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INITIAL BIDDING STRATEGIES

Bidding is often the most complicated aspect of managing your Overture account—but it

doesn’t have to be. How high should you bid? How closely should you manage your bids?

Are there tools or tricks to help? This chapter aims to answer these questions and provide

you with guidance to help you bid smarter and reap the rewards.

In This Section:

• Key bidding concepts

• Maximum bidding

• Three bidding strategies

Key Bidding Concepts

• Don’t just guess at bid levels. Base bids on your business model, business objectives
and supporting metrics.

• Don’t bid so high that you don’t make a profit.

• Don’t bid so low so that your listings dip out of the market.

• Monitor the performance of your account and adapt bids based on what you learn.

Maximum Bidding

With maximum bidding, you set the maximum you are willing to pay for a click, and the sys-

tem will automatically adjust your bid to get you the best price available. You pay only 1 cent

more than the maximum bid of the listing below yours. For example, if your maximum bid is

$.50 and the maximum bid of the listing below you is $.42, you pay $.43. Overture’s systems

continually monitor the bid prices to ensure that you never overpay for a click.
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Three Bidding Strategies

There are three initial bidding strategies you might consider to bid across all your keywords.

1. Set all listings to your target maximum bid.

Best for: Businesses that want to minimize time spent managing bids.

Recommended: This is not only the easiest method, but it also makes sure you are not
over-spending.

If you have not set a target maximum bid and want to learn more, refer to the Advanced 

Bidding chapter in this Workbook.

2. Set individual bids on all your keywords, managing each one relative to the 

competitive listings around it.

Best for: Businesses for which the opportunity cost of potential lost clicks is greater
than the time and effort to monitor bids along with the money saved from
consistent monitoring.

Use with caution: This method requires a much heavier workload and may cause you to
miss out on opportunities.

3. Pick some keywords to bid higher than your average target bid.

Best for: Businesses that want to compete on specific keywords and/or want to
encourage conversion throughout the customers’ buying cycle.

Use with caution: This method requires careful management to avoid over-spending.

XGaming Case Study: Increased Bidding

To achieve the maximum amount of exposure for XGaming’s site (the company’s

overriding goal for the makeover), Overture bid up all of XGaming’s search terms

into the top three positions to maximize distribution across Overture’s partner

network. The only exceptions to this were the few cases in which doing so would

have exceeded the company’s cost-per-acquisition (CPA) threshold. The result?

XGaming’s new bidding strategy doubled the number of impressions.
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Action Items

Review your bids and make sure you’re not bidding too high or too low.

Decide which bidding strategy works best for you, and put it into action.

Once you have mastered the strategies in this chapter and started to track your cam-
paigns (covered in the next chapter), move on to the Advanced Bidding chapter,
where you’ll learn the calculations that will help you fine-tune your bidding strategy.

© 2004 Overture Services, Inc. All rights reserved. Overture, Content Match, DirecTraffic Center, Conversion Counter, Click Index, Precision Match, and Site
Match are trademarks of Overture Services, Inc.

Basic Bidding Strategies


