
If you have not read the first paper, Digital Performance Marketing, we 

recommend that you do before continuing with this one. Reading the 

first paper will give you a basic understanding of Performance 

Marketing concepts and will give you the detail you need before 

moving onto this more detailed article.

Paid Performance 
Marketing



What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
that you have a broad understanding of what 
Performance Marketing is.

Plus an understanding of the key principles that will 
enable you to manage successful online campaigns.

Recap: What is Paid 
Media?
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Let us recap on what paid media is and why it's important to have a clear primary objective 

aligned to a business objective before beginning.

Paid search or paid media refers to clicks that have been secured by a company or an 

advertiser who has paid for space or a listing on a publisher’s website.

A publisher is a site or platform, from which you can buy advertising and there are 

thousands of publisher sites available. 

However, the main ones are considered to be:

• Google Keyword Search (part of the Google AdWords advertising platform)

• Google Display Banners (also referred to as “GDN” or Google Display Network 

which is also a part of the Google AdWords advertising platform)

• YouTube (also part of the Google AdWords advertising platform)

• Facebook

• Instagram

• Twitter

• LinkedIn
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Setting your Primary Objective

One of the biggest (and most common) problems we encounter with businesses is that they 

begin planning media campaigns (and even spending money on paid media activity) before 

they are first clear on what they want to achieve. 

They are also often unsure as to how they are going to measure the success of a paid 

campaign against what they are trying to achieve. In a nutshell, they aren't sure what they 

want and they aren't sure how they are going to measure success.

It is not rocket science to know that every brand wants the same thing:

• They want people to see their products or services - so reach (impressions) is 

important.

• They want to drive traffic to their website - so clicks are important.

• They want to get telephone calls, enquiries, leads and sales.

• They want to keep their campaigns safely within an allocated budget. Every 

budget has a cap which is often based on seeing some early success from your 

marketing efforts.
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When it comes to setting a primary objective the starting point should be to ask, what do 

you really want from a paid media investment?

Our advice is to be very single minded about the answer. It's easy to get reach, clicks, or 

likes, what you really want to focus on is one of two things;

• Enquiries (ones that are from a well qualified and relevant audience)

• Sales / Revenue 

Setting your Business Objectives

Setting a business objective is critical to consider and confirm before embarking on any 

media planning, and most certainly before any media costs are incurred.

The most critical part of any online strategy, is outlining clear business objectives. If you ask 

an e-commerce store (a site that is able to transact directly online) which sells toasters what 

their objective is, the answer will be to sell more toasters, obviously. However, it’s not that 

simple and the issue can become more complex when the business objective is not clear.
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Critical questions to ask as the toaster business when outlining the objectives are:

• Which types of toasters do we want to sell more of?

• At what cost per sale (cost of marketing)

• Does the cost per sale (cost of marketing) allow an adequate margin?

Sometimes the above can vary massively, so you need to make sure your objective is clear 

but also simple. If your allowable margin differs by product and you sell 1 000 products 

maybe it’s better to say, we can allow a cost of marketing of 12% on the average basket 

value. 

Non e-commerce campaigns become even more tricky. For example, if you sell generators 

but don’t sell them online, your objective would be to collect leads (people filling out a form 

to say they want to know more about your generators). 

Critical questions for the generator business when outlining the objectives would be:

• How many leads do we need before we make a sale?

• How much money do we make per sale (on average)?

• How much of that value are we prepared to allow for marketing costs?
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Let’s assume the average sales price was $100 000 and the normal ratio of sales to leads is 

1:10. $100 000 divided by 10 = $10 000. But that would mean no margin. So let’s say the 

allowable margin for marketing costs is 10%, the target cost lead therefore needs to be 

$1 000 per lead.

The above differs on a case by case basis, but for the purposes of the example, as the 

business owner, you would need to ask yourself:

• What does success look like?

• Is it clear and simple?

• What would allow us to make an acceptable margin?

• Is the campaign manager aligned and aware of these objectives?

• Will we report and judge success based on these objectives?
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
that you have a broad understanding of what 
Performance Marketing is.

Plus an understanding of the key principles that will 
enable you to manage successful online campaigns.

Which Channels & 
Why?
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Now that you are clear on your primary and business objectives, you can start to consider 

which media channels are the most appropriate for your campaign. Our recommendation is 

not to dive in head first and do all the media channels or platforms available. Rather put one 

foot in at a time and start with the channels or platforms that are most relevant to you and 

your target audience. 

This is most pertinent if you have a limited budget. Then we strongly recommend that you 

focus specifically on one or two platforms and test their efficacy first. 

To help you understand the most common channels and platforms available to you, we have 

created a simple overview of each platform, including:

• Sample Ad Units - what they look like so you can easily recognise them

• Targeting - how you can best target customers on these platforms

• What to Watch For - critical tips on what to keep your eye on
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
that you have a broad understanding of what 
Performance Marketing is.

Plus an understanding of the key principles that will 
enable you to manage successful online campaigns.

Google Search 101
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Within Google you are able to advertise your business to people via the use of text ads. 

These ads are shown as a list at the top of the Google Search Engine results page and are 

shown to people based on the keywords they have searched for. 

You can manage these campaigns and all the targeting options in a Google ad platform 

called Google AdWords. 

This is the first channel or ad type we recommend testing out because its a user actively 

telling you that they are searching for something relevant to your brand, product or service. 

They are ultimately showing intent and therefore have a high chance of being interested in 

what you're offering (providing that its relevant to what they were actually searching for).

Sample Ad Unit
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Targeting

Targeting for these text ads is based on the keywords that people are searching for. There 

are four types of keyword targeting;

• Exact Match

• Phrase Match

• Broad Match

• Broad Match Modified

Let’s assume we sell kitchen sinks. Every person will search for something in a different way, 

some will keep the search short and some will be very specific, potentially using a string of 

words to try and narrow their search down to the most relevant results.

The difference in how people search is how your brand can choose to target customers at 

different stages of the purchase cycle.
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Exact Match 

This is the most specific match type. It only matches to the user search if the exact same 

thing is being searched for. For example;
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Phrase Match

This match type will show when the words in brackets are searched for in any order, in any 

search query. For example;



Broad Match

This is the most wide option and Google will decide to show your ads when users search for 

phrases that contain the keyword(s) or if they think relevant other synonyms are being 

searched for. For example;
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Broad Match Modified

This match type was introduced to more tightly control Broad Match. It gives you the option 

to specify if a word must be included in a search (by using a +) or must not be included in a 

search (by using a -). For example:
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In addition to the different keyword match types, you can also target an audience by the 

following:

• Location - country, state/province, city, town or a custom radius that you “draw” 

on a Google map

• Device - mobile, desktop, tablet

• Day/Time of day - often referred to as ad scheduling



What to Watch For

The most important metrics to watch and focus on are:

CTR % - this the click through rate. How many times, as a percentage of the ad being seen, 

was it clicked on. The higher the CTR, the more relevant and appealing users are finding the 

ad.

CPC - this is the cost per click. The cost you are paying each time a user clicks on one of your 

ads. The price you are paying can vary based on how aggressive your bid is on that keyword 

or by how relevant Google thinks your ad is to the users search intent. This is something 

called quality score.

Search Impression Share - this shows you how many times (as a percentage) you are being 

seen for the associated searches. If your impression share is 50% you are not being seen 

50% of the time, which is normally as a result of daily budget restrictions. Search impression 

share is especially important on campaigns that you get conversions from - if a campaign is a 

good one, make sure your ad shows all of the time.
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Bounce Rate - in Google Analytics, you can see how many people (as a percentage) landed 

on your site from the Google Search source. Bounce rate means a user landed on your site, 

did not consume any more pages and directly left. It’s a great indication as to how appealing 

users are finding the experience of using your site (or the relevance of your site). A good 

bounce rate is anywhere between 30 - 40%, a high bounce rate is 70% or more. 

Conversions - how many people did the thing you tracked as a conversion? Meaning, did 

they complete a lead form, or click on your telephone number, or did you get actual sales 

revenue (if your site has e-commerce functionality).

Cost Conversion - the cost you paid in media (clicks) to generate a conversion.
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
that you have a broad understanding of what 
Performance Marketing is.

Plus an understanding of the key principles that will 
enable you to manage successful online campaigns.

Google Display 101

www.algorithm.agency



Google Display is when you advertise your business to people on websites via the use of 

display banner ads. Such ads are shown on websites that have elected to receive ad revenue 

by allowing Google Display ads to be shown on their pages. 

You manage these campaigns and all the targeting options in a Google ad platform called 

Google AdWords.  

Sample Ad Unit
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Targeting

Google Display targeting takes the following forms:

• Keyword(s) Targeting

• Placement Targeting - specific websites that display Google Ads

• Topic Targeting - categories of websites about certain subjects

• Remarketing Targeting - lists or audiences of people that have already interacted 

with your campaign or website

Keyword Targeting

Where you want your ads to show on sites that have content talking about a certain subject. 

You don't necessarily know what the sites are, you are just targeting any relevant sites 

talking about that targeted keyword(s). For example, if you targeted the keyword 

“skateboards” and other variations, your ad may appear on skateboardreview.co.za - if that 

site has elected to make some revenue by allowing Google Ads to be displayed.

Placement Targeting

You choose where you want your ads to show based on a list of websites that Google says 

are relevant to your content, website, or service offering.
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Topic Targeting

You choose from a list of topics that Google has defined. The list is extensive and there’s 

options for most businesses. The Google Ad Tool (or display planner) will ask you to enter 

your website address (URL) and will then assess your content and suggest relevant topics. 

The topics will have a number of websites within them, that may show your ads to a 

relevant audience.  

Remarketing Targeting

Personally, you have probably seen ads where you are served content that you have recently 

engaged with. You've just looked at a pair of green shoes on a fashion website and the next 

time you look at your email, a news website, or even YouTube you see an ad for the exact 

same (or a similar) pair of shoes, right? This is called audience remarketing. Google creates 

lists of people that have visited your site and you can then chose to target those audience 

lists with further advertising.

What to Watch For

The most important metrics to focus on are:

CTR % - this the click through rate. How many times, as a percentage of the ad being seen, 

was it clicked on. The higher the CTR, the more relevant and appealing users are finding the 

ad.
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CPC - this is the cost per click. The cost you are paying each time a user clicks on one of your 

ads.

Bounce Rate - in Google Analytics, you can see how many people (as a percentage) landed 

on your site from the Google Display source. Bounce rate means a user landed on your site, 

did not consume any more pages and directly left. It’s a great indication as to how appealing 

users are finding the experience of using your site (or the relevance of your site). A good 

bounce rate is anywhere between 50 - 60%, a high bounce rate is 70% or more. 

Conversions - how many people did the thing you tracked as a conversion? Meaning, did 

they complete a lead form, or click on you telephone number, or did you get actual sales 

revenue (if your site has e-commerce functionality).

Cost Conversion - the cost you paid in media (clicks) to generate a conversion.
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
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Performance Marketing is.
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enable you to manage successful online campaigns.

YouTube 101

www.algorithm.agency



The most common form of YouTube advertising is what is called pre-roll adverts. These are 

short videos that appear as skippable ads before the YouTube video, that was chosen, is 

played. Such video ads are managed on the same Google AdWords platform.

It’s a common misconception that nobody watches pre-rolls and are often skipped because 

they are annoying. A surprising number of people do watch over 30 secs of these adverts, 

and they can play a very important role in educating your potential customers in a rich and 

informative way. 

Sample Ad Unit
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Targeting

The targeting for YouTube advertising options are largely the same topic targeting in the 

Google Display Network.

Topic Targeting

Where you choose from a list of video topics that Google has defined. The list is extensive 

and there’s options for most businesses. The Google Ad Tool (or display planner) will ask you 

to enter your website address (URL) and will then assess your content and suggest relevant 

topics. The topics will have a number of websites within them, that may show your ads to a 

relevant audience.  

What to Watch For

The most important metrics to watch and focus on are:

Cost Per View - the cost you have paid for a 30 sec (or greater duration view).

Views - the total number of views.

% of Video Watched - what percentage (and volume) of people got to the 25%, 50%, 75% 

and 100% mark of your video duration. This is very useful for testing ad variations to see 

which ones get the most people watching for the longest. This is a great indicator if people 

are actively engaged in the ad content.
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
that you have a broad understanding of what 
Performance Marketing is.

Plus an understanding of the key principles that will 
enable you to manage successful online campaigns.
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The most common form of Facebook advertising is what is called a boosted post. This is 

when you take a post that you have posted to your company page or timeline and put a paid 

media budget behind it, in order to target and show it on people’s Facebook newsfeeds. 

Facebook has several types of ad units, you can find out more about the options available 

here - https://www.facebook.com/business/ads-guide

Sample Ad Unit
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Targeting

The targeting options for Facebook advertising are extensive. The most common are:

• Interests - a detailed list of what people have signalled to Facebook that they are 

interested in. It can be broad like “luxury vehicles” or something more specific 

like “clothing for small dogs”.

• Custom Audiences - where you upload a list of existing or prospective customers 

(usually email addresses and phone numbers) and see how many Facebook can 

match with Facebook profile information. You can then select that matched list to 

target with ads.

• Similar Audiences (Look a Like) - similar to custom audiences but Facebook will 

select the nearest % of the countries population who are most like your 

audience, based on their Facebook behavioural data.

What to Watch For:

The most important metrics to watch and focus on are:

Cost Per Engagement - the volume and cost of each like, comment or share on a post.
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CPC - this is the cost per click. The cost you are paying each time a user clicks on one of your 

ads. It refers here to the cost you paid for each click of a link on your post. These links are 

normally from Facebook out into your website.

Bounce Rate - in Google Analytics, you can see how many people (as a percentage) landed 

on your site from the Facebook source. Bounce rate means a user landed on your site, did 

not consume any more pages and directly left. It’s a great indication as to how appealing 

users are finding the experience of using your site (or the relevance of your site). A good 

bounce rate is anywhere between 40 - 60%, a high bounce rate is 70% or more. 

Conversions - how many people did the thing you tracked as a conversion? Meaning, did 

they complete a lead form, or click on your telephone number, or did you get actual sales 

revenue (if your site has e-commerce functionality).

Cost Conversion - the cost you paid in media (clicks) to generate a conversion.
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
that you have a broad understanding of what 
Performance Marketing is.

Plus an understanding of the key principles that will 
enable you to manage successful online campaigns.
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www.algorithm.agency



Twitter, like Facebook, allows you to promote the content you post on your own Twitter 

handle ( or the Twitter handle you manage for your business or company). These promoted 

tweets can be text only, or images and videos too.

A list of all the different ad formats allowed on Twitter can be found here -

https://business.twitter.com/en/solutions/twitter-ads.html

Sample Ad Unit
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Targeting

In South Africa, the most frequent forms of Twitter targeting are as follows:

• Twitter Handle Targeting

• Interest Targeting

Twitter Handle Targeting

Where you can target the followers of other people or other brand’s Twitter handles. Let’s 

say you sell skateboards, you may want to target followers of global skateboarding 

celebrities, or clothing brand handles like Vans shoes, or influencers like Tony Hawks.    

Interest Targeting

A pre-defined list of Twitter categorised user interests.

As with Facebook, you also have the ability to load custom audience lists, which is where 

you upload a list of existing or prospective customers (usually email addresses and phone 

numbers) and see how many will match with Twitter’s profile information. You can then 

select that matched list to target with ads.
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What to Watch For

The most important metrics to watch and focus on are:

Cost Per Engagement - the volume and cost of each comment or share on a post.

CPC - this is the cost per click. The cost you are paying each time a user clicks on one of your 

ads. It refers here to the cost you paid for each click of a link on your tweet. These links are 

normally from Twitter out into your website.

Bounce Rate - in Google Analytics, you can see how many people (as a percentage) landed 

on your site from the Twitter source. Bounce rate means a user landed on your site, did not 

consume any more pages and directly left. It’s a great indication as to how appealing users 

are finding the experience of using your site (or the relevance of your site). A good bounce 

rate is anywhere between 40 - 60%, a high bounce rate is 70% or more. 

Conversions - how many people did the thing you tracked as a conversion? Meaning, did 

they complete a lead form, or click on your telephone number, or did you get actual sales 

revenue (if your site has e-commerce functionality).

Cost Conversion - the cost you paid in media (clicks) to generate a conversion.
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The LinkedIn platform is most relevant for brands, products or services that wish to target a 

more professional audience. The ad units are most typically small images and text ads that 

appear when users browse the platform. You can also target people’s LinkedIn newsfeed 

with sponsored content. 

Sample Ad Units
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Targeting

The targeting options on LinkedIn are quite detailed, below is a summary of the available 

options.
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In addition to the above you can also define locations - by country, state or province, city 

and town.



What to Watch For

The most important metrics to watch and focus on are:

Cost Per Engagement - the volume and cost of each like, comment or share on a post.

CPC - this is the cost per click. The cost you are paying each time a user clicks on one of your 

ads. It refers here to the cost you paid for each click of a link on your post. These links are 

normally from LinkedIn out into your website.

Bounce Rate - in Google Analytics, you can see how many people (as a percentage) landed 

on your site from the LinkedIn source. Bounce rate means a user landed on your site, did not 

consume any more pages and directly left. It’s a great indication as to how appealing users 

are finding the experience of using your site (or the relevance of your site). A good bounce 

rate is anywhere between 40 - 60%, a high bounce rate is 70% or more. 

Conversions - how many people did the thing you tracked as a conversion? Meaning, did 

they complete a lead form, or click on your telephone number, or did you get actual sales 

revenue (if your site has e-commerce functionality).

Cost Conversion - the cost you paid in media (clicks) to generate a conversion.
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Heading

You have reached the end of the second paper in which we’ve unpacked what Paid 

Performance Media is.

Simply put, Paid Performance Media is digital marketing activity that is purchased, as 

opposed to being natural traffic from either Google’s organic search results or from organic 

social media posts (plus various other direct sources of “free traffic”). 

The most common forms of Paid Performance Media activity are:

• Google Search (text ads, bidding on keywords)

• Google Display Banners (image ads on websites you target)

• YouTube video advertising (skippable ads)

• Facebook boosted posts

• Tweets promoted on Twitter

• Ads or sponsored content on LinkedIn

The key lessons from this paper are:

• Set simple, clear objectives

• Make sure your campaign manager understands those objectives too
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• Plan what channels and ad types are most appropriate to you and relevant to 

your target audience

• Do a few things well, not many things badly (or with too small a budget)

• Have a plan for paid media that is aligned with your primary objectives

• Ensure your website is relevant to what people are actually searching for

• Ensure you can accurately track your online activity
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What is Digital Performance Marketing? Why should a 
business owner care?

In this paper, we try and keep things at a high level, so 
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Useful Resources
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What Where Why

Performance Marketing 
Articles

https://www.algorithm.agency/perf
ormance-marketing-blog

Further reading on performance 
marketing subjects

Search Engine Land https://searchengineland.com/ Global news and opinions on 
Search Engine Marketing

PPC Hero https://www.ppchero.com/ Dedicated Paid Media tools, 
news & opinion

MOZ https://moz.com/ Dedicated SEO tools, news & 
opinion

eConsultancy https://econsultancy.com/ Dedicated Digital tools, news & 
opinion

https://www.algorithm.agency/performance-marketing-blog
https://searchengineland.com/
https://www.ppchero.com/
https://moz.com/
https://econsultancy.com/

