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About Ted Kozlowski 

Founder and Current President of the DemandQuest Marketing Institute  

Current Mayor of Stillwater, Minnesota  

National Speaker specializing in Online Advertising, Google AdWords & Analytics, Social Media, Digital Marketing 

 

Previous Positions Held:  

Director of Web Marketing: Shavlik Technologies – Vmware 

Vice-Chair Valley OutReach Food Shelf 

CEO: Life Raft Consulting 

Regional Manager - Web Marketing Practice,  Network Solutions 

Director of Marketing, New Home Sales Group 

Sales & Marketing, Immunix 

Sr. Sales Executive, CA Technologies 

Sales Executive Western Region, Taviz Technology  

 

 

 



Professional Designations 

Professional Degrees/Designations: Google AdWords Certified Expert, Google Analytics 
Certified Expert, Bing Ad Accredited Professional,  Current Mayor of Stillwater 

Affiliations: Google Partners Community, American Marketing Associate (AMA) MN 
Chapter, Minnesota Interactive Marketing Association (MIMA), MNSearch, MN Council 
of Nonprofits  

 

 



About the DemandQuest Marketing Institute 

We specialize in online advertising and analytics training and offer public classes in Minneapolis as 
well as customized corporate training.  

• Google AdWords 

• Google Analytics  

• Search Engine Optimization (SEO)  

• Social Media Strategy & Advertising: Facebook, LinkedIn, Twitter, Instagram, etc.  

• B2B Lead Generation 

• Yahoo! Ads 

• Bing Advertising 

• Email & Inbound Marketing 



A Sample of DemandQuest Students 

   



Goals for Today  

• Understanding the Evolution of Search Behavior  

• Identifying the types of online campaigns that connect consumers to stores  

• Opportunities for Retail  

 

 

 



Driving In-Store Sales from Search  

Photo Credit Glen Stubbe, Star Tribune  



“Webrooming” 81% of shoppers research online 
before buying  
A recent study conducted by GE Capital Retail Bank has found that 81% of people look at 
products online before making a purchase in store. The number of people who conduct 
research online before making a purchase decision has increased by 20% in the last year. In 
addition, the survey found: 

• 60% of consumers start their research with a search engine before heading to a specific 
website 

• 88% of consumers made their final purchase in store 

 



Local searches happen everywhere, on every device 
 
• Four in five consumers use search engines to find products, services or experiences 

nearby.2 They conduct local searches wherever they happen to be; 84% use search 
engines on their computer or tablet and even more (88%) do so on their 
smartphone. 

 



Local searches lead to action 
 
• Wherever and whenever consumers search for local information, they’re likely to 

look for a store’s address, directions to a store and its business hours. 

• Within a day of a local search, 34% of consumers who sought local information on 
their computer or tablet made their way to a store, and of those who used a 
smartphone, the number is even higher at 50%. 

 

 



The Evolution of Search Behavior – Location & Device  



Different Searches Across Devices  



  

Are Your Products Available Near Me?  



Google Shopping  



The Opportunity 
Search ads show clear impact on in-store sales and ROAS 
 
Investing in search ads, even at a modest level, increased incremental offline store sales 
by an average of 1.46%. Since the compound annual growth rate for the retail industry 
was 1.55%3 for the period of the study, being able to attribute a 1.46% increase to 
online search campaigns is significant. 

 



Sales Return on Ad Spend 2X-14X 

The sales return on search ad spend was significant as well — between two and 14x, 
according to the meta-analysis. For example, one participating retailer invested $466K in 
search ads over a six-week period and saw an in-store sales increase of $5.6 million. 

 



Increase in Category Level Sales by 5.8%  

Advertisers not only saw an increase in in-store sales, they also experienced an increase 
in category level sales, with test categories seeing an average sales lift of 5.8%. Each 
retailer chose specific categories to test, and heavied up its spending on key category 
terms (for example, flooring or flat-screen TVs). Sales lift per category ranged from 1.5% 
to as high as 16.9%. 

 



Types of Campaigns that drive in-store purchases 

  



Google Shopping Ads (aka Product Listing Ads) 

Help consumers find the products they need. Make it easier for the people searching to 
see the information they need most. Creating Product Listing Ads aka Google Shopping 
ads is the only way to have your products appear in search results.   

 



Google Display Remarketing  



Google Dynamic Product Display  



Localized Ads  

• Consumers have come to expect a certain amount of contextual relevance with 
regard to search. In fact, four in five want search ads to be customized to their city, 
zip code or immediate surroundings (if they’re near an airport, for example). 

 

 



When it comes to a local strategy, advertisers should 
consider the following: 
• Optimize for the consumer’s location. Advertisers can reach a large set of consumers 

by starting with a wide geographic area such as the entire U.S. and then using 
location bid adjustments to fine-tune bids for specific areas or zip codes. 

  

 



Google Mobile Ads 



Optimized ads for Directions & Click to Call 

• More than 60% of consumers said they used the local information in an ad, 
specifically the link for directions and the click-to-call button (or the local address 
and phone number if on a computer or tablet). 

 

 



Next Steps  

• Create or update your Google Merchant Center – Product Feed  

• Create or upgrade your Google Shopping Campaigns  

• Setup Dynamic Product Display Ads to retarget products to shoppers that have yet 
to convert  

• Use Display Remarketing to reach your existing audience and bring them back in 
store 

• Don’t treat Mobile users the same at Tablet & Desktop users 

• Make sure you are using “location extensions” & “call extensions” in Google Search 
campaigns  

• Make sure you are using “offers” in your Google Shopping campaigns   



Think With Google  



Thank You!  

Questions?  

 

Google AdWords & Analytics Courses start next 
Wednesday – few seats still available.  

For more info visit DemandQuest.com  Use discount 
code Strib for 20% off course fees.  

For a copy of this presentation email: 
Ted@DemandQuest.com  
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