commission junction

The new world of trademark bidding: the impact of brand bidding
on Google

Backaround
In the past advertisers and brand owners in the UK have been in a position to ask

Google to protect their single word trademarks from rival bids. However, since 5 May
2008, Google no longer monitors ‘registered’ trademarks throughout the UK and Ireland.
This means that a trademarked keyword search term is available to any online advertiser
to use. For example, one company can now bid on another’s and vice versa.

There will be no change to Google’s strict text copy policy for advertisements which
means that unauthorised advertisers will not be able to use a monitored trademark term
in their ad description. According to Google, “ads of trademark owners are still likely to
have the edge over those non-trademark owners because these ads can use the
trademark terms and are likely to have higher click through rates and achieve a better
position in the sponsored link”.

However, advertisers/brand owners managing paid search campaigns with Google will be
challenged in many other ways.

What issues does this present to you as an advertiser/brand owner or to vour
agency?

Increased costs

Advertisers will be faced with competitors bidding on their trademark, leading to a
potential increase in brand keyword prices and ultimately more cost. Cost per click prices
will increase, lowering a brand’s ROI. There will also be additional resources required to
monitor the situation and keep competitors out of the top spots.

Competitive disadvantage

Online consumers will now be faced with more alternative options when searching for a
particular brand and may be influenced to purchase a competing product. The brand
owner may lose customers to rival advertisers.

Reassignment of focus

Advertisers need to be aware of the shift in focus between generic and brand terms. Due
to the increased cost per click, prices on their own trademark will increase, and as such
brand owners may decide to reassign budget from their generic allocation.

However, this could impact overall search performance with “too many eggs in one
basket”. Advertisers need to be careful not to make too many drastic changes to their
paid search budget. While it may appear wise to consolidate focus to protecting brand
terms from competitors, budget needs to be reallocated within a strategic framework.
There needs to be an understanding of the tangible and intangible (“brand building”)
benefits of bidding on non-brand name terms. It may make sense to reallocate budget in
stages and monitor the impact at each stage.

Bidding wars
Bidding wars will not be isolated to competing brands on the same affiliate network.

There will be more situations arising with Pay Per Click (PPC) affiliates working on
competing brands on multiple networks, with the potential to force a bidding war
between rival brand terms. In this case, you may need intervention from your affiliate
network to ensure that bid prices are minimised and that all parties work together to
protect brand value.
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What are the practical ways in which vyou overcome these challenges?

Understand your brand traffic

Due to the nature of search, online consumers are more likely to convert if they are
using a brand name when searching online. This is because users who search for a brand
name are aware of the brand, generally know the brand’s products/services and believe
in its integrity. This does not apply when consumers search under a generic term.

Here’'s some food for thought on this subject:

thitp://Awww.rimmkaut man.com/rkgbl 0g/2007/10/11/ppc-benchmarks-by-product-category/
http:/7www.bizreport.com/2007/03/brand_names _outperform_nonbranded_terms for_ppc_advertising.html

\http://searchengineland.com/070327-081415.php

Embrace your PPC affiliates
The question you need to ask to help you decide your parameters should be: “Is first
party control more important than coverage”.

You can effectively protect your brand by engaging more with your PPC affiliate
marketing experts and ensuring they realise the value of partnering with you. This may
mean giving affiliates more opportunities to engage with your brand. It also requires
sensitivity to rising prices as affiliates work on a pay for performance model. Providing
PPC affiliates with clear terms and conditions will help avoid overlap and head off rising
brand prices.

Less than 5% of users will ever look out of the top three listings on Google’s Sponsored
Search so it is important to take control of this search space.

Advertisers will usually benefit from not only protecting the top PPC advertising spot for
their brand terms but at least the two or three positions below them, so that competitors
do not take traffic away — affiliates can be best placed to increase your coverage.

Refine your affiliate marketing strategy
You should revise your affiliate strategy to reflect the new world of registered trademark
bidding. There are many options you can consider such as:

- Decide who could/will use your brand. Where can you give privileges and where
can you ask for something in return. E.g. offering additional affiliates display URL
in return for securing a presence across a percentage of generics. This
encourages affiliates to pay attention to the long tail and not focus entirely on the
more costly brand terms.

- Revise your current affiliate T&C’s and ensure they are clear and sit comfortably
in your broader marketing strategy

Review landing pages

You may want to consider assigning more resources towards the review and
development of dedicated merchant landing pages to ensure there is a heavy brand and
product focus. Product keywords will be vital to success.

Quality score rules the world

You need to ensure that your website’s adheres to Google’s quality score. Landing pages
must be relevant to the brand or the quality score will be poor and therefore paid and
natural search rankings may suffer. The landing page should, for instance, have any
brand related terms included in the copy with the optimal ‘keyword density’. Google has
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