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For brands that are running successful 
digital marketing programs in the US and 
looking to further their growth by tapping 
into international markets, launching in the 
United Kingdom is often a logical first step.

The size of the UK market and the benefit of 
it sharing a language with the US certainly 
make it an attractive option.However, 
achieving success in the UK market is no 
guarantee, especially without having a firm 
grasp of the market conditions and a solid 
digital marketing strategy in place.

At Periscopix, a Merkle Company, we’ve 
been running digital marketing programs 
in the UK and beyond for over a decade, 
and we are happy to share some of our 
expertise.

OVERVIEW OF THE UK MARKET

Before leaping headfirst into launching a 
new search or display program in the UK 
(or hiring an agency to do so for you), it’s 
important that advertisers understand the 
overall lay of the land and the potential 
market opportunity for them. 

You should have a good idea of how much 
of your marketing budget to put into 
search and other channels and what the 
split between networks is likely to be. 

The UK may have a smaller population 
than the US, but that population is 
super-engaged when it comes to online 
purchasing.
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According to Google, the average UK 
consumer will make over 21 purchases 
online in 2015, more than consumers in 
any other European country. And while 
the UK population is roughly a fifth the 
size of the US, UK ecommerce sales run at 
about a quarter of US levels, according to 
eMarketer.

For the UK search market, the highest share 
of traffic resides with Google, as expected, 
but Bing and Yahoo currently have a 
combined 16% market share here, so it’s 
worth keeping this in mind when allocating 
budgets (Source: Bing, June 2015).

Considering display advertising, the 
Google Display Network reaches 94% of 
the UK population every month and is a 
great way of getting your brand in front 
of consumers to create initial awareness if 
your brand is not already well known.

All told, the UK will become the first country 
where more than 50% of advertising spend 
comes from digital, and this figure will only 
increase over time. If you are planning a 
wider UK launch strategy that includes 
other forms of advertising, take note of this 
figure so that you can plan your budgets 
accordingly. 

TRENDS WE’RE EXPERIENCING 
AT THE MOMENT

In order to be successful in the UK market 
it’s imperative to know what the current 
trends are so that you can be on top of your 
game from day one. Some of these trends 
echo what advertisers see in other markets, 
but the finer points will be invaluable for 
planning your initial strategy.

Share of Advertising Spend by Media

UK

USA

25% 50% 75%

Digital TV Print Outdoor Radio CinemaKEY   |

Source: Strategy Analytics Advertising Forecast 2015

The average UK 
consumer will make 
21.2 online purchases 
this year – more than 
consumers in any other 
European country.

Source: Google, 2015
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MOBILE KEEPS GETTING BIGGER AND 
BIGGER! 

Google has been telling us for years now 
that it’s the year of mobile and, at least by 
one reasonably firm definition, this year it 
finally is! Mobile searches have overtaken 
desktop searches in the UK and US for the 
first year ever. 

At the same time, Google’s recent mobile-
friendly update has put a spotlight on 
improving the mobile user experience. 
Many companies have taken note and 
made changes to their sites to comply with 
Google’s new standards.

For UK advertisers, mobile is already 
paying off in a big way as 40% of UK online 
sales take place on a smartphone or tablet.

This stat alone shows just how readily the 
UK market adopts new technology and, 
while many of these mobile consumers fall 
in the 25-34 age bracket, consumers of all 
ages have increased their purchase rates 
on mobiles over recent years. 

People aren’t as shy about purchasing 
from their phones anymore, especially 
with most sites now offering the ability to 
pay securely and easily using methods like 
PayPal. This is worth keeping in mind when 
planning strategies for different devices. 

YOUTUBE HAS BECOME AN ENGAGING 
WAY TO REACH CUSTOMERS

With the average UK online consumer 
watching 6.4 hours of YouTube videos 
every month (source: Google), more 
advertisers are starting to produce video 
content to be shared on the network. 

For advertisers looking to produce direct 
response via YouTube, video remarketing 
has been very successful. Engagement 
can be higher than standard dynamic 
remarketing, but in order to be successful 
here, you need to leave time to plan out 

and create quality video content. This 
won’t happen overnight. 

LOCAL — WHERE DO ALL YOUR 
CONVERSIONS GO!

If you already have store locations in the 
UK, then you’ll need to think about local 
searches. With conversion rates being 
higher for those who conduct a search 
including a location, targeting these people 
is increasingly important. The challenge 
here is that you often cannot easily track 
those offline conversions.

Luckily, in recent years, Google introduced 
offline conversion tracking and, even 
further, Universal Analytics, whereby if you 
have one piece of data from a user online, 
such as their email address, you can then 
tie the user journey together to better 
understand how people shop. 

Google is looking into further enhancements 
that will allow UK advertisers to see roughly 
how many people who browse online near 
a store location then go on to enter that 
store. The “Store Visits” metric has been 
officially available in the US since late 2014, 

Source: Google, 2015

of UK online sales take 
place on a smartphone 
or tablet.
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so keep your eyes peeled for more news on 
this in the future! 

For now, the main thing to keep in mind 
is that if you do have physical store 
locations, then you should be thinking 
about how to incorporate the offline 
impact of your ads into your paid search 
strategy as a fundamental element, not as 
an afterthought. 

NEW HOLIDAY TRENDS ARE 
EMERGING AND SOME REMAIN

Black Friday is huge in the States, but only 
really hit the UK last year. Up until then, 
Cyber Monday was the big shopping 
day, but last year saw a 40% increase in 
consumer spending on Black Friday in 
the UK (Source: Google, 2015) as multiple 
large advertisers broke deals on the Friday 
as opposed to the Monday.

In the UK, Boxing Day, the 26th of 
December, is always big because it’s when 
most companies put items on sale. This is 
worth keeping in mind when starting to 
advertise in the UK, as you’ll need to keep 
up with the competition to be successful 
on these big days.

PRIORITIES FOR LAUNCHING IN 
THE UK

In order to take advantage of the trends 
mentioned above and capitalize on the 
larger UK market opportunity, you need 
to have a plan of action for launch. If you 
plan to work with an agency, take your 
time researching the right one for you and 
make sure they know the market and its 
nuances well. 

Given our experience at Periscopix, a 
Merkle Company, I’d recommend focusing 
on the following priorities ahead of 
launching a UK campaign:

Shopping: If you’re a brand with an 
e-commerce site, then Google Shopping is 
the best way to enter the market. Though 
competition is getting tougher as more 
companies continue to enter the space, 
conversion rates are still high and many 
companies are now investing more money 
in Shopping than standard search ads in 
the UK.  In order to set this up you’ll need 
to have a UK Merchant Centre account set 
up with prices in GBP and with UK shipping 
information.

of mobile users visit a 
store within a day after 

conducting a local search.

UK retail websites 
received 156 million page 
views on Boxing Day 2014 
– a 20% year-over-year 
increase.

Source: Google, 2015
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YouTube: If you’re a new brand entering 
the market, then YouTube is a great 
area to focus on in order to increase 
awareness. Spend time making a video 
that will grab people’s attention and 
this could be a winning strategy for 
you. Follow this up with remarketing to 
ensure you go full circle on your users 
and catch them when they’re most 
engaged. 

Mobile: Before launching in the 
UK, make sure you have a mobile-
optimized site; customers expect a 
good user experience, regardless of 
device. Push budget into mobile to 
ensure you’re catching people at both 
the research and the purchase stage, 
and understand that not all conversions 
are going to happen online. 

RLSAs: As an agency in the UK we see 
a significant amount of traffic returning 
through Google Remarketing Lists for 
Search Ads (RLSA) campaigns, which 
give the advertiser a great deal of 
power in the ‘who’ and ‘how’ of search 
ad targeting.

With this in mind, it’s important to 
set this feature up in a smart way and 
plan out your remarketing lists ahead 
of launching your campaigns so that 
you can already have some actionable 
data in place to execute your initial 
strategy. Audiences are becoming 
an increasingly important element 
of search advertising, so make sure 
you don’t just focus your strategy on 
keywords alone. 

Localisation: Although we use almost 
the same language in the UK, when 
considering a launch here you’ll need 
to think about adjusting your US ads 
and keyword lists for UK-localized 
terms. 

If you’re a clothing retailer selling ‘pants’ in 

the USA, this would actually be ‘trousers’ 
in the UK (pants means underwear 
here). Similarly, we use ‘free delivery’ 
most commonly in the UK, whereas 
‘free shipping’ would be more popular 
in the USA. You’ll need to be aware of 
all of these differences or work with 
an agency that knows the market and 
language differences well. 

You’ll also want to be aware of holiday 
dates in the UK, so look these up 
beforehand so that you’re able to 
strategize around school and festive 
holidays, if needed. 

CONCLUSION

Entering a new market can be tricky. 
Make sure you’ve left enough time for 
strategic planning before going in guns 
blazing and blowing your budget. It’s 
also best to plan the right time to enter 
an entirely new market; for example, it’s 
preferred to launch a good few months 
ahead of any peak season so you have 
time to test out different things and 
know what works best for you ahead of 
the rush. 

In any case, it’s always best to have 
someone on board who understands 
the market to assist with these launches. 
If you’d like to discuss opportunities 
for running campaigns in the UK on 
AdWords, Bing, DoubleClick or paid 
social, Periscopix, a Merkle Company, 
would be happy to discuss strategies 
with you.

Rebekah Schelfhout leads one of the paid 
search divisions at UK-based Periscopix, a Merkle 
Company, managing teams of account managers as 
well as relationships with clients. She also oversees 
quality and strategy across multiple accounts.
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the Future oF

Real-Time Content Driven by First-Party Data

The rise of real-time email content over the last few years is helping brands to improve the 
relevancy of their messaging and, ultimately, to increase the revenue it drives. Harnessing 
the full potential of this capability, however, will require fundamental changes on the part 
of marketers, not only in how we plan what content to show email recipients, but also in the 
way we look at the data that drives those content decisions.

Consider the following email scenarios from the recipient’s perspective:

The Points Junkie

When emails show outdated rewards points data, it indicates the company is slow, and 
the customer doesn’t feel rewarded. If the customer sees her latest points balance, status, 
and offers when she opens the email, even if it is a month later than the send, it indicates 
that the company is well-run and connected. Proving that the information is relevant to the 
customer also encourages closer inspection of the email.

The Concertgoer

Many big events sell out quickly, creating wasted space in the email and a bad experience 
for the recipient. Showing the latest concerts in the recipient’s area based on ticket 
availability at the time of the email open and the customer’s past purchase history will give 
the customer a greater incentive to click through and explore.

6 | DOSSIER 6.2
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Your Regular Shopper

Normally you send an email with the products 
you want to promote. But what if the email is so 
successful that some of the products run out? 
Instead of a poor experience, you leverage the 
most up-to-date inventory data and the opener’s 
location to determine what is most relevant and 
available in the person’s area.

The Time Shifter

You send an email that has several components, 
each promoting something specific that was 
relevant at the time of send. It could be a credit 
card offer or a special deal. But when the person 
opens the email, what if he or she has already 
taken that offer, or it has now expired? Rather 
than repeat, or even cannibalize the offer, you 
can serve a next-best offer based on information 
at the time of open to maximize the value of that 
message.

None of these scenarios can be accommodated 
with today’s most common method of sending 
email to a large group with static content — the 
dreaded “batch and blast.” But as marketers 
produce more dynamic content and use data 
to determine what to show to whom, we start 
to approximate the desired end state. But even 
that falls short when the data is days, if not weeks 
old.

THE FIRST STEP: GET YOUR DATA 
TOGETHER 

For marketers to realize the benefits of real-time 
email content, we must make email act more 
like websites and landing pages by responding 
to a mix of first-party (your company’s) data and 
environmental data, such as time of open, device 
type and IP-based geolocation.

You need the information that is important to 
your customer and also the information that is 
important to you for making content decisions.

These are data values that speak to products 
a customer has bought or is likely to buy, the 
modeled next best product (in any industry), last 
transaction date, points tier and values, home 
location, and so on. 

who's
reading your

EMail?
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Rather than repeat, or even cannibalize 
the offer, you can serve a next-best 
offer based on information at the time 
of open to maximize the value of that 
message.

The Time Shifter

Your Regular Shopper
Leverage the most up-to-date inventory 
data and the opener’s location to 
determine what is most relevant and 
available in the person’s area.

The Concertgoer
Show the latest concerts in the recipient’s 
area based on ticket availability at 
the time of the email open and the 
customer’s past purchase history.

The Points Junkie
If the customer sees her latest points 
balance, status, and offers when the 
email is opened, it indicates that the 
company is well-run and connected.
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You do not have to get all of this together 
to start. Get some of it, prove the value, and 
improve from there.

ACCESSING THE DATA AT THE 
TIME OF EMAIL OPEN

The second step is to be able to access the 
data for content decisions at the time of 
the email open. The content you serve may 
be a data value such as a points balance, 
or it can be recommended based on rules 
written to leverage data values or machine 
learning.

For example, if we learn that a person just 
booked a hotel in Miami yesterday, but she 
opens an email sent three days ago, then 
the email may serve content to show what 
she can do while in Miami at the property 
or in the city, instead of an ad to book in 
Miami.

The question of where to store this data 
is an important one, because there can 
be huge spikes in the volume of requests 
against a data store when an email is sent. 
Then there is a surge in opens that would 
call on the data store to determine a value 
on which to make a decision.

The answer will most likely be in a cloud 
environment that can handle these spikes 
without your having to buy more physical 
hardware. That cloud environment might 
be accessed through your email service 

provider (ESP), your own infrastructure, 
your marketing service provider, or the real-
time content email provider, if different 
from your ESP. That determination will be 
based on cost, availability, sensitivity of 
data, and speed.

MAKING DECISIONS ON WHAT 
CONTENT TO SHOW

Once the data is accessible, what content 
do we want to show to whom, and based 
on what? In many ways, we make these 
decisions similarly to how we write rules for 
traditional dynamic content in email.

The difference is the element of timing. 
When you write a traditional dynamic rule, 
you are taking a finite amount of content 
relevant at the time of send. In the scenarios 
we depict, the email may be viewed several 
days or weeks from the time of send, which 
affects how you plan the content.

Don’t be fooled by the myriad technology 
companies pitching plug-and-play solutions. 
The technologies out there are impressive 
and will continue to be even more so, but 
they all require technical support and service 
to get up and running.

More than that, though, without guidance 
— a strategy on what to say when and a 
plan for how to measure it — any initiative 
will fall short. You want to improve business 
results, not implement technology for its 
own sake.

While the vision of the future is exciting — 
email that is truly relevant and which acts 
on very recent data at the time of open — 
getting there is not without its challenges. 
Just because you can show updated 
content at each open doesn’t mean you 
should.

You may not want someone to go back to 
your email to revisit something they saw 
earlier and find that it’s no longer there. 
Updating email content has to be done 

Just because you can show 
updated content at each 
open doesn’t mean you 
should.
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appropriately, to provide information that 
is valuable to the recipient — e.g., a better 
offer than what was there before or an 
updated points balance.

Getting the data together and accessible 
is no easy thing, but it is being done for 
websites and advertising. Whether email 
drives the effort or benefits from another 
initiative, leading companies in the future 
will need to access up-to-date information 
about a customer across several touchpoints, 
including email.

OTHER CONSIDERATIONS

Measurement

Measurement is going to be difficult 
until ESPs and messaging platforms truly 
integrate this type of technology. Today, 
real-time content is generally powered by 
a separate platform from the ESP. Dynamic 
content within one campaign is already 
hard to measure.

Given that content blocks can be leveraged 
across time and segments that shift, more 
focus will have to be placed upon how 
these get measured and reported in an 
easy-to-understand way.

Legal approval 

Many industries, especially the regulated 
ones like pharma and financial services, 
already have a protracted legal process 
around email and marketing in general. 
And some have an archival requirement that 
will be difficult to account for. That process 
often serves as a deterrent to moving 
heavily into dynamic content; adding a 
time factor will complicate it even further. 
However, websites and display advertising 
content approvals will pave the way for this 
approach.

Cost

Today, real-time content in email can be 
costly. As with email CPMs before it, pricing 

will come down as more players enter the 
market and volume increases. As the costs 
come down, the absolute ROI threshold will 
come down, and this will be applicable to 
more scenarios.

As always, start small. Test a simple set of 
content blocks like tiles in the rails to see 
what challenges arise. Then move on to 
bringing in more challenging items like up-
to-date points balances or site visit data 
and build from there.

LOOKING FURTHER AHEAD

One can imagine a further evolution in 
which marketers will plan content to be seen 
across all of their messages in time parts. 
In essence, the ESP or email technology 
becomes an ad server that serves the best 
content based on time and the information 
available on the individual.

For example, if a retailer sends an email 
every day, people are unlikely to open that 
email every day — they may open only 
one, and it may not be on the day sent. If 
retailers can plan by time part and by first-
party segment, they will be able to promote 
the most important or relevant items at 
that time — across ALL or only some of 
their emails. The same is true for a media 
company that wants to promote a particular 
show or movie.

So, as we move toward the future, the 
emphasis will be on the speed of data. The 
faster the data convergence and availability, 
the more relevant the content can become. 
As this happens and ESPs integrate real-
time email technology, we will be able 
to move toward managing content on a 
timeline, not just sending messages.

José Cebrian is Vice President and General Manager 
of Email and Mobile Messaging for Merkle. He came to 
Merkle after spending nine years at Acxiom, where he 
grew to Managing Director, Global Client Services for 
Digital Impact, Acxiom’s email and SMS division. 
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SUPPORT YOUR IN-STORE SALES WITH DIGITAL!

Search interest in “near me” has increased 34X since 2011 according to Google, and 
users are now using search more than ever to find nearby businesses. We know the 
affect our digital marketing has on store visits and sales isn’t zero, but what exactly is it?

It’s been a challenge for retailers to tie digital efforts to offline performance, but more 
tools are becoming available for businesses to market their brick-and-mortar locations 
and track their offline impact. Take these steps to make sure you’re ready to capitalize 
on local searches, and able to properly measure it along the way.

LAURA SCOTT

There’s something in the air during the holidays. Christmas carols jingle from the 
radio, eggnog and cookies are plentiful, and holiday cheer surrounds us.

For retailers, it’s not just the mistletoe and colorful lights that make the season 
unique. Q4 has the highest stakes for marketers, and the greatest return for those 
who embrace the season.

As you’re putting the finishing touches on that 2015 holiday strategy, consider 
these 12 actionable tips from Merkle | RKG’s holiday webinar to make your Q4 
merry and profitable.

11 DOSSIER 6.2 | 
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Optimize your site for local search 

Optimize your site for local search. One of the simplest ways to drive 
customers to your stores is by optimizing your site for local. Include local landing pages and 
optimize your Google My Business account with your business name, local address, and local 
phone number for each store location. The first step in winning the brick and mortar battle is 

to let the customers (and the search engines) know you’re there!

USE local inventory Ads (LIA)

Use local inventory ads (LIA) to drive searchers to your store.  LIAs 
show customers inventory in a specific location, directions, and contact information for the 
brick and mortar store nearest to them. Optimize with smart timing and an excellent feed to 
take full advantage of LIAs this season.

Make sure feeds are thoroughly built out and managed with changing inventory levels 
throughout the season. Timing is key with holiday LIAs. Use these ads to push customers into 
your stores for last minute purchases even after shipping cut offs have halted online sales.

Track your digital impact in store

Track your digital impact in store.  Perfect understanding of digital’s 
impact on store visits and sales is still out of reach but digital marketers can start taking 
steps now to understand the value they’re driving in store. Merkle | RKG was given early 
access to Google’s in-store conversion tracking program, which has made the view clearer 
for our advertisers.

In 2014, we found that adding tracked offline conversions to online paid search clicks 
produces a 16% lift in total paid search conversions on average during the peak of the 
holiday season (this performance was different for different advertisers and varied between 
brand and non-brand). Even a conservative extrapolation of these directly tracked offline 
orders suggests the full impact may be significantly greater.

UNDERSTAND AND OPTIMIZE FOR THE HOLIDAY SHOPPING CALENDAR

Customer behavior is always evolving and during the holidays, shoppers are buying more 
on the major shopping days that come early in the season. In fact, Cyber Monday and Black 
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Your holiday click-to-order curve

Make ad investment decisions based on your brand’s holiday click 
to order curve. How long does it take your customers to purchase once they’ve seen your 
ad? Does that period of research to purchase change as the shopping holiday nears? Use 
data from last year’s sales to inform key advertising days for your brand this year.

Push the gas on key advertising DAYS

Push the gas on important advertising days. Most retailers know 
Cyber Weekend is important, but for Merkle | RKG retailers, it holds the number one and 
two highest selling days of the holiday season. Are you budgeting accordingly? While a 
higher ROI might sound great, we put dollars in the bank, not percentages, and a jump in 
ROI could come at the expense of greater profits from additional investment.

Make sure your Cyber Weekend investment mirrors your Cyber Weekend 
opportunity to capture more sales this holiday.

THE RIGHT MESSAGE AT THE RIGHT MOMENT

Use well-placed promotions to send the right message at the right 
moment. Shoppers are more likely to purchase from your brand on key shopping days if 
they have confidence that it is the right time to buy. Brands need to deliver a message that 
will give shoppers enough confidence that they’re getting the best deal to check off their 
shopping list, such as advertising a low price guarantee if you know you have the best price 
on a particular product.

Friday were the number one and number two biggest revenue-generating days online in 
2014. Just a few years earlier, Black Friday was just another big day in terms of online sales.

Not only that, but the full Cyber Weekend also includes the fastest growing days in the 
holiday season. Last year, overall holiday sales growth from paid search was 20%, while 
sales from paid search on Thanksgiving Day grew 37%. Black Friday sales grew 28% and 
Cyber Monday sales grew 24%.

To take advantage, retailers need to understand what drives their customers to buy and 
when they need to take action this year.
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Reactivate your customer base with email

Reactivate your customer base with email. Segment your email base 
into meaningful groups like high value purchasers, frequent purchasers, or sale shoppers. 
Customize your holiday message to each distinct segment and reach out to your email base 

early enough to activate them for Cyber Weekend.

Remarket to site visitors

Remarket to searchers and surfers that have interacted with your 
site. Remarketing is a powerful way to re-capture the attention of previous site visitors, and 
100% of Merkle | RKG display advertisers use remarketing as part of their strategy because 
of its strong incremental returns and usefulness in customer retention.

Use tailored creative that’s informed by users’ interest on your site. Target cart abandoners 
with reminders of the products in their basket. Incite casual browsers to purchase with time 
sensitive promotions that give them the confidence to buy this Cyber Weekend.

Prospecting: Display & Paid Social

Introduce your brand and your holiday selection to new shoppers 
with prospecting through display and paid social. These ads use characteristics like 
browsing behavior, demographics, and user interests to place your brand’s message 
in front of likely purchasers. Craft a message that makes becoming a customer an easy 
decision for potential shoppers.

CREATE ADDRESSABLE HOLIDAY MESSAGES

Addressability at scale is the goal of Merkle’s marketing programs. There is nothing more 
powerful than delivering just the right message to just the right person.

Smart tools and analysis give marketers a clearer image of who your customers are and 
what they will respond to, which can be leveraged in a number of ways.
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USE EFFECTIVE MANAGEMENT TO DRIVE GROWTH

It’s not just the new trends that will make your holiday successful. Diligent management 
of your program this holiday will ensure your 2015 Q4 strategy continues to run smoothly.

CRAWL YOUR SITE REGULARLY

Crawl your site regularly to prevent performance problems. No 
matter how well you’ve planned your ads, customers can’t convert online if your site 
isn’t running smoothly. Merkle | RKG offers a weekly site crawl and diagnosis of potential 
problems for retailers during the holiday season so marketers can quickly bounce back 

from website trouble during those important moments.

ACCURATELY MANAGE INVENTORY

Accurately manage inventory across channels to ensure happy 
customers, proper spend, and maximum sales. With so many channels that customers 
can purchase through this holiday, it is even more complicated for brands to accurately 
manage inventory. Stellar feed management is essential this Q4 for staying on top of this 
growing challenge.

Sync inventory across channels through detailed feeds and update these no less than once 
a day during crunch time. This inventory information will ensure that digital orders are filled 

and brands can pay the right amount for SEM, bidding up or down for 
products as they go out of stock.

Turn 2015 shoppers into loyal customers

Carry the success on to 2016! Turn 2015 shoppers into loyal 
customers by giving them a reason to come back. Great service, check! Irresistible 
products, check! What more could you need?

Small additions to your service will let you do more to grow your customer base this 
holiday. Introduce one time shoppers to your loyalty program to offer them incentives to 
purchase throughout the year. Collect customer information like email addresses at the 
time of purchase to send offers and updates to new to file customers.
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Laura Scott promotes the Merkle | RKG brand with the marketing team by supporting 
the development and dissemination of thought-leadership. She formerly drove strategy 
for prospective customers, specializing in SEO.

Brands can even use remarketing again after December 25th to bring shoppers and 
browsers back to the site to buy a little something for themselves after the holiday season 
is over.

WANT TO TAKE YOUR 2015 HOLIDAY STRATEGY TO THE NEXT LEVEL?

Watch our Q4 2015 webinar on-demand at http://rkg.co/hldy2015 for more actionable 
insights and compelling anecdotes from Merkle | RKG clients. In addition to the tips here, 
Ryan Gibson and Susan Boland discuss mobile strategies, social advertising tips, and 
industry tools brands can use to make 2015 their most successful holiday yet!

Catch anything that could prevent your pages from 
showing up in search results over the holidays with 

this wide net of automated technical SEO.

SEO Holiday Quality Assurance Monitoring

Merkle | RKG Special SEO Holiday Offering

Contact Ryan Gibson at rgibson@merkleinc.com

Using the only crawler capable of seeing content, links, 
and directives hidden in JavaScript, Merkle | RKG will 

perform weekly crawl discovery of organic landing pages 
no longer eligible for search results.

Scalpel™ Technical SEO Checks

Weekly reporting on top organic query and landing 
page combinations experiencing a loss or decline in 

rank or impressions.

Critical SERP Movement Tracking

INTERESTED IN LEARNING MORE?

http://rkg.co/hldy2015
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ADAM AUDETTE

If you’ve been following SEO in recent months, you may have heard about Google’s 
advances in their ability to crawl and index JavaScript and dynamic content. This has wide 
ramifications for SEO, content strategy, and user experience. But without diving into the 
technical minutiae of search engines, what does this actually mean?

BACKGROUND

As far back as 2008, Google was crawling JavaScript links, albeit in a limited fashion. In the 
years since, JavaScript has become ubiquitous across the modern web because it allows 
site developers to reduce server loads and quickly create new site functionality. The trade-
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off has been that JavaScript has made it 
more difficult for search engines to crawl 
and understand the full content of the web 
pages that employ it.

In an official post, Google recently described 
their prior plight with JavaScript well, along 
with the reasons they sought to improve 
their crawling capabilities: 

“When pages that have valuable 
content rendered by JavaScript 
started showing up, we weren’t 
able to let searchers know about 
it, which is a sad outcome for 
both searchers and webmasters. 
In order to solve this problem, 
we decided to try to understand 
pages by executing JavaScript. It’s 
hard to do that at the scale of the 
current web, but we decided that 
it’s worth it.”

Today, it’s clear that Google has not 
only evolved in the types of JavaScript 
they crawl and index, but they’ve made 
significant strides over the last 18 months 
in rendering complete web pages.

Merkle’s SEO technical team wanted to 
better understand what types of JavaScript 
events Googlebot could currently crawl 
and index and we found some eye-
opening results. We verified that Google 
is not only executing various types of 
JavaScript events, they are also indexing 
dynamically generated content. 

How? Google is rendering the entire 
web page, much like a browser and user 
navigates the Web.

RAMIFICATIONS

Historically, SEO recommendations have 
centered around having ‘plain text’ 
content whenever possible, as dynamically 
generated content and JavaScript links 
had been a detriment to organic search 
success on the major search engines. 

Clearly, that is no longer the case for 
Google, as our research shows:

• JavaScript links now work in a similar 
manner to plain HTML links (At face 
value, at least. We do not know exactly 
what’s happening behind the scenes in 
the algorithms).

• JavaScript redirects are treated in a 
similar manner as 301 redirects.

• Dynamically inserted content, and 
even meta signals such as rel=canonical 
annotations, are treated in an equivalent 
manner whether in the HTML source, 
or fired after the initial HTML is parsed 
with JavaScript in the “DOM”.  (The 
Document Object Model, or DOM, 
represents the interface, or “bridge,” 
that connects web pages and 
programming languages. The HTML is 
parsed, JavaScript is executed, and the 
result is the DOM.)

• Google appears to fully render the page, 
now seeing the DOM in addition to the 
source code. Incredible! (Remember to 
allow Googlebot access to those external 
files and JavaScript assets. Do not 
disallow them in robots.txt.)

Google has innovated at a frightening 
pace and left the other search engines in 
the dust. We hope to see the same type 
of innovation from other engines if they 
are to stay competitive and relevant in the 
new era of web development, which only 
means more HTML5, more JavaScript, and 
more dynamic websites.

SEOs, too, who haven’t kept pace with 
the underlying concepts here and abilities 
of Google would do well to study up and 
evolve their consulting to reflect current 
technologies. If you don’t take these 
changes into consideration, you may be 
missing half of the picture.
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KEY TAKEAWAYS

Google can follow JavaScript links and redirects, and ranking signals are passed.

Site owners should ensure that external resources are not blocked in robots.txt so 
that Google is able to render the complete web page.

Google can crawl and index content that is rendered dynamically, such as AJAX and 
JavaScript powered web pages.

Google is far ahead of Bing and Yahoo! so site owners should still prepare HTML 
‘static’ content for display in Bing, Yahoo! and for social sites like Facebook and 
Twitter to crawl. This can be done with HTML snapshots.

TechnicalSEO.com

Even if deep technical knowledge is not your focus, it’s important that search marketers 
understand the higher-level ramifications of technical issues in order to develop strategies 
that reflect modern capabilities. To that end, in addition to adding the ability to crawl 
JavaScript to our proprietary SEO crawler Scalpel™, we developed www.TechnicalSEO.com 
as a resource for search marketers.

The purpose of TechnicalSEO.com is to create a best practices resource, to provide useful 
free tools, and to provide live examples of technical implementations. Here are six things 
TechnicalSEO.com can do for you today:

Provide a robust robots.txt tool to that allows site owners to verify disallow statements 
and rules without having to validate a site in Google Search Console. This tool can 
tell you if JavaScript and CSS on your site are being blocked from the search engines.

Give you examples of technical implementations on a live website.

Provide you with tools for international SEO, such as the hreflang tool, so you can 
ensure that annotations and signals to the search engines are implemented correctly.

Allow you to test locale-adaptive capabilities according to the IP and/or language 
configurations of a website.

Submit an XML Sitemap “ping” to the search engines to ensure they have the most 
up-to-date version of your Sitemap.

See a Google search result snippet preview to check how title tags and meta 
descriptions will appear on the Google SERP.

As SEO evolves along with the capabilities of search engines, the technical aspects 
are becoming ever more important. Ensure you’re using the resources and tools on 
TechnicalSEO.com to stay ahead of the industry.

Adam Audette has been active in the search marketing industry since 1996 and is a top-rated presenter at 
premier industry events. Over his career in digital marketing, Adam has held various executive management roles 
on both the agency and in-house sides. on both the agency and in-house sides.

http://www.TechnicalSEO.com 
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GEORGE GALLATE
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As a marketer, China must be on your radar.  Not only as a producer of goods but as a 
massive consumer of goods and services. Within the digital realm, much of this commerce 
flows through Baidu, which is why we’re so excited at Merkle to offer new services to help 
brands get up and running on what is China’s largest search engine (and so much more).

We’ll offer more details on those services in a bit, but first, let’s examine the broader China 
opportunity in more detail, along with some of the challenges brands face in capturing it.

CHINA’S LARGE (AND GROWING) DIGITAL ECONOMY

China is a very large, vibrant, and fast-growing economy.  It has the largest online population 
globally, and that digital population continues to grow quickly in size, purchasing power 
and sophistication. These trends in digital are occurring in tandem with the rise of China’s 
large and fast-growing middle class. Short-term hiccups aside, their trajectory is strong.

In fact, the largest day of ecommerce each year is not Black Friday or Cyber Monday in the 
US.  It’s in China, and has been since 2013. It’s Singles’ Day (11/11), a concept commercialized 
by Alibaba, which also has the honor of being the largest IPO in history.

CHALLENGES TO ENTERING CHINA

Given the size of the opportunity, what is holding marketers, particularly performance 
marketers, back from entering the market? Often the answer is, “China is hard.”

Common challenges include:

• If operating remotely, there is complexity in organizing a performance marketing 
presence. Complications often arise in:

 » Setting up accounts (Chinese licenses required)

 » Currency management, payment, and exchange issues

 » Translations

 » The many different formats and protocols (lots of them)

• If operating in China, there can still be difficulty in vendor management (a lack of 
sophisticated, ROI-focused digital marketing)

• The difficulty of integrating the APIs of China’s platforms and management of bids

• Finding and keeping staff to develop, manage, optimize, and grow programs

• The perceived costs of entry and development of programs

• Transparency issues

Merkle can help brands overcome all of these issues. After all, we’ve been through the 
process ourselves.
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Given our strength in performance marketing globally, the breadth of our client base, and 
the size of our China team, Baidu, in partnership with Kenshoo, approached Merkle to 
become the first US-headquartered Baidu reseller for US clients. As part of this partnership, 
we will be using Kenshoo to manage our China campaigns.

WHY IS THIS A BIG DEAL?

Simply put, Baidu is a giant in one of the world’s most important growth markets. A marketer 
with a stake in China cannot afford to miss out on the Baidu opportunity.

Baidu is the largest digital platform in China by a long way, and the fourth most trafficked 
site in the world following Google, Facebook, and YouTube.  They are, at their core, an 
outstanding and highly-used search engine.  According to CNNIC research, 87% of China’s 
digital population prefer Baidu for search. 

But categorizing them only as a search engine does not do Baidu full justice.

Baidu also has an encyclopedia function, a social network, a mapping and direction service, 
a Q&A community, and extensive online video, music, and image collections.  Each day 
Baidu users listen to more than 230 million songs, make 370 million route and location 
requests, and ask 200 million questions.

MERKLE IN CHINA

Merkle has been working in China for more than seven years.  It was the first operation we 
set up outside of the US and we now have more than 400 staff in our two offices located in 
Shanghai and Nanjing.

Our China strategy had three stages:

STAGE 1 Provide outstanding service for our US clients through the China team.

STAGE 2 Provide service for our global clients in China.

STAGE 3 Provide in-market service and excellence to China-based clients (the most recent 
example of this is our win of NBA China’s business).

digital population 

SEARCH ENGINE

ENCYCLOPEDIA

SOCIAL
NETWORK

MAPPING &
DIRECTIONS

Q&A
COMMUNITY

VIDEOS & 
IMAGES

MUSICprefer Baidu for search

of 
China’s 
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In addition to Baidu’s many services and their 
broad reach, advertisers also have access to 
the Baidu Union.  This is a network of more 
than 600,000 sites and it allows targeting 
based on users’ online behavior.  

Baidu offers the many formats a US-based 
performance marketer would expect, and has 
even developed some innovative offerings. 
One example is Brand Zone, which lets a 
marketer buy a substantial brand presence on 
the SERP, with transaction capabilities, when 
the consumer’s intent is clearly for that brand.

So, what does Merkle’s Baidu reseller 
relationship bring the performance 

marketer?

• Merkle’s excellence in performance 
marketing in China – the same data-
driven, technology-enabled service and 
approach you’ve come to expect in the 
US.

• Hassle-free execution – Merkle will 
handle the account opening, all of the 
paperwork and licenses required in 
Chinese.

• Merkle will manage currency exchange 
and payment.

• We will develop Chinese programs as we 
do in other markets, adding local market 
nuances. We’ll have an ongoing focus on 
building out keyword coverage  – we’ll 
do all of the translations and we’ll ensure 
flawless execution.

• We’ll provide US-based service and 
integration with your current team, 
matched by a bilingual team on the 
ground in China, focused on program 
development and management.

• And we’ll do all this at the cost of the 
real-time auction. There will be no 
commissions or fees on spend.  There will 
be no ongoing program management 
cost for our work on Baidu.

World’s largest economy 
based on IMF’s Purchasing 
Power Parity study

2nd largest economy in the world 
according to the World Bank

Largest digital 
user-base globally 

according to Internet 
Live Stats

Largest mobile market globally 
with 1.25 billion users

according to Statista

Largest 
ecommerce day, 
far surpassing US 
holidays
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We’re able to provide this service without a commission or program management fee 
because Baidu pays a commission to their accredited resellers. This is a little known fact 
that many agencies don’t tell US and global advertisers.

Note that depending on the size of your program, there may be a one-off fee for initial translation.

HOW TO GET STARTED

Whether you’re looking for more information on China, considering entering the market, 
want to launch on Baidu in particular, or simply wish to improve your existing efforts, we’re 
available for consultation.  If you’re making a visit to China, we’d welcome hosting you, 
either in our Shanghai or Nanjing offices.

As a first step, please get in touch with your client partner, or contact George Gallate at 
ggallate@merkleinc.com or Dalton Dorné at ddorne@merkleinc.com. Both have lived and 
worked in China and are looking forward to speaking with you.

George brings to Merkle visionary leadership, energy, and a long history of driving innovation 
in the digital industry. He is keenly interested in the intersection of search and social media and 
the use of data to mine customer intent as well as to build brands. George spent three years in 
China as the CEO of Havas Worldwide Asia Pacific, where he worked on accounts like Dell, Intel, 
Unilever and Hershey’s.

GEORGE GALLATE
CMO • Merkle

REBEKAH SCHELFHOUT
Associate Head of PPC • Periscopix, a Merkle Company

Rebekah leads one of the paid search divisions at UK-based Periscopix, a Merkle Company, 
managing teams of account managers as well as relationships with clients. She also oversees 
quality and strategy across multiple accounts.

JOSÉ CEBRIAN
VP and General Manager, Email and Mobile Messaging • Merkle

José leads Merkle’s email and mobile messaging service offerings. He came to Merkle after 
spending nine years at Acxiom, where he grew to Managing Director, Global Client Services for 
Digital Impact, Acxiom’s email and SMS division. 

ADAM AUDETTE
SVP Organic Search • Merkle

Adam has been active in the search marketing industry since 1996 and is a top-rated presenter 
at premier industry events. Over his career in digital marketing, Adam has held various executive 
management roles on both the agency and in-house sides.

LAURA SCOTT
Senior Marketing Analyst • Merkle | RKG

Laura promotes the Merkle | RKG brand with the marketing team by supporting the development 
and dissemination of thought-leadership. She formerly drove strategy for prospective customers, 
specializing in SEO.

mailto:ggallate%40merkleinc.com?subject=RE%3A%20The%20China%20Opportunity
mailto:ddorne%40merkleinc.com?subject=RE%3A%20The%20China%20Opportunity


You know your 
digital marketing 

is impacting 
traffic and sales in your stores, but how much?

MerkleRKG.com • RKGblog.com

Search interest in "near me" has increased 34X since 2011 and nearly doubled 
since last year. You know your digital marketing is impacting traffic and sales in 
your stores, but how much? Start integrating digital data with local performance to 
better value your marketing efforts.

Merkle | RKG advertisers that opted into tracking store visits through Google found 
that adding offline conversions tracked to online paid search clicks produces a 
16% lift in total paid search conversions during the peak of the holiday season.

50% of consumers will visit a store within one day of a local search on their 
smartphone. For one retailer we found that over 55% of click traffic comes from 
within 10 miles of a store location.

Click-through rate is significantly higher within a one mile radius of store 
locations, averaging 11%. This shows higher intent to research and learn more 
about products and pricing when users are closer to stores.

READ Andy Taylor’s “Measuring the Offline Value of Paid Search 
Clicks During the Holidays & Beyond” on Search Engine Land.

http://selnd.com/1G3no2r 

WATCH our holiday webinar for more Merkle | RKG insights 
about local search.

http://rkg.co/hldy2015

http://www.merklerkg.com
http://www.rkgblog.com
http://selnd.com/1G3no2r 
http://rkg.co/hldy2015


Shop.org Digital Summit 2015
Philadelphia | October 5 - 7

Digital Brand Masterclass
LA | October 6

Digital Marketing Financial Services
NYC | November 3 - 4

PhoCusWright
Ft. Lauderdale | November 16 - 19

Merkle Travel, Media & Entertainment 
Exchange
Dana Point | November 3 - 4

Net Finance Interactive
San Diego | December 1 -3

Using Digital to Improve the Customer Journey & Drive Bookings
October 1  |  11 AM ET

Google & Merkle

The Neuroanalytics of Marketing
October 14  |  2 PM ET

Merkle

Baidu & The China Opportunity
-stay tuned for more details-

Merkle

UPCOMING EVENTS

Merkle | RKG is a search and digital marketing agency that combines superior 
marketing talent with world-class digital media capabilities through paid search, 
SEO, product listing ads, social media, display advertising, and comparison 
shopping engine management services.

Merkle | RKG is part of Merkle (merkleinc.com), the largest privately-held customer 
relationship marketing agency in the nation.

For more information, visit MerkleRKG.com or follow @MerkleRKG on Twitter.

ABOUT MERKLE | RKG

Attending Shop.org? Join  Merkle | RKG  for a private tour of Philadelphia, 
followed by dinner. Contact us at RKGinfo@merkleinc.com to reserve your spot.

October 5  |  6:30 PM

http://rkg.co/webinars

http://rkg.co/talks

http://www.merkleinc.com
http://www.MerkleRKG.com
https://www.twitter.com/merklerkg
mailto:RKGinfo%40merkleinc.com?subject=RE%3A%20Merkle%7CRKG%20Private%20Tour%20%26%20Dinner%20at%20Shop.org
http://rkg.co/webinars
http://rkg.co/talks

