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In this guide, search experts from Chacka Marketing comment on the importance of 
brand bidding for digital marketing programs, common misconceptions and share 

testing data. At Chacka, brands often request we not bid on branded terms since they 
appear as number one in the search engine organic (SEO) listings spot. This guide 

reveals Chacka data that dispels this misconception along with ways to control brand 
messaging and combat competitors. Get the facts direct from the experts themselves.

ChackaMarketing.com
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BRAND ADS 
ARE ESSENTIAL
"My organic listing is #1 on Google and Bing, why should I pay and
cannibalize my own traffic?" is a common question we hear in the search
marketing world. This concept should be put to bed as there are
numerous studies that counteract this line of thinking.  
 
A Google                          observed organic click volume in the absence of
search ads and calculated the amount of incremental traffic that was
lost. The study revealed that 89% of the traffic created by paid ads is
not replaced by organic clicks when search ads are paused.   
 
Sr. Digital Media Manager, Aubree Rose said, "The numbers speak for
themselves. If your business is not running paid search ads, you're
overlooking the majority of your customers which may result in lost
revenue. The value of SEO is important, however, using paid search as an
additional layer in your digital mix will get the attention of new and
returning customers." 

research study

If your business is not running paid 
search ads, you're overlooking the 

majority of your customers which may 
result in lost revenue." 

Aubree Rose 
Sr. Digital Media ManagerChackaMarketing.com

https://adwords.googleblog.com/2011/08/studies-show-search-ads-drive-89.html


SEVERE IMPACTS
Digital Media Director, Monika 
Doyle oversaw a test that Chacka 
ran with a Fortune 500 retailer. 
Doyle said, “We compared Google 
Search Engine Marketing (SEM) vs. 
SEO after turning off brand ads. 
Our team combined the SEM and 
SEO data to track the overall drop. 
  
 
After pausing SEM brand, overall 
clicks dropped by 48%, conversions 
decreased by 70% and revenue fell 
by an astounding 69%!"   
 
Note: Chacka analyzed the data 
and provided feedback to make 
the case to turn back on branded 
search ads following the results. 
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After pausing SEM brand, overall clicks 
dropped by 48%, conversions decreased by 
70% and revenue fell by an astounding 69%!"   

Monika Doyle 
Digital Media Director

Conversions
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ChackaMarketing.com
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COMBAT
COMPETITORS 
 
 

 

 

 

 

 

 

 

 

 

"By running brand ads, you're not simply taking up more real estate on the search
engine results page (SERP), you're protecting your top position and mitigating
competitors from stealing your traffic," said Marketing Communications Manager,

Amanda Grow. It is important to mention that advertisers can't outright eliminate

competition.  

 

Grow further commented, "An easy way to explain this to a person who may be new
to paid search would be if I were to place a billboard of your number one
competitor at the entrance of your storefront. It is basically giving them promotional
space in the highest traffic area of your store and an additional  option for
customers to choose from when your brand should be top of  mind." 

"By running brand ads, you're not 
simply taking up more real estate on 
the search engine results page 
(SERP), you're protecting your top 
position and mitigating competitors 
from stealing your traffic."

Amanda Grow 
Marketing Communications  

Manager

ChackaMarketing.com
ChackaMarketing.com
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CONTROL THE
MESSAGE

"It's important to remember that along with keeping competitors at bay of
the top position, you're controlling what customers see when they search

for your brand," said Digital Media Manager, Derrick Minutello. 
 

This gives the businesses additional options to provide their
customers with timely messaging for seasonal promotions, product

details and directing highly qualified traffic to specific landing pages.
"Customizing when, where and what messaging you want to promote to

your target audience in your ad is a huge advantage for brands," said
Minutello. Ad scheduling is not a feature available in SEO. 

It's important to remember that along with 
keeping competitors at bay of the top 

position, you're controlling what customers 
see when they search for your brand."

Derrick Minutello 
Digital Media Manager

ChackaMarketing.com
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HIT 'EM 
WHERE IT 
HURTS: COST

A business that bids on its own branded terms drives highly relevant traffic 
to its site which impacts its Quality Score (a scale of 1-10), which is an 
estimate of the quality of a marketer’s ads, keywords and landing page. 
According to             , higher quality ads lead to lower prices and better ad 
positions. 
 
Digital Media Manager, Trevaris Anderson comments, "If your competitor is 
bidding on your branded keywords too, you're hitting them where it hurts – 
their wallet. A competitor will have lower quality scores and conversion rates 
and will need to increase their bids to compete with your brand since Google 
awards you preference to appear in the top spot." 

  Google

A competitor will have lower quality 
scores and conversion rates and will 
need to increase their bids to 
compete with your brand."

Trevaris Anderson 
Digital Media Manager

ChackaMarketing.com

https://support.google.com/adwords/answer/140351?hl=en
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BRAND BIDDING 
& BEYOND
At Chacka, we use several affiliate and 
trademark monitoring services to ensure 
clients’ brands are protected from other 
businesses poaching on their branded 
keywords and blocking them for using clients’ 
trademarks illegally in their ad copy. 
 
In one case, Chacka used  
to catch competitors' use of Avery's 
trademark in their ad copy. Through diligent 
violation reporting to the search engines and 
a Cease & Desist letter from Avery to a repeat 
offender, Chacka successfully lowered 
Avery's branded cost per clicks (CPCs) by 
64%, increased clicks 34% and drove a 51% 
drop in branded campaign costs which was 
reinvested back into Avery's search program. 
This resulted in thousands of dollars in 
savings a year and drove more sales for our 
client partner. 

ChackaMarketing.com

info@chackamarketing.com

Our team is constantly looking for new 
opportunities for businesses like yours 

to increase brand awareness and make 
the most out of their digital programs.   

 
If you would like more information on 
how to get started, contact us today: 

Brand CPCs 
decreased by 

64%

Campaign cost 
decreased by 

51%

Clicks increased 
by 34%

The Search Monitor

Read the full case study on our website, here.

https://www.thesearchmonitor.com/
https://www.chackamarketing.com/casestudy-averybrandprotection

