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Agenda

• Yahoo! & our search offering

• Best Practice techniques for Yahoo! search marketing

• Case studies:

How you can improve the ROI of your Yahoo! search marketing account



“Yahoo! –where 

millions of people go 

everyday to see 

what’s happening to 

the people and 

things that matter 

most to them”

Source: Comscore 2009
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Yahoo! Search

Looking for something?
Yahoo! Search enables you to find what you 
want, when you want, the way you want.

Yahoo! Search is the starting point for millions 
of users on their online journey, with 1.3m users 
using it each and every day.

Demonstrating our commitment to continued 
innovation in the search experience, Yahoo! is 
testing a new search results page, aligned with 
the design of the new Yahoo! homepage:

Results filtering option

Intelligent search

Search assist

Search pad

Source | Comscore MediaMetrix August 2009
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What’s Next?

Best practice techniques for Y!SM



Creative Best Practices

STRUCTURE - lays the foundation for creating the best-managed, most-efficient accounts & 

understanding the technical differences between Yahoo! & other engines will have a dramatic 

impact on performance.

• Remove duplicates; they cause internal competition which may inflate CPCs

• Organize keywords by term type and impression volume

– Isolate top-performing keywords

– Separate high volume vs. low volume

– Separate brand vs. unbranded

• By granularly structuring ad groups, more targeted copy can be assigned to a more relevant set 

of keywords, lifting CTR and making higher ad positions cheaper

• By lining up the ads and landing pages, conversion rates should increase



Quality Index Explained
Yahoo!’s ad-ranking model is a combination of bid and quality

• A measure of how well an ad is performing (in terms of CTR), on average, for all 

keywords in an adgroup relative to other advertisers’ ads.

• The score is given on a range of one to five, where five is the highest.

• Since rank is a product of bid price and QI, ads with a higher QI may pay a lower CPC 

and receive a better rank.

The QI takes CTR into account for all keywords in an ad group. 

Because high-volume keywords are displayed more often, they 

can affect your quality index more than low-volume keywords.



Best Practices: Managing Your Quality

How to track your quality

• Look at your quality index; this appears on the ads tab in the ad group 

section of the account interface.

Write Better Ads 

• Include the bidded keyword in the title and description – typically CTR 

improves up to 50%

• Use keyword insertion to place users’ search terms in your ad text, which 

can increase quality score.

Ad Testing with Optimisation

• Improve the quality and performance of your ad groups with ad testing, 

which potentially can help reduce your minimum bid.



How Bids/Ad Quality Affect Position

Position Min Bid Max Bid

1 £ 3.00 £ 5.00 

2 £ 2.80 £ 4.75 

3 £ 2.70 £ 4.50 

4 £ 2.50 £ 4.30 

5 £ 2.00 £ 3.75 

6 £ 1.75 £ 3.45 

7 £ 1.60 £ 3.15 

8 £ 1.50 £ 2.80 

9 £ 1.25 £ 2.60 

10 £ 1.10 £ 2.40 

The minimum bid is the bid required for the 

advertiser with the best ad quality to 

obtain that position.

The maximum bid is what it will take the 

advertiser with the worst ad quality to 

obtain that position.

With higher ad quality you may 

receive a lower minimum bid and/or 

you may be able to achieve better ad 

positions for the same price.
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What’s Next?

Case studies: 

how best practice can improve your ROI



Account background

• Large media account within the telco sector.

• Account initially converted directly from competitor search engine.

• Over 500 terms with no thematic relationship.

• Mixture of high & low volume terms.

• No targeted ad copy.

• No ad rotation.

• No use of Dynamic Keyword Insertion.



Yahoo! account management strategy

• Sub-divided existing campaign into ad groups

• Groupings were defined thematically and by volume

• Created multiple ads per ad group

• Implemented dynamic keyword insertion (DKI)



Results

Campaign Avg. CPC (£) Impressions CTR (%) Clicks Cost

Before 0.36 584,944 0.41 2,379 845.21

After 0.27 741,739 1.7 12,633 3,351.75

% Change -25% 127% 415% 531% 397%

Campaign Avg. CPC (£) Impressions CTR (%) Clicks Cost

Before 0.36 584,944 0.41 2,379 845.21

After 0.27 741,739 1.7 12,633 3,351.75

% Change -25% 127% 415% 531% 397%

Clicks increased by 232% 

Spend increased by just 189%



Results

CPC decreased by 25% CTR increased by 315% The savings were reinvested

• Conversions increased by 12%

• CPA decreased by £6



Travel case study 

15

Duplicates were artificially inflating this clients’ CPCs. The CTR 

was being shared between 2 terms, 1 of which was costing over 

£8. We need to optimise to 1 keyword.



16

The First Restructure



Best Practices

Scenario: Cost-per-click has increased. 

Possible causes:

1. Higher bids on the keyword.

2. Competition may have increased on the keyword.

3. Your quality may have declined.

What you can do:

1. Focus on improving quality.  If quality improves, CPCs may decrease.  The next time we update 

your minimum bid, you potentially may receive a lower minimum bid.

2. Evaluate your keyword portfolio – ensure current keywords meet your metrics.



Best Practices 

Scenario: Clicks have declined

Possible causes:

1. Competition may have increased on the keyword, thereby causing a decline in position.

2. Minimum bids may have caused keywords to become inactive.

What you can do:

1. Ensure your important keywords are still active (track via watch list)

2. Increase bids on keywords to meet minimum bids

3. Improve the quality and performance of your ad groups with ad testing, which potentially can 
help reduce your minimum bid.

4. Add additional keywords that can meet your budget and cost guidelines.



To sum up…

• Your Y!SM account should be 

treated as a separate marketing 

channel.

• Group relevant keywords together 

however move general keywords 

into new ad groups so they don’t 

affect the quality of your ad groups.

• Monitor your quality index as this 

can reduce your spend, improve 

your position & drive the ROI of your 

account.

• The structure of an account lays the foundation for creating the 

best-managed, most-efficient accounts & understanding the 

technical differences between Yahoo! & other engines will have a

dramatic impact on performance.



Thank you!

Tracey
Cheffey

Category Director, Travel

traceyc@yahoo-inc.com



Advanced Account Structuring

o QI, CPC & Rank are determined on an Ad Group level

o High & Low volume KWs in the same Ad Group (despite similar KW meaning) is a bad idea

o High & Low volume KWs should be put in separate Ad Groups

o Grouping high, low and top performing KWs in separate Ad Groups is the most cost effective 
way to operate a CPC campaign

o Sample Grouping (monthly)

- 0 searches – Long Tail Terms

- 1-249 searches Tail Terms

- 250-999 searches Low Volume Terms
- 1,000+ High Volume Terms

- 10,000+ Top Terms

High Volume & Top Term Ad Groups should be decided ad hoc on an account by 
account basis


