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It seems like every week there is a new marketing vehicle 
that promises to revolutionize how brands go to market. Yet, 
whether you believe the hype or not, there is no overstating 
the extent to which marketing departments are stretched to 
manage an ever increasing array of marketing channels. 

Paid search by itself has gone from being a standalone 
channel to one that demands the optimization of product 
feeds for Product Listing Ads and Google Shopping, location 
feeds for brick and mortar tie-ins, a slew of ad extensions 
like sitelinks, seller ratings and more. In many cases, 
retargeting lives in that same world. And we’re just talking 
about paid search! Social media is exploding on the scene 
and the number of profiles companies must support continues 
to grow.

This presents operational challenges for organizations 
large and small. In small organizations, a single person 
may be responsible for managing a growing list of programs. 
In large organizations, more departments may be created 
within marketing, leading to greater problems with silos and 
challenges in developing and executing a coherent marketing 
strategy for the whole organization, or for divisions within 
that organization.

Digital marketing agencies like RKG need to continue to 
broaden their service offerings to help their clients manage 
an increasingly complex space. Moreover, prioritization 
becomes even more essential as understanding which 
opportunities to chase, with what resources, will be the 
difference between efficiently broadening their clients' 
marketing reach and floundering. 

We hope that Dossier and RKG’s Digital Marketing Reports 
will help your organization set those priorities and tackle 
relevant opportunities successfully. If we can help you in 
that process, give us a call!

2012v 3 3

DossierKeep up to date on our thoughts and research 
of these and other subjects at www.RKGblog.com. 
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Remarketing Arrives for  
Google Search Ads

Those periods of stasis are usually short-
lived, however, as Google has continued to 
innovate at a healthy pace in order to ensure 

its own bottom line 
rises ever higher.

Sometimes Google 
will have a clear hit on 
its hands, such as with 
the Product Listing 
Ads format, which 
delivered incremental 
traffic to advertisers 

at a strong ROI almost from day one. Other 
times the results are more mixed, or simply 
inconsequential.

At this point, the jury is still out on the 
efficacy of remarketing lists for search 
ads on Google. However, it is a significant 
development in bringing behavioral 
information to bear on the search auction. 
Advertisers looking to eek out more 
gains from a well-built program should be 
experimenting with this new tool when it 
becomes widely available.

While there are still gaps in the competencies of paid search marketers, it is 

a maturing industry and sophisticated managers of established programs can 

find themselves hard-pressed to unearth major new avenues for accelerating 

traffic and revenue growth.

[  Mark Ballard  ] 

advertisers looking  
to eek out more gains 
from a well-built program 
should be experimenting 
with this new tool when 
it becomes widely 
available.
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what’s iN a Name?
“Retargeting” or “remarketing” — in Google 
nomenclature — is an umbrella term that 
encompasses a few major methods of 
targeting and tailoring ads to users based 
on their past behavior.  The general concept, 
however, should be familiar to marketers, 
particularly those working with display ads 
where the tactic has become ubiquitous.

Most commonly, the past behavior we 
are considering with retargeting is where 
the user has been on our site and what 
actions they took. If you’ve ever been to 
a major retail site, placed items in your 
cart, but didn’t complete a purchase, 
chances are display ads reminding you of 
this misdeed started popping up for you all 
over the web. To many, this is what defines 
retargeting, but the term “site retargeting” 
distinguishes this from other tactics.

While we may be inclined to call using 
retargeting methods for search ads 
simply, “search retargeting,” that name is 
already taken. Search retargeting is using 
information on a user’s previous search 
queries to determine if and how we’d like to 

show our ads to them. Those ads, to date, 
are almost exclusively display ads, and the 
search query information is not coming from 
the engines themselves, but rather from 
third parties capturing it across participating 
sites. In short, and somewhat oddly, Google 
is not offering search retargeting capabilities 
for its own search ads, at this point.

Instead, Google is effectively offering 
site retargeting for search ads. As of this 
writing they have not come up with a 
catchy name for this feature, referring to 
it as “remarketing lists for search ads on 
Google” in their communications with 
advertisers.

With those clarifications out of the way, 
let’s take a look at some of the details of 
this new offering.

 taG implemeNtatioN
Conveniently, implementing remarketing for 
search ads will be very familiar to anyone 
currently doing remarketing through the 
Google Display Network (GDN). In fact, 
much of the work is already done for those 
marketers.
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The first step is to add Google’s 
remarketing tag on all pages across your 
site. You can choose to add the tag to select 
pages only, but enabling it fully will give you 
more targeting options later on. This code 
can be found under the Audiences listing 
in the AdWords interface under the Shared 
Library option. (Fig.1)

Until recently, remarketers on the GDN 
needed to create and add separate tags for 
separate lists of visitors. This was a tedious 
process, so Google has moved toward a 
single tag with lists defined by attributes 
of the URLs users have visited, as we’ll see 
below. Further, Google has a beta rolling 
out that will allow advertisers to use their 
Google Analytics tag to create remarketing 
lists in the months ahead.

CreatiNG audieNCe lists
With Google’s single remarketing tag we 
can get as intricate as we’d like in creating 
audience lists that we would like to target, 
but it’s important to note that Google will 
not start serving ads to an audience unless 
there are at least 100 members. Plus, we’re 
better off going after the low hanging fruit 
to begin with anyway.

Let’s take the classic audience for retar-
geting: shopping cart abandoners. We’ll need 
to create two lists: those who have added an 
item to their cart and those that have con-
verted. Then we can create a combination of 
the two lists that includes members of the 
former, but excludes members of the latter.

Again on the Shared Library Audience 
page, after selecting the Remarketing list 
option under the New audience tab we are 
presented with the 
options in Fig.2 for our 
new list.

We can simply point 
Google to the URL 
for our shopping cart 
page, give our list a 
name – Shopping Cart 
— and be done. The 
Membership duration 
option specifies how 
long a user will remain 
on the list once they 
have joined it. The 
default is 30 days and 
Google suggests a length based on how 
long you believe your ads will be relevant 
to each user.
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would like to target, 
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to an audience unless 
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Once we’ve done the same for our 
conversion or checkout confirmation page, 
we can create a custom combination of the 
two as a third list. (Fig.3)

applyiNG remarKetiNG lists to 
searCh ads
Like other aspects of our AdWords program 
that we want to segment and apply different 
bids to — e.g. mobile, certain geographic 
areas and the Search Network — we will 
need to duplicate the existing keywords or 
campaigns we want to retarget. In many 
cases, it would be ideal if we could simply 
apply a bid multiplier to our existing ads if 
a user were part of a specific retargeting 
audience. However, Google hasn’t gotten 
there quite yet.

The campaign creation process follows 
the normal steps, except once we have 
loaded our keywords and ad copy we can 

now add one of the audience lists we’ve 
created to the ad groups we choose. This 
can be a time consuming process through 
the AdWords UI, but fortunately, Google’s 
AdWords Editor makes adding audience 
lists in bulk a breeze. 

remarKetiNG taCtiCs:  
should display be our Guide 
For searCh?
Before we get ahead of ourselves and 
simply apply the same tactics that have 
worked for us in display, we should consider 
whether there are fundamental differences 
between the two channels that may dictate 
our taking separate approaches.

Retargeting display ads has become a 
popular and effective tactic largely because 
of its ability to winnow down the vast pool of 
potential ad impressions to only those users 
who have more clearly expressed that they 
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are “in market.” With search ads, the user’s 
query itself expresses that demand and we 
can only passively serve ads to a user when 
our keyword is matched to their search.

That constraint naturally leads to the idea 
that, for particular search audiences, we 
might want to run keywords that we would 
otherwise find unprofitable. Similarly, we 
may choose to bid up existing keywords for 
some audiences in order to improve their 
visibility. Certainly, Google would be happy 
with either case here.

Ultimately, with either retargeting for 
search or display, the key determinations 
we are making are the extent to which 
the value of the user varies based on their 
past behavior and how much of an impact 
of our ads have on their future behavior. 
With display we can conduct an A/B test 
to determine the incremental lift of a user 
either seeing our ads or not. We can do 
the same with retargeting for search ads, 
but we also need to concern ourselves 
with the impact on click-through rates of 
our ad appearing more prominently to 
certain audiences. We could find that our 
customers are simply using our search ad as 
a bookmark and a higher bid and position 
is not necessary even though the ad itself 
impacts conversion positively.

With display, it’s common to pull a user out 
of a retargeting list if they have completed 
a purchase because they are assumed to be 
out of the market. However, because a new 
search related to our business represents 
a new expression of demand, these users 
may actually be some of the most valuable 
in remarketing for search. Most advertisers 
rightfully put a premium on new customers, 
but that value can be baked into a 
sophisticated bidding system, in addition to 
our insights on incrementality.

In this respect, lead generation advertisers 
may have one of the clearest paths ahead of 
them when it comes to remarketing lists for 
search ads. If a user has already become a 
lead for one of our products or services and is 
still searching for related terms, we probably 
don’t need to keep serving those ads to them.

In this scenario, we aren’t going to be able 
to sell them more products, like a retailer 
might. Instead, our work is going to need to 
be done on closing the lead we’ve already 
achieved. Cost savings on users that are 
shopping around or using search ads as a 
bookmark to our site could be significant to 
many lead gen programs.

oN the horizoN
While many advertisers will surely find very 
valuable use cases for remarketing lists 
for search ads, it doesn’t appear that this 
current incarnation will dramatically change 
the industry as a whole. What is interesting 
to consider, as we alluded to above, is 
whether this is just Google’s first step in 
bringing additional user information into the 
paid search auction.

Could Google be moving AdWords 
towards a model that looks a lot like real-
time bidding, where advertisers will be able 
to tweak bids at the time of the auction 
based not only on the user’s history on the 
advertiser’s site, but demographics, previous 
searches, location, and other salient factors 
all at once? It’s hard to imagine anything but 
that this is where Google is heading. 

[  MARK BALLARD heads RKG’s research 
efforts, which includes manag-
ing the production of Dossier and 
RKG’s quarterly Digital Marketing 
Reports. He is also the primary 
editor of the RKGBlog. ]
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3 BaRRieRs to PRoPeR  
attRiBution & 1 solution

TiTle

auThor [  GeoRGe MIcHIe  ] 

the challenge of properly measuring the impact of every marketing 

touch-point has vexed advertisers since the time of John wanamaker.

In many respects the digital media age has 
provided tracking solutions adequate to at 
least solve the online component of the 
challenge, but even that comparatively 
simple problem goes unsolved for a great 
many advertisers.

Why?
In our experience there seem to be three 

principle barriers to proper attribution:

1. Entrenched departmental interests
2. Lack of consensus as to the model for 

parsing credit
3. Lack of leadership commitment to see  

it through

The three are intertwined, but let’s tackle 
them one at a time. 

entRenched dePaRtmental 
inteRests
The larger the company, the more fragmented 
the marketing the decision making, and the 
more likely it is that silos will be a significant 
barrier. The barrier is even higher based on 
the degree to which it is in competition with 

“no attribution”. If each marketing channel 
takes 100% credit for every order its channel 
touches, the delta between the existing view 
and reality will be larger, making the gulf that 
much harder to cross.

Attribution is often viewed as a threat to 
each marketing channel’s budgets and 
staffing levels. This perception often results 
in the outbreak of turf wars.

The silo walls are often hardened by 
“performance bonus” plans that compensate 
managers based on growing their programs. 
This often creates a nasty zero-sum  
game whereby program managers are  
essentially paid to wrestle credit away from 
other channels.

lack of consensus on hoW 
to PaRse cRedit

Self-interest is deeply ingrained in all of us, 
but even if we can get everyone thinking 
about the greater good of the company as a 
whole, determining how to parse credit is a 
major obstacle.
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For the sake of argument, let’s assume 
everyone has access to a completely flexible 
technology system that can parse credit 
however you choose, including advanced 
statistical models.

Adopting a heuristic, rules-based model 
requires getting folks to agree on the rules. 
Rules-based approaches are easy to 
understand, but are generally based on 
intuition rather than data. This can make it 
difficult to think through the variety of 
scenarios that might auger for different 
rules than are under consideration. What 
makes this more problematic is that the 
likelihood of reaching consensus diminishes 
the larger the number of stakeholders 
weighing in on decisions. The debate gets 
even more heated when self-interest raises 
its head, and we are often left with the 
HiPPO principle: the decision centers on the 
“Highest Paid Person’s Opinion”.

This approach can leave you without the 
critical buy-in you are going to need to face 
the challenges that will follow once the rules 
are implemented.

Adopting a statistics-based model is an 
attractive alternative to the rules debate 
above, but carries its own problems. Those 
problems center around the answer to the 
question: “How does it work?” The answer 
will generally range somewhere between “we 
can’t tell you” to “I don’t really understand it 
enough to explain it” or “how much time do 
you have?” And that answer will be followed 
by a dissertation on statistics that few will be 
able to process.

Asking program managers to accept the 
results of an algorithm that affects the 
perception of their performance without 
being able to meaningfully explain how it 
works is asking quite a lot.

Finally, there is another angle to the “trust” 
question. Any third party tool that is priced 
according to spend under management 

could be viewed as having a dog in the hunt. 
Shuttling more credit to paid marketing 
channels rather than unpaid channels would 
convince clients to spend more on marketing, 
making the platform provider more money. 
Should advertisers trust them to do “black 
box” math when they have a vested interest 
in the outcome?

 

lack of committed  
leadeRshiP

Changing the attribution scheme in any way 
(from nothing to something, from last touch 
to first or proportional, to fancy stats, 
whatever) will result in changing the year over 
year comparisons for every channel affected. 
If everyone who looks at marketing 
performance metrics doesn’t understand that 
a shift occurred, or doesn’t buy into the new 
approach, or doesn’t remember from one 
month to the next — for an entire year! — that 
this change has happened and will create 
artificially inflated YOY results for some 
channels and artificially deflated results for 
others, this change will go badly.
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adopting a heuristic, rules-
based model requires getting 
folks to agree on the rules. 

rules-based approaches are 
easy to understand, but are 
generally based on intuition 

rather than data.
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10 attRiBution: BaRRieRs & solution

Institutional memory is remarkably short. 
Those managers whose programs are down 
YOY because of the apples to oranges 
effect will be called on the carpet to “answer 
for” their performance by any or all of the 
parties listed below:

A Senior leadership (who have the attention 
span of a gnat)

B Those who periodically wade into 
operational efficiency metrics without 
understanding context

C Consultants who are brought in to “identify 
the problem” using bad information

D Any other number of parties who have 
their own interests at heart

the solution

Okay, solution is a bit strong, but let’s start 
by agreeing that sticking with the status quo 
because change is just too hard is out of the 
question.  Solving this problem can only be 
accomplished by going straight to the top of 
the organization. The CMO and perhaps 
even the CEO must:

• Dedicate themselves to improving their 
understanding of the interaction between 
marketing dollars and to understand how 
budgets should be reallocated. And they 
must commit to this with their eyes open 
to the challenges above

• Remove institutional barriers to collabo-
ration across channels for the greater 
good of the company

• Encourage teamwork and create 
incentives to work collaboratively

• Stay actively involved in the process to 
demonstrate their commitment

• Develop a process for validating models 
on which everyone can agree. We can’t 
expect everyone to agree on the model, 
but if they can at least agree on the 
process of model creation, evaluation, 
and tuning at the outset, before the 
outcome is determined, it becomes more 
difficult to fight progress

• Refuse to let the perfect be the enemy of 
the good

• Commit to driving by the results. All is for 
naught if this ends up being just one more 
dashboard. This can be a particular 
challenge when attribution systems aren’t 
connected directly to the marketing 
management platform.

RKG’s integrated platform solves this last 
technical problem and provides flexible and 
powerful modeling capabilities to do 
fractional credit parsing as needed. As I 
have outlined above, these are issues that 
cannot be solved with technology alone. 
The truth remains that, if you don’t clear 
the barriers we have discussed here, even 
the best technology will do you no good.

[  GeoRGe MIcHIe is a widely  
acknowledged thought-leader in 
online marketing. He helped de-
velop RKG’s proprietary technology 
platform and continues to play a 
role in its evolution. ]

Changing the attribution scheme  
in any way will result in changing  

the year over year comparisons for 
every channel affected. 
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With Wall Street Pressuring,  
Facebook Launches Its Ad Exchange

[  ruBen Sanchez  ] auThor

In fact, (not adjusted for inflation) Facebook’s 
revenue in the years leading up to the IPO 
is extremely similar to Google’s historic 
performance preceding its IPO event.

so where is the lACk of 
ConfiDenCe in fACeBook rooteD? 

Both Facebook and Google were slammed 
with negative press leading up to IPO. In 
some ways the criticism of Google was more 
daunting. “People feared that in going public, 

Google would lose its prized objectivity and 
independence,” Eric Schmidt wrote in the Har-
vard Business Review. The public feared that 
IPO would break the 
Google team. Face-
book investors now 
fear that advertising 
on Facebook will re-
main ineffective and 
that the Facebook 
advertising product 
itself is broken.

in fact, (not adjusted  
for inflation) Facebook’s 
revenue in the years 
leading up to the ipo 
is extremely similar 
to Google’s historic 
performance preceding 
its ipo event.

One week following Facebook’s Q2 earnings report, the company’s stock hit 

at a new low of just above half its IPO price. Investors seemed unhappy with 

revenue growth year-over-year and skeptical that Facebook had the tools in 

place to significantly increase its average revenue per user.
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The earnings report and call were 
sobering because so many questions about 
Facebook’s growth potential were finally 
raised. Does Facebook have the ability to 
monetize its user base quickly enough to 
realize triple-digit growth for 2012? In the 
context of slowing growth, the recently 
announced Facebook Exchange carries 
some high expectations. 

In order to become a more profitable 
business, Facebook has recently invested 
heavily in research and development. 
R&D accounted for 45% of all costs and 
expenses in 2011. While we expect some 
exciting developments in the future, the 
Facebook Exchange is the most significant 
advertising tool released by Facebook since 
it became a publicly traded company. 

In light of extreme market pressure to 
grow, an ad exchange may appear like 
a frantic attempt to appease investors. 
However, the Facebook Exchange has the 
potential to help Facebook, advertisers and 
agencies continue to grow.

how will the exChAnge work?

In the past, Facebook marketplace ads and 
sponsored stories could only be purchased 
through the Facebook User Interface or 
through an agency/ad tech partner with 
access to the Facebook Ads API.

Ad targeting through the UI was and 

will continue to be based on self-reported  
user information. This includes demographic, 
geographic, and contextual targeting op-
tions such as education and work data, like 
and interest data, and data on how people 
are connected on Facebook. 

This knowledge is aggregated and main-
tained by Facebook. The advertiser never 
receives any identification knowledge about 
the users who see and interact with their ads. 
Facebook strips any of 
that information from 
the referring string. 
Even when advertisers 
apply tracking to URLs, 
there is no way to link 
the cookied shopper to 
their Facebook account.

User privacy re-
mains a top concern. 
Accordingly, Facebook is working with 
demand-side platforms (DSPs) not only be-
cause of their real-time bidding capabilities, 
but also because of their ability to handle 
anonymized user information. 

One major change is that Facebook 
Exchange buys can only run through the 
DSPs. The second major change is the ability 
to target ads using your own retargeting 
data or relevant 3rd party data applied by 
the DSP. 

The ad creation and purchase workflows 
will remain separate. Thus, it will remain 

   iPo
google 2002 2003 2004
Revenue 439,508 1,465,934 3,189,223
YoY revenue growth rate  234% 118%

   iPo
facebook 2010 2011 2012 H1
Revenue          1,868,000           3,154,000  2,242,000
YoY revenue growth rate  69% 38%

(All revenue figures in thousands)

Fig.1 Facebook revenue has failed to grow at the same rate that Google saw in its IPO year. 

12 faceBook launches its ad exchange
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impossible to take advantage of behavioral 
and interest-based targeting at the same time.

ADvAntAges for fACeBook: 

The Exchange has the potential to improve 
the platform’s reputation as a successful 
direct response advertising channel. The 
wide-ranging interest data that Facebook 
aggregates for each active user has been 
extremely exciting. Nevertheless, interest-
based targeting remains far behind paid 
search when it comes to generating 
ecommerce profitability. 

The improvement comes from incorporating 
the behavioral targeting options also available 
in traditional display advertising. 

Data points such as users’ average time 
spent on site become much more appealing 
for Facebook as a publisher. Facebook 
instantly becomes a great place to deliver 
time-sensitive advertisements such as ads 
related to major sporting events or flash 
sales, because people are always on it.

ADvAntAges for ADvertisers:

The Facebook Exchange provides existing 
advertisers with the means to retarget site 
visitors even when they are on Facebook. 
Past behavior is a stronger predictor of 
future behavior than interest data. As 
such, advertisers can expect a stronger 
conversion rate for well-executed Exchange 

buys. Stronger initial purchase rates are very 
helpful to rules-based bidding systems that 
rely on a baseline of sales and orders in order 
to properly optimize advertising spend over 
time.

Advertisers new to Facebook do not have to 
develop any new capabilities or contract with 
a new agency apart from their existing display 
partner. For these new advertisers, Facebook 
effectively becomes just another publisher 
with remnant inventory. Display advertisers 
seeking more advertising coverage of their 
potential customers will spend incrementally 
to reach them on Facebook.

ADvAntAges for AgenCies:

Brand advertisers interested in testing 
Facebook often looked at their agency 
partners as simple social media advertising 
platforms geared to create and test campaigns 
on Facebook. Often the advertising spend 
was disconnected from the content published 
to the brand’s Facebook page.

The advent of the Facebook Exchange 
allows agencies to rejuvenate conversations 
about Facebook as a performance channel. 
Moreover, there would be minimal ramp-up 
to Facebook Exchange testing, particularly 
when compared to the interest-based 
targeting research options that usually 
precede Facebook advertising.

The change also allows brands and their 
agency partners to focus on bigger chal-
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Facebook instantly becomes a 
great place to deliver time-

sensitive advertisements such as 
ads related to major sporting 
events or flash sales, because 

people are always on it.
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lenges. The lack of direct response tools 
on Facebook has bolstered the popularity 
of customized Facebook applications and 
contests. However, the results of such cam-
paigns remain difficult to track or translate 
to sales lift. So while retailers will be able 
to easily track the sales associated directly 
with Facebook Exchange advertising buys, 
they must work harder to tie downstream 
activity to their content and promotions-
based social media expenditures. 

is the exChAnge the gAme 
ChAnger?

As long as Facebook remained private, it 
could remain focused on the user experience. 
Now something needs to change. The 
platform must become more accountable 
to advertisers’ needs. An exchange, while a 
step in the right direction, is not the game-
changing solution. 

The Facebook Exchange has the potential 
to convert costumers by helping advertisers 
cherry-pick those lowest in the funnel. 
However, the Exchange is not coupled with 
innovative new ad formats that demand the 
user’s attention. It is also not an innovation 
that would allow marketers to combine 
behavioral data with Facebook’s coveted 
interest data.

In the past, Facebook has been guilty of 
outsourcing tech innovations to advertising 
agencies and ad tech companies. Techno-
logical investment around direct response 
tools is still needed, particularly around 
mobile. The challenge will be a difficult one, 
especially when you consider the company’s 
problematic history of outsourcing problems 
that are not related to the core Facebook 
user experience. Facebook has even had 
difficulties building its own engaging 
applications, tending to depend instead on 
partners like Wildfire Interactive (recently 

acquired by Google) to build the technology 
that drives promotions for its largest brand 
advertisers, and for Facebook itself. 

The social network has provided great 
insight into the once secret motivations 
and behaviors of humans. As a result, the 
company had, in the past, remained focused 
on consolidating users to its platform as 
opposed to investing in the technology 
needed to effectively earn revenue from 
those users.

This lack of technical capacity is 
especially worrisome for investors when 
they consider that the largest opportunity 
today comes from the seismic shift of 
consumer behavior toward mobile. Mobile 
is clearly a challenge that Facebook must 
tackle with more intensity than it has the 
direct marketing challenge.

[  RUBeN SANcHeZ heads up RKG’s 
social media advertising service, 
working to research and improve 
RKG’s social media practices. ]
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the Facebook exchange has 
the potential to convert 
costumers by helping 

advertisers cherry-pick those 
lowest in the funnel. however, 
the exchange is not coupled 
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Rkg goes multi-channel suRfing: 
tips for holiday season success in 2012 

TiTle

auThor [  JAMeS BURToN  ] 

We’ve taken a fresh look at the landscape 
for the 2012 season and put together some 
updated best practices below that will help 
you stay ahead of the holiday game this year.

social media

build engagement – share the season! 
When it comes to holiday season success, 
the magic is in the message. Stay con-
sistent by publishing and crowdsourcing 
content around dominant holiday themes 
like spending quality time at home with 
loved ones, favorite celebrations and tradi-
tions, the thrill of gift giving and receiving 
and more. Then support these themes 
with quality visuals around the winter 
season and holiday decorations. Get your 
fans involved by inviting them to share 
their favorite holiday memories, traditions, 
photos or videos. Start a conversation 
about favorite (or most disastrous) gifts. 
Ask about holiday travel adventures and 
misadventures, best and worst company 
holiday parties…the list goes on and on. 
The season is all about sharing, so jump 
right in and spread some joy! 

use social Coupons and Group deals 
to maximize sales
We know consumers spend more around 
the holidays. Tapping into a social group 
of consumers with coupons and group 
deals is a great way to encourage them to 
spend more on YOUR site, while building 
important social media buzz around your 
brand. The holiday season is a perfect 
time to try out group deals that allow 
you to offer a deal exclusively to a group 

of users who have completed a specific 
task like becoming a fan of your page, 
sharing a link to your site or tweeting 
about you to friends. It’s a strategy that 
can pay off with increases in both site 
traffic and sales. 

don’t let service take a holiday - You 
and your staff deserve to spend some 

15

more often than not these days, the difference between success and 

failure in a holiday season online marketing program lies in prepara-

tion. the fast-changing marketplace brings with it greatly expanded 

marketing opportunities, but only if you are able to understand and 

act on them.
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Get your fans involved by 
inviting them to share their 
favorite holiday memories, 

traditions, photos or videos.
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quality holiday time with family. But 
before you even think about composing 
your auto-reply message, make sure you 
have a social media plan firmly in place. If 
you think that sweater you got from Aunt 
Edna is a disaster, you should see what 
happens when poor customer service 
inspires a social media revolt. You can 
avoid this by building an emergency re-
sponse team, including managers with the 
authority to make big decisions, and even 
handle that Christmas morning customer 
complaint. Your customers won’t soon 
forget that you put them first every day.

Paid seaRch

optimize pla bidding and  
product targets
Last year was a breakout holiday season 
for Product Listing Ads, and they have 
been growing ever since. Now, with PLAs 
set to fully power Google Shopping as 
of October 1, you can expect the com-
petition to heat up even more, and for 
cost-per-click to rise. One way to prepare 
for this is to create more accurate PLA 
target bids by making sure your product 

targets are well segmented. Another is to 
do your homework in advance by using 
year-over-year data to see when revenue 
per click began to really increase last 
year. Finally, since we believe the trend 
of holiday shoppers browsing earlier in 
the season will continue, we recommend 

more aggressive bidding leading into 
Black Friday and Cyber Monday.

segment and daypart by device
As more traffic and conversions move to 
tablets and smart phones, it is important 
that you bid each device based on the 
value it generates. You can expect com-
petition to drive up your CPCs, but you 
can get the upper hand by segmenting 
each device, looking at what times of day 
are optimal for converting traffic, and 
adjusting your bidding appropriately.

implement remarketing for search ads 
In the display world, remarketing to audi-
ences that have visited your page is a 
proven way to increase conversions for 
the holiday season and beyond. With this 
functionality coming to Google search 
ads, start building these audiences now 
so that they can be remarketed, not only 
during the upcoming holiday season, but 
through 2013 as well. (See our article on 
page 3 for more details.)

 seaRch engine oPtimization

Get “rich”-er
Rich snippets, which are triggered by the 
use of structured data within HTML, have 
been known to increase click-through 
rates in organic search results by 40% 
or more. You can learn more about how 
to create and send Google rich data for 
your products, reviews and many other 
types of information at www.schema.org.

Clean up pagination
Thanks to a flood of new HTML 5 ele-
ments heavily supported for SEO and 
usability by Google and others, you have 
more power than ever before to solve 
the kind of complex pagination problems 
that have long plagued ecommerce sites. 
SEO teams can now work with URL-level 
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Do your homework in advance by 
using year-over-year data to see 
when revenue per click began to 

really increase last year.
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annotations including rel previous/next, 
rel canonical, and meta noindex, follow, in 
addition to using Google WebmasterTools 
to implement complex parameter handling 
instructions. You can get started at RKG.co/
pagination.

Focus on Content
You’ve worked hard to build your partner-
ships and relationships. Now it’s time to 
leverage them by creating synergistic, 
mutually beneficial cross-promotional op-
portunities. Think of how you can use guest 
blogs or other content-sharing vehicles to 
help promote your respective brands or 
businesses while bringing real value to 
your users. And spend a little less time 
obsessing over finding the perfect links 
to boost your SEO. After all, last time we 
checked, success was measured by traffic 
and revenue - not by who has the perfect 
anchor text for their “money” keywords! 

disPlay

Get Creative and dynamic
Grabbing the customer’s attention is the 
key to any great advertising, but online it is 
only the beginning. You have to continually 
update your creative, whether you are aim-
ing to reach your retargeting pool or going 
after new customers. If you are looking to 
highlight new or high-margin products, the 
same old, same old is simply not going to 
work. Also, if you aren't already running 
dynamic ads, and have time and resources 
to implement them, they are a great way 
to guarantee new content in the ads for 
potential customers.

leverage your Current Customer base 
For more sales
Conventional wisdom tells us to exclude 
converted users from our retargeting 
efforts. But there are some conventions 
worth discarding for the holidays. Consider 

adding a retargeting segment that includes 
users that have already purchased. For 
instance, if you are an especially seasonal 
client, you may be able to recapture these 
customers as they work their way through 
their annual shopping list..

stock your retargeting pool early
Try 3rd party data buys and site targeting 
early in the quarter.  Increased traffic from 
these initiatives will grow your potential 
retargeting pool and give you additional 
visibility from these potential customers 
throughout the holiday season.

 comPaRison shoPPing engines

watch your budgets and economics
With the increased traffic that comes with 
the holidays, you’ll want to make sure that 
your ads don’t stop showing because you hit 
a budget limit unexpectedly. CPC minimums 
can increase up to 25% for some product 
categories during the fourth quarter. This 
increase, combined with rising traffic, can 
deplete your budget much faster than usual. 
At the same time, monitor your perfor-
mance closely to make sure that the CPC 
increases are not causing your products to 
run inefficiently.

utilize performance based Filtering
Filter products so that your profitable 
products, or ones that you are still learn-
ing about, are the only ones being sent to 
the engines. This will help cut down on the 
costs coming from clicks that are not going 
to convert. The holiday season generally 
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You have to continually  
update your creative, whether 
you are aiming to reach your 

retargeting pool or going 
after new customers.
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sees higher revenues per click and more 
conversions. Consider giving some prod-
ucts a second chance, then use that data 
to determine the best rules for product 
filtering. Don’t forget to treat all engines 
separately, because some products might 
perform better on different engines.

attRiBution

ensure your attribution scheme  
properly values early touches
The virtual explosion of channels makes 
understanding cross-channel interactions 
more important than ever before. This is 
especially true in Q4, where touches and 
channels may behave differently than 
they do during the rest of the year. Keep 
in mind that the time from first touch to 
order increases going into the holidays, 
suggesting that earlier marketing efforts 
can increase conversion opportunities.

Convert when you Can
Traditionally during the holiday season, 
we will see one and two-touch orders de-

cline slightly while three and four-channel 
touches increase. This is partly due to 
consumers shopping around for the best 
deal. With this in mind, being the price 
leader or having a compelling “Buy Now” 
message can be the difference between a 
sale and a sail by.

take action on the data
Having the numbers is one thing, making 
sense of them and taking action is an-
other. Use your data to make adjustments 
to each channel. Rely on data to inform 
your bidding and budgets. For example, if 
your data shows a growth in non-brand 
paid search driving more customers, then 
make sure you have marketing dollars 
budgeted to spend there in order to grow 
market share.

[ JAMeS BURToN, helps our clients 
understand the RoI that the com-
plete line of RKG services can  
deliver for them. ]
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Having the numbers is one 
thing, making sense of them 
and taking action is another. 

Use your data to make  
adjustments to each channel.

With the increased traffic 
that comes with the holidays, 

you’ll want to make sure  
that your ads don’t stop 

showing because you hit a 
budget limit unexpectedly.
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Make it Count:
4 Methods for Linking Online Ad 
Dollars to Offline Sales

[  ryan GiBSon  ] auThor

You’ve been doing research for your new flat panel TV. You’ve looked around 

online, clicking on search results and the following display ads as the networks 

learn that you’re “in market”. You marvel at the targeting, if only for a minute.

You finally decide on the model you want, 
punch in your credit card and select “Pick 
up in Store”. You’re getting your TV today! 
You hop in your car, park in “Customer 
Pickup” and walk in. 

Your heart sinks. The store never received 
your order. They have no idea that you paid 
online. 

Why would the company you know and 
love, in both the physical and the online 
world, not keep up with you when you 

moved from one channel to another?
As a consumer, this kind of disconnect 

would be simply unacceptable. So why 
accept it as an online advertiser with your 
real-world locations? You are spending 
thousands of ad dollars every day that help 
seed offline transactions, yet you are not 
taking the steps to tie the online and offline 
worlds back together. 

Obviously, a technological disconnect 
between the online and physical world is 
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one of the biggest stumbling blocks here. 
But that doesn’t mean that you can’t put 
systems in place to get a solid idea of how 
your online efforts are directly affecting 
offline sales & conversions.

NothiNG New uNder the suN… 
or maybe….
Ideas for tracking sales from “clicks” to 
“bricks” are, quite literally, all over the map. 
What we are going to do here is break 
down four distinct ideas in order to give you 
clear and easy answers to the inevitable 
question from your boss: “How are our 
online ad dollars driving our brick & mortar 
locations?” After all, both the online and 
offline sides of the business are talking to 
the same customer.

CliCK here aNd see us  
iN the morNiNG
method 1: deFiNe a proxy For suCCess

The easiest and most elementary way to 
begin to understand how many customers 
are crossing over from online to offline is 
to establish a KPI on the website that is a 
proxy for success. What is the last step that a 
customer is likely to make on your site before 
they venture to your business in the real world?

For a retailer, it might be a search for a 
store location, allowing the site to identify 
their location (in the case of mobile) or 
printing off a map with directions to the 
nearest location. For a vacation destination 
or attraction, it might mean accessing a page 
to look for locations near a specific address 
or venue. For a service related business, it 
might mean having a unique telephone 
number or a page where clients can schedule 
appointments for consultations.

Although this method benefits from its 
ease of implementation, it’s not very precise. 
After all, a map click doesn’t necessarily 
translate to a purchase.  So, what’s a more 
detailed way to track a purchaser?

why doN’t you tell us what 
worKs?

method 2: CoupoN redemptioN

It would seem like the best way to 
understand which online channels are 
driving the most online business would be 
to simply ask your customers what worked 
best for them. Trouble is, this is one case 
where the customer is not always right. We 
find that customers are notoriously unaware 
when it comes to which behaviors led them 
to you, which makes surveys unreliable and 
inaccurate. What your customers need is a 
tool to remind them of how they found you.

The most common way to facilitate 
this exchange of information is to ask the 

20 linking online ad dollaRs to offline sales

We’ve written about how to leverage 
pixel tracking technologies in your 
call centers to understand what 
orders have been seeded by search. 
(RKG.co/phonetracking) But did you 
know you can now use this same 
approach to track phone orders that 
were seeded by a myriad of online 
channels that go far beyond search? 
At RKG we bring this same technology 
to our industry-leading Attribution 
Platform, allowing you to keep track 
of conversion activity across multiple 
online channels. 

Interested in more details?  
Give Ryan a call or drop  

him an email to learn more.  
ryan@rimmkaufan.com

434-220-5210
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customer to print off a coupon, certificate or 
a map that they can bring with them into the 
store and redeem for a gift, promotion or a 

good ole, “atta boy”. 
It’s easy to embed 
all the details of the 
source of their visit 
into a dynamic code 
right on the coupon. 
This information can 
either be fed into a 

POS system or collected and mailed to the 
home office for counting and evaluation.

On the plus side, this method is still rather 
easy to implement and manage. It allows 
advertisers the flexibility to track to a 
granular level, whether that is to the online 
marketing channel or to a specific search 
keyword or display creative.

Although this is one the most common 
ways of tracking spillover to brick and mortar 
locations, providing a coupon may bias the 
results by encouraging more shoppers to 
buy in store than would otherwise. We can 
balance this if the discount is allowed to 
be used online or off, although by limiting 
the discount to in store use only, the higher 
AOVs that may result from upsells may help 
to offset the discount that you’ve offered.

my reGioN is better thaN 
your reGioN
method 3: push/pull marKetiNG & 
holdout testiNG 

Testing spillover by split testing by geographic 
region or DMA requires the advertiser to 
make some tough decisions that will impact 
in-store sales by varying degrees. This can 
present a different set of challenges from 
within the company. 

For this sort of testing, the advertiser 
segments out different regions that are 
similar in size, demographics , and store mix.  
You can then selectively test store spillover 
by increasing incremental ad spend in one 

region while maintaining or decreasing 
spend in its counterpart. 

The idea here is to determine the extent 
to which an increase in online ad spend 
results in an increase in brick and mortar 
sales. This sort of test can be implemented 
program-wide, or you can limit it to specific 
categories and monitor the impact for just 
those categories in the test regions.

The biggest challenge this method 
presents is properly accounting for and 
limiting extrinsic variables in the setup and 
analysis.  Because we are looking for a subtle 
signal within the noise, this approach also 
requires a longer time commitment and may 
require repeated tests to ensure accuracy.

CheCK it out!
method 4: pos & survey iNteGratioN

Many retailers already capture an email at the 
POS system and send customers a thank-you 
note after they purchase in the store. With a 
little additional IT work, retailers can include 
a pixel from the online marketing program 
in that email. Once the customer opens his 
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on a coupon, it’s easy to 
embed all details of the 

source of their visit into a 
dynamic code on the 

coupon that can either be 
fed into a pos system or 
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or her email, the pixel can look for previous 
online marketing touches and tie them to 
information in the email, which might include 
the order number, sales dollars, or store ID.

We can also take a similar approach 
without capturing an email address at POS.  
By providing a link to a customer experience 
survey at the bottom of their receipts, retail-
ers can connect the online ad dollars with the 
store sales dollars for those customers who 
go to the survey and submit their opinions. 
From a technical perspective, the survey 
submission can work just like an order sub-
mission, firing a pixel that seeks out touches 
from your online marketing campaigns and 
tying them with the offline order information 
that was linked by the receipt.

In these cases, survey response rates can 
often be improved by offering a coupon code 
to those who complete the survey. However, 
there is a danger here that even a small 
discount can bias the pool of respondents – 
perhaps giving the impression that searchers 
on “cheap” and “discount” terms tend to spill 
over into stores at greater rates.

There’s not much downside to leveraging 
these types of tracking methods. Data can 
be included directly into the analyses of the 
programs. Technical implementation of the 
survey, email and/or pixel typically tends 
to be the limiting factor to the adoption of 
this method.

taCtiCs that apply aCross 
iNdustries
Although originally conceived to handle the 
challenge of offline conversions for retailers, 
these same approaches also work well for 
service industries, destination locations, 
insurance and finance. 

Let’s use a museum as an example. When 
reservations are booked offline, sending 
an email with a follow-up survey not only 
demonstrates great customer service, it can 
also help you look for clicks and marketing 

touches that occurred before the visit, 
helping the museum to better evaluate its 
online ad spend.

These tactics can also be applied to more 
complex situations, where the local brick 
and mortar location may be a franchisee.  
For instance, if online ad dollars from the 
national brand are supporting local franchi-
sees’ offine businesses, the national parent 
company can email a survey to the fran-
chisee customers to not only confirm the 
quality of service, but to also verify that the 
national marketing dollars are effectively 
supporting local franchisees.

For Financial Advisors or Insurance com-
panies, printing a welcome certificate from 
online to take into 
a physical branch 
can help the local 
agent to tie in the 
right source codes 
into a CRM system. 
A small token for 
the certificate can 
encourage print-
ing and delivery.

Once they visit, 
follow up emails or thank you certificates 
emailed to the customer can connect to 
marketing touches. Leveraging both meth-
ods, with a smart de-duplication process on 
the back end, can ensure that more online 
touches are connected to the value they 
are driving.

Have you tried another idea for tying 
together offline conversions that has 
worked well for you? Share your ideas at 
RKG.co/offline.

[ RYAN GIBSoN, is responsible for 
leading the marketing and brand-
ing strategies for RKG while  
facilitating networking and thought 
leadership between RKG and the 
industry. ]
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once the customer opens 
his or her email, the pixel 
can look for previous online 
marketing touches and tie 
them to information in the 
email, which might include 
the order number, sales 
dollars, or store id.
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content is hoW you scale  
link Building: 
rkg’s Philosophy & Approach 

TiTle

auThor [  ToDD McDoNALD  ] 

Philosophy Point #1: link development 
will not save your skin. I can’t tell you 
how often we hear from businesses who 
see link development as the SEO version of 
the Golden Gun. Don’t get me wrong, I am 
the first one to tell you how necessary and 
important it is, and how powerful it can be 
for your business. But there’s a caveat here. 
Link development will do you no good un-
less you’ve fixed the holes in your boat first.

You don’t have to know a lot about boat-
ing to know that even the sweetest sail is not 
going to keep a fundamentally-flawed boat 
from sinking. The same principle holds true 
for your website. If your site has technical 
problems, no amount of link development is 
likely to produce the results you’re after. It’s 
pretty hard to rank a page that can’t even 

be indexed by a search engine. It’s why you 
don’t see a lot of invisible contestants win-
ning beauty pageants..

So let’s review…fix your site, optimize 
your architecture, THEN think about link 
development. 

Easy for us to say, right?  Actually, we 
can do more.  We can help. Philosophy 
Point #2: link development should be 
customized. If you believe one type of link 
solves all problems, give me a call and let’s 
talk. A little trip to fantasyland is always 
good for the soul. Now let’s return to reality 
and things that are good for your business. 
Link development is about understanding 
your industry, your market, and what makes 
your little world go ‘round on the Internet. 
There are plenty of ways to quickly gain an 
understanding of your market and where 
you fit in, and I am joined by many clients in 
thinking we have a pretty efficient process 
for doing just that here at RKG. But for you 
to believe that an .edu or .gov or whatever 
other flavor of link you’re after is always 
going to be right…is just plain wrong.

link development is one of those things that everyone in business 

knows they have to do, but not enough people know how to do it right.  

that’s where rKG comes in. we're here to share a few ideas on how 

we approach this critical aspect of your web-based strategy, how it 

should be incorporated into your overall seo strategy, and where we 

see it going in the future.

Link development is about  

understanding your industry, your  

market, and what makes your little 

world go ‘round on the Internet. 
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Before you hire anyone to help you with 
link development, ask some important ques-
tions. How do they build link strategies? 
What tactics do they often use? What do 
they feel is most important when evaluating 
a link?  Here’s a hint…anyone who answers 
with “It depends” should get bonus points, 
particularly if they are able to back up that 
answer with sound reasoning. Our approach 
at RKG is to first understand your link situ-
ation, then efficiently and effectively plot 
out a course for how to build on your site’s 
Domain Authority. If you already have what 
you need there, we are happy to help you 
capitalize even further on it. Our tactics are 
similar across strategies, but we are experts 
in adapting our approach and focus based 
on your specific market, needs and goals.

Philosophy Point #3: link develop-
ment is not scalable as you know it. 
Link development has long been a manual 
process. Of course, there are exceptions. You 
can garner large numbers of links at one time, 
even without going to India. But you better 
be ready to make a significant investment 
if you want these options to work well. Can 
this be worth the investment? Sure, it can, 
but we happen to believe that your money 
is better spent through engaging in content 
development, promotions and other related 
marketing activities. The lesson here is that 
there is more to link development than links 
alone. And the key to scale your link building 
efforts is through content. Philosophy Point 
#4: link development isn’t about quan-
tity. Now that I’ve told you that quantity is 
attainable, I’m going to go ahead and tell you 
that it really does not matter 99% of the time 
– at least not in a silo. It’s true that sometimes 
the 10-ton backlink gorilla is simply too much 
to handle. But most of the time, quality links 
from quality sources that have other impor-
tant factors going for them will provide much 
more value than sheer quantity, especially 
when they are directed to deep pages.

I don’t believe Google is perfect here, and 
there are plenty of instances where quantity 
is outpacing quality to win the day. But you 
must keep your eye on the prize…you must 
look ahead or be left behind…you must…
OK, I am running out of clichés, but I think 
you get the point. Philosophy Point #5: 
link development isn’t really about link 
development, it’s about marketing. In its 
best form, link development is an aftershock 
from other things you, your team, and your 
business are doing well. To reach SEO nirvana 
you need to focus on providing your custom-
ers and your prospective customers with 
something of real value. Too often link building 
is seen as a sort of necessary evil – a long, 
painful, disappointing and ultimately frustrat-
ing process. The truth is, people like linking. 
They like talking about stuff, they like sharing 
with their friends and they like showing off 
what they know. And from your perspective, 
isn’t being noticed and talked about what this 
whole marketing thing is about?

Doing a good job at what you do and giving 
people reasons to say good things about you 
and share good things about you is 95% of 
the battle. But there is always the matter of 
that last 5%., and it can make the difference 
between success and failure. That is where we 
come in at RKG. Contact us today and find out 
how we can make your links work for you and 
turn a necessary evil into an absolute good.

[ ToDD McDoNALD, is responsible 
for high-level link strategy de-
velopment, analysis, and campaign 
implementation. Todd also helps 
develop internal tools and pro-
cesses related to off-page Seo. ]

content is hoW you scale link Building

Our approach at RKG is to first  
understand your link situation,  

then efficiently and effectively plot 
out a course for how to build on  

your site’s Domain Authority.

rimm-KauFmaN Group



meet Rkg

september 10-12 - shop.org Annual summit — denver, Co

september 13-14 – eyefortravel tDs – las vegas, Nv

september  20 – Ad Age Digital west – san Francisco, Ca

september 18-21 – Dreamforce – san Francisco, Ca

october 2-4 - smx east — New york, Ny

october 23 – rkg roadshow – New york, Ny

october 30 – rkg roadshow – Chicago, il

November 1- rkg roadshow – philadelphia, pa

November 7-8 – Ad tech nY – New york, Ny

November 13-15 – PhoCuswright – scottsdale, az

For more details or to meet up, email us:  

events@rimmkaufman.com

learn more about rKG’s roadshows  

at www.rKGroadshow.com

moRe industRy ResouRces 
availaBle fRom Rkgrkg Digital marketing reportsInterested to benchmark your success each quarter? RKG analyzes 

mountains of digital performance data to share insights each  

quarter in the RKG Digital Marketing Report. For all the latest 

details, visit RKG.co/dmr to download the latest or sign up for  

the next release.

rkgblog.com
RKGblog.com is one of the most popular and influential online  

marketing blogs in the business. Launched in 2006 and regularly 

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

up-to-the-minute research and analysis unrivaled in online marketing.



Ryan Gibson, VP of Marketing

ryan@riMMkaufMan.coM                (434) 970-1010
www.riMMkaufMan.coM

For More inForMaTion conTacT rkG Today

did you knoW
rKG can help you implement all of the tactics we write 
about in dossier? 

Every single day RKG works with today’s top online advertisers to 
drive sales, lower costs and engage with more customers through our 
full-service management for Paid Search, Search Engine Optimization, 
Social Media, Comparison Shopping and Display Advertising Solutions.

Since 2003, RKG has relentlessly focused on driving better results for 
our clients. We combine talented and creative marketing analysts with 
unmatched proprietary technological capabilities to create the industry’s 
most efficient and effective data-driven online marketing solutions. 

RKG works with organizations ranging in size from young startups to 
established Fortune 500 companies, including more than 40 of the 
Top 500 Retailers.

We'd love to share our ideas on how we can help you too.

Rimm-Kaufman Group

Paid seaRch

attRiBution

social media 

csesdisPlay  

seo


