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ABOUT SEARCH MOJO

• Search engine marketing firm founded in 2005

– Search engine optimization (SEO)

– Pay-per-click advertising management (PPC)

– Social media monitoring

• Located in Charlottesville, Va.

• Featured in the Washington Post, B2B Magazine, 

MarketingSherpa, Visibility Magazine and many 

blogs, including Marketing Pilgrim and Search 

Engine Journal

• Speakers at MarketingProfs, SMX Advanced, 

PubCon and Search Engine Strategies
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WHAT WE’LL COVER TODAY

• Types of ad extensions
• Overall benefits of ad extensions
• Pros/Cons of each type
• Case study: ScienceLogic

– Goal
– Solution
– ROI
– Next steps

SEARCH-MOJO.COM@searchmojo

GOOGLE ADWORDS AD EXTENSIONS

• Google AdWords feature
• Show more information with existing ads
• Campaign-level settings
• Basic reporting abilities
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AD EXTENSION BENEFITS

• Take up more real estate on SERPs

• Draw more attention to your ads
• Increase clickthrough-rates (CTR)
• Easy to set up
• Most extensions are FREE!

SEARCH-MOJO.COM@searchmojo

TYPES OF AD EXTENSIONS

• Product Extensions
– [Limited Release]

• Call Extensions (Call Metrics)
– [Limited Release]

• Ad Sitelinks
– [Fully Released]
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PRODUCT EXTENSIONS

• Link Google Merchant 
Center and Google AdWords

• Provide additional 
information with your ads 
regarding specific products

SEARCH-MOJO.COM@searchmojo

TIPS: BEST USE OF PRODUCT EXTENSIONS

• Ensure you have images 
for all products
– Once merchant 

center is connected 
to AdWords, you 
cannot control 
individual products 
showing/not showing

– Google will show most relevant 
products to search query
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PROS/CONS OF PRODUCT EXTENSIONS

• Pros:
– Images help improve ad visibility
– Use Data Feed for Google Shopping 
– Improve lead quality

• Cons:
– Have to have images for 

every product
• Example: book seller client

– Google decides which products 
to show
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CALL EXTENSIONS | CALL METRICS

• Adds phone number to ad
• Tracks call information in AdWords
• Great for organizations with inside sales 

or telesales
• Google will re-open phone extensions soon 

(late June)
• Fee per call ($1/call as of June 14, 2011)
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CALL METRICS CAMPAIGN REPORTING 
(UNTIL JUNE 14)
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CALL METRICS CAMPAIGN REPORTING (AS 
OF JUNE 14)
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CALL METRICS DIMENSIONS REPORTING

SEARCH-MOJO.COM@searchmojo

PROS/CONS OF CALL METRICS

• Pros:
– Great for measuring calls from AdWords
– Many people will prefer to simply call vs. fill out forms
– Further insight into the types of ad respondents that paid 

search generates

• Cons:
– Can bring in calls that are not sales calls
– Can cannibalize clicks and/or conversions
– Timing of when ads are live and inside sales’ hours
– Could be charged for a call and if someone also clicks
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AD SITELINKS

• Provides way to extend ad
• Up to four additional links on the ad
• Shows for ads that appear above 

organic results
• Need a 7/10 quality score minimum to show

SEARCH-MOJO.COM@searchmojo

SITELINKS AND LANDING PAGES

• Ideally have landing page 
for each sitelink
– Helps ensure there’s a 

clear conversion path 
• Key to ensure greater 

conversion
• Address long-tail terms, 

niche areas that may not 
be addressed specifically 
on the website
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PROS/CONS OF SITELINKS

• Pros:
– Extend visibility
– Extend links for broader 

keyword terms
– Great for seasonal offers or sales
– Increase CTR 

• Cons:
– AdWords tracking is limited
– Can’t edit or pause ad sitelinks

once added

“On average, 
advertisers who 
use Ad Sitelinks
have seen their 
ad clickthrough
rates improve by 
30%.”

—Google Ad 
Innovations Team

SEARCH-MOJO.COM@searchmojo

MEASURING SITELINK PERFORMANCE
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• ValueTrack
– Advanced URL tagging feature from Google
– Example:

www.domain.com/products?origin=sitelink&keyword={keyword}&
matchtype={matchtype}

• Custom URL Tagging
– Create custom parameters for Ad Sitelink URLs
– Example:

www.domain.com/products?sitelink=1

• Combination: ValueTrack & Custom Tagging
– More insight into searcher activity & engagement

ADVANCED REPORTING OPTIONS

SEARCH-MOJO.COM@searchmojo

CASE STUDY: SCIENCELOGIC

• SEO client for five years
– On average, about 20% click on ads vs. organic results

• Main product (EM7) addresses many niche areas
– Need for many long tail keywords

• Provided immediate exposure on over
10,580 keywords 

• Provide greater overall search visibility
• Help ScienceLogic “own more search real estate” against 

larger, more recognized brands
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ABOUT SCIENCELOGIC

Customers Served
• Hundreds of customers

• Many industries and types of users

• Collaborative relationships

• High retention and satisfaction

Customers Served
• Hundreds of customers

• Many industries and types of users

• Collaborative relationships

• High retention and satisfaction

Recognition & Growth
• Numerous industry accolades

• Recognized technical excellence

• Collaborative partnerships

• Strong growth and solid financials

Recognition & Growth
• Numerous industry accolades

• Recognized technical excellence

• Collaborative partnerships

• Strong growth and solid financials

Award-winning IT Operations Management
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OUR PRODUCT
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OUR COMPETITION

• Big 4 – HP, IBM, CA, BMC
– Large ad budgets
– Established, highly recognizable brands

• New competitors constantly enter fray
• Noisy, crowded space

SEARCH-MOJO.COM@searchmojo

ADWORDS CHALLENGES - SOLUTIONS

Competition  Show up

Broad Product/Specific Solutions  Ready to Engage, Targeted
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ADWORDS CHALLENGES

• Competition
• Broad Product/ 

Specific Solutions
• Reporting/ROI

Sitelinks help us to 
overcome these 

challenges but creates 
more work for us to 

measure effectiveness 
and value
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SOLUTION: AD EXTENSIONS

• Why Sitelinks?
– Gets people to specific information quickly
– Core value of an integrated product – what 

else does EM7 do around what I’m looking for?
– More real estate

• Why Phone Extensions?
– Immediate engagement
– High value proposition
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SITELINKS – BEFORE AND AFTER

SEARCH-MOJO.COM@searchmojo

REPORTING & ROI: MEASUREMENT

• Contribution to pipeline

• Effectiveness of marketing 
campaigns – beyond PPC and 
sitelinks

• Tracking prospect behavior

• Lead Scoring

Tracks impressions, 
clickthroughs, conversions 
to campaigns, keywords

Captures all web/email 
actions and aligns to 
specific prospect upon 
conversion

Presents Leads by 
Priority/Campaign and 
assigns actual “value” to 
conversions

Limited

Detailed

$$
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NEXT STEPS

• Implement phone extensions
• Continuous improvement

– Continue to bid aggressively
– Additional assets/campaigns
– Integrated reporting 
– Evaluate and test individual sitelinks

SEARCH-MOJO.COM@searchmojo

CONTACT

Search Mojo
Amanda Chaney
achaney@search-mojo.com
@amandadchaney
@searchmojo
blog.search-mojo.com

ScienceLogic
Julia Lim
jlim@sciencelogic.com
@sciencelogic
blog.sciencelogic.com


