
The Bing Ads Mobile PPC 
Roadmap: This is Not Your 
Desktop Strategy
How to get in line with the new rules, 
metrics and features of mobile PPC
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For certain types of searches – like local businesses or keywords with 
directional intent (“gas station,” “Japanese restaurant”) – mobile search 
has already overtaken desktop. 

It’s mission critical that marketers are equipped and ready to capitalize on the 
mobile search opportunity – not tomorrow, not later this year, but today. 

The question is: what do marketers and advertisers need to know about these 
trends and how will it drive successful strategy going forward?

Conventional wisdom on the value of mobile search for advertisers is that as 
a result of the smaller, more challenging form factors, searches from mobile 
devices convert worse than desktop Web searches. 

As usual, the conventional wisdom is dead wrong.

In this whitepaper, you’ll 
learn about:
•  User context – the one key mobile search concept you 

must understand!

•  Which PPC metrics matter for mobile search 
(and which ones don’t).

•   How to implement this new strategy within Bing Ads 
to build your business.

Dozens of studies show 
mobile search poised to 
overtake desktop in the 
next year. 
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Searches happen all over – in shops, on the road, at work or home. People ar-
en’t just using the Internet to look for a deal or research a product once they’ve 
decided to make a purchase.  

They’re on the move. They are motivated – but by what?

In order to get in front of the right searchers at the right time, via the right 
channels, with the right information, we need to understand User Context.

User context in search matters because it’s an incredibly powerful predictor of a 
user’s true search intent – i.e. what the user is really looking for.  

Using these signals to better infer what people are actually looking for makes 
your ads more useful to the searcher and therefore more profitable for your 
business. User context informs your ad targeting, bidding and ad copy 
strategies to greatly improve the ROI of paid search.  

Here’s an example of two people searching for the exact same keyword – “lock-
smith.” Understanding the context in which they performed their search tells us 
they are most likely looking for completely different things:

User Context Rules Mobile PPC

User context in search refers to the location, device 
and time the search originated.

Keyword Search: “locksmith”
User 1 User 2

Location At Home On the Go

Time 1PM 2AM

Device Desktop Mobile

Intent of 
Search?

Probably looking to change 
the locks on the house. Has 
time to compare options and 
make an informed decision.

Probably locked out of his 
house and needs help now. 
Lots of urgency & purchase 
intent here. Needs a near- 
instant solution.
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The power of user context in search is that it enables us to execute paid search strategies more 
effectively than ever before.  How? It depends entirely on your business, but here are a few 
examples of how user context can inform your ad campaign tactics:

•  Bid Strategy: If you’re an emergency locksmith with 24-hour service, you would bid more for 
the urgent 2AM queries. If you’re closed at night, you won’t bid at all for the off-hour searches.

•  Location Targeting Strategy: Is the search originating from a neighborhood that you service? 
If so, you will aim for more impression share. If not, you won’t even target that search.

•  Ad Copy Strategy: You would use call-out offers that would be relevant, based on the user 
context of the search. You would also use a call extension to enable one-click phone dialing 
from a smartphone. (“Locked out of your house? Call our 24 Hour Emergency Locksmith 
Service Now – (222) 222-2222!”)

Some of these features and concepts aren’t “new,” per se. For example, device targeting in Bing Ads 
have been around for several years. 

However, Bing has made it easier and more effective than ever before to target searches according 
to the context of the search. To understand how this works, let’s go over a few of the key differences 
between mobile and desktop search.

The Critical Importance of User Context in Search (continued)
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Click-through rate (CTR) matters because you want to drive calls and clicks to 
your business – and more prominent ad positions will get you more of them. 

However, your expected, average CTR on mobile is much more sensitive to ad 
position, as shown in this graph, which demonstrates your expected CTR based 
on ad position for desktop, mobile and tablet devices. 

As you can see in this analysis of WordStream client accounts, the mobile ads 
CTR drops off 45% from position one to two. It then falls off to near zero after 
position four.

Here’s another way of thinking about this:

Key Takeaway: In order to get comparable desktop CTRs, you’ll need to adjust 
your ad strategy to show up in higher ad spots.

Obviously, paid search ads on Bing look different to mobile users and desktop/
Windows Surface users. There’s a lot less space on a mobile screen, so users are 
exposed to far fewer ads, for starters.  

These differences in form factors and user experience impact the PPC 
advertising key metrics that matter.  

A lot of the confusion surrounding the value of mobile is 
caused by a poor understanding of how historically important 
paid search key metrics are quite different on mobile.

Here are the metrics that matter most in mobile PPC – and those traditional 
metrics that don’t.

1. Mobile Click-Through Rate

2. Mobile Impression Share

3. Mobile Cost-Per-Click

1. Mobile Click-Through RateThe 3 PPC Metrics 
That Matter for Mobile
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Impression share is essentially the market share of your searches, or how often 
you will appear in relevant searches. Having a 50% impression share means that 
your ads are appearing 50% of the time that people search on the keyword 
terms you’ve expressed interest in. 

For obvious reasons, we’d like to have more, rather than less, impression share.  
Due to the reduced screen real-estate in mobile, your impression share drops 
off much faster as your ad position drops when compared to desktop.

Mobile ads are much less likely to be shown even for the first position advertiser 
than they are on desktop. Below mobile position two, you’re not likely to be 
shown at all and even less likely to be clicked on. When you get to position four, 
impression share is practically nonexistent! 

Key Takeaway: The competition is fierce, with less screen real estate and 
more advertisers in the market. Adjust your old strategies to achieve higher 
impression share for relevant mobile searches. For example, the popular “low 
CTR strategy” (where an advertiser tries to have their ads show up in lower ad 
positions) just isn’t viable in mobile because of the limited number of ad spots. 
Instead, you need to dump your “informational keywords” and double down on 
“high commercial intent keywords” (keywords searched by people looking to 
buy now) and be aggressive on keyword bidding and be in it to win it!

2. Mobile Impression Share
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A third key metric you absolutely need to track is cost per click (CPC), which 
of course has a big impact on your cost per conversion. Mobile CPCs are now 
typically lower than desktop, largely because so many advertisers misunder-
stand the value of mobile thanks to less competition as advertisers opted out. 

However, the gap has closed considerably over the last twelve months, as more 
and more advertisers wise up.

You can’t optimize what you don’t track. Expect mobile CPCs to continue 
trending upwards, but work on keeping yours down with smarter bidding 
strategy and highly targeted, persuasive ads.

Key Takeaway: Expect mobile CPCs to pull even and eventually overtake 
desktop as advertisers realize that mobile searchers have stronger purchase 
intent (think of the guy who got locked out of his house at 2AM – he wants to 
buy, now!). For now, the mobile “sale” is still going on, but don’t wait too long 
and miss out!

Now that you know which important metrics are quite different than their 
desktop counterparts, we need to look at metrics that are notoriously 
misleading in mobile search. If you put too much weight on these metrics, 
you can seriously lead your mobile ads strategy astray and that costs you 
time, budget and customers. 

Essentially, these are metrics related to conversions, such as conversion 
rate (CR), cost per conversion (the other CPC) and even total volume of 
conversions (TVC). 

How can that be?  These are all generally considered the holy grail of reliable 
and important metrics in conventional desktop PPC. 

This is exactly why you can’t rely on them for mobile. Much of the leads and 
sales generated via your mobile ad campaigns happen in the real world, 
through calls to your business or foot traffic into your stores. Think about it: 
you’ve enabled click-to-call and you’ve converted that call to a sale – yet your 
ad metrics don’t tell you that. Was the ad that generated the call a waste? 
Of course not. 

It’s not as easy as it was in the desktop era, when you could count cookies on 
a thank-you page to calculate return on ad spend. With mobile, the customer 
often bypasses your desktop conversion page entirely.

Key Takeaway: It’s silly to measure mobile ads by desktop conversion metrics 
because they’re not the same thing. Mobile has a ton of value that isn’t 
measured as easily. 

3. Mobile Cost Per Click PPC Metrics You Should 
Throw Out of Your Mobile 
Measurement Arsenal  
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Mobile searches can often add great value for your business. Why is this?

Consider this: The typical conversion rate for a desktop-based PPC landing 
page is around 3%, according to analysis of hundreds of WordStream client 
advertiser accounts. On average, you need to pay for approximately thirty-three 
clicks to get just one conversion for your business. 

While search marketing is very effective overall as a marketing channel, the 
drop-off from paid click to acquired conversion is precipitous.

Mobile is much different. You can bypass this leaky conversion bucket entirely 
by having people call directly.  People go from viewing an ad to clicking on the 
call extension and becoming a lead in one click. 

The calls you get from the click-to-call buttons on your search ads are much 
more likely to become customers.  Think of your own consumer behavior – at 
what point will you actually call a vendor? It’s when you’re ready to buy now 
(call the taxi, order the pizza, get emergency road side assistance). These calls 
are much more valuable than clicks to a website thanks to user intent. 

Just how much more valuable are they?

WordStream researched the value of mobile calls vs. clicks to an advertiser’s 
website in 2013. We factored in things like:

• higher purchase intent of mobile,

• ability to bypass the entire “landing page”

• higher average purchasing power of folks executing mobile searches 

• strangely, lower average CPCs on mobile.

In search marketing, you’re typically trying to get smaller gains, ranging from 
5% to 10% – it’s rare that you see something do three times better than before. 
This really speaks volumes about the transformative nature of mobile search.

In this weird twilight zone, where advertisers are 
confused and haven’t figured this out yet, there’s a huge opportunity for savvy 
advertisers to take advantage 
of this now. Much of the ROI of paid search (or any 
advertiser channel) has to do with being smarter than the rest of the group. It’s a 
live auction. You have the ability to outsmart your competition.

For a lot of local businesses, mobile call ads are draining the commercial intent 
from the search results page, meaning the folks who are ready to buy now are 
predisposed to clicking on the call buttons. If you don’t have click-to-call, another 
ad may. It could be that your business isn’t set up for taking calls. Say you have a 
contact form on the website, or you list a number you can’t pick up 100% of the 
time – it may be worth rethinking how you process your inbound leads, possibly 
by hiring an answering service to capture this strong purchase intent. 

Mobile PPC is Good for Business

We found that the value of 
calls to websites from call 
extensions were worth three 
times more than clicks to 
desktop, on average.



The Bing Ads Mobile PPC Roadmap   | 9

With this new understanding of mobile PPC concepts and how mobile metrics 
and ROI are unique, how can you implement successful mobile ad strategies in 
a concrete way using Bing’s various mobile advertising features? Let’s review the 
key features you need to know.

Modifying bids for mobile is critical 
Adjust your bid modifiers in the Bing Ads interface to favor mobile, and Bing 
Ads will designate that ad as the one to show for all searches on keywords that 
you’ve expressed interest in, which happen to originate from a mobile device.  

Your campaign ROI would be well served if you customize your ads based on 
mobile or desktop searches – for mobile searches, you could have ad copy that:

• Compels users to call a phone number rather than navigate to a website

•  Highlight offers that make sense for someone on the go (e.g.: “Schedule a 
Visit”, as opposed to “Download a Free Trial” which generally makes no sense 
for mobile.)

Call Extensions are a must-have 
A call extension is a super-helpful, clickable phone number that appears on 
mobile searches. It’s the quintessential, must-have ad extension for your mobile 
ads. Creating a call extension is straightforward in the Bing Ads interface and is 
shown in the following figure:

One of the key options is the ability to specify what Bing Ads does when a user 
clicks on your ad. You can provide:

•  Links to both your website and your phone number (allowing the user to call 
you or navigate to your site)

• Alternatively, you can opt to just provide a link to your phone number. 

Successful Mobile Strategies in Bing Ads
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When the latter option is selected, the call button will appear on the user’s 
mobile device regardless of where the user clicked on the ad (either the 
headline or the call extension) as shown in the following illustration:

Given the steep average drop off of clicks to a website to leads generated 
(which we discussed earlier), consider getting people to call your business,  
assuming of course that the search originated during your business hours and 
you’re set up to reliably answer the phone. (Otherwise, just send the clicks to 
your website).

Map extensions are key 
Map extensions rank a close second place in terms of the most important ad 
extensions you should be using for your mobile search ads. Since a dispropor-
tionate number of mobile searches contain directional intent (such as trying to 
find a gas station) it makes sense to try to help prospective buyers find your 
store. Again, the setup in Bing Ads is fairly straightforward and shown below:

Setup simply involves providing the address information of your business. It’s 
worth choosing or using a custom map icon and business image to help your 
ads stand out in a crowd.

Successful Mobile Strategies in Bing Ads (continued)
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Here’s what a location extension looks like in real life:

Upon clicking on a “Directions” button, the user is given the ability to plot 
directions from their current location to the business, and display a map with 
directions and other helpful information. The location extension is a must-have 
for any business with an office that customers visit!

Geo-targeting helps customers find you 
Advertisers should consider leveraging location information in optimizing their 
PPC strategy for mobile. For example, you could:

•  Target Competing Stores Set up campaigns that specifically target people 
doing searches inside of competing stores, to capture comparison shopping 
intent. For example, target a quarter mile radius around competing car 
dealerships.

•  Adjust Bid Strategy Aggressively target locations from where people tend to 
purchase, such as targeting mobile searches around an airport if you’re a car 
rental company.

•  Customizing Ad Copy Tweak your ad copy based on the neighborhood 
where the search originated from (“Back Bay’s Best Pizza” vs. “North End’s Best 
Pizza”) so that your ads resonate even better.

Geo Targeting in Bing Ads is a campaign level setting as shown in the following 
figure: 

You can easily define a list of different locations where you’d like your ads to 
show and adjust the bids up or down based on the value you place on searches 
originating from the designated areas. 

Successful Mobile Strategies in Bing Ads (continued)
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Mobile bid adjustments are the heroes of targeting 
In Bing Ads, you can easily bid up keyword searches originating from mobile 
devices, as shown in the following figure:

Sadly, as I mentioned earlier, a lot of companies are confused and actually opt 
out of mobile. 

I think most businesses would be much better off on average (depending on 
your business of course) to instead raise bids on mobile because of the extra 
competitive nature of mobile search, and the higher commercial intent / ROI 
associated with mobile searches.

Time of day-based bidding delivers user context 
The time of day when a search occurs is an important component of user 
context which can inform your PPC strategy. This can be done in the settings 
tab of your campaigns, as shown here: 

In this example, a restaurant could bid more for searches on weekends during 
lunch and dinner hours, and turn off or decrease bids for searches outside of 
those times. Conversely, a B2B supplier could execute the opposite strategy, 
targeting weekdays during office hours.

Successful Mobile Strategies in Bing Ads (continued)
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Mobile-friendly sites are nice to have 
Of course it’s generally preferable to have a nice mobile-friendly site than to 
have a mobile-unfriendly site. 

Not having a mobile-friendly site as a reason for not pursing mobile ads is a 
mistake because:

•  Most smartphones can do a decent job at rendering desktop websites. Some 
people even consider mobile sites to be annoying.

•  Most websites aren’t “mobile friendly” (by some estimates, less than 10% 
of small businesses have mobile friendly sites).

•  You can ideally configure your ads to not even link to your website and 
instead you can just have people call your business directly

Basically, if you can build a useful mobile site, that’s great. But don’t let that 
be a reason to hold you back from tapping mobile search for your business!

Successful Mobile Strategies in Bing Ads (continued)
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Now Go Get ‘Em
Small and medium-sized businesses, local businesses – essentially any of the 
types of businesses that used to be listed in the phone book – are now living in 
a mobile searcher’s world. 

Advertisers who adopt smarter, better informed mobile ad strategy driven by 
a deep understanding of the new mobile PPC rules and mobile search user 
context, are going to win. They’re going to trim their costs, boost their ROI and 
ultimately experience greater business success.

Are you going to be one of them?

Go through your current Bing Ads campaigns with this paper as your roadmap. 
Keep this guide handy as you set up new campaigns. Where are your opportu-
nities to use searcher cues like device, time of day/day of week and location to 
optimize your bids, ad copy and location targeting?

Let your competitors wallow in conventional PPC wisdom. Leave them doing 
the same thing they’ve always done – the same thing as everyone else – while 
you tap into the massive mobile PPC opportunity. You now have the tools and 
knowledge to act. 

Contributing author, Larry Kim
 Larry Kim is the Founder of WordStream. He’s helped over two thousand companies reach their PPC goals over the last 10 
years. He was the #1 columnist at Search Engine Land in 2013, and Most Influential PPC Marketer according to PPC Hero, 
3QDigital, AimClear, etc. You can connect with him on Twitter and LinkedIn.


