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Executive Summary 

  

Paid Search marketing provides an exceptional 
opportunity to reach potential customers when 
they are active in research or buy mode. 
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Why Paid Search is important? 

• Scale of the opportunity 

Paid Search enables a brand to build a compelling online presence. The figures speak for themselves - 89% 

of UK consumers use Search Engines to find information on products or services. A further 97% of UK 

consumers with internet access have made a purchase online. 

• Measurable value 

No other advertising channel is as successful in measuring the immediacy of results and ROI. 

• Rich insights 

Paid Search can provide swift access to insights that can influence other marketing activity. By effectively 

analysing the performance of ads, keywords, impressions, clicks, conversions and more, it is possible to gain 

deeper information about the customer base and so make better informed business decisions. 

• Interplay with other channels 

Users who are exposed to other marketing channels such as TV, Print and Radio invariably go on to conduct 

an online search. Using the influence of these channels can help build an online presence with higher 

performance.  

 

Benefits for advertisers 

• Drive revenue 

Highly targeted Paid Search advertising can help ensure the right consumers see the right message at the 

right time. This increases traffic driven to the site and increases online sales. With real time reporting it is 

possible to review, update and optimise campaigns to drive higher performance from every ad in the 

campaign. 

• Protect the brand 

It is possible to find competitors advertising on brand terms. Paid Search enables companies to own the 

advertising space when potential customers are looking for their brand 

• Acquire new customers 

Paid Search ensures that ads are served which are highly relevant to a prospective customer’s search 

query, which can help to drive a conversion. Further expansion of keyword selection will help to extend 

online reach and ensure that that the brand ‘catches’ all possible traffic to help drive more conversions. 

• Build brand awareness 

Paid Search can also be used to increase online presence. Buying brand keywords provides instant 

presence in the search results. It is also possible to extend online presence further by buying generic terms 

related to specific products or services. 
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• Audience Insight 

Search data can be used to build customer profiles, inform customer buyer behaviour and enhance the 

user experience by adapting messaging and targeting for a more personalised cross-channel approach. 

 

Key optimisation tactics 

To increase efficiency and drive better performance from Paid Search campaigns, they should incorporate 

optimisation approaches, some of which are highlighted below: 

Image extensions - Use images in ads to make them more informative and stand out 

in a crowded marketplace. 

Enhanced sitelinks - It is possible can promote up to 6 different products or services 

through extended sitelinks. Use these to increase the prominence of the ads, and the 

business. 

Call extensions - Add a phone number to the ad to encourage customers to call, 

and help drive more conversions directly from the ad. 

  

Location targeting - Include or exclude consumers based on where they’re likely to 

be physically located, or places in which they’re interested. These options can then 

be used to limit ads for the product or services to appear only in those locations or 

places of interest.  

Demographic targeting - If the campaign is focused towards a specific consumer 

audience it is possible to target them directly. For example, a promotion of red 

dresses could be targeted to a specific gender and age group. 

 

Google Product Listing Ads (PLAs) - PLAs include richer product information (including 

an image and price) on the Search Engine’s results page and on the Google 

Shopping page. Use PLAs to promote products to consumers who are ready to buy.  

Video targeting - Capitalise on the growth of online video by promoting the product 

or service with relevant and value-added content. It is also possible to target 

categories of videos or specific users who are tagged based on their search activity. 

Mobile search advertising - Use this channel to stay front of mind as people use their 

smartphones and tablets throughout the day. 

 

 

 

 

Ad copy 

Refinement 

Targeting 

Optimisation 

Expand 

Reach 
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Building a Paid Search campaign  

• Define objectives 

Have a clear picture of from the goals to be achieve through the Paid Search campaign and put relevant 

KPIs in place to measure movement towards these goals. Keep profit margin and maximum cost-per-action 

thresholds in mind against the desired outcome. 

• 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 online. Expanding keyword phrases beyond the 

obvious can help drive better performance 

• 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 these messages contain a compelling call to action. 

• Use targeting options 

Consider using geo-targeting to target specific areas according to the locations of offline stores, or the 

customer base. It is also possible to use day and time targeting options to allocate budget to the best 

performing time periods. 

• Adopt a bidding strategy 

t is important to review any peaks in campaign performance - such as at specific times or 

locations - and bid higher to capture all the relevant search interest. It is also worth considering a 

bidding strategy that supports offline campaigns. 
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Success Story 

Using Paid Search to reach customers at the right time and place  

 

Cotswold Outdoor is an established retailer which sells the ultimate range of 

outdoor clothing, products and equipment. Recognising the potential of 

ecommerce, the company wanted to explore how to grow revenue from 

online sales through Paid Search. 

 

 

 

Approach 

A technical optimisation programme was implemented, designed to both increase brand 

awareness and drive online sales. 

To drive consumers to Cotswold Outdoor’s website new, high potential keywords were researched 

that specifically related to Cotswold Outdoor’s business. To  maximise performance from the more 

expensive generic keywords, such as ‘waterproofs’ and ‘tents’, research was carried out to better 

understand when people are searching on those terms. Geo-targeting options were set up and a 

new bidding strategy was implemented to increase online visibility on these specific generic 

terms, at times and locations when it was known that online search volumes would be high. 

 

Results 

The campaign has exceeded all objectives since launch. The campaign successfully grew sales 

by 460%, decreased the CPA and subsequently exceeded the targets set by 21%.   
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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 

 

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. 

 


