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[ | Mobile search is growing phenomenally quickly - we're seeing
eight to nine times faster growth rates in this space than during the early
growth years of desktop search. Over 10% of all queries on Google already
come from mobiles (Google internal, Dec 2010), so it’s vital for advertisers
to keep up with the pace of change and think creatively about mobile
search.

If you thought you were ‘doing mobile search’ by simply opting your

desktop activity into showing against mobile searches, here are some
ideas on how to get more from your activity.
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Structure for Success

Separating out mobile campaigns is a basic but vital part of building a solid
mobile search strategy.

UK advertisers experience, on average, a 43% increase in mobile sales
when running a mobile specific campaign, compared to their mobile
conversion rate from a hybrid (mobile+desktop) campaign (Google internal).
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Mobile users tend to search in a different way from those on desktop
computers. Creating mobile specific keyword lists and ad copy not only
engages potential customers more effectively, but allows cost efficiency as
bids and budgets can be managed and optimised for mobile.

Format for the phone

A mobile user is often searching for something they have an immediate
interest in and want to action straight away - whether that be shopping
vouchers, cinema tickets or emergency breakdown cover. There are many
engaging ad formats which allow advertisers to present a call-to-action to
potential customers and connect them with your brand within a couple of
clicks.

Phone Extensions (Click-to-Call)

Whether you take sales over the phone or have a physical store location,
by including your phone number in your mobile search ads you can enable
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customers to connect easily with you. Campaigns using phone
extensions see on average an increased click-through-rate of 6-8%
(compared to mobile campaigns without phone extensions). Calls cost
advertisers the same as a click on an ad, making this a cost-effective
way to drive quality leads for your business.

Location Extensions (and Hyperlocal)

One in three mobile searches is for local information. If you have a
physical location you want to drive customers to, you can help them
to find it by adding location extensions to your mobile ads. You can
display an address, map plusbox, directions and a local business
telephone number (using click-to-call), and when a customer searches
in close proximity to your business Hyperlocal automatically displays
with a blue pin to show them their exact distance away.
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Click to Call Local Extensions

Seller Ratings

In recent studies, campaigns with mobile Seller Ratings saw a 7.5%
increase in click-through rates when compared to campaigns without.
Seller Ratings on mobile allow you to extend your online reputation from
desktop to mobile devices. This extension enables mobile searchers
to see merchants that are highly recommended by other shoppers,
and enables advertisers to showcase their business and differentiate
themselves from the competition.
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Mobile Ad Sitelinks

Adding Sitelinks to your mobile ads enables direct navigation to specific
pages of your website, and result on average in a 30% increase in click-
through-rate (compared with mobile campaigns without mobile Sitelinks).
Particularly for advertisers who do not yet have a fully mobile optimised
website, Sitelinks for mobile can be especially useful in taking customers
directly to specific site content such as best-selling products or store locator.
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Click to Download

‘Click to download’ can be great for promoting an Android or iPhone app.
In this format the appstore/market place url is used in the creative, which
automatically changes the display url to read ‘Download from itunes’ or
‘Download from marketplace’. This is effectively like putting a call-to-action
in your url.

Remember what happens after the click

It's key to provide a good mobile web experience for your brand. 83% of
Google’s large UK advertisers have websites that aren’t optimised for the
mobile web; for smartphone-users, that'’s like watching TV in black and white.

Optimising is another whole topic, but the simplest advice is to remember
your user. Whatever product or service you are promoting, understand
and experience for yourself the journey that someone has to complete to
undertake your desired action. Make it easy by deep linking from search ads
to the most appropriate part of your site and give the user options to interact
with you from there.
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Be discerning with devices

Remember that potential customers could be trying to access your brand
from anywhere! Mobile searches come not only from a plethora of mobile
phone devices, but a growing number of tablet devices. Consumers tend
to expect the same level of accessibility and service irrelevant of device,
and this is an opportunity for brands to be creative and stand out from the
crowd.
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A few simple best practices: create separate campaigns to target different
devices, with appropriately tailored ad copy and calls-to-action. Walk
through the user experience yourself and decide whether your desktop
website or mobile website is better suited to be served to tablet users.
Consider the demographics of different device users - can you benefit from
particular brand fit or creative targeting in your advertising?

In summary...

The time to get creative in mobile search is now. We advise advertisers
looking to get the most out of any advertising to set clear goals, understand
target consumer behaviour, test (and iterate!), and track the success of
tests to optimise future activity. Good luck!
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Mobhile
Directory

4th Screen
Tina Taylor
02079215560

AdMob - part of Google
Nicola Rennison
nrennison@google.com

Addictive
Simon Andrews
simon@addictivemobile.com

Adfonic
Paul Childs
info@adfonic.com

Blismobile Media
Greg Isbister
greg@blismobile.com

comScore, Inc.
Jeremy Copp
jcopp@comscore.com

Deutsche Telekom
James Rowe
james.rowe@telekom.com

Everything Everywhere
(Orange and T-Mobile)
Julie Fairclough
julie.fairclough@
everythingeverywhere.com

Experian
Alex Kuhnel

alex.kuhnel@uk.experian.com

First Partner
Justin Davidson
jdavidson@firstpartner.net

Google
Nicola Rennison
nrennison@google.com

Guardian News and Media
Richard Chambers
richard.chambers@guardian.co.uk

Incentivated
Jason Cross
jasonc@incentivated.com

Lucidity Mobile
David Fieldhouse
davidf@luciditymobile.com

MediaGom
Peter Fyfe
peter.fyfe@mediacom.com

Microsoft Advertising
Paul Lyonette
palyonet@microsoft.com

millennialmedia
Zac Pinkham
zpinkham@millennialmedia.com

MohiAD News
Jim Cook
jimcook@mobiadnews.com

Mohile Commerce Ltd
Steve Page

steve.page@mobilecommerce.co.uk

Movement
Clive Baker
clive@movementlondon.com

NAVTEQ Media Solutions
Mandeep Mason
mandeep.mason@navteq.com

OMD
Alex Newman
alex.newman@omduk.com

On Device Research
Alistair Hill
020 3239 2598

OpenMarket
David Sheridan
07540 572 123

Sky Media
Tim Hussain
0207 705 4616 | 07958 318960

Somo Agency
Andrew French
andrew@somoagency.com

StrikeAd
Simon Wajcenberg
simon@strikead.com

String™
Yush Kalia
info@stringlabs.co.uk

Three
Joanna Restrick
joanna.restrick@three.co.uk

TigerSpike

Joshua Heyneke
joshua.heyneke@tigerspike.com
020 7148 6600

Velti
Kelaine Olvera
kolvera@velti.com

Wister
Guenole Le Gall
guenole.legall@wister.fr

Yahoo!
John Tigg
020 7131 1691

YOC
Gary Danks
gary.danks@yoc.com

Yodel Digital
Justyn Lucas
justyn@yodeldigital.com
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For more information on mobile please
contact the IAB or one of our members.

Jon Mew,

Director of Mobile & Operations, IAB
jon@iabuk.net,

0207 050 6969
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