
How Much Money Are 
You Wasting Online?



Hello.
You’ve probably heard the phrase, “Half of the money I spend on advertising is wasted. The problem is I don’t 
know which half.” This shouldn’t apply to online advertising! We have the ability to find out exactly what is working 
and what isn’t working in our clients’ programs, making it easier to adjust our efforts to effectively spend our 
clients’ budgets. 
 
It can be easy to spend a lot of money in online advertising, and many times you need to have a larger budget to 
get the traffic your brand needs to be successful. The issue is it is easy to blow through a budget because there 
are a lot of advertisers who don’t know how to properly spend their clients’ online advertising budget.  
 
There is a lot that goes into managing an online advertising program; targeting options like URLs, key phrases, 
demographics, the right messaging in your text or image ads, and much more. If you’ve noticed you’re not 
getting the return you’d like on your online advertising program, there are probably many ways you can get more 
out of your budget and spend it more effectively. 

When we take over poorly managed accounts, there are a few things we do right away to cut unnecessary costs:
• If we are looking at a search advertising program, we will look at key phrases, geographic targeting, device 

targeting, landing pages, and more.  
• Display advertising gives us additional items like target URLs, images used in ad copy, demographic targeting, 

etc.  
• Social advertising can give us a combination of the two, depending on your program. 

Let’s go through some examples of how you could be wasting money online…



Where Are You Wasting Money Online? 

Let’s consider an online retailer who is looking to increase sales via the Google Search Network and 
Bing Ads Network. Their target market shops for equipment parts and the retailer is able to ship 
nationwide. After taking a look at their program, there are ad clicks coming from all over the country 
who are not purchasing equipment parts and irrelevant search terms are triggering their ads on both 
Google’s and Bing’s search results pages. A lot of money is being wasted here on searchers who are 
not purchasing products. This drives up costs and the return on ad spend is far below the target. 
 
Really narrowing down the different ways your program is targeting your audience is going to help you 
better spend your money. Have you taken a look at mobile patterns and behavior? If your online 
advertising program targets mobile devices and your website isn’t mobile friendly, your users are less 
likely to have a good experience and complete the action you want them to. On the flip side, what if 
many of your customers are easier to reach on mobile? How does that come into play? 
These are just a few of the many ways that online advertising programs could be wasting money 
online. What does this mean for their bottom line? Do these seemingly small issues really make that big 
of a difference? 



How Do You Effectively Cut Advertising Spend While 
Improving the Program? 

The equipment parts retailer we mentioned isn’t making money with his current online advertising 
strategy. Looking at location targeting, we see that there are states that have an extremely high cost 
per sale and some that are generating a lot of spend but no sales. Adjusting efforts in our location 
targeting and key phrases will help lower these costs. Users in a certain state or region might not be as 
likely to purchase from this website. Users who live near this company might be more inclined to 
purchase from them because they are familiar with the company and/or where they are located. We 
can bid differently for these users.  
 
Display programs are targeted differently than search text programs, giving advertisers more ways to 
spend their budget. Psychographic and demographic reporting needs to be analyzed and adjusted for 
proper targeting. What is your target audience interested in? Is the majority of your audience made up 
of a particular age group? How does this match up with who your ads are reaching on the Display 
Network? 
 



Are You Mobile Friendly?

 

If you have a mobile-friendly website, you have an advantage over some of your competitors. Being 
savvy enough to have a mobile-friendly website is just the first step in 
making sure you are making the most of your target audience’s use of 
mobile devices. 

Just because you have a mobile-friendly website doesn’t mean your target 
audience is using it to make purchases.  They could be researching on 
mobile, and then buying on desktop. Your target audience might not be on 
mobile, and if they are, it still might be expensive to acquire those searchers. 
Is the cost of mobile worth those leads or sales? On the other hand, you might 
find that your company thrives on mobile and that these leads or sales are much 
cheaper. 

Your website analytics should tell you how much money your customers are spending on mobile 
devices, how much time they are spending on your website, which products or service pages they 
interact with the most, and so much more. From an advertising standpoint, there are adjustments we 
can make based on users’ behaviors such as lowering or increasing how much you are 
willing to pay per click on mobile or changing which traffic to send to your mobile website. 



What Do These Changes Mean For Your Bottom Line? 

Making adjustments to the key phrases for the equipment parts retailer assisted in an 18% increase in 
Ecommerce conversion rates, a 25% increase in transactions, and a cost per sale almost 19% lower. 
Additionally, the changes made to the locations the brand was targeting assisted in an additional 
44% drop in the cost per sale, an 11% increase in e-commerce revenue, and a 25% increase in 
e-commerce conversion rates. So far, there has been a 24% increase in return on ad spend in this 
account. 
 
After taking a look at mobile performance, we mentioned you might find a difference in how this 
device performs versus desktop. Our equipment parts retailer found that they were not taking 
advantage of mobile like they should have been. After making adjustments to their mobile 
targeting, they saw a 38% drop in cost per sale on mobile devices as well as a 21% increase in the 
sale rate.  



Conclusion.
Making adjustments to seemingly small areas of an online advertising program can save you money and 
generate more sales. The trick is to know where to look and knowing the steps to take to optimize a 
program. 

Just as we’ve gone through examples of successes, it can be easy for inexperienced advertisers to do the 
opposite and generate even more wasted spend. This is not a one-time practice either. Every online 
advertising program needs to be continuously looked at from every angle to determine search patterns 
and behaviors to know what types of adjustments should be made to best optimize the program. 

Is your current agency doing this in your program? Or do they have the “set it and forget it” mindset? It’s 
crucial to your bottom line that your online advertising programs are not unnecessarily wasting advertising 
spend. 



E-Power Marketing has been generating the traffic, leads, and sales our clients deserve since 1998.

We amplify our clients’ marketing and sales efforts by becoming their online marketing partner, working 
with all aspects of their digital presence, from SEO and online advertising to social media, content 
marketing and so much more to meet and exceed their business goals.
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