Net Gains

Are DRTV Advertisers Paying
for Consumers Who Go to Their
Competitors’ Web Sites?
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By Irv Brechner

hat if I told you that up to 70 percent
of DRTV dollars are resulting in con-
sumers going to competing Web sites?
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For example, a notable DRTV advertiser pushing e S o

reverse mortgages is absent from this Google search on
“reverse mortgage”:

In another category, investing, another prominent
DRTYV advertiser is losing potential clients by not
being present on Google for the keyword “investing”:

And the potential losses here are even higher:
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This means that every consumer who sees this
company’s spot and goes to Google instead of typing
in the URL will be tempted to click on a competitor's
link. In this category, the number of Google searches
per month indicates the criti-
cal nature of this phenomenon:

the keywords and content of your search ads. The goal
is to have high visibility for both organic searches and
your paid ads on Google and Yahoo/Bing.

If you are doing search, that’s good, but your strat-
egy needs to reflect what you're saying in your TV
spots. In my analysis, I saw several big DRTV advertis-
ers who are also doing a fair amount of paid search

Irv Brechner is executive vice Keyword Monthly Google Searches (that's good), but their messag-
president and founding partner reverse mortgege Tomoo0]  ing was not in sync with their
of Acquirgy. He can be reached “reverse mortgage” 165000 TV spots (not good). Think
at (732) 321-1924 or via E-mail . .
e Ly ; PEVETSe o= 31001 otal integration between your
[reverse mortgage] 18100
reverse mortgage calculator 9900 DRTV and search efforts. i

48  Response DECEMBER 2010

www.responsemagazine.com




