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Paid Online Advertising: Increasing Your Company’s
Proﬁtability and Success by Chris Tomlinson
An Introduction to Paid Online Advertising
Advertising – it’s as essential to online businesses as it is to brick-and-mortar only shops. Whether you run
an ecommerce site with no physical store, an online shop that complements your brick-and-mortar
location, or you’re just looking to ramp up traﬃc in the oﬄine world, you need to invest in paid online
advertising.
Of course, that means you need to know a thing or two about your options here and how the various
advertising methods work. In this chapter, we’ll introduce you to the various formats and what each does.
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Paid Online Advertising vs. Other Options
Before we get too far into our discussion of paid online advertising, we should note that these options
diﬀer greatly from other online marketing methods and should be used in conjunction with, rather than in
place of them. Other marketing and advertising methods that you should utilize include:
Content marketing
Social media marketing (note this is not paid social media marketing, such as we’ll cover later in
this report)
Email marketing
SEO (on and oﬀ-page)
Paid online advertising should never form the core of your eﬀorts. However, it can provide powerful
beneﬁts when used correctly. With that being said, UK business owners are set to enjoy unprecedented
levels of attention through paid online advertising.
Consider the words of the head of forecasting for one of the UK’s leading digital marketing analysis ﬁrms.
“We expect to see growth of 9.7 per cent, the fastest rate since 1998. It is pretty stellar – the fastest
growth rate of any mature market.
I attribute it to the healthy UK economy, marketers’ embrace of digital communication; advertisers spend
more of their budgets on Internet advertising than anywhere else in the world, and strong demand for TV,
which remains cheap on historical and international terms.”

The Two Camps
There are two primary types of paid online advertising – paid search advertising and display advertising.
While both take place on the Internet, they’re actually very diﬀerent. Here’s a quick look at each:
Paid Search Advertising: If you’ve ever searched for a topic in Google, you’ve seen paid search
advertising in action. You know those ﬁrst three search results at the top of your page? The ones with the
little yellow and white “Ad” notiﬁcation to the right? Those are paid search results.
A company has paid to have them appear when customers search for speciﬁc keywords. You’ll also see
them to the right of the organic search results; any result that includes the little “Sponsored (I)”
notiﬁcation is a paid search result. The lower right hand column below the Google shopping images is also
comprised of paid search results.
Display Advertising: Display advertising diﬀers from paid search advertising in a couple of ways. First,
these types of ads obviously aren’t shown in search engine results. Second, they tend to be “image
heavy”, although they also combine text and sometimes media (audio or video). If you’ve ever clicked on
a banner ad on a website, then you’re very familiar with display advertising.
Another beneﬁt of display advertising is that these ads can be displayed to diﬀerent website visitors –
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they’re not necessarily static and visible to all. They can be triggered by an action, a person’s
preferences, search history and a great deal more. The point of these metrics is to ensure that the ad is
served to those visitors most likely to ﬁnd the content appealing or compelling.

CPC/PPC
The most common type of paid online advertising today is CPC, or cost-per-click. It’s also called PPC, or
pay-per-click advertising. Most of the more popular platforms fall into the model, including Google’s
AdWords programme. We will discuss individual platform types in a later chapter.
CPC advertising is actually very easy to understand. Essentially, you pay for each click on your ad. Let’s
use a Google AdWords ad as an example.
Suppose you operated a ﬂower shop in Cornwall. You want more orders, so you decide to start an
AdWords campaign online. You choose your keywords and then bid a certain amount – this is important,
as the amount you bid on the keyword(s) you’re targeting will be the amount you pay to Google every
time someone clicks your ad.
You create your ad and it goes live. You start seeing traﬃc coming into your site, and your orders
increase. Your costs also increase because each click means that you have to pay Google for the traﬃc.

CPM
CPM is a bit diﬀerent than CPC/PPC ads. CPM stands for “cost per 1,000 impressions”. It’s used primarily
for what’s called “display advertising” rather than paid search advertising. Rather than being charged for
click-throughs, you’re being charged for the number of times your ad is served (seen by web surfers).
The costs involved here are very low, so you’re generally charged per 1,000 impressions (serves). Note
that this method is nowhere near as popular as CPC/PPC, but it is one that should be considered.

Fixed Cost
Fixed cost advertising diﬀers from both CPC and CPM methods. In this situation, you pay a speciﬁc
amount of money to a particular website or ad network to have your advertisement displayed for a
speciﬁed duration. You’re not charged for clicks or views. In a way, it’s the closest digital parallel to oldschool billboard and magazine ad marketing.
Note that most ﬁxed cost options are sold through ad networks. This gives you the means to get your ad
displayed on multiple websites. You can also set diﬀerent rules governing where and when your ad is
shown in order to increase its eﬀectiveness.

Google AdWords
Let’s take a closer look at Google’s AdWords programme, the most frequently used PPC platform in the
world. Whether you’re a local shop or a national chain, you’ll need to make use of Google’s reach and
incredible power. Despite the rise of Microsoft’s Bing website and the continued existence of other search
engines, yes, Yahoo! is still around, Google remains the number one search engine on the planet by a
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very large margin.
AdWords is PPC marketing in its truest sense. You’ll need a Google AdWords account to get started, which
is free, and you’ll need to have a good idea of what keywords you want to target. Make use of Google’s
keyword research tool, which is free and only available to AdWords members.
There are quite a few beneﬁts to be found with the AdWords platform, including the ability to choose
whether your ads are served to a local audience or national or international one. This lets you tailor your
marketing to your budget. Obviously, you’ll spend much more if you target a global audience than if you
were strictly looking for local customers. You can even set parameters that ensure your ad is only shown
to customers within a speciﬁc distance from your physical shop.
Care should be exercised when choosing your keywords, though. The more competitive the keyword, the
more you’ll have to bid on it. The more you bid, the more you pay for each click. Of course, you don’t pay
if there aren’t any clicks, but that’s not the goal here. You want traﬃc, and that’s what AdWords excels at
delivering, at least in the short-term.
Note that PPC campaigns are not ideal for long-term success. However, they are excellent options for
periodic use, as well as for use when you’re ﬁrst getting your organic SEO eﬀorts oﬀ the ground. When
you ﬁrst start your website and don’t have much content for the search engine to index, for instance.

Bing Ads
Don’t feel bad if you’ve never heard of Microsoft’s Bing Ads system. It used to be called Microsoft
adCenter, and before that it was MSN adCenter. It’s very similar to Google’s AdWords platform, and works
on both Bing, Microsoft’s search engine, as well as on Yahoo!’s search engine. Note that as of mid-2015,
Microsoft no longer sells most of it’s ad space. That’s now the job of AOL (only a majority, though –
Microsoft still sells some space).
There are many similarities between Bing Ads and AdWords, including the ability to bid on keywords and
determine what audience to share the ad with. However, there are a few unique qualities worth noting
with Bing Ads:
You can choose to have your ad run only on certain days of the week.
You can choose to have your ad run only at certain times of day.
You can choose to increase your bid automatically when it’s shown to web surfers within speciﬁc
demographics (this improves the placement of your ad on the search results page).
As with AdWords, you’ll want to pay close attention to the keywords you choose, the level of competition
for each of those keywords, and your bid amounts, as these criteria will have a signiﬁcant impact on the
costs of your campaign.
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Ad Retargeting
Haven’t heard of ad retargeting? Not to worry. It’s a relatively new form of recycling your advertising.
While it’s been around for a few years at this point, it’s just now really beginning to come into its own.
How does it work?
Ad retargeting relies on cookies – little bits of information tagged to the web browser when someone visits
your website. Obviously, if cookies are turned oﬀ, this won’t work. Likewise, if a user decides to clean
their cookies, retargeting won’t work either. With that being said, most people no longer pay much
attention to cookies, so you can see some decent traction through remarketing.

Here’s how the process works in a nutshell:
1. A visitor lands on your website. They may browse around for a little while, or they may leave shortly
afterward. In either instance, a cookie is added to their browser.
2. When that customer visits another website, your ad is displayed (thanks to the cookie).
This allows you to essentially get your ad oﬀ your own page, as well as ensure that your ads are being
displayed to visitors who’ve been to your website, rather than to all and sundry. The primary beneﬁt of
retargeting is due to being able to keep your brand in front of your customers at all times. However, there
are some best practices you’ll need to follow.
This allows you to essentially get your ad oﬀ your own page, as well as ensure that your ads are being
displayed to visitors who’ve been to your website, rather than to all and sundry. The primary beneﬁt of
retargeting is due to being able to keep your brand in front of your customers at all times. However, there
are some best practices you’ll need to follow.
Retargeting isn’t possible on your own. You’ll need to work with a provider that’s also a member of
large ad networks.
You need to segment your ads for retargeting. For instance, you don’t want to show an ad for a
new cell phone case to a customer who was browsing the pants section on your site.
You need to ensure that you use your ads eﬀectively – write compelling copy and have a clear call
to action that compels the viewer to take action.
Know the retargeting window – diﬀerent audiences and diﬀerent interests have diﬀerent
retargeting times. For instance, someone browsing for a restaurant should be immediately
retargeted if they leave your site. However, someone shopping for a pair of shoes has a longer
window.
Never retarget your ads to “everyone” who’s been to your website. Your retargeting should be very
segmented in order to maximize traction and performance.
Don’t rely on retargeting as your sole digital advertising solution. It should be just one part of a
fully-formed online marketing plan. Combine it with content marketing, social media marketing,
PPC ads and other options.

DIGITAL MARKETING SERVICES
Peppersack Limited, Atlantic Business Centre, Atlantic Street, Altrincham, WA14 5NQ
Tel: 0161 926 3670 Email: info@peppersack.com Web: www.peppersack.com
Registered in England and Wales 11th August 2009, Registered Number 6997254, VAT Number 981 3013 36

Display Ads
So far, we’ve touched primarily on pay-per-click type advertising options, but now let’s take a closer look
at display ads, such as banners and the like. This type of advertising has been around for a very long
time, and actually predates CPC/PPC and CPM models.
Display ads can take on many diﬀerent forms. They can also be positioned almost anywhere on the page.
In the past, banner ads were placed primarily at the top of the page, but today they might be at the top,
on the left or right, at the bottom or even smack in the centre depending on the size of the ad and the
amount paid, as well as the website hosting the ad.
Think of these ads as mini-billboards. The most common format is to use text and an image, but it’s
becoming increasingly common to include things like audio and video as well. Bear in mind that many
consumers are averse to “auto-play” video and audio, so use these techniques at your own risk. It might
build your proﬁtability, or it could damage your brand. Many consumers consider auto-play an oﬀensive,
invasive tactic.
Note that display ad space is sold in many diﬀerent ways, but cost per 1,000 impressions (CPM) is one of
the most common. Fixed cost advertising is also somewhat common. CPC/PPC is less common with
display advertising than it is with other formats.
While it’s possible to work with a single website to place ads on the page, most ad space is sold through
various networks. Interestingly, AdWords is one of the largest networks in this space. AdWords actually
combines both CPC/PPC ads and display advertising. Others include:
AOL (Advertising.com)
Yahoo!
ContextWeb
Traﬃc Marketplace
Casale
TribalFusion
Speciﬁc Media
GumGum
Conversant
AcuityAds
RhythmOne
Criteo
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SourceKnowledge
RadiumOne
Collective Display
Rocket Fuel
Note that these networks vary drastically in terms of important criteria like ﬁll per cent, website
segmentation, cross-platform operability, cost and more. What’s an ad network, really, though? Let’s take
a closer look at the display ad market.
There are three “players” in the market (display advertising only). These are the publishers (the
companies putting the ads up), the websites and the readers (the consumers). However, ad networks
have created a fourth entry, and work as “middlemen” to bring publishers and websites together for
mutual gain (and protection for publishers).
It’s in the websites’ best interest to get as much money as possible for their space. It’s in the publishers’
best interest to pay as little as possible for the space. Readers don’t get much out of the equation at all –
only a very small fraction of a website’s visitors/readers constitute your target audience and will be
interested in what you have to oﬀer. To everyone else, your ad is just wasted space.
Obviously, it’s important that you’re able to target your ads to the right audience. Thankfully, there are
many ways that can be done with display advertising. Here’s a quick rundown:
All: This is pretty self-explanatory. Your ad is served to everyone on the page. This isn’t
recommended.
Contextual: Ads are displayed that relate to keywords embedded within the page, and thus more
likely to be of interest to website visitors. For instance, a blog about wilderness hiking might see
ads for boots, canteens, survival gear and the like. However, it wouldn’t display an ad for a new
luxury car, or a luxury vacation to Paris.
Behaviour: One of the best targeting methods used for display ads is behavioural targeting.
Essentially, ads are displayed based on information learned about the individual web surfer (things
like browsing history, cookies, search history and the like). While it might be controversial in terms
of privacy and its invasion thereof, it is no doubt eﬀective.
Location: Many display ads are set up with a location-based targeting system that determines a
web surfer’s geographic location and other parameters, and then displays ads that meet those
requirements.
Retargeting: Retargeting is frequently used with display ads. It’s actually an almost ideal ﬁt, and
targeting is based on the cookie initially embedded in the surfer’s browser.
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A Word on Mobile
No discussion of paid online marketing can be complete without at least touching on mobile. It’s the
elephant in the room so to speak. Mobile has gone from a fringe option to one of the most important
inclusions in any company’s marketing strategy, and you must know what it oﬀers. For 2015:
Almost 45% of ad impressions in the UK were from mobile users.
Almost 50% of ad clicks in the UK were from mobile users.
46% of all spending in the UK tracked to online advertising came from mobile users.
Tablet users accounted for the highest search traﬃc in the UK (contrasted with the US, where
smartphones are the primary mobile segment).
15% of UK shoppers use their mobile device as their primary online shopping tool.
73% of UK shoppers use their mobile device for at least some online shopping.
Obviously, it’s essential that you take advantage of the burgeoning mobile market, but what advertising
channels work with these devices? Actually, all of those covered thus far work, but you have to take steps
to optimise for mobile. Here’s a look at the best performing channels in the mobile segment:
AdWords (paid search)
Paid social media
Display advertising
Obviously, mobile marketing is something that you need to account for in your strategy. That doesn’t
mean you need to develop an in-house app (although that can be beneﬁcial for some businesses). It does
mean that you need to consider the partnerships you form in terms of ad networks and whether or not
your ads will be shown on both desktops and mobile devices.
It also means that you need to account for mobile devices in the format, size and types of ads that you
create (there’s no such thing as a one-size ﬁts all ad when it comes to displaying on desktops and mobile
devices).
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Paid Social Media Advertising
Social media marketing has become a “must have” for any business hoping to improve traction in the
online world. However, there are two types of marketing here – there’s organic social media marketing,
which involves engaging with your audience, posting relevant, interesting content, and more. Then
there’s paid social media advertising, which is very diﬀerent. We’ll break this down by some of the most
popular networks to give you better insight into each platform.

Facebook
Facebook is more than just the largest social network in the world. It’s also one of the most proﬁtable
options for businesses looking to market their products or services. You have a number of options
available to you in terms of paid advertising, including Facebook Ads and boosted posts. Let’s look at
each in a little more detail.
Boosted Posts: When you post content to Facebook as a page, you have the option to “boost” it for a
nominal fee. The amount you pay is directly related to the increased reach, the more you pay, the farther
your post will reach. This can make an aﬀordable marketing solution for high-performing posts that you
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want to have seen by Facebook users that aren’t already part of your audience (page fans).
Facebook Ads: In many ways, Facebook Ads is a lot like Google AdWords. They’re both keyword-oriented
and can be targeted in a number of diﬀerent ways. They can both include text and images, too. However,
there are other things that make Facebook’s advertising solution powerful for businesses.
With Facebook’s advertising system, you can target your audience in a number of diﬀerent ways. You can
use gender, location, likes, interests, age, their relationship status (if they’ve listed one), where they
work, their level of education and more.
Of course, the key here is to understand the overall process. Once you have your page set up, you can
create an advertising campaign. This is a formal process that Facebook will walk you through. The ﬁrst
step is to access the Ads manager and set an objective for the campaign. You have quite a few options,
ranging from boosting your posts to promoting your page to driving traﬃc to your website and many
others.
Next up, you’ll need to choose your audience. This is where those targeting metrics we discussed above
come into play. You can also create a custom audience. After determining your audience, you’ll need to
determine how much you want to spend. You can set a start and end date, or you can choose to run your
ad continuously. Once your budget has been exceeded, your ad will not be displayed, so bear this in
mind. Note that you are charged per impression, not per click.

YouTube
YouTube is actually the second largest search engine in the world. It provides you with a very wide range
of advertising opportunities. You can opt to upload videos on your own, or you can partner with YouTube
and have your ads featured in the videos of other accounts. Before you do anything, though, you need to
have an AdWords account (yes, Google ties YouTube to your AdWords account, which makes sense).
Next, you need to make sure that you have a YouTube account and that it’s linked to your AdWords
account. You can do this through your admin panel. Once linked, you’ll need to work on your budget (daily
budget). Note that you won’t be charged unless someone actually watches your ad to the end. Partial
views and skips aren’t counted.
Your next step is to choose where you want your video displayed. This is a critical decision. You can opt
for a number of diﬀerent things, including by city, nationality, IP address and much more. Make sure that
your display method matches your budget A smaller budget would be a better ﬁt for limited viewing, and
vice versa.
Now you need to upload a video and it needs to conform to YouTube’s best practices. For instance, it
must be set to public, it must be either 4:3 or 16:9 aspect ratio, and it must be in a supported ﬁle format.
YouTube provides the full list of formats available.
When you’ve uploaded your video, you need to choose your audience (in-depth segmentation by age,
gender and other demographics), and you need to choose the keywords that apply to your ad/video. You
can use Google’s free keyword tool here if you’re not sure what to target.
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Twitter
Twitter is also a powerful tool for online marketing. However, it’s very diﬀerent from other options out
there, such as Facebook. You can’t get quite as granular in your audience segmentation, but that doesn’t
mean that you should ignore this platform.
One of the most beneﬁcial options is to make a promoted tweet. This can be done simply by visiting the
Twitter advertising area and signing in. Next, create a promoted tweet campaign by answering the brief
series of questions. Give your campaign a name and decide when you want it to run, and then choose
your targeting method (keywords, television or interests).
If you choose the “interests” option, you can actually target the followers of other Twitter accounts, which
can let you market to your competitors’ audiences. However, it’s also important to understand that the
only way to get your promoted post to show up in organic searches on the network is to run your
campaign with keywords.
When the campaign is complete, you can choose the tweets you want to promote (you can choose tweets
as they’re made, as well, allowing you to promote content on the ﬂy). The last step is to set your budget.
Choose the option that best matches your funding and your goals. If you set a total budget, the campaign
will stop once that amount has been reached.
You can also choose to promote your account. This will put your name on the list of suggested accounts to
follow that Twitter gives to all users. You’ll set it up in almost the same way as you do for creating a
promoted tweets campaign, except that you can target followers of other accounts. You can actually
specify the accounts that you want to target.

Strategy and Implementation
Knowing the various online advertising options available to you is only half the equation. You must also
utilise the right strategy, implement your online advertising campaigns correctly, track and analyse your
results, and test your ads for eﬀectiveness. In this section, we’ll touch on some of the most important
elements to understand.

Common Pitfalls
Paid online advertising can be diﬃcult, and fraught with errors and problems. Some of the most common
pitfalls made by business owners and decision makers new to the ﬁeld include the following:
Advertising Budget: Not completely understanding your advertising budget, setting the wrong
budget, and bidding too high on keywords all rank high in terms of derailing your success. Pay
close attention to the competition for each keyword you’re targeting, and limit your bid amounts to
spare your budget.
Landing Pages: It’s important that your advertising eﬀorts are tied to speciﬁc landing pages. This
will help make tracking performance much simpler, and it allows you to create speciﬁc landing
pages per campaign, which can simplify the process of running multiple campaigns, as well as
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things like A/B testing and conversion tracking.
Broad-based Keywords: It can be tempting to target broad-based keywords in your online
marketing, but this is a mistake. The broader the keyword, the higher the competition and the
higher your costs will be. It’s also not ideal for accurately targeting your audience. Always opt for
more relevant, narrow keywords.
Using Just One Online Advertising Platform: Sure, you want to test the waters and get comfortable
with your platforms, but you cannot aﬀord to pin your hopes on just one online advertising solution.
You need to use multiple platforms – Facebook and AdWords combined, for instance.
Act on Data: You’ll have access to real-time information for your advertising campaigns, and it’s
essential that you act on it now, rather than later. Never ignore information – use it to your
advantage. Be agile. Adapt and change your campaigns based on real-world, real-time results.
That’s why this information is provided, so use it eﬀectively.
Avoiding Negative Keywords: Sure, you’re leery of casting your business, products or service in any
type of negative light. However, there’s a lot to be gained by using negative keywords in your
marketing campaigns. In this instance, though, it doesn’t cast aspersions on your business. A
negative keyword is simply used to eliminate similar keywords that might lead an untargeted buyer
to click on your ad (costing you money with little chance of an actual conversion). For instance, if
you sold upmarket clothing, you might want to use a negative keyword like “-cheap” which would
eliminate any phrase using “cheap” as a search modiﬁer from triggering your PPC ad.
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Tracking Results
You cannot run successful paid online advertising campaigns if you don’t track the results. For instance,
let’s say you create a Facebook campaign designed to get visitors to click through to your website.
However, you fail to track all potential inbound routes. What happens if a visitor clicks through the link
and lands on your page, but rather than emailing you or using the contact form, they decide to telephone
you directly instead?
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If this happens, you have no way of knowing that the call ultimately stemmed from your Facebook
campaign. You must have the right tracking solutions in place. It’s really as simple as that. Failing to do so
means that you’re most likely simply throwing money down the drain as you have no way to determine
what eﬀorts are successful, where your traﬃc is coming from, what platforms oﬀer the most traction or
anything else.
Obviously, you don’t have a limitless budget, so implement tracking solutions to make sure you’re getting
not only the right ROI, but that you’re not wasting your time on platforms that don’t oﬀer any beneﬁts.

Conclusion
When everything is said and done, paid online advertising is a necessity. It should never form the
cornerstone of your eﬀorts, but it’s an essential element to include along with your other eﬀorts. It can
and should tie in with your organic SEO eﬀorts (on and oﬀ-page), your organic social media marketing
eﬀorts, your content marketing eﬀorts and more.
Of course, you need to know your options and how they work together. Is Facebook’s advertising
programme better for your business than Twitter’s? What about YouTube? What about the other countless
social networks out there today? There are many – LinkedIn and G+ are just two examples of other
networks that may or may not be worth your time and eﬀort.
You’ll also need to spend time ensuring that you’re able to create speciﬁc landing pages for each
campaign. Ideally, someone clicking through from an AdWords ad would land on a diﬀerent page than
someone clicking a post on Facebook. This provides an immediate way to determine traﬃc volume per
platform, and you can further segment that easily to ensure that you’re able to track your performance,
the eﬀectiveness of diﬀerent ads and other important criteria.
It’s also important that you do not ignore the mobile sector. While your AdWords ads might show up on
mobile devices, are they optimised for tablets and smartphones? Are your graphics light/small enough
that they’ll load quickly without using too much bandwidth? Are you incorrectly using video ads on mobile
platforms and creating negative connotations for your business?
And in a similar vein, are your ads correctly written? Are they compelling, interesting and capable of
inciting interest and encouraging viewers to click through to the landing page? Writing online ads is an art
form almost unto itself and it bears little resemblance to writing copy for landing pages or websites. The
right copy will convince readers that you have something worth investigating. The wrong wording will
make them scroll past your ad.
Finally, paid online advertising cannot be the sum of your eﬀorts. Your marketing must extend well
beyond the bounds of AdWords, Facebook Ads, YouTube marketing and the rest. Failing to use other
marketing techniques (content marketing, social media marketing, etc.) will yield little traction and low
ROI.
Of course, using paid online advertising platforms eﬀectively can be diﬃcult. You’re a business owner, not
a marketing professional. You have customers to serve, orders to ﬁll, and services to provide. It can be
downright impossible to achieve everything without spreading yourself too thin. Peppersack specialises in
providing business owners and decision makers with cutting-edge solutions, including paid online
advertising, content marketing, and much more. We welcome you to contact us to learn more about how
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we can help you build your business.
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About Peppersack
Peppersack is a leading digital marketing agency providing SEO and content marketing services that
deliver results. Our search engine optimisation services will help to raise your page rank. We deliver
proven results in the form of traﬃc to websites and sales inquiries though integrated inbound marketing
campaigns. We make it easy for your potential clients to ﬁnd you. These services are based on a
disciplined approach to research, analysis, business planning and reporting. Support services include
content development, social media management and creative design and development.

Contact Peppersack
Please contact us for help and advice with your digital marketing and communications
Email: contact@peppersack.com
Telephone: 0161 926 3670
Atlantic Business Centre
Atlantic Street
Manchester
WA14 5NQ
web: www.peppersack.com
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