example, has developed site link extensions on mobile. These have the potential to provide 

services that will help increase CTR on mobile Paid Search ads and are very likely lead to increased 

conversions. A few other examples include: Click-to-download ads, Click-to-call ads and Location 

Extensions. All of these features provide new ways to engage with consumers and drive more performance 

from campaigns as a result. 

• Drive more immediate conversions 

Mobile ads can be tailored to encourage immediate conversions from Paid Search ads. In fact, research 

indicates that 70% of all mobile searches result in action within an hour of the query.  
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Optimising campaigns for mobile 

• Over 50% of mobile searches are local, so include - or exclude - location specific 

keywords as appropriate 

• Search keyword phrases on mobile are shorter than on desktop, so do remember 

this during keyword research 

• Mobile users frequently mistype their search queries, so capture misspells and plurals 

through Google AdWords keyword settings 

 

• Reflect the mobile consumer’s expectation of immediacy through ad copy; for 

example, using 

“Call Now” 

• Use “/mobile” or “m.thedomain.com” in ad text and/or the display URL to let the 

user know that the site is mobile ready 

 

• Use a landing page that is quick to load, touch screen friendly and suited to smaller 

screens 

• Use mobile specific call-to-actions and clear navigation to conversion to simplify 

the user journey 

 

• To target mobile bid multiplier, which will drive traffic to mobile and minimise traffic 

to desktop/tablet 

• For mobile, 95% of clicks are made on ad position 1 or 2, therefore set maximum bid 

caps that are high enough to gain traffic 

• Analyse mobile performance by time of day and day of week, and layer bids 

accordingly 

 

• Use standard desktop Paid Search metrics, such as CPA, AOV and ROI, to measure 

the campaign’s performance 

• Schedule site links and ad extensions effectively. For example, Click to call 

extensions could be shown only when the call centre is open 

• Analyse mobile performance by geographic region, and use the information to bid 

by location 

  

Keyword 

Research 

Ad Copy 

Refinement 

Landing Page 

Optimisation 

Bidding 

Strategy 

Campaign 

Optimisation 
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Strategies to drive more performance with other channels 

Driving mobile search activity through TV advertising 

There has been significant growth in consumers searching on mobile. This search activity is often driven by 

other more traditional marketing channels. For example, 71% of mobile users that see TV, press or online ads 

will carry out a follow-up mobile search. 

Driving mobile activity through email 

Email is also an effective channel in driving mobile Paid Search visits and sales. This approach is becoming 

more popular with consumers directed to a mobile-optimised site from a direct email that has been 

designed to display well on a mobile screen. This approach typically increases mobile Paid Search traffic by 

10%-30% compared to a 5%-10% increase on desktop Paid Search traffic. 

Using mobile Paid Search to drive app downloads 

It is now possible to drive users to a Google Play or Apple iTunes app page directly from a mobile Paid 

Search ad. This can improve awareness of the availability of an app for a retailer, as well as drive 

downloads. 

 
 

Building a Mobile Paid Search campaign 

• Define objectives  

Have a clear picture of what the mobile Paid Search campaign is expected to achieve and put relevant 

KPIs in place to measure this. 

• Keyword research  

Select keyword phrases carefully, using tools such as Google’s Keyword Tool to learn how people are 

currently searching for the brand, products or services on mobile. To drive more performance, remember to 

expand keyword phrases to go beyond the obvious. 

• Test campaign messaging 

Set up ad messaging and new landing pages with details on promotions such as discounts, prices and 

closing dates. Make sure that all messages contain a compelling call to action. 

• Use targeting options 

The majority of searches made on mobile are local, so use geo-targeting to capture this traffic. Use day and 

time targeting options to allocate budget to the best performing time periods. 

• Adopt a bidding strategy 

Remember to review peaks in campaign performance - such as at specific times or locations - and bid 

higher to capture all traffic. Consider a bidding strategy that supports offline campaigns, which provides 

extended visibility for the reinforcement of offline campaigns.  
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Success Story 
Driving More Revenue through Mobile 

 

Following the launch of a new mobile-optimised website, leading surf retailer 

SurfStitch wanted to create a compelling mobile-optimised Paid Search 

campaign to drive more revenue through this channel. 

 
 

 

 

Approach 

SurfStitch’s target customer demographic is increasingly using mobile not just to browse products 

but also to make purchases. A granular mobile Paid Search campaign was developed that used 

new targeting features to reach consumers who are familiar with the brand but prefer using 

mobile over desktop. 

Understanding the importance of simplicity for mobile customers meant the order process was 

simplified and messaging was tailored to highlight the ease of purchasing through mobile. 

 

Results 

Over the past 6 months of the campaign, mobile CTR increased by 270% and revenue increased 

by 500%. As a result mobile is now considered a key new revenue stream for the client. 
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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. 

 

 

 

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. 

Get in Touch 

For more information please contact us: 

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

 


