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In the early days, web marketing was 
separate from design and run by web 
developers. Clients who struck deals with the “web portals” 
for anchor tenant placement flushed money down the toilet with 
horrendously overpriced banner ads. From 2001-2003, search 
marketing developed; advertisers thrived when clients tossed 
money at search ads and truly basic SEO practices. But as 
competition increased, search engine marketing grew more complex. 
Display advertising exchanges and sophisticated Real Time Bidding 
exploded onto the market: the hoary old days of banner ads were 
over. Targeting and data overlays made re-targeting and prospecting 
attractive for more than simple brand-building. RKG — which has 
always endeavored to stay one step ahead of rapidly evolving 
marketing needs — flourished.

In 2010 we built the world’s most powerful, flexible attribution 
modeling system. With it we can tie searches, mobile traffic, 
comparison shopping, display ads, email, and affiliates into 
a cohesive understanding of marketing effectiveness.

But until very recently RKG had a significant hole in its 
offerings: we didn’t offer SEO services. We didn’t want to 
offer a product unless we could make it the very best.

NOW, I’M PROUD TO ANNOUNCE THAT
            RKG has acquired AudetteMedia!

Adam Audette and Meg Thompson have been at the forefront of SEO 
for years. The pair have assembled and trained an incredibly 
talented team of SEO analysts and technicians. Their experience 
working with the largest SEO accounts in the world (Zappos, 
Amazon, the University of Phoenix, AOL and countless others) 
make them the perfect peg to fill the gap in RKG’s products. 

Although we’ve been working with them for two years, now we’ve 
made it official! Two great firms, leaders in paid and natural 
search respectively, have merged to form a true dynamo. I look 
forward to working with Adam and Meg to push the envelope. We 
will work together to discover how far a truly integrated, 
best-of-breed search program can take our clients.
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DOSSIERKeep up to date on our thoughts and research
of these and other subjects at www.RKGblog.com. 
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10 PAID SEARCH TACTICS YOU CAN 
*STILL* IMPLEMENT TO MAXIMIZE 
SALES DURING HOLIDAY 2011

1.BID BASED ON INVENTORY 
LEVELS: 

Product-specifi c keywords often generate 
the highest sales per click in a paid 
search program, but when stock runs out, 
performance can suffer dramatically. At the 
same time, low-stock products may not need 
a marketing push to sell out. Keyword bids 
based on the amount of inventory allow you 
to save some spend or shift it to areas with an 
abundance of stock.

2.ANTICIPATE CONVERSION 
SPIKES (AND DROPS) FOR 
BIDDING:

If your bidding is heavily tied to recent weeks’ 
performance, you will underspend as holiday 
demand ramps up and overspend as it falls 
off. Use the prior year’s data as a guide for 
key dates like Black Friday and your shipping 
deadlines while keeping in mind that sales 
can shift due to changes in promotions, 
consumer sentiment and nuances of the 

calendar. If you don’t know how (or if) your 
bidding systems will handle this turbulent 
period, this is the time to fi nd out.

3.SETUP PROCEDURES FOR 
RAPIDLY LAUNCHING NEW 
PRODUCT KEYWORDS:

Acquiring a hot new product for the holidays 
can make or break the entire season, but 
if you don’t get keywords up and running 
in paid search you’ll be invisible to many 
potential customers. Ideally you’ll be able 
to anticipate and devote extra attention to 
your biggest products … but since that’s not 
always possible, you should have automated 
systems in place to recognize new products 
and apply basic — but solid — keyword 
coverage in a timely fashion.

4.NAIL DOWN THOSE PROMO 
CALENDARS:

As marketers we need to be amenable 
to last-minute promotional changes, but 
locking messaging down in advance helps 

It’s never too early (or too late) to implement changes to your paid 

search program that will ensure you get the best bang for your buck 

this holiday season. Here are 10 tips to maximize sales while meeting 

your effi ciency goals:
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ensure that it will reach its full potential. 
Delays in editorial review with the search 
engines sometimes means that time-
sensitive copy languishes unseen by your 
audience during critical periods. With a bit 
of lead time, you can skate copy through 
the editorial department in advance and 
schedule it to run at the key moment. To 
that end, Google’s automated rules are a 
convenient and reliable way to schedule 
copy changes outside of business hours.

5.IMPLEMENT GOOGLE AD 
EXTENSIONS:

Anything that can give you more real estate 
on the search results page at no additional 
cost is a good thing. Google Ad Extensions 
do just that and help to drive up click-
through rates for PPC ads. Google Sitelinks 
provides additional links under your main 
ad and can be used effectively to reinforce 
holiday messaging and promotions.

6.SEPARATE OUT A MOBILE 
CAMPAIGN AND DECIDE ON 
ITS GOAL:

Measurable conversion rates from 
smartphone users simply don’t stack up to 
those of desktop users. As mobile nears 10% 
of traffi c for many advertisers, this can 
signifi cantly affect one’s view of overall 
online performance. Since that platform’s 
value may be less direct (mobile is conducive 
to product research, store locator views, etc), 
it may be wise to treat it more like a branding 
effort than a direct response vehicle. It’s also 

important to distinguish tablet traffi c, which 
is also growing rapidly, but performs as well  
— if not better than — desktop traffi c.

7.DUPLICATE TOP KEYWORDS 
ON DIFFERENT MATCHTYPES 
AND TARGETING SETTINGS:

Keywords that exactly match user queries 
almost always perform signifi cantly better 
than broadly matched terms and traffi c 
from search partners. However, broad and 
partner terms are still valuable. Rather than 
changing the matchtype and targeting 
settings for existing terms, duplicate them 
in new campaigns and bid each according 
to their value.

8.AUDIT TOP KEYWORDS FROM 
THE LAST HOLIDAY SEASON:

Certain keywords can really take off during 
the holidays, both in potential sales and 
costs. Make sure you turn off any outdated 
terms (e.g. for products you no longer carry) 
that may have gone dormant and unnoticed 
during the rest of year. On the other hand, 
try to expand keyword terms that fl ourished 
during the previous holiday. This will improve 
traffi c during the upcoming holiday season.

9.MAKE SURE BUDGET CAPS 
AREN’T LIMITING YOUR 
PROGRAM:

Setting budget caps with the engines isn’t 
the ideal way to restrict a PPC program’s 
cost, but it’s a sensible way to provide 
an extra set of guardrails against unusual 
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spending. During holiday peaks, spend can 
often be effi ciently raised to 5-10X typical 
levels. Be sure that the guardrails keeping 
your program on track during the rest of the 
year aren’t restricting it during the holidays.

10.ORGANIZE YOUR ACCOUNTS 
TO ALLOW QUICK AND 
FLEXIBLE COPY CHANGES:

How are you likely to run promos this 
season? By brand, category, subcategory, 
or some combination? If your account
isn’t well-structured with tightly-themed 
adgroups, you could fi nd yourself mired in 
necessary copy changes to ensure that 
your copy is accurate for all the keywords it 
covers. If you’re down to the wire, start by 
paying special attention to your highest-
traffi c keywords.

BONUS: BEWARE OF BAD ADVICE!
The holidays are a hectic time! It’s common 
to get bombarded with tactical paid search 
recommendations from every direction. 
Always consider the source and its 

motivations. Whether it’s the engines or 
certain agencies, that motivation is often 
for you to simply spend, spend, spend. Say 
someone tells you “lots of people will be 
searching for ‘Free Shipping.’ Let’s run that 
as a keyword!” Consider that volume is great, 
but not all traffi c is equal. A user searching 
for ‘Free Shipping’ has low intent and is 
unlikely to convert on any given site. Your ad 
dollars will go much further on terms that 
better connect with your product offerings. 
Or say someone says, “I’ve heard good 
things about position 1 on Cyber Monday.” 
Be wary. Because conversion rates don’t 
vary materially by position, bids should be 
based on what you can afford — not where 
you’ll place in the listings. Suggestions of this 
sort usually come from the engines, which 
are likely telling your competitors the exact 
same thing in hopes of pitting you against 
your competition in a very lucrative bidding 
war. If something smells fi shy, so to speak, 
trust your instincts and consider making new 
working relationships down the road.

Mark Ballard, SENIOR RESEARCH ANALYST

MARK@RIMMKAUFMAN.COM                             
WWW.RIMMKAUFMAN.COM

LEARN MORE TODAY.  CONTACT

RIMM-KAUFMAN GROUP
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Riding the Panda: 
Prepping for Holiday SEO

On one hand, it devastated many web-based 
businesses, and that is not a trivial thing. On 
the other hand, in time it has the potential 
to improve search quality and transform the 
fi eld of information retrieval.

Panda destroyed SEO-
reliant sites that leaned 
too heavily on Google’s 
vulnerabilities. It also 
emphatically raised the 
drawbridge for entry to 
SEO as a marketing 
channel .  The new 
algorithm depleted and 
starved sites of nourishing 

traffi c, crushing them in its wake. It also 
extracted the best efforts of SEOs trying to fi nd 
solutions to the riddles. And, if I may say so, it 
has improved the quality of SEO — and even 
websites in general.

As for larger brands, Panda picked up 
where a previous algorithm, Vince, left off. It 
continued the trend of weighting authority 
metrics for head terms in which brands will 
naturally benefi t. With the upcoming holiday 
season in mind, let’s take a look at SEO 
strategies designed to make the most of 
the new Panda realities, and then consider 
7 steps to maximize your site’s performance 
at the most important time of year. 

Google’s update to the Panda algorithm in early 2011 was an enigma. It’s easy 

to list off several confusing ways it has affected SEO.

With the upcoming 
Holiday season in mind, 
let’s take a look at SEO 
strategies designed to 
make the most of the 
new Panda realities, and 
then consider 7 steps 
to maximize your site’s 
performance at the most 
important time of year.

WWW.RIMMKAUFMAN.COM
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THE BOTTOM LINE: PANDA IS 
GOOD FOR SEARCH
It isn’t my intention to minimize or neglect 
the exasperation Panda has caused for 
those sites affected. However, in the long 
term Panda is actually a good thing for the 
web, a good thing for search, and a good 
thing for SEO.

Panda is a new way of looking at websites 
that goes beyond link and authority metrics 
and beyond on-page optimization. Panda 
folds in quality, credibility, and perceived 
trust metrics. It is an evolution beyond sole 
focus on the PageRank model. Together 
with user metrics and social data, Google 
can rank websites based on a whole slew of 
scoring criteria beyond just the link graph 
and SEO on-page factors (which are still 
important). Content integrity, usability, and 
even aesthetics are all now potentially in 
the realm of SEO.

The correspondence one affiliate 
marketer had with the AdWords quality 
team was revealing, although it didn’t tie 
directly to search quality. The Google team 
wrote some instructions for judging the 
‘compliance’ of content to advertising ratios.

Content quality and uniqueness, together 
with the density of advertising on the 
page, are strong contributors to Panda’s 
algorithm. The new rules of the road 
couldn’t be more clear.

LEARNING FROM ONE MARKETER’S 
DIRECT DIALOGUE WITH THE 
ADWORDS QUALITY TEAM

The site must have user value other 
than providing ads. For example, Google 
provides web search, news sites provide 
regularly updated original content, and 
other services. To check that your website 
complies with our arbitrage policy:

1. Open the site in a new browser.

2. Expand the browser to a minimum of 
a 1024 x 768 pixel display.

3. Make sure you have minimal browser 
menus and your font is set to medium 
or normal.

4. Scroll to the very top of the page, as 
evaluation is based on what appears 
above the fold.

5. The site is considered compliant if 
the area of ads is less than or equal 
to the area of content.

Please use the instructions above to evaluate 
your entire website and, if necessary, bring it 
into compliance with our arbitrage policy. If 
you’re not in compliance, you may receive 
a low landing page quality score, which 
can negatively affect your Quality Scores, 
cost-per-clicks, and ad positions.

RIMM-KAUFMAN GROUP
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HOLIDAY SEO STRATEGY FOR PANDA
First, a disclaimer: I would never recommend 
to any client that the core strategy focus 
on ‘optimizing for Panda.’ It is shortsighted 
to rank pages based on a single algorithm 
change, no matter how profound. I can bear 
witness on behalf of our clients: what has 
worked in the past continues to be effective. 
That said, any web team that has been 
affected by Panda would strongly disagree 
with Google’s Amit Singhal, who advises 
that sites should “focus on delivering the 
best possible user experience … and not … on 
what [you] think are Google’s current ranking 
algorithms or signals.” 

Websites are in fact forced to make strategic 
changes based on the latest algorithm 
change from Google. It’s unfortunate, but 
it’s a fact. Still, the message – to focus on 
creating a stellar user experience – is spot-
on. But of course it can be diffi cult when an 
algorithm slices a company’s lifeline, causing 
revenue (and morale) to plummet. 

Matt Cutts told Wired, in that famous 
interview, that Panda “does contain signals 
that can be gamed.” However, to rush 
headlong into reverse engineering of Google’s 
algorithm would be patently foolish, as would 
any attempt to spend precious time and 
resources optimizing solely for Panda. Instead, 
let’s explore some potential areas that we 
suspect are important with this change. 

Before we get into details here, let’s go back 
to Google’s Singhal, who warns that if the 
site has “duplicate, overlapping, or redundant 

articles on the same or similar topics with 
slightly different keyword variations,” it could 
be in danger of a Panda punch. Along with 
saturation of advertising and lack of unique 
content, this redundancy is the core issue for 
most sites. Here are the major factors we’re 
seeing with Panda:

1. Affi liate links and ad units
Ensure the ratio of affi liate links to 
nonaffi liate links is not too high. These 
links can be a trigger. Advertising is also 
a factor, so ensure the content-to-ad ratio 
makes for a good user experience. When 
in doubt remove advertising from some 
positions, especially above the fold, or 
where returns are nominal compared to 
your primary placements.

2. Low-quality or thin content
Remove these URLs, but carefully. The 
removal should be done deliberately 
and methodically, especially if there are 
thousands of URLs or more. Use a robots.
txt fi le, robots meta 
noindex tag, or return 
a 410 or 404, and 
place that content 
on a separate sub-
domain or domain. 
These are the most 
effective tactics to 
employ. 
Do not annotate this 
low-quality content 
with link canonical 

However, to rush headlong 
into attempting a reverse 
engineering of Google’s 
algorithm would be 
patently foolish… Instead, 
let’s explore some potential 
areas that we suspect are 
important with this change.

WWW.RIMMKAUFMAN.COM
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tags or attempt to 301 it elsewhere. I 
strongly recommend investigating each 
of the options above, with extra attention 
on removing the content entirely (and 
returning a 410 or 404 status code). 

3. Canonicalization
If content is being syndicated, is sourced 
from elsewhere, or has signifi cant 
duplication on-site or off, tactics 
should be implemented to send strong 
canonical signals. Use of rel canonical 
annotations, on-page messaging, and 
even ‘meta noindex, follow’ are all 
potential candidates here.

4. Site speed
Beyond only a good user experience, site 
speed was announced as a ranking factor 
well prior to Panda. Focus here because 
we suspect this to be more important now. 
In our research of the ecommerce vertical 
specifi cally, we found sites loading 3.5 
seconds or faster may have a competitive 
advantage. The average load time in our 
study was just over 4 seconds.

5. Quality
This is the hardest part. Sites must make 
the effort to contribute value to the 
web in the form of frequently published 
resources, information, guides, images, 

videos, or whatever. Sites serious about 
SEO need to commit to an editorial 
schedule and continually produce.

6. Social signals
Facebook “shares” and “likes,” Twitter 
activity, Google “+1” use, and quality 
links from social networks are of 
paramount importance.

7. Search result pages
For years Google has publically stated 
that they disapprove of search results 
in their search results. However, search 
results have long worked in Google 
to some extent. With Panda it seems 
Google dialed it up a notch on search 
results, and we’ve watched at least one 
site suffer here.

The new SEO is about pushing your best-
quality material and completely removing 
low-quality or overhead pages from the 
indexes. This means it’s no longer as easy 
to compete by simply producing pages at 
scale — unless they’re created with quality 
in mind. Therefore, for some sites SEO has 
gotten a whole lot harder.

That said, it is certainly not too late 
to improve your site — and your fi nancial 
performance — in the upcoming holiday 
season. It’s time to get to work.

8

Adam Audette, PRESIDENT
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24 TOP PAID SEARCH 
METRICS EXPLAINED

TITLE

In our discussions of paid search, we’re often 
quick to throw around abbreviations and 
terminology that may not be instantly 
discernible to all audiences, so we thought 
we’d offer a primer on paid search metrics.

While much of the jargon of paid search 
overlaps with that of other marketing 
channels and business in general, there 
are a few items here that are PPC-specifi c. 
For those who are new to or have just a 
casual connection to any of these fi elds, 
there may be only a few items here that are 
familiar. To those who are well acquainted 
with these metrics, hopefully we can offer a 
few tips here and there that will make this 
worth your while.

TRAFFIC METRICS:

Impression – An impression occurs when 
your paid search ad appears on the search 
engine results page (SERP). Impression data 
is provided by the engines via their online 
interface or through API reports.

Click – An easy one – clicks are when 
the user clicks on your ad and visits your 
landing page. Again, this data is provided by 

the engines, but it can also be determined 
by on-site analytics, often with greater 
detail about the user.

Click-through Rate (CTR) – CTR is the 
ratio of the number of clicks your ad has 
to the number of impressions it receives 
(Clicks/Impressions). Click-through rate is 
strongly infl uenced by the position of your 
ad on the SERP and your company’s name 
recognition, but compelling ad copy also 
provides a boost. High level CTR trends can 
be deceiving so take caution in your analysis.

Average Position – This is the average 
position where your ad appeared on the 
SERP with the top position on the page being 
1. Because of the nature of the auction and 
increasingly personalized results pages, it can 
be diffi cult to interpret the average position 
metric in isolation. For example, an ad with ten 
impressions in position 1 and one impression 
in position 10 will have an average position of 
1.8. Also, it’s possible that increasing an ad’s 
bid will end up lowering its average position. 
Google has recently provided a new data 
segmentation option that provides a bit more 
insight on ad position.

We typically focus on more advanced marketing tactics and deeper 

analysis of the advertising business, but every now and then it’s nice 

to take a step back and address more fundamental topics. 

WWW.RIMMKAUFMAN.COM



Cost Per Click (CPC) – CPC is the average 
amount the advertiser pays for a click. 
This should be distinguished from the 
advertiser’s bid or max CPC, as actual CPCs 
will typically come in lower than the bid due 
to the nature of the PPC ad auction.

Marginal/Incremental Cost Per Click – 
Since CPC is just an average and there are 
diminishing returns to additional ad spend, 
the advertiser may fi nd they are spending 
a great deal more per click than their 
average CPC for their last dollars spent. 
Viewing this marginal CPC in data from a 
tool like Google’s Bid Simulator can reveal 
opportunities to shift spend across one’s 
keyword portfolio.

Cost Per Mille (CPM) – CPM is the cost 
per thousand ad impressions. Though not 
commonly associated with paid search, 
some advertisers may wish to compare their 
effective CPM for PPC to other channels 
where pricing is determined by impressions 
rather than click costs.

Impression Share (IS) – Impression Share is 
the ratio of the impressions your ad received 
to the number of possible impressions it 
could have received. Budget restrictions and 
low ad rank will decrease your impression 
share, but having a high IS shouldn’t be the 
goal in and of itself. If your ads are of high 
quality, budget is not restricting their display 
and you are bidding what you can afford, IS 
speaks more to the level of competition you 
face than anything else.

CONVERSION METRICS:

Revenue/Sales – Used interchangeably, 
the terms revenue and sales can apply to 
the value of orders placed with or without 
discounts and shipping & handling included.

Margin – Margin, or Gross Profi t, is 
expressed in dollar terms and is defi ned as 
(Revenue – Cost of Goods Sold). Running 
a paid search program based on Margin 
fi gures can provide a more direct impact on 
profi tability by taking into account variable 
margin percentages across products and 
product lines.

Leads – For some advertisers, the goal of an 
advertising campaign is to reach qualifi ed 
individuals to pursue for a long-term 
commitment (insurance, bank account, etc.) 
or purchase farther down the road (B2B, 
high ticket items). In these cases, rather 
than Orders, the key conversion measure is 
a Lead. This can include an email signup, 
application completion or request for 
information among others.

Conversion Rate (CR) – CR is the ratio 
of the number of Orders or Leads to the 
number of ad Clicks. Aggregate conversion 
rates in paid search depend heavily on the 
competitiveness of your product offering as 
well as your ability to determine value across 
your keyword portfolio. Conversion rates do 
not vary signifi cantly by ad position.

Revenue Per Click (RPC) or Sales Per 
Click (SPC) – RPC is the average amount of 
revenue generated per click. For advertisers 
looking to hit a revenue-based effi ciency goal, 
predicting RPC accurately will determine what 
CPCs can be afforded and how to set bids.

Revenue Per Impression (RPI) – A 
useful measure for copy tests, Revenue Per 
Impression accounts for both the CTR and 
RPC differences one might see between 
two copy versions.

Average Order Value (AOV) – AOV is 
Revenue/Orders and it can be useful for 
determining how promotions should be set 

10 TOP PAID SEARCH METRICS EXPLAINED
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up to incentivize shoppers to spend 
more than average and as a contrast to 
conversion rates in analyses (Are shoppers 
purchasing at the same rates, but spending 
more/less per order over time/seasonally?)

EFFICIENCY METRICS:

Ad Costs to Sales (A/S) – Ad Costs/
Sales is a ratio used as an effi ciency target 
for many paid search programs. It is often 
used as a proxy for more direct measures 
of profi tability, but it can be useful for those 
seeking to maximize top-line revenue over 
bottom line considerations.

Return on Ad Spend (ROAS) – Most 
commonly, ROAS is simply the inverse of 
A/S or Revenue/Ad Costs.

Return on Investment (ROI) – In the 
paid search world, ROI is frequently used 
synonymously with ROAS, but it is best tied 
as directly as possible with profi t measures. 
A typical ROI calculation is: (Gross Margin 
– Ad Costs – Variable Expense)/Ad Costs

Ad Costs to Margin (A/M) – The Ad 
Costs/Margin ratio is another common 
effi ciency target metric that provides a 
more direct view of profi tability than A/S.

Cost Per Lead/Order (CPL/CPO) – Leads 
may not ultimately pay off for months or even 
years, so Lead generating advertisers need 
an effi ciency metric they can steer by today. 
If the advertiser can estimate the value of 

a Lead they can aim for a Cost/Lead target 
that meets their desired profi tability goals.

OTHER CONSIDERATIONS:

Quality Score (QS) – QS is a ranking the 
engines assign to your ad based on their view 
of its quality. It is used along with your bid 
to determine where your ad will rank on the 
SERP. Though all details of the QS assessment 
are not known, it is largely a function of 
historical CTR among other relevancy factors. 
A view of QS is available for keywords via the 
engine interfaces and API.

Cost of Goods Sold (COGS) – COGS 
is the direct cost to the advertiser for 
the products they are selling. Used for 
determining Margin, it does not include 
variable costs for labor, distribution, etc.

Revenue Per Search (RPS) – RPS is the 
amount the engines make for each search 
and refl ects how well they are monetizing their 
traffi c. A higher RPS is not necessarily benefi cial 
to advertisers, but a relatively low RPS, as seen 
since the Search Alliance, suggests valuable 
traffi c is not being fully reached.

Lifetime Value (LTV) – Lifetime Value 
estimates the full value of a customer 
by forecasting future revenues they will 
generate. Incorporating LTV into effi ciency 
calculations allows the advertiser to be 
more aggressive with their bidding and 
reach a greater audience.

Mark Ballard, SENIOR RESEARCH ANALYST

MARK@RIMMKAUFMAN.COM                   
WWW.RIMMKAUFMAN.COM

LEARN MORE TODAY.  CONTACT
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MOBILE TRAFFIC PATTERNS 
IN PAID SEARCH 
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We’ve previously discussed the performance 
gap between desktop and mobile paid search 
ads and noted that issues both technological 
(tracking, unoptimized mobile sites) and of 
user intent (local focus, research only) are 
leading to low online conversion rates from 
mobile users.

In trying to get a read on the balance 
of those issues and as a consideration of 
the incrementality of mobile traffi c, we’ve 
seen others, including Google, contrast time 
of day and day of week usage patterns by 
device. Not content to rely upon the data of 
others, we decided to take a look ourselves.

Before going any further, we should point 
out that due to differences in user behavior, 
we are making a distinction between mobile 
and tablet devices, with the former essentially 
meaning smartphones and the latter being 
something that looks a lot like an iPad. Google 
is making changes in that direction, but when 
they and others refer to “mobile,” they are 
often lumping the two together.

TIME OF DAY USAGE

Below are hourly ad click levels by device 
for a basket of our paid search clients. 
Because desktop still dominates all traffi c, 
these fi gures are normalized such that the 
average hourly level for each is aligned.

We get a different impression of mobile 
usage patterns here than we’ve seen 
presented by others. In our data, mobile 
ad clicks trend pretty similarly to desktop 
throughout the day. If we subscribe to the 
argument that mobile trending differently 
than desktop is an indication of its 
incrementality, this would be a strike against 
that notion. Rather than mobile traffi c ebbing 
and fl owing inversely to desktop as users 
fi nd themselves with or without access to a 
traditional computer, both trends appear to 
owe far more to our circadian sleep rhythms 
and work schedules.

Tablet traffi c, on the other hand, does 
show an obvious divergence from the 
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With smartphone adoption and mobile internet usage continuing 

to grow at a rapid pace, it is increasingly imperative for advertisers 

to understand the nuances of this market segment and adapt their 

strategies to ensure their ad dollars are providing value on all fronts. 
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patterns seen in mobile and desktop. It 
looks like iPad users are hesitant to risk 
toting their prized possessions around town 
as tablet ad traffi c hits a plateau during the 
work day, but then begins to spike as those 
of us on the East Coast start returning 
home from work. Consumers don’t appear 
hesitant to use their tablets in bed though, 
as tablet traffi c between 9 and 11pm ET 
runs more than double the tablet average 
for the rest of the day.

Viewing both mobile and tablet traffi c 
in relative terms to desktop accentuates 
the hourly trending differences and may 
ultimately be more actionable for advertisers. 
Here we are looking at ad click share by hour:

Mobile share clearly spikes late at night 
and into the early hours of the morning. 
For these clients, mobile comprises a low of 
around 5% of all paid click traffi c at 10am 
and highs of around 9% between 1am 
and 5am. Though not obvious in the graph 
above, tablet traffi c share undergoes an 
even greater swing in percentage terms with 
a low of around 1.5% in the early afternoon 
and a high of nearly 4% around midnight.

Again, from what we are able to measure 
directly, mobile traffi c simply does not 

perform nearly as well as desktop or tablet 
traffi c. Advertisers using dayparting in their 
bidding should be segmenting out mobile 
in their campaigns and analyses to ensure 
that any ROI patterns seen throughout 
the day are not simply a result of relative 
changes in the amount of mobile traffi c.

DAY OF WEEK USAGE

Looking at day of week traffi c trends, 
we see a picture that’s more consistent 
with the general wisdom that mobile traffi c 
trends very differently from desktop. To 
start, we again look at normalized click 
levels with average daily clicks aligned for 
each device type:

Both mobile and tablet clicks show 
a relative spike on the weekend, while 
desktop clicks peak on the Monday return 
to work before consistently falling through 
Saturday. These fi gures are a little noisy as 
we are only looking at a 5 week period, but 
the weekend effects were consistent across 
clients including the surprisingly deep nadir 
in tablet clicks on Fridays.

Considering that issue, we are looking 
at ad clicks and all devices show below 
average traffi c on Fridays, suggesting a 
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lower propensity for shopping in general. 
The hourly traffi c data also suggest that 
tablet usage has the strongest link to times 
when we would expect a shopper to be at 
home (i.e. not Friday).

Looking at click share by day, our mobile 
and tablet fi gures are smoothed out by 
being put in context to desktop:

Tablet traffi c share is pretty consistent 
throughout the work week before spiking 
over Saturday and Sunday when users are 
most likely to be home. Mobile traffi c share 
also spikes over the weekend, but only after 
making gains late in the week when users 
are more likely to be out, but not at work.

Once again the most actionable takeaway 
from this type of analysis is probably in ad 
bidding. Any algorithms or rules attempting 
to apply week-parting should be cognizant 
of changes in mobile share by day as it has 
the potential to skew overall ROI.

MOBILE INCREMENTALITY

Attempting to infer the precise incrementality 
of mobile traffi c based on usage patterns 
alone is a bit ambitious, but the data suggest 
that a substantial percentage of mobile 
usage occurs during times when users likely 
have access to multiple devices. In those 
cases, mobile traffi c can be considered 
cannibalistic of desktop to a large extent, 
but that assessment may ultimately be more 
important to web development priorities and 
attribution analysis than advertising tactics.

Your target audience exists across mobile, 
tablets and desktop in some combination at 
all times and if you’re not in each space, 
you’ll be losing out on some portion of 
your potential traffi c. Mobile vs. desktop is 
very different from paid search vs. organic, 
where a weak showing on one front can 
be compensated for by the other for each 
individual search. We wouldn’t expect a 
large percentage of users to switch devices 
just to see better search results.

Whether or not a mobile ad click today on a 
particular keyword would have been a desktop 
click three months ago or whether it is entirely 
new traffi c, it is still a mobile click now with all of 
the challenges we face in getting a conversion 
from a user on a tiny screen. Making sure your 
website and advertising efforts are positioned 
well to appeal to users no matter how or where 
they choose to browse the web is critical. 
Google claims that 79% of large advertisers 
don’t currently have a mobile site. That just 
won’t cut it for long and it’s a real opportunity 
for everyone else to gain some ground.

Mark Ballard, SENIOR RESEARCH ANALYST

MARK@RIMMKAUFMAN.COM  
WWW.RIMMKAUFMAN.COM
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Building the Business Case 
for Advanced Marketing
Achieving Granularity – and Context – in Customer Analysis Programs

CUSTOMER PROGRAMS 
ARE BEST MEASURED AT THE 
CUSTOMER LEVEL
There is so much written about the
importance of “the customer.” Customer 
experience, customer centricity, the entire 
social thing, it’s all about customers. 
However, very little measurement and 
evaluation is done at the customer level. 

Well-meaning analysts often trot out 
“proof” that a given “customer” approach is 
the road to the promised land by analyzing 

impressions, visits, clicks, etc. They’re 
looking at visitor-level data as opposed to 
customer-level data.  

Unfortunately, most web analysts are 
trained to look for expressed behavior, not 
the lack of behavior, or a behavior that has 
been discontinued. Recency is predictive of 
future behavior; and lack of behavior is often 
just as important as expressed behavior 
when trying to understand customers. 

Further, just because an event of some 
kind happens in the stream of web activity 

Customer behaviors expressed through a web interface are not necessarily relevant to 
the future behavior and value of the customer. One of the earliest and most widely 
publicized incidents of this was demonstrated through Amazon gift purchases. People 
who purchased gifts through Amazon – often totally unrelated to their interests – received 
direct marketing in that category from Amazon continuously over time, even though they 
were not interested in the category. Ultimately, the marketing failed and the customers 
never purchased from the category again.

In other words, analyzing visits gave the wrong message about the customer.
This problem was eventually solved when Amazon started using Recency – a classic 

customer behavior metric – to drive the predictive power of the cross-sell program. By 
leveraging recent behavior to infl uence suggestions, Amazon’s program improved both 
in terms of sales and customer experience. 
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does not mean the event had any effect 
on the future behavior of the customer. 
The only way to confi dently measure 
potential impact of a marketing touch is 
at the customer level, by comparing the 
behaviors of customers who were exposed 
to an event with the behavior of customers 
who were not exposed to the same event 
or marketing. Or, modeling different mixes 
of events against customer behavior over 
time, a “marketing mix” model of sorts.

MY IMPACT IS BIGGER THAN YOURS
Consistency in metrics is the key. You can’t 
make direct comparisons on the value of 
different programs if they all use different 
metrics. For example, what is the value 
generated by investing in a service-oriented 
customer centricity program versus an 
experience-oriented or social marketing 
program? In the end, they fi ght for the 
same budget dollars; don’t we need a way 
to compare the value generated by each?

These issues are not new and our offl ine 
direct marketing measurement friends 
have been dealing with these questions for 
decades. So we can peel off and use some 
of the most actionable basic customer 
measurement ideas from these experienced 
direct marketers.

Unfortunately, the web analytics software 
world has been slow to catch up with a lot 
of these measurement ideas. Access to a 
unifi ed web analytics/customer database 
would be best for exploring these ideas. But 
if that’s not available, it doesn’t mean you 
can’t explore and prepare for the future.

For starters, dump a period of orders 
from the order management system 
into a spreadsheet. Run the same query 
against the CRM database. Look up 
individual cases in the customer service 
or lead management systems. This is the 
way analysts make breakthroughs and 
how business cases are built. If key web 

segmentation data (campaign codes, etc.) 
doesn’t make it into the back end, ask why. 
If form data crosses over, how hard could it 
be to send a campaign code, login, or other 
critical segmentation data? With proof 
of value, you can then pitch an advanced 
web analytics tool, or systems, processes, 
people, whatever you need to make it easier 
to analyze customer-level data.

GET ON THE GRID
Online marketers often toss around 
customer measurement concepts like 
Recency, Frequency, Monetary value 
models (RFM) or LifeTime Value (LTV) when 
they don’t have a clear vision of how to 
take action, so all this commentary is not 
very useful. What is needed is a deeper 
understanding of actual customer behavior; 
without this understanding, there cannot be 
profi table action taken.

To help drive deeper understanding leading 
to action, let me share a customer analysis 
“hack” with you I call LifeCycle Grids. While 
many will talk of how “complex” customer 
analysis is, there are certain variables that 
show up in most every model that help defi ne 
powerful segmentation and campaign trigger 
points. Using a simple cross-tab of two of these 
variables – Frequency and Recency – yields a 
simple, actionable model that provides a lot of 
power using few resources.

LifeCycle Grids take the same 
fundamental drivers behind LTV and RFM 
thinking and combines them to classify 
customer states based on the two most 
actionable vectors in customer analysis – 
the Current Value of the customer, and the 
Potential or Future Value of the customer. 
These values are used to determine the 
customer “state,” which implies the most 
profi table marketing approach to use 
with the customer.

The most common name for these 
customer “states” are active, lapsing, lapsed, 

16
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and defected. There’s nothing magical 
about these names and you certainly can 
use your own; what’s important is that you 
have a standard defi nition for customer 
states that can be used across any program 
or platform or channel, for any action - and 
that’s what the LifeCycle Grid provides.

The output is a standardized customer 
LifeCycle “dashboard” that allows comparisons 
of customer value between different segments 
to be made more easily. The LifeCycle Grid 
approach works for both relatively short and 
long-term observations and is easy to represent 
either numerically or graphically. And because 
it uses fi nite thresholds based on customer 
activity, the same calculations that create the 
dashboard can be used to actually drive or 
trigger actions. 

Thus, the reporting dashboard is actually 
the “controller” as well. 

CREATING THE LIFECYCLE GRID
To create a LifeCycle Grid, you only need 2 
customer variables for the action.

Frequency – the number of times the 
action has taken place during a specifi c 
time frame, often a year or two for 
purchases but for short-cycle behavior like 
email clicks or comments, a time frame as 
short as 3 months. Frequency represents 
Current Value; you could substitute “Sales 
or Profi t to Date“ if more appropriate.

Recency – how many days or weeks since 
the action last took place. Recency is 
predictive; the more recently an action took 
place, the more likely it is the customer will 
engage in this action again. The more likely 
the action is to take place, the higher the 
Potential or Future Value of the customer.

The LifeCycle Grid is simply a cross-tab of 
these two variables for each customer, with 
the counts for each cell bounded by stated 
defi nitions for Frequency and Recency. 
These boundaries are not “magic” and can 

be set at any behavioral threshold. Over 
time, and after seeing the results of testing, 
you can move the boundaries to better 
refl ect changes in the actual behavior of 
your customers for the action being profi led.

Here’s an example of the LifeCycle Grid 
for an online retailer, using cell boundaries 
that are common for profi ling purchases:

Recency, or Days Since Last Action (in 
this case, purchases) is the horizontal axis. 
Frequency, or Number of Actions, is the 
vertical axis.

Let’s walk through the meaning of the 
colored regions.
Green: Low Recency, High Frequency – Best 
customers highly likely to purchase again 
soon. Generally, heavy discounting to these 
customers just erodes margins, because 
they are highly likely to buy anyway. Special 
VIP treatments and exclusivity drive activity 
with these customers. This customer state is 
generally referred to as “High Value Active.”
Orange: High Recency, High Frequency – 
Former Best customers who if stimulated 
to purchase might become best customers 
again. Often, these are customers who 
have experienced dissatisfaction through 
Service and would be Best Customers if 
only someone paid attention to them. This 
customer state is generally referred to as 
“High Value Lapsed.”
Yellow: High Recency, Low Frequency – New 
customers; jury is still out on their value. 
Hopefully, they will continue to buy and 
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Recency
Days Since Last Action

Frequency
# of Actions

 25+ Units 45 62 97 178 245 374 1001
 10—24 Units 102 224 312 489 634 721 2482
 4—9 Units 154 338 435 678 768 934 3307
 3 Units 478 502 532 897 978 1217 4604
 2 Units 1073 1156 1267 1543 1876 2389 9304
 1 Unit 1578 1754 1971 2245 3543 4245 15336

 Totals 3430 4036 4614 6030 8044 9880 36034

181+
Days

121-180
Days

91-120
Days

61-90
Days

31-60
Days Totals

<30
Days
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move up in Frequency. “Welcome” programs 
and behavior-based upsells work here. This 
customer state is generally referred to as 
“Low Value Active.”
Pink: Low Recency, Low Frequency – Poor 
quality customers, unlikely to respond or 
buy from you again. Very smart marketers 
can sometimes grind out some profi t here, 
but it’s very tough and often a waste of 
resources; these are often the folks that mark 
your emails as “spam.” This customer state is 
generally referred to as “Low Value Lapsed.”

Customers generally move through the 
Grid from right-to-left as time passes and 
the days since last action variable grows 
larger, e.g. for the action being profi led, no 
action for 60 days, no action for 120 days, 
no action for 180 days. Customers in the 
center columns could generally be referred 
to as “lapsing,” since they are moving from 
the Active state (right side of Grid) to the 
Lapsed state (left side of Grid). Customers in 
the far left column of the Grid are generally 
referred to as “defected,” since no activity 
has happened in over 6 months (in this case).

There’s nothing magic about 180 days 
and you can set that threshold to whatever 
level you fi nd useful. For example, let’s say 
you are profi ling the action “clicked on email 
link.” Testing has established that customers 
who have not clicked an email link for over 
180 days rarely click on an email link again. 
So, for this action, 180+ days would be a 
good defi nition of “defected” to use for 
the far left column of the Grid. In customer 
state speak, this means the Potential Value 
of these customers, in terms of clicking on 
an email link, is extremely low.

PUTTING YOUR LIFECYCLE GRIDS 
TO WORK
The LifeCycle Grid approach is extremely 
benefi cial in terms of linking presentations, 
plans, and results. People can literally point 

to a segment in the LifeCycle framework 
and say, “Let’s deliver message X to each 
person from segment Y that’s entering 
Customer State Z” and see the results right 
where they pointed to when the LifeCycle 
Grid dashboard is updated.

ACQUISITION – PPC, DISPLAY, FEATURED 
PRODUCTS, ETC.

First, I would start with driving some 
understanding of your customer base by 
running specifi c populations through the 
Grid analysis. For example, for any particular 
time frame, profi le Recency and Frequency 
for all the customers who:

• Became new customers through 
campaign X in month Y with offer Z

• First purchased from the same category 
12 months ago

• Made their fi rst comment 3 months ago

• Joined the email list 6 months ago

The fi rst time you see this data, your mind 
will swim with ideas. 

For example, at 91 – 120 days after 
fi rst purchase, why do certain campaigns 
or categories create a disproportionate 
percentage of poor quality customers (Pink 
area)? Likewise, why do certain campaigns 
or categories create a disproportionate 
percentage of high quality customers (Green 
area)? What would happen if we switched 
money and effort from the campaigns that 
create Pink Customers to campaigns that 
create Green Customers?

Please note from the examples above that 
to be an effective tool, the Grids should be 
used to profi le acquisition quality over time. 
This is a core idea in customer acquisition 
analysis; what variables surrounding the 
acquisition of the customer (media, offer, 
product) infl uence the value of a customer 
in the future?

THE CASE FOR ADVANCED MARKETING
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RETENTION – EMAIL, SERVICE, 
EXPERIENCE, PRODUCT MIX

Next, based on this new understanding of 
your customer base, try creating campaigns 
and targeting cells in the Grid.

For example, what about the 897 
customers in the upper left cell of the Yellow 
area (New Customers)? They’ve made 3 
purchases but are lapsing, about to enter 
the poor quality customer area of the Grid. 
What is the best, most profi table offer to 
make people in this cell?

Or, those 97 customers in the upper 
right of the Orange square, Former Best 
Customers. Why does a customer who 
has purchased over 25 times stop buying? 
Wouldn’t you like to know? How about 
a survey? And based on the results of 
the survey, can you create some kind of 
customer-centric effort to solve whatever 
problem caused them to stop buying?

Can you reduce the percentage of 
customers in the orange region of the Grid?

Finally, once you test ideas and fi nd out 
which approaches generate incremental 
profi ts for a cell in the Grid, you can 
automate delivery of the program as 
customers enter that cell of the Grid. Simply 
trigger campaigns based on the Recency 
and Frequency boundaries of a cell each 
month. Then run your LifeCycle Grids to 

map the customer state changes caused 
by your campaigns, and show management 
how you are growing the percentage of 
customers in the upper right hand corner 
– the Best Customers (Green) – while 
decreasing the percentage in the Orange 
and Pink regions.

This is the classic “sense & respond” 
approach to customer marketing 
communication – right message, right person, 
right time.

SUMMARY
LifeCycle Grids are a simple and very 
actionable way to start getting involved in 
customer analysis. The Grids can be used 
for both customer acquisition and retention 
analysis, for any action that creates value, 
across any platform.

Beyond the immediate and specifi c 
value of understanding what media, offers, 
products, content etc. create high value 
and low value customers, there is a second, 
ecosystem-wide value to LifeCycle Grid 
analysis. By using a standard and widely 
accepted defi nition of customer value, the 
grids allow a direct comparison of value 
creation efforts across a wide variety of 
different marketing and service programs, 
online or offl ine, leading to the optimization 
of not just programs but the entire enterprise.

THE CASE FOR ADVANCED MARKETING
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The fi eld of private sale websites cater-
ing to the travel industry is growing 
exponentially. There are now more than 20 
well-established websites promising con-
sumers exclusive access to chic vacations 
at discounted prices (Fig. 1). While there is 
no question that these sites have gained 
favor with consumers, their appeal to 
suppliers is more complex. 

In order to participate in private sale 
sites such as Gilt Group’s Jetsetter, travel 
suppliers must temporarily surrender exclu-
sive access to their best promotions. This 
requires careful consideration: on one hand, 
participation in this potentially-lucrative 
area requires exclusive access to the lowest 
available rate, which can stifl e P&L growth; 
on the other, increasing consumer interest 
by participating in the private sale could 
represent valuable consumer access.

In order to formulate the right private 
sale strategy, suppliers must experiment to 
evaluate the effectiveness of the channel 
for their goals.

For the travel supplier, a private sale 
should deliver:
• Controlled Access to New Consumer 

Segment(s) 
• Increased Yield 
• Ancillary Marketing Value 
To help travel suppliers understand what 

is being delivered for them, we’ve developed 
8 key questions to help travel suppliers 
evaluate the effectiveness of joining private 
sale sites.  

CONTROLLED ACCESS TO NEW 
CONSUMER SEGMENT(S)

1. Did performance of other distribution 
channels suffer during the course of 
a private sale? There’s no question that 
deep discounting will drive an increase in 
bookings. In the private sale context, the 
key is to determine if the promotion drives 
incremental bookings without cannibalizing 
other (more profi table) distribution channels.   

2. What percentage of private sale 
guests were on your marketing lists to 
begin with?  It’s important to disentangle 
the effect of the extreme promotion from 
the consumer access provided by the pri-
vate sale. If there is signifi cant list overlap, 
it may be equally effective and less costly to 
selectively expose deep discounts sparingly 
via email campaigns. 

3. Who are the guests most likely to 
book with private sale? For example, a 
luxury supplier may seek controlled access to 
younger, more price-conscious consumers,  or 
a ski lodge in Switzerland may wish to attract 
more international guests. To measure suc-
cess, travel suppliers must collect information 
about the guests who book with private sale 
and use this to target the advertising.  

INCREASED YIELD

1. Did overall yield improve for the 
dates offered in private sale? It’s impor-
tant to determine if a private sale improves 
occupancy enough to compensate for its 
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effect on average daily rates. To examine 
this, suppliers can select two sets of dates 
with similar ADRs and occupancy rates and 
run a private sale for one set and not the 
other. The difference in yield can serve as 
an estimate of the economic value of pri-
vate sale participation.   

2. How valuable are private sale guests 
once on property? In casino and resort 
environments, where room rates encompass 
a smaller percentage of total revenue, it’s 
important to determine how overall guest 
value for private sale customers compares 
to that from customers booking through 
other distribution channels. Are private sale 
guests so excited by their discounted room 
rate that they splurge on restaurants and 
entertainment? Or are they simply more 
price-conscious and unlikely to provide 
much value beyond the cost of lodging? 

3. What is the lifetime value of private 
sale guests? To determine this, travel 
suppliers can utilize leading indicators like 
loyalty program signups — but should also 
plan for future analysis of retention rates of 
private sale customers. 

ANCILLARY MARKETING VALUE   

1. Does private sale presence improve 
brand awareness? Many private sale sites 
offer valuable consumer experiences with 
professionally curated content. Accordingly, 
it’s reasonable to expect that presence on 
these websites may have positive effects 
on brand awareness, interest, and recall. 
To analyze this, travel suppliers should look 
for measurable lifts in direct site traffi c, 
branded search demand, call center volume, 
and social media mentions surrounding the 
dates of private sale. 

2. Does private sale presence improve 
bookings in direct channels?  If private 
sale presence improves active brand inter-
est then it becomes important for suppliers 
to quantify the value of that interest. To 
do this, suppliers can examine conversion 
volume from brand search and direct site 
traffi c sources and in their call centers sur-
rounding the dates of private sale. 

WHAT THE ANSWERS MEAN TO 
TRAVEL SUPPLIERS 

A supplier’s ability to drive direct book-
ings with search hinges on price control, 
which is greatly disrupted by the fl ash sale 
model. RKG works with leading travel sup-
pliers to increase share of direct bookings 
through organic search optimization and 
paid search marketing. We’re closely track-
ing the role of fl ash sale in the travel market 
to understand its effect on the direct op-
portunity available in search. 

Private Sale Websites  Flash Sales Websites
for Travel for Travel 
CheapTickets Bloomspot Travel 
InsiderTrips  Exclusively
Itinerie  Facebook Travel Deals 
Jetsetter  FamilyFinds 
Off&Away  Groupon Getaways 
Orbitz Insider Steals HauteLook Getaways 
Overstock Vacations  Ideeli Travel 
SecretEscapes  Living Social Escapes 
SniqueAway  Mamapedia 
Spire  Rue La La 
Tablet Hotels  Vaniti 
TravelZoo  Zozi 
Travesse  
Trazzler  
TripAlertz  
Trippo  
Trippr  
Vacationist  
Vamoose 
Voyage Privé  
Yuupon  
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GOOGLE INSIDE ADWORDS ON PLAS

INSIDE ADWORDS (IA): WHAT 
INITIALLY DREW YOUR INTER-
EST TO PRODUCT LISTING ADS?

Matthew Mierzejewski (MM): We have 
many retail clients who are looking for 
scalable ways to increase their presence in 
search. Because Google managed the target-
ing for Product Listing Ads, we wanted to see 
how much incremental traffi c we could gather 
outside of our existing keyword-targeted 
campaigns. Also, the prominent ad listings 
with highly relevant product images are an 
extremely attractive ad space to play in.

IA: WAS THE IMPLEMENTATION 
CHALLENGING?

MM: Most of our retail clients are already 
using Merchant Center to get free traffi c in 
Google Product Search. For those clients, 
the basic CPC implementation was pretty 
simple. Furthermore, working with Google 
to implement some additional attributes 
was helpful and has allowed us to accurately 
track and improve our ROI.

IA: HOW MUCH INCREMENTAL 
TRAFFIC SHOULD AN ADVER-
TISER EXPECT FROM PRODUCT 
LISTING ADS?

MM: It varies a fair amount based on product 
category and bid level, but we see some cli-
ents getting up to 10% additional traffi c from 
Product Listing Ads. These are clients who 
have already done a lot of work with their 
core keyword-targeted accounts, so it was 
great for them to have another tool available.

IA: HOW DO THE CONVERSION 
RATES FOR PRODUCT LISTING 
ADS COMPARE TO KEYWORD-
TARGET TEXT ADS IN SEARCH?

MM: We’ve seen conversion rates up to 10% 
higher on Product Listing Ads compared to 
average text ad conversion rates. Taking it 
one step further and looking at queries that 
serve both a Product Listing Ad and a text 
ad to the same product-level landing page, 
we’re seeing Product Listing Ads in some 
cases with a 30% higher conversion rate. 

On June 16th, 2011, Dan Friedman from Google’s Inside Adwords 

Team interviewed RKG’s VP of Client Services, Matthew Mierzejewski 

about RKG’s experience and success using product listing ads 

for client accounts. The interview, republished here, originally 

appeared on Google’s Inside AdWords blog (http://www.rkg.co/pla).
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With all other elements being held equal, we 
conclude that since the user is able to see 
the exact item of interest, price, and often a 
promotional message, they are more likely 
to convert per click in Product Listing Ads 
versus text ads.

IA: HOW DO THE COSTS FOR 
PRODUCT LISTING ADS COM-
PARE TO KEYWORD-TARGETED 
TEXT ADS IN SEARCH?

MM: In general, where the data is signifi cant 
and we’re bidding effectively to ROI targets, 
we’re bidding and paying up to 15% more on 
Product Listing Ads compared to text ads. 
Though, as I called out earlier, in many cases 
we’re seeing a greater return on Product List-
ing Ads traffi c, so we can afford to be slightly 
more aggressive [with our bids].

IA: HOW DO RESULTS VARY 
BETWEEN CLIENTS WHO USE 
COST-PER-CLICK (CPC) 
PRICING VERSUS THOSE WHO 
USE THE COST-PER-ACTION 
(CPA) PRICING?

MM: We don’t see much difference in terms of 
conversion rates between CPC and CPA pricing. 
Though, in general, clients who use CPC pricing 
have been able to get more volume than those 
who are using CPA pricing. We like the idea of 
CPA pricing, but if we optimize our CPC bids 
we’re able to meet our ROI goals just as easily. 
It’s all a matter of testing and optimizing.

IA: WHO DO PRODUCT LIST-
ING ADS WORK BEST FOR?

MM: Advertisers with products that already do 
well in natural product search are ideal, since 
they know that users are already searching 
for their products. In general, when a user’s 
query can closely match a specifi c product in 
your Merchant Center feed, you’ll do better. 
For example, canon eos 60d will do better 
than men’s suit coat. Think of it as objective 
versus subjective user intent that a robot 
would have a hard time parsing out.

IA: WHAT ADVANCED TIPS DO 
YOU HAVE FOR AN ADVERTISER 
USING PRODUCT LISTING ADS?

MM: Advertisers should be using some 
combination of, if not all available, 
Merchant Center parameters available to 
them: adwords_grouping, adwords_labels, 
adwords_publish, and adwords_redirect. 
Those attributes should be used to set up 
granular product targets inside of AdWords. 
Segmenting those bids will ensure proper 
ROI goals can be met. Sometimes this means 
using multiple attributes together to get the 
best result.

Finally, you should consider utilizing promo-
tional messages for various product targets. 
These can easily differentiate your ad from 
the competition and can lead to higher CTRs 
and CRs if you can afford the offers.
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Adam Audette was the president and CEO 

of AudetteMedia, a leading search engine 

optimization fi rm which RKG acquired in 

August 2011. Now the President of RKG, 

Adam is one of the world’s foremost SEO 

strategists, having led SEO campaigns 

for premier brands like Zappos, Amazon, 

Gannet, Kroger, Michelin, and University 

of Phoenix. Adam has been active in the 

search marketing industry since 1996, 

and is a popular writer and speaker on 

the topic of SEO.

TITLE

INTRODUCING ADAM AUDETTE
Q&A ON JOINING FORCES WITH RKG

1. WHAT WAS BEHIND YOUR 
DECISION TO JOIN RKG?

At AudetteMedia, we have always focused 
on specialized knowledge and expertise in 
search engine optimization (SEO). Our goal 
when starting out about 4 years ago, was 
to be an advanced, fl exible, adaptive SEO 
agency servicing leading clients. We cut our 
teeth on ecommerce SEO and expanded 
offerings in many other industries and 
areas, from online education, to travel, 
fi nance, B2B and more. It was essential for 
us to partner with others who could provide 
complementary service offerings in these 
areas, such as paid search, SEO analytics, 
conversion optimization, and usability test-

ing. That way we didn’t face the struggle 
of being ‘all things to all people’, which is 
a common mistake small agencies make, in 
my experience. To be truly integrated you 
need scale, and most small agencies do not 
have that ability.

RKG has been our deepest and most 
important partner for the last few years. 
Like us with SEO, they cut their teeth on 
ecommerce PPC. Like us, they have stayed 
specialized and focused. Their technology, 
approach, transparency, people, and results 
truly stunned us. We wanted to be a part 
of what they were doing, and discussions 
began for RKG to acquire us.

In being acquired by RKG we are joining 
the best online marketers in the world. 
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JOINING FORCES WITH RKG

RKG’s technology is sophisticated, power-
ful and effi cient. Alan Rimm-Kaufman and 
George Michie brought to life an exceptional 
company. Their vision and leadership have 
created something special. We are proud 
indeed to join RKG and carry that vision 
forward to another chapter.

2. WHAT DO YOU FEEL 
DIFFERENTIATES RKG IN THE 
SEARCH MARKETING ARENA?

RKG is strongly differentiated on several 
fronts. First and foremost are the staff. RKG’s 
analysts are the best in the business. They 
are smart, savvy, and tuned to the latest 
search and online marketing trends. All of 
them are profi cient in SQL and fl uent in 
advanced mathematics. The culture is one 
of absolute integrity and quality, work/life 
balance, and community involvement. And 
most importantly, the client comes fi rst and 
customer service is taken seriously. To their 
team we are adding 20 seasoned, deeply 
experienced, and professional SEO specialists 
from AudetteMedia.

Secondly, RKG’s technology is world class. 
It is an open, powerful, and fl exible platform 
that can adapt in real-time to changes in the 
search landscape, to the needs of analysts, 
and the goals of the clients. It is proven. RKG 
has one of the largest campaign portfolios 
under management in the world.

Finally, RKG is made up of thought leaders 
in the search marketing industry. George 
Michie is one of the brightest minds working 
in search today. Several RKG team members 
blog regularly and present at important 
conferences across the country. The 
company is impressive from the top down, 
with exceptional people in every position.

3. WHAT OPPORTUNITIES ARE 
ESPECIALLY IMPORTANT TO 
YOU IN 2011?

The fi rst nut to crack is how to achieve 
sophisticated integration between paid and 
organic search. That area will be especially 
important as the industry as a whole 
continues to consolidate, refl ecting the need 
enterprise companies and organizations have 
of integrating online marketing services in 
order to increase effi ciencies. Sophisticated 
attribution modeling, which RKG has done, 
is a useful tool in understanding the search 
ecosystem. However, I think we’re fi nding 
that, by itself, attribution really isn’t enough: 
we need to produce insightful and (most 
importantly) actionable intelligence to 
marketing teams, not just report on data.

Another important area we’ll be focusing 
on is technology. RKG already has world 
class paid search and social media platforms. 
We’ll be creating tools specifi cally for SEO 
that leverage their deep development and IT 
experience, and we’ll continue to evolve and 
improve existing platforms. We’ll be integrating 
technology solutions on the backend much like 
we’ll be integrating client services. Social media 
is another area we’ve been keenly interested 
and working in for several years. We’re excited 
about its ability to create brand awareness, 
drive traffi c and linking, and infl uence SEO. I’m 
particularly excited to leverage our capabilities 
in content and social media with RKG’s 
technological prowess, analytical approach and 
understanding of smart bidding.

Finally, we’ll be continuing the work of 
contributing to the industry in the form of 
speaking, writing, and collaborating with 
our peers. Workshops, summits, and special 
events will be forthcoming. It’s an exciting 
time to be an online marketer!
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Ryan Gibson, VP OF MARKETING

RYAN@RIMMKAUFMAN.COM                (434) 970-1010
WWW.RIMMKAUFMAN.COM

FOR MORE INFORMATION CONTACT RKG TODAY

MEET RKG

Shop.org Annual – Boston, MA – September 12 – 14

SMX East – New York, NY – September 13 – 15

Eye for Travel – Las Vegas, NV – September 19 – 20

PhoCusWright – Hollywood, FL – November 15 – 17

ACCESS PAST PRESENTATIONS AND

PREVIEW UPCOMING PRESENTATIONS ONLINE:

                 
           HTTP://WWW.RIMMKAUFMAN.COM/TALKS

READ RKG
RKGblog.com is home to one of the most popular and infl uential 

online marketing blogs in the business.  Launched in 2006 and regularly 

updated with multiple posts per week, RKGblog.com provides insight, 

research and analysis unrivaled in online marketing.RKGblog.com is also a member of the 
Advertising Age Power 150.
GO AHEAD.
TAKE A DEEP DIVE.VISIT RKGBLOG.COM TODAY.
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