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INTRODUCTION

It is incredible to think that it has only been a year since 
the Supreme Court repealed the PASPA law, giving each 
state the opportunity to legalize gambling on their own 
terms and begin the process of regulating themselves. 
From operators to suppliers and media agencies, each 
business is staking its claim in what is being tipped the 
next ‘Silicon Valley’ for the U.S.

The State of Search.

From an advertising perspective, one of the biggest 
elephants in the room has been Google’s inactivity 
within the market, with the tech giant taking a step 
back to keep a close eye on proceedings before 
playing their hand. It was only in June this year that 
they launched their first beta within New Jersey, 
and it is safe to say that it has changed the way 
operators are approaching their digital marketing 
spend for the NFL season, as well as their wider 
acquisition strategies.

Out of all of Google’s channels, search marketing still leads the 
way in customer acquisition, but the complexities of running a 
campaign are unforgiving. If not done right, you can end up 
burning through your budget quickly. However, with low levels of 
competition in these early days, there is a huge opportunity for 
businesses to set themselves up for long-term success.

Google is a beast that simply cannot be ignored, and the challenge that operators now face is 
assimilating the complex product landscape on offer and figure out the best fit for their business in the 
short and long term. The thirteen sportsbook operators who have been afforded this luxury are the 
guinea pigs for Google’s beta but with West Virginia recently being opened up, and further states on 
the horizon, you’ll be certain that nearby operators outside of New Jersey will be watching with bated 
breath and be keeping in close contact with the necessary Google contacts. If they’re not, then they 
should be!

New Jersey is not the first to face this challenge, though. Sweden recently 
re-regulated its market, with Google launching their ad service to licensed 
operators. With four months of activity under their belt, the success of paid search 
has been clear, with operators shifting a significant amount of their budgets 
towards this channel so as to not get left behind.
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A Word from Google.

Paid search is the first step operators need to take as they begin their digital transition, so it’s 
crucial the fundamentals are built in and all considerations addressed before significant budget is to 
be invested. If done correctly, search can be the cornerstone of any marketing strategy.

Charlie Rowe
Head of Industry - iGaming, NMPi

Google search provides a responsible and sustainable marketing option, for regulated US operators 
and aggregators looking to acquire new and retain their existing customers.

Google has taken it's time to work out how best to enter the US market, a lot of work has gone into 
ensuring that our geo fencing and age targeting align with responsible gambling best practice. For 
example, anyone declared under the age of 21 will never see a Google ad. We also leverage Google 
maps data to ensure ads are restricted to regulated states. Google's scale is a huge advantage to 
the industry. 

Chris Harrison
Industry Head - Financial Trading 

and eGaming, Google

To this point Google has opened up in 3 states for Sports Betting 
with Pennsylvania to follow in September, 18 states for Daily 
Fantasy Sports and has plans to open up Online Casino and Poker 
before the end of 2019.

Consider this whitepaper your guide to the many challenges and considerations that marketers 
face when setting up and managing paid search activity. Our first section, Laying the 
Foundations, will break down the steps to setting up a best in class Google Search Campaign, 
before turning to the unique challenges that the Gambling industry faces within Google Search in 
section two, Overcoming Barriers.

millions of Gambling searches on Google every day there is ample 
opportunity for companies big and small to win within the ad auctions.

Further, Google has a 10+ year proven track record of delivering results back to 
the industry. The ability of an operator or aggregator to influence a potential 
customer while they are in-market to place a bet is huge for the industry. With
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LAYING THE FOUNDATIONS

IMPORTANT 
POINT TO 
CALL OUT

With Paid Search now a crucial part of any operator’s digital 
marketing campaign, the NMPi team have developed a guide 
to laying the foundations of your Search account, so you can 
get up and running with maximum effectiveness.

When you start to set up your account, remember that it needs to mirror 
your website. Your campaigns, ad groups and so on need to make a 
map of your site. 

Building Your Account.

Extensions, such as sitelinks, callouts and snippets, 
are important for all devices, but they should be a key 
part of your mobile strategy. The more information you 
have on a mobile ad means the more space you’ll take 
up on the SERP, and the less room there is for 
competitors. Typically, extensions will relate to any of 
your USPs - free deposit, safety - or else should call 
out any promotions. They’ll increase your quality 
score, as well as make it more relevant to what the 
user is searching for.

At a campaign level, choose a consistent naming convention centred 
on a  theme such as “brand”, “brand generic”, “generic” and 
“competitor activity”. This will help you align your budget with your 
campaign structures.  

When it comes to setting up your ad groups, we 
recommend that you structure these so that you have a 
single keyword per ad group, giving you even more 
granularity and control. This allows you to have more 
flexibility when it comes to changing your bids, and 
means that you can match your ad copy more specifically 
to the exact messaging of the keyword itself. By doing 
this, you’ll increase your quality score, making sure you 
pay as little as possible in the auction. Another tip here is 
to make sure your landing page is closely linked to the 
keyword. 
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Once you’ve set up the base of your account, your next priority should be finding a way to 
accurately measure your conversions. Tagging is a key part of this, whether you run it internally or 
with a tag management solution such as Google Tag Management. Don’t forget to test a successful 
set up with a test deposit or similar. The nature of your tagging will depend on what platform you’re 
planning on using. For Google Ads and Bing, you’ll need to ensure you have conversion tracking, 
while with SA360 you’ll need to set up floodlight tags. 

The other half of this is deciding the kind of attribution that fits your business. There’s First-Click, 
Last-Click, Linear, Time Decay, and Positional-Based. Each has their benefits, so choosing the best 
model will depend on your conversion cycle. A good point of comparison is to understand the value 
of each touchpoint in the conversion journey.

Google has a Data-Driven attribution model (DDA) which uses your conversion data to calculate the 
actual contribution of each keyword across the the conversion path. DDA works by comparing the 
click journey of converting customers against non-converting customers, then identifies patterns 
within the journey that actually led to the conversion. Some steps will have more or less importance 
in the journey, so the model gives credit to the most valuable clicks in the journey.

Your Step-by-Step Guide for Sports-Betting 
Specific Keyword Targeting.

1. Prioritize which sport you’re targeting - Football, 
Basketball, Baseball, Tennis

2. Build out the keywords relating to every possible 
iteration of the sport and game - NFL Patriots vs Jets 
(Reminder - when using full team names you must have 
™ Authorisation. If you don’t have this, abbreviations are 
allowed e.g. NE vs NYJ)

3. Make sure your landing page is relevant to the specific 
sport - this will depend on your website structure

4. Create messaging that aligns with your keyword. 
Headline 1 should always contain the sport and game 
that is being searched for. If you’re focusing on new 
customer acquisition, it’s important to have your 
promotions in the forefront. At the very least, your 
Headline 2 should offer further incentive for a customer 
to convert through your ad - free bets, new customer 
exclusive offers.
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Campaign Structure: Checking if your campaigns are structured to follow your website and 
business priorities and marketing budgets. 

Campaign Settings: Settings to ensure your campaign has the correct setup and can be served 
to the appropriate audience at the right time. Some settings include: location targeting, language 
targeting, daily budgets, device bid adjustments, ad scheduling, and ad rotation.

Budget Management: Making sure campaigns aren’t limited by budget, allocating budget 
towards the converting activity, but still ensuring that all activity can pace at a healthy run rate so 
you don’t lose any impressions to capping.

Targeting Refinement: As you can’t use first party audiences, it’s about making sure you 
capitalize on detailed demographic, age groups, and increase/decrease bid adjustments 
accordingly. Device bid adjustments are also important.
Without the use of audiences we need to try and think a little bit more outside the box, this is where 
we can go more granular with our location targeting, going down to state, city, or even zip-code 
level; even adding radius targeting around certain areas. 

With a completed account build, the next step is gathering data and optimizing towards your goals. 
Paid search needs continual optimization to ensure you’re making the most of your budget and 
reaching the most relevant audiences. At NMPi, we use a bespoke, 8-stage optimization cycle to 
make sure we’re always driving results. It’s ordered in terms of priorities so we don’t miss anything 
out.  

The Optimization Cycle.
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Ad Copy Refinement: Ad copy testing is key in search, finding what messaging works by doing 
control/experiment tests and then taking the learnings into the next test. The key metrics here are 
both Click-Through Rate (CTR) and Conversion Rate (CR).
As we’ve already mentioned, without the use of audiences you’ll need to try and find other ways of 
being relevant. When running ad copy testing, then, consider a couple of the following: Do the 
results differ from the device point of view? Do different age groups respond differently to the types 
of messaging? What about people in certain locations? 

Expanding Reach: The main ways you can grow your audience reach is through generic and 
competitor campaigns. Through the use of broad match modifier you are able to mine for new 
keywords through search query reports and add new keywords into the account. Over time, this will 
build up, leading to increased reach and lower CPC’s. 
Another solution can be through using Dynamic Search Ads (DSA’s), to drive people to site by 
instead of keywords, using a URL, so when people search an ad can be populated using relevant 
content from your website that is closely related to your search term.

Bid Management: We recommend that you run a combination of both automated and manual 
bid strategies across your 
Brand - Maintain as close to absolute 100% top Impression Share as possible. This is the most 
efficient traffic, where user intent is likely that they are interested in transacting with us, and CR is 
much higher, so take advantage of this by pushing for maximum visibility.
Generic/Competitor - Much more competitive and expensive but very important for gaining 
incremental customers. Once an LTV can be settled on, you can then use this to inform the CPA (or 
ROAS) you can target for this activity, initially starting with bidding rules getting as close to this 
target as possible, and then letting it run on a smart bidding strategy through either Google Ads or 
SA360.

Landing Page Optimization: To ensure you convert as many people clicking your ads as 
possible, make sure they are being taken to a relevant landing page. A/B testing pages by sending 
50% of traffic to two separate, but relevant pages is an accurate way of measuring the most 
effective landing pages.

SA360 is the platform of choice to house all your search ads, but many of it’s advantages only 
appear when you get into the finer details. The biggest benefit is that it allows you to have all your 
engines in one place; you can work on Google and non-Google ads in the same place. It also has 
much more natural integration with Google’s full suite of products, which opens the doors to new 
channels and greater integration between them later on, and Data Studio as an incredibly powerful 
reporting dashboard.

Choosing Your Tech.
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Last but not least is reporting. SA360 is cross engine and cross account, providing a holistic view of 
multiple campaigns in one Google Ads account, across multiple Google Ads accounts, and across 
both Google and and non-Google platforms. The platform also attributes credit for a conversion to 
the time of conversion, rather than the time of the click - as in Google Ads reporting - which means 
you avoid reported numbers changing when you look at performance for a recent time period.

When it comes to bid strategies, there are also benefits of SA360 over Google Ads. Bidding 
Strategies here can be applied at keyword level, not just at campaign and ad group level - and can 
be used across multiple engines. This gives you much more flexibility and granularity so you can 
make the most of your ad spend. SA360 also allows you to give certain conversions more weight 
over others by using customized formula columns and custom floodlight variables as bid strategy 
conversion sources. Perhaps most significantly, though, is that SA360’s automated rules are much 
more powerful than those available on Google Ads, simply due to the number of metics and actions 
that are available.

The full Google Marketing Platform (GMP) stack.

One of the main upgrades you 
get with SA360 is the 
robustness of Floodlight tags. 
With the ability to pull in 
multiple custom variables in 
the tags, you can obtain a 
much more comprehensive 
view of what levels of 
performance has been driven 
from your campaigns. By 
pulling in data like which 
keywords drove which types 
of bet, and at what odds can 
better inform optimizations 
both in search and in other 
channels. Tracking metrics like 
these beyond just simple FTD 
data can give a great 
overview of the impact of 
campaigns on existing users, 
which can be tricky to do 
when you can’t separate new 
and existing users through 
audiences. 
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OVERCOMING BARRIERS

With every industry comes it’s own set of regulations that advertisers have to 
stick to. In the health industry, we see a lot of ad copy restrictions. For iGaming, 
the focus is more on audience restrictions. NMPi’s in-depth knowledge of the 
advertising landscape has given us the edge to be able to give you the tips you 
need to succeed within your specific environment.

Setting up Your Audiences.

The Gambling industry has a huge amount of restrictions on its advertising - meaning that you can’t 
run retargeting and ad personalisation strategies that are designed to reach the people who are 
engaging with your ads. So no remarketing campaigns, meaning no bid adjustments based on the 
way a user has interacted with your site. Each user has to be treated neutrally every single time, no 
matter how many times they’ve been to site.

Despite this, we have a couple of tips that will help you narrow down on the right person at the right 
time, and allow you to be that bit more efficient with your spend: 

● Bid strategies can be used to automate device, audience and location bid 
adjustments, making it that little bit easier to find the right person. You can also use 
Time-of-Day and Day-of-Week bid modifiers to build up and follow trends in 
interactions. This means you can up your bid at the best time in order to get ahead of 
your competitors when it matters, and allows you to maximize the efficiency of your 
media spend. 

● Understand which device your users are coming from, as this will tell 
you which devices to bid up on. If most of your conversions are coming 
from mobile, you’ll want to increase bids on this device to help drive 
more people to site. 

● If you have an upcoming promotion or seasonal event 
which is set to drive a huge uplift in conversions, then 
you can set up seasonality bid adjustments to inform 
your bid strategies and make the most of these periods.

● Without being able to utilise 1st party 
audience data within campaigns, you’ll want 
to test out custom affinity and custom intent 
audiences. Bear in mind however, there are 
certain keywords that are restricted from 
use in these custom audiences.
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Keeping an Eye on Competitors.

Competitors are a thorn in the side of virtually every brand in every industry, and iGaming is no 
different. However, what this does mean is that there are lots of learnings that we can take from 
other industries and apply here.

● To get your Quality Score up - and to make sure you’re in the top spot - you need to make 
sure the messaging in your ad copy is as relevant as possible. Match your copy to the 
specific words you’re bidding on, or try using puns or something catchy. For example, if 
you’re running ads for a game between the Cowboys and the Giants, make sure that your 
Headline 1 makes reference to this. 

● Protect your brand using Auction Insights. This allows you to see what impression share your 
competitors have on your brand terms. 

● As of the end of September, you won’t be able to use Average Position metrics, so you’ll 
want to aim for a target impression share. To optimize towards this, use a bid strategy that 
ensures you’re staying in the top spot - especially on your brand terms.

Tracking and Measurement.

Even the most efficient performance marketing campaign will lose its value if you don’t have 
effective ways of tracking and attributing your activity. Knowing how your channels are interacting 
with each other is crucial to putting the right amount of resources into the right places to drive 
long-term growth. 

● While FTDs will always be the most important performance metric in the iGaming industry, it 
doesn’t show you whether those customers have stayed engaged. Consider integrating 
Lifetime Value data to give you insight into whether your remarketing and re-engagement 
activity is keeping them loyal.

● Understand which channels are driving performance. Some channels inherently drive brand 
awareness, while others will be your main converter. An awareness of which channel 
features at which stage of the conversion funnel will help you optimize your spend.

● You’ll not only be competing for your brand space, but also for your competitors’ brand 
space, as well as searchers who are using general terms.  Understanding the knock-on effect 
of data-driven attribution models gives us a clearer picture of how users discover and 
associate with brands, providing even more fuel for your digital strategies.
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Advanced Strategy.

In an industry so in the public eye, where pricing is changing every 
second and plays such a big role in new user acquisition - campaign 
performance can be largely affected by factors beyond your control. 
However, by utilising the right partners, tools and technology you can 
create a strategy which adapts to these external triggers and gives 
back control.

● There aren’t many industries with more depth of 
search interest into a brand’s products than in 
sports betting, and the nature and sentiment is 
constantly changing. With SA360 you can 
leverage your live feed of odds to build 
keywords out at scale across all your offers, 
including using the details and the pricing of the 
offer in your ad copy. To truly capitalize on the 
ever-changing levels of interest you can also 
include countdowns to kick-off/tip-off etc. which 
can be leveraged in bidding strategies, allowing 
you to be there when interest is highest.

● Price reigns king in sports betting, particularly 
when it comes to new user acquisition. Who’s 
going to register for your site to bet on the big 
game when they can get better odds at your 
biggest competitor? Odds comparison sites are 
everywhere in the sports betting industry, find a 
way to compare your odds to your competitor 
set and make sure you’re not spending all your 
money promoting the wrong offers.

● This is just the beginning! There’s no end to the 
number of data sources you can pull into 
campaigns to boost performance. You can take 
triggers from fantasy football API’s, number of 
mentions for a team/player on Twitter - when all 
eyes are on sport and things can change in an 
instant it’s important your campaigns can keep 
up.  



Conclusion.

Paid Search is a huge opportunity that is now available in U.S. Sports Betting, and as 
restrictions are removed, there is a small window for businesses to get a headstart on their 

competitors. Being one of the first out of the gate will bring in huge benefits when it comes to 
driving conversions and bringing in revenue.

Using the advice in this guide, you’ll be able to get your accounts set up, your activity 
optimized, and be able to navigate around some of the biggest challenges that face the 

iGaming industry within advertising. Keep these in mind and you’ll be all set to take advantage 
of this incredibly lucrative channel.

About NMPi.
NMPi, by Incubeta, are award-winning experts in media strategy and management, with a rich heritage in 

delivering market-leading campaigns across Paid Search, Display, Paid Social, SEO and Analytics.
 

With nine offices across the globe, including London, New York, Los Angeles, Amsterdam, Cape Town and 
Sydney, the performance agency works across a wide range of international brands and industries. From 

betting operators to sports teams and retail to finance and travel, NMPi is able to offer rich data and 
insights for clients including: Hero Gaming, DraftKings, LeoVegas Gaming Group and Liverpool FC.
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