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More Americans are getting healthcare coverage

14.1 million 
Americans obtained health insurance coverage 
from the beginning of Affordable Care Act (ACA, 
aka ‘Obamacare’) open enrollment in October 2013 
through March 4, 2015.1

2.3 million 
Young adults between the ages of 19 and 25 gained 
health insurance coverage between 2010 and 
October 2013 due to the ACA provision allowing 
them to remain on a parent’s plan until age 26.1

88.1%
Percentage of Americans with health insurance as of 
March 31, 2015.2

Sources: 1U.S. Department of Health and Human Services (HHS), Health Insurance Coverage and the Affordable Care Act, March 16, 2015; 
2Gallup, In U.S., Uninsured Rate Dips to 11.9% in First Quarter, April 13, 2015. 

http://aspe.hhs.gov/health/reports/2015/uninsured_change/ib_uninsured_change.pdf
http://www.gallup.com/poll/182348/uninsured-rate-dips-first-quarter.aspx?utm_source=CATEGORY_HEALTHCARE&utm_medium=topic&utm_campaign=tiles


The uninsured rate has dropped 35% since 2013

More adults are choosing insurance coverage and 29 states have 
expanded Medicaid coverage. 

Source: 1Gallup, In U.S., Uninsured Rate Dips to 11.9% in First Quarter, April 13, 2015.
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Expect more insured as the tax penalty grows

The increase in individual shared responsibility payments, aka the 
“tax penalty” or “individual mandate,” is set to spur enrollment.

Source: 1Healthcare.gov, The fee you pay if you don't have health coverage, accessed March 27, 2015. 
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household income: 

(above the tax filing threshold, 

about $10,150 for an individual) 

Penalty per adult for the year: 

Plus, penalty per child under 18: 

20162015

OR

Uninsured households will pay 

the higher of two amounts:1

210%

https://www.healthcare.gov/fees-exemptions/fee-for-not-being-covered/


Women are more likely than men to be insured

Source: 1Center for Disease Control (CDC)/National Center for Health Statistics, 

Health Insurance Coverage: Early Release of Estimates from the National Health Interview Survey, January–September 2014, March 2015.

Use demographic targeting to hone in on your audience.
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Insurance shoppers like 
to compare plans

Choose ad copy that will help 
consumers find the best solution.

Source: 1comScore, Optimizing Content and Marketing Strategies for 

Today’s Health Insurance Shopper, August 25, 2014.

From Q4 2013 through Q1 2014:1

http://www.comscore.com/Insights/Presentations-and-Whitepapers/2014/Optimizing-Content-and-Marketing-Strategies-for-Todays-Health-Insurance-Shopper


They find insurance information in different ways

Younger consumers prefer online research, while older consumers 
prefer contacting member helplines and their doctors.

Source: 1SCIO Health Analytics, Fear of Cost and Avoidance: Harris Poll Results, February 2015. 

24%

19%

16%

22%
20%

16%
15%

16%

25%

28%

19%
17%

15%

24%
25%

19%

13%
15%

24%

29%

18-34 35-44 45-54 55-64 65+

%
 o

f 
R

e
sp

o
n

d
e
n

ts

Methods/Channels Used to Research Health Insurance Costs and Services 

According to U.S. Health-Insured Internet Users, October 2014

Online research Member helpline Their insurance company Their doctors

http://www.sciohealthanalytics.com/harrispoll


The ACA has spurred 
enrollment in 
healthcare plans

Plan your campaigns to take 
advantage of the ACA open 
enrollment period. 

ACA 2016 open 
enrollment will start on 
November 1, 2015 and 
continue through 
January 31, 2016.1

Sources: 1Centers for Medicare & Medicaid Services (CMS), CMS issues the final HHS Notice of 

Benefit  and Payment Parameters for 2016, February 20, 2015.



ACA enrollment options vary by state

Advertisers need to know what options apply to their audience. 

State-based Marketplace 

and Not Adopting 

the Medicaid expansion at 

this Time (1 State)

State-based Marketplace 

and Adopted the

Medicaid expansion 

(16 States including DC)

Federally-Facilitated or 

Partnership Marketplace 

and Not Adopting the 

Medicaid Expansion at this 

Time (20 States)

Federally-Facilitated or 

Partnership Marketplace 

and Adopted the Medicaid 

Expansion 

(14 States)

NOTES: *NM, NV, and OR are federally-supported state-based Marketplaces in 2015. **MT legislature passed legislation adopting the expansion; it requires federal waiver approval.

Source: 1Kaiser Family Foundation State Health Facts, State Decisions on Health Insurance Marketplaces and the Medicaid Expansion, updated April 20, 2015.

CTWY

WI

WV

WA

VA

VT

UT

TX

TN

SD

SC

RI

PA

OR*

OK

OH

ND

NC

NY

NM*

NJ

NH

NV*
NE

MT**

MO

MS

MN

MI

MA

MD

ME

LA

KYKS

IA

INIL

ID

HI

GA

FL

DC  

DE

CO

CA

ARAZ

AK
AL

http://kff.org/health-reform/state-indicator/state-decisions-for-creating-health-insurance-exchanges-and-expanding-medicaid/


Consumer enrollment also varies by state

In the 2015 enrollment, states on the federal exchange saw higher 
enrollment growth than states with their own exchanges. 

Source: 1Seattle Times, Study finds health-insurance sign-ups on state-run exchanges lackluster, April 7. 2015, accessed May 6, 2015. 

Use location targeting and location extensions to reach active audiences. 
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Competition is increasing in the ACA Marketplace

Advertisers need clear messaging to stand out from the crowd. 

25%
More issuers participating in the 
Marketplace in 2015, compared 
to 2014.

7 in 10
Enrollees can find a lower premium 
plan in the same metal level before 
tax credits by returning to shop.

91% vs. 74%
Percentage of consumers able to 
choose from 3 or more issuers in 
2015, compared to 2014.

40 vs. 30
Average number of plans available 
per county, including catastrophic 
plans, in 2015, compared to 2014.

Source: 1HHS ASPE Office of Heath Policy, Research Brief: Health Plan Choice and Premiums in the 2015 Health Insurance Marketplace, January 8, 2015. 

http://aspe.hhs.gov/health/reports/2015/premiumreport/healthpremium2015.pdf


3 in 10 ACA enrollees chose private health plans

Help consumers understand the plans and services you’re offering.

Source: 1Bloomberg, Statista, 2015. 
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The U.S. Supreme Court decided to continue 
ACA subsidies nationwide
As related news comes out, expect search volume around this topic to 
increase as people look for the latest information. 

Source: 1Kaiser Health News, High Court Upholds Health Law Subsidies, June 25, 2015.

The Supreme Court of the U.S. ruled in 

late June on the King v. Burwell case 

regarding premium tax credits (aka 

‘subsidies’) for enrollees in state and 

federal exchanges. 

Under the ruling, enrollees in the 

federal Marketplace – 6.4 million 

people in 34 states – will 

continue to be eligible for subsidies.1

http://khn.org/news/high-court-upholds-health-law-subsidies/


The ACA continues to impact Medicaid and Medicare

The expansion of Medicaid and the retirement of baby boomers are 
driving this growth. 

12.8 million 
additional individuals 

enrolled in Medicaid and 

Children’s Health Insurance 

Program (CHIP) since the 

start of the first ACA 

open enrollment in 

October 2013.2

Source: 1IBISWorld, Accessed May 5, 2015; 2Medicaid & CHIP, May 2015 Monthly Applications, Eligibility Determinations and Enrollment Report, July 28, 2015. 

Products and Services 

Segmentation (2015)1

23.8%

Pharmacy benefit 

management 

32.2%

Preferred 

provider 

organization 

(PPO) plans

14.0%

Medicaid 

(via private 

firms)

11.1%

High-

deductible 

health plans 

(HDHPs)

7.3%

Health 

maintenance 

organization 

(HMO) plans

6.7%

Medicare 

(via private 

firms)

4.4%

Point-of-

service (POS) 

plans

0.5%

Fee-for-service (FFS) 

plans

http://www.medicaid.gov/medicaid-chip-program-information/program-information/downloads/may-2015-enrollment-report.pdf


Medicare Advantage Plans 
are gaining traction

42%
Increase in enrollment in Medicare 

Advantage plans since 2010.

60%
of Medicare Advantage enrollees are in 

4- or 5-star plans.

16 million 
Beneficiaries currently enrolled in 

Medicare Advantage plans.

Source: 1CMS, Fact Sheet: Moving Medicare Advantage and Part D Forward, April 6, 2015.

Use demographic targeting to reach seniors 

and their caregivers.

http://www.cms.gov/Newsroom/MediaReleaseDatabase/Fact-sheets/2015-Fact-sheets-items/2015-04-06.html


Fall and winter are key for Medicare campaigns

Among the three enrollments, Medicare-related search volume is 
highest during the open enrollment. 

Source: 1MedicareAdvantageSupplementPlans.com, The Different Medicare Enrollment Periods Explained, accessed May 4, 2015.

Open Enrollment: 

October 15 to December 7

All current subscribers
• Change from Original Medicare (Parts A & 

B) to a Medicare Advantage Plan (Part C), 

or vice versa.

• Switch from one Medicare Advantage Plan 

to another.

• Join, change or drop a Prescription Drug 

Plan (Part D).

Advantage Disenrollment: 

January 1 to February 14

Advantage Plan subscribers
• Change from a Medicare Advantage 

Plan to Original Medicare.

• Join a Prescription Drug Plan.

General Enrollment: 

January 1 to March 31

First-time subscribers
• Start a new policy (Parts A & B).

http://www.medicareadvantagesupplementplans.com/enrollment/


For employer-sponsored plans, enrollment in 
high-deductible plans is growing

Source: 1PwC Health Research Institute, Medical cost trend: Behind the numbers 2015, June 2014.

225%
Increase in enrollment in employer-

sponsored high-deductible health 

plans between 2009 (8% of health 

plan enrollments) and 2014 (26%).

62%
Percentage of employers who are 

offering (18%) or considering (44%) 

high-deductible plans as the only 

option for employees.

-16%
Decrease in enrollment in employer-

sponsored PPO plans between 2009 

(61%) and 2014 (51%).

-29%
Decrease in enrollment in employer-

sponsored HMO plans between 

2009 (14%) and 2014 (10%).

http://pwchealth.com/cgi-local/hregister.cgi/reg/pwc-hri-medical-cost-trend-2015.pdf


More employers are moving to private exchanges

Choose ad copy that helps employees compare plans and 
find more information. 

Sources: 2Deloitte Consulting, Private exchanges: Wolf at the health plan’s door?, March 2015. 
1Private Exchange Evaluation Collaborative, Executive Summary: Private Exchange Employer Survey Findings, December 2014; 

47%
Percentage of employers who have implemented 

(6%) or plan to consider using (41%) a private 

exchange for full-time active employees before 2018.2

37%
Percentage of employers who have implemented 

(14%) or plan to consider using (23%) a private 

exchange for post-65 retirees.2

25 to 

40 million
Projected number 

of lives to be 

covered in private 

exchanges in 2018, 

up from 2.5 million 

in 2014.1

http://www2.deloitte.com/content/dam/Deloitte/us/Documents/life-sciences-health-care/us-lshc-consumer-transformation-pentalogy-private-exchange-online-final.pdf
http://www.nebgh.org/resources/Draft 2014 PEEC Survey Executive Summary vfinal.pdf


Healthcare digital ad spending 
is on the rise

Source: 1eMarketer. The US Healthcare and Pharmaceutical Industry 2014: Digital Ad Spending 

Forecast and Trends, May 2014.

$1.41

$1.61

$1.76
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U.S. Healthcare & Pharma Industry Digital 

Ad Spending, 2014-2018 ($ billions)1

57%  

increase 

over 

5 years



Aggregators lead “health insurance” paid search ads

Source: 1comScore, Optimizing Content and Marketing Strategies for Today’s Health Insurance Shopper, August 25, 2014.
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Healthcare.gov and insurers lead in unique visitors

During the 2014 ACA Open Enrollment period, Healthcare.gov received 
more visitors than the top two visited insurer websites combined. 

Source: 1comScore, Optimizing Content and Marketing Strategies for Today’s Health Insurance Shopper, August 25, 2014.
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Humana.com and aggregators top the list of 
“medicare advantage” paid search ads

Source: 1comScore, Optimizing Content and Marketing Strategies for Today’s Health Insurance Shopper, August 25, 2014.
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The federal government doesn’t advertise

Neither do some states. This presents an opportunity for advertisers to 
bid on Healthcare.gov, ACA, and Medicare related keywords. 

Source: 1Microsoft internal analysis, May 2015

State exchanges

that advertise: 

Connecticut 

Maryland

Nevada

New York

Oregon 



What Open Enrollment means for marketers

Plan your Medicare campaigns for the fall and winter to connect with 

searchers during the three Medicare enrollment periods.  

Bid on Healthcare.gov, ACA, and Medicare related terms. The federal 

government relies on organic search traffic, and doesn’t advertise.2

Offer solutions, not just products. Help consumers understand the plans

and services you’re offering and how to enroll in them.

Have your campaigns and budgets ready when the ACA open enrollment 

period starts in November. Plan enough budget to reach the late peak. 

Target the needs of women (family health decision makers), seniors and 

caregivers, who are well represented online healthcare seekers. 1

Source: 1eMarketer, Online Health Information Seekers: Internet Use Grows, But Doctors’ Orders Still Apply, February 2013; 2Microsoft internal analysis, May 2015.



The Bing Ads 

marketplace 



Enrollment periods and news influence health 
insurance search trends

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 

Health insurance search trends 

fluctuate with enrollment periods 

and ACA news. For example, there 

was a lot of news coverage about 

exchange readiness at the start of 

the first open enrollment (Oct. 1, 

2013- Mar. 31, 2014), and less news 

on that topic during the second 

open enrollment (Nov. 15, 2014-

Feb. 15, 2015 and Mar. 15 – Apr. 30, 

2015).  

Advertisers need to monitor news 

about upcoming enrollment 

periods, health insurance and the 

ACA to help plan bid strategies and 

budgets.

Identify hot topics and key 

concerns, and bid on related 

keywords. Create ad copy that 

addresses your target audience’s 

concerns or challenges.

Health Insurance Search Volume (PC+Tablet)

PC+Tablet searches 2013-2014 PC+Tablet searches 2014-2015

2013-2014 enrollment period

2014-2015 enrollment period 2014-2015 special 

enrollment period



Health Insurance Search Volume 2014-2015 

(PC+Tablet)

PC+Tablet searches 2014-2015

Plan your budgets for the open enrollment period

Expect search volume to 

increase during the 2015-2016 

open enrollment and plan for 

your budget to cover this 

period, which will run from 

Nov. 1, 2015 to Jan. 31, 2016. 

During the 2014-2015 open 

enrollment from Nov. 15, 2014 

through Feb.15, 2015, search 

volume had a significant lift as 

enrollment opened and 

remained high throughout the 

period, except for occasional 

dips during the Thanksgiving 

and Christmas holidays.

Searches for “healthcare gov”, 

“obamacare”, and “covered 

california” led in the first half of 

the open enrollment period, 

while brand-related searches, 

such as “aetna”, “blue cross 

blue shield” and “kp org”, led 

during the second half. 

enrollment period special enrollment period

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Keep your bids competitive during enrollment rushes

Cost-per-click spikes around 

the beginning and end of the 

core enrollment period, when 

there is surge in both search 

volume and competitors trying 

to grab the audience’s 

attention.

Click-through rates remain 

relatively constant throughout 

the enrollment period, with a 

slight bump near the deadline, 

as searchers may be paying 

more attention to enrollment-

related ad copy.

Both click-through rate and 

cost-per-click were relatively 

lower and consistent during 

the extended enrollment 

period, which had a smaller 

group of participants.
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Search trends on smartphones are also influenced by 
news and enrollment period timing

Search trends in health 

insurance for each year 

fluctuate in accordance with 

enrollment periods and news. 

Since the situation changes 

from year to year, search 

volume and trends are also 

different. Advertisers, 

therefore, need to keep 

updated on enrollment dates 

and health insurance news to 

help plan bid strategies and 

budgets.

This is especially true for 

mobile campaigns, which 

experience greater lift in search 

volume from news that capture 

public interest.

Health Insurance Search Volume (Smartphones)

Smartphone searches 2013-2014 Smartphone searches 2014-2015

2013-2014 enrollment period

2014-2015 enrollment period 2014-2015 special 

enrollment period

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Health Insurance Search Volume 2014-2015 

(Smartphones) 

Smartphone searches 2014-2015

Be prepared for last-minute news peaking on 
mobile devices 

People are likely to turn to 

their mobile devices as their 

first reaction when news 

breaks, making smartphone 

searches more susceptible to 

swings from news trends. 

Optimize your campaigns 

accordingly. 

A prime example is the huge 

spike in smartphone search 

volume in late April and early 

May 2015. This increase was 

likely due to news about the 

ACA, Covered California 

(California’s health insurance 

exchange), and federal and 

state enrollment. This spike 

also included queries for 

insurance company-related 

terms, such as “blue cross blue 

shield”.

enrollment period special enrollment period

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Take advantage of mobile’s higher click-through rates

Smartphone cost-per-click fluctuated 

less than on PC/Tablet, but generally 

followed the same trend during the 

2014-2015 enrollment period. 

Competition and increased volume 

led to increases towards the start 

and tail end of open enrollment. 

Make sure you’re ready to adjust 

your bids accordingly!

Click-through rates for health 

insurance searches on smartphones 

remained relatively constant, with a 

small peak at the first enrollment 

deadline. Focus your budget and 

campaign efforts on the main open 

enrollment period.

Both click-through rate and cost-per-

click dropped after the open 

enrollment period, and remained flat 

through to the end of special 

enrollment period. Shortly after, 

“obamacare” and “covered california” 

searches spiked from extensive news 

coverage, resulting in a drop in click-

through rate as impressions 

increased disproportionately to 

clicks.
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(Smartphones)

CTR 2014-2015 (Smartphones) CPC 2014-2015 (Smartphones)
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Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Medicare Search Volume (All Devices)

All devices 2014-2015

Plan your campaigns to start in 

early October and run through 

the open enrollment deadline. 

You could also run your 

campaigns again in March to 

take advantage of the general 

enrollment peak.

Medicare searches ramp up in 

October in advance of the start 

of its annual open enrollment, 

which runs from Oct. 15 to 

Dec. 7. Search volume remains 

high throughout the period 

and peaks at the deadline, with 

a dip for the Thanksgiving 

holiday. 

A smaller increase in Medicare-

related searches occurs during 

the new subscriber general 

enrollment period, which runs 

from Jan. 1 to Mar. 31. 

annual open enrollment general enrollment 

(for new subscribers)

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Get a head start on your Medicare campaigns

Take advantage of the brief 

period in early October and 

advertise when click-through 

rate is high and cost-per-click 

is still lower for best value! 

As the start of annual open 

enrollment nears, click-through 

rate starts increasing and 

remains relatively high 

throughout the enrollment 

period, while competition 

starts heating up and driving 

cost-per-click up until the 

enrollment deadline passes.
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Government sites and brand terms lead the 
desktop pack

Top Health Insurance Searches from 9/1/2014-5/15/2015 

(PC+Tablet)

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Brand searches top the field for smartphones

Top Health Insurance Searches from 9/1/2014-5/15/2015 

(Smartphones)

Source: Microsoft internal analytics, top health insurance queries: Bing Ads, Owned & Operated, 9/1/2013-5/15/2014 and 9/1/2014-5/15/2015. 



Bing Ads 

audience behaviors



More likely to apply for health insurance online

Compared to Google, the Bing Ads audience is: 

37%
more likely to have applied online for 
health insurance in the last 6 months.

Source: comScore Plan Metrix, US, November 2014, custom measure created using comScore indices and duplication.



More likely to go online for health insurance

Compared to Google, the Bing Ads audience is: 

8%
more likely to have online 
access to health insurance.

5%
more likely to have searched 
online for health insurance 
in the last 6 months.

Source: comScore Plan Metrix, US, November 2014, custom measure created using comScore indices and duplication.



More likely to use mobile to access insurance

Compared to Google, the Bing Ads audience is: 

5%
more likely to have used an app on a 
mobile device to access insurance.

5%
more likely to use a mobile device 
almost every day to access insurance.

Source: comScore Plan Metrix, US, November 2014, custom measure created using comScore indices and duplication.



More likely to have health insurance 

Compared to Google, the Bing Ads audience is more likely to: 

Personally own 
a health 
insurance policy.

Source: comScore Plan Metrix, US, November 2014, custom measure created using comScore indices and duplication.



More likely to access health information on mobile

Compared to Google, the Bing Ads audience is: 

9%
more likely to have used mobile once 
to three times throughout the month 
to access health information.

5%
more likely to have used a 
browser on mobile to  access 
health information.

Source: comScore Plan Metrix, US, December 2014, custom measure created using comScore indices and duplication.



Ad copy research
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Call to Action
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Comparison

DKI

Health Care

Information

Insurance

Insurance Quotes

Medicare

Online

Param Insertion

Plans

Price/Pricing

Great Good Insufficient dataPoor

In this example, a health insurance ad with 
“information” related words (such as, “learn” and 
“questions”) in the title and words related to 
“Insurance” in the description has high ad quality.

Here’s how to read a heatmap



Ad copy research heat map

Ad Description
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Top 5 Performing Ad Title/Description Combinations, All Devices

Health Insurance
Param Insertion Information Information Call to Action Insurance Quotes

Information Insurance Online Insurance Quotes Medicare

DisplayURL DisplayURL DisplayURL DisplayURL DisplayURL 

As customers prepare for open enrollment, they are doing research online to help them make 
informed decisions. 

The best performing ads in the health insurance were those that looked to help them in that 
research. Include words from the Information bucket such as “questions”, “learn”, “find plans”, 
“benefits”, “advantage” and “enrollment” to grab their attention and lead them to your site to learn 
more.

To further boost your performance, use Param Insertion for your ad title, coupled with the 
Information-type words in the description. This helps you align your ad copy with the exact topic 
your audience is searching for and promises to provide more information on that topic.

Source: Microsoft internal data. 



PC/Tablet Smartphone

Health Insurance
Param Insertion Information

Information Insurance

DisplayURL DisplayURL 

The winning ad copy combo of 
Param Insertion for the title and 
Information words in the ad 
description  works best with PCs 
and Tablets.

To get an edge above the 
competition for Smartphones, 
however, try an ad copy with the 
title containing Information
words, while using words from the 
Insurance bucket in the ad 
description. Examples of words in 
the Insurance bucket include 
“insurance”, “medical”, “medical 
insurance”, “obamacare”, 
“premiums”, and “full coverage”.

Source: Microsoft internal data. 



Total Impressions Generated = 137 Million, Total Ads Analyzed = 99 Thousand, Analysis Period = August – November 2014

Opportunity:

It appears that many advertisers 
are already utilizing top 
performers for Sitelink Extension 
ads – make sure you’re one 
of them!

There are, however, certain 
variables that were high quality 
but had relatively fewer use by 
advertisers, such as 
Cheap/Affordable (“affordable 
care”, “affordable plans”, 
“affordable healthcare”) and 
Online (“online”, “quotes 
online”, “plans online”).

Source: Microsoft internal data. 

Call to Action

Comparison

Insurance Quotes

Health Care

Medicare

Plans

Online

Insurance

Information

Cheap/Affordable

Health & Life Insurance: Top Site Link variables

Ad Quality & Usage  

Ad Quality Advertiser #



Why advertise on 

Bing Ads?



16

21

24

12

25

51

Automotive

Business & Finance

Education

Telecom

Travel

Retail

Source: comScore qSearch (custom), U.S., March 2015. Industry categories based on comScore classifications. 
.
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bingads.com/audience for more audience insights.

Access searchers not reached on Google 

../../bingads.com/audience


You spoke,

we listened.
We heard feedback from our 

customers,  advertisers and 

partners and are delivering 

new features to make 

advertising on Bing Ads 

easier and more effective.

You told us: We delivered:

“Save me time, 

make it easier”

“Support me 

to be more 

effective”

“Provide me with 

more insights to 

make better 

decisions”

Keyword Management: Now 

manage one million keywords in one 

view. Auto tagging

Better Interface: Bing Ads is now 

easier to navigate with a newly 

redesigned experience. 

Targeting Precision: Geo plus radius 

targeting in 1-mile increments now 

makes local ads more accurate.

Scheduling Precision: 15 min 

scheduling delivers the right ad at the 

right time.

Bing Ads Editor: Now faster, 

improved management, plus new 

targeting settings.

Bid Predictions: Bid Landscape 

predicts impressions and clicks based 

on estimates.

Campaign Optimization: Delivery 

statuses now provide clear insights 

around ad performance.

Campaign Performance: Top Mover 

report automatically locates key 

drivers contributing to account 

performance variations.



Drive even 
better 
performance 
with Ad 
Extensions

Sitelink Extensions 

Improve click-

through rate (CTR) 

and conversions 

by providing 

direct access to 

site content and 

purchase pages. 

13%

lift in click-
through 
rates

Location Extensions 

Drive more in-

store conversions 

with store 

locator, click-to-

call, merchant 

ratings, and click-

to-direction.

20%

lift in click-
through 
rates

Call Extensions

Connect 

customers 

quickly to your 

business with 

click-to-call.

10%

lift in click-
through 
rates

Source: Microsoft internal data. 



Want to drive local leads to your store front?

Up to 7%
higher click-through 
rate with Location 
Extensions than with 
standard text ads1

Location Extensions and

Call Extensions

can help your customers find you 

quickly – putting your business 

address and phone number right at 

their fingertips. Drive in-store traffic 

with features like store locator, click-

to-directions, and click-to-call for

mobile searchers. 

Source: 1Microsoft internal data. 

http://advertise.bingads.microsoft.com/en-us/manage-campaigns/topic?market=en&project=Bing_Ads&querytype=topic&query=HLP_BA_CONC_ABOUTADEXTENSIONS.htm
http://advertise.bingads.microsoft.com/en-us/manage-campaigns/topic?market=en&project=Bing_Ads&querytype=topic&query=HLP_BA_CONC_ABOUTADEXTENSIONS.htm


Want to drive travel searchers to your website?

Up to 22%
higher click-through 
rate with Sitelink
Extensions than with 
standard text ads.1

Sitelink Extensions 
create richer, more relevant search 

ads by providing direct access to 

site content and purchase pages. 

By giving customers additional 

links in your ad that take them to 

the exact information they’re 

looking for, this increases 

conversion rates and

your profits.

Source: 1Microsoft internal data. 



Already 
advertising on
Google 
AdWords?

yLearn how to import your campaigns

The Google Import tool makes 

it easy to import your Google 

AdWords campaigns directly 

into Bing Ads with just a 

few clicks.

http://advertise.bingads.microsoft.com/en-us/help-topic/how-to/51050/how-to-import-a-campaign-from-adwords-or-other-programs


Connect with a 

Search Specialist who 

can help you get 

started today. 

Call 1-800-518-5689 

or check out 
@bingads

linkedIn.com/company/bing-ads

facebook.com/bingads

blog.bingads.com

instagram.com/bingads

slideshare.net/bingads

youtube.com/bingadsGetting started

https://twitter.com/BingAds
https://twitter.com/BingAds
http://linkd.in/1evlGtD
http://linkd.in/1evlGtD
https://www.facebook.com/BingAds
https://www.facebook.com/BingAds
http://advertise.bingads.microsoft.com/en-us/blogpost/128957/bing-ads-blog/three-key-tips-for-romancing-valentines-day-shoppers
http://advertise.bingads.microsoft.com/en-us/blogpost/128957/bing-ads-blog/three-key-tips-for-romancing-valentines-day-shoppers
https://twitter.com/BingAds
http://www.linkedin.com/company/bing-ads
https://www.facebook.com/BingAds
http://advertise.bingads.microsoft.com/en-us/blog
http://instagram.com/bingads
http://www.slideshare.net/bingads
http://www.youtube.com/bingads
http://advertise.bingads.microsoft.com/en-us/get-started
http://advertise.bingads.microsoft.com/en-us/get-started
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