
Refi ned Labs case study – long-tail keywords 

Using long-tail keywords 
for effi cient conversions

A study conducted by Refi ned Labs shows that:

•    31% of all conversions require more than one click-through

•    The conversion rate is closely linked to the chosen match 
type   

•    The longer and more specific the search terms (keywords), 
the higher the click-through and conversion rates  



Google AdWords links users to products and services and provides 
companies with optimum online advertising campaigns. It enables 
anyone advertising on the Internet to reach their target group with 
absolute precision. Registering long-tail search terms with Google 
AdWords allows you to specifi cally direct your communication towards 
potential new customers, and, most of all, improves click-through and 
conversion rates. The long-term result: maximised turnover. 

Nowadays, it’s hard to imagine companies not using search engine marketing as part of their 
communication strategy. This is mainly due to the high effi ciency of keyword campaigns based 
on the price-per-click model and the almost limitless potential to immediately measure success 
right down to the smallest detail. Using various tools, you can create precise analyses of Google 
AdWords campaigns, enabling you to continually improve each campaign: you can increase 
effi ciency and maximise return on investment. And all it takes is a few clicks: the fi rst (and 
most important) step is to implement strategic bid management that continuously assesses and 
optimises keywords based on their effi ciency level, particularly in companies with large product 
portfolios. Second, you register a “long tail” of search terms. This is an especially successful 
way to achieve your goal. Thomas Bindl, an SEM specialist and the founder of Refi ned Labs 
GmbH, a leading supplier of bid management software, recommends keeping the following three 
points in mind when thinking about long-tail keywords: 

 31% of all conversions require more than one click-through

 The conversion rate is closely linked to the chosen match type 

  The longer and more specifi c the search terms (keywords), the higher the click-through and 

conversion rates

From subject to brand to product  
Most Internet users demonstrate similar behaviour when searching on Google: they enter general 
terms and refi ne them through further queries by adding keywords referring to the brand, and, 
fi nally, the product. The key to successfully utilising this behaviour is to register the search 
terms that lie within this search funnel and carve out niches for your business or product. In 
essence, by registering and using more refi ned long-tail arrangements of keywords it is possible 
to cover a larger number of keyword combinations and phrases – including subjects, the brand 
and concrete product names. Thus, your AdWords ads become signifi cantly more visible and 
your long-term turnover is maximised.

Example of search funnelling with a registered long-tail 
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“We (also) recently 
conducted a study 
of 350,000 search 
queries for our clients. 
The result: if the match 
type was specifi ed 
exactly, the conversion 
rate increased.” 

Thomas Bindl

SEM expert and founder of 

Refi ned Labs GmbH
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gifts

unusual gifts

birthday presents special

Jochen Schweizer 

Users continuously narrow their search queries prior 
to making a purchase and often conclude the process 
by searching for the supplier’s brand name.  
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Thomas Bindl is convinced: “The more exact the match type specifi ed, the 
higher the conversion rate. We got this result over and over again. We, recently 
conducted a study of 350,000 search queries for our clients that showed exactly 
the same result.” 

The search terms should be as specifi c as possible to guarantee maximum over-
lap with users’ search queries on a given topic. Refi ned Labs found that longer 
keywords resulted in higher conversion and click-through rates. From the user’s 
perspective, this means that the more a customer knows what they’re searching 
for, the shorter the path to conversion. This is refl ected in a high conversion rate, 
provided that the long tail is correctly adjusted to the campaign. 

Successful case studies
The campaigns for Jochen Schweizer and be2, both clients of Refi ned Labs, 
show that this method is successful.
Both companies have been using the bid management software “Refi ned Ads” 
since 2008. 

Jochen Schweizer GmbH, a Munich-based agency for action marketing and 
events, demonstrates that the evaluating and distributing of funnel keywords is 
essential, since more than 40% of all conversions in the company’s campaigns 
were generated through them. The conversion rate for exact matches, for examp-
le, is signifi cantly higher than the rate for broad matches. This is why the precise 
analysis of Google search queries is so important and allows for effi cient long-tail 
adjustments. “In our experience, click-through rates increase with the exactness 
of the specifi ed match type. By registering exact-match keywords, we were able 
to treble the click rate, which cuts costs and achieves an improved Google Qua-
lity Score,” explains Georg Röben, Head of Marketing at Jochen Schweizer. The 
company currently has 66 active campaigns on Google AdWords. 

The example of the online dating agency be2 provides further proof of the 
success of the consistent evaluation of search queries and the optimisation of 
keywords in Google AdWords, from broad matches to phrase and exact matches. 
Identifying and registering keywords as broad matches allows you to discover new 
keywords which can be tested live and then registered as exact matches. Here 
too, it should be noted that the more specifi c the keyword, the higher the click-
through and conversion rates. By registering the long-tail, click-through quality 
can be substantially increased and unwanted or irrelevant click-throughs can be 
avoided, reducing wasted expenditure on with Google Adwords advertising. 
 
“This process allowed us to signifi cantly increase our conversion rate. Key 
success factors within the process are: consistently registering new, specifi c key-
words and continuously refi ning lists of negative keywords, generated from users’ 
search queries”, explains Oliver Zenglein from be2. 

Refi ned Labs study of 350,000 search 
queries over a two-week observation period: 

31% of all conversions require more than one click-

through.

The longer the search term, the better the click-

through rate.

The more search terms are combined, the fewer 

search queries are performed.
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REFINED LABS GmbH

 Founded in February 2007 in Munich 

 11 employees

  A leading supplier of bid management software

  Clients include: Sixt, be2, metapeople, Immowelt, 

Jochen Schweizer, blueSummit



Google AdWords offers a wide range of tools to help you adjust 

long tails.

Google Keyword Tool 
The Google Keyword Tool helps you fi nd new, relevant keyword ideas and expand your lists of keywords. The 

tool searches the content of your website for important keywords, generates lists of synonyms and defi nes 

negative keywords. 

Google Insights for Search 
Google Insights for Search is the ideal complement to the Google Keyword Tool for to optimising keyword 

effi ciency in your AdWords campaigns. The tool shows, volume trends for certain keywords and analyses the 

results according to both regional and seasonal trends. Some keywords even have seasonal peaks and you 

can use the tool to forecast the query volume of certain keywords, which is helpful for planning seasonal 

campaigns.

Search-based Keyword Tool 
Based on your URLs, the Search-based Keyword Tool displays a list of relevant user search queries that have 

been frequently performed on google.com (and on other Google domains, such as google.co.uk) over the past 

year. It generates a selection of keywords that are highly relevant to your website. 
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Contact 
our 
Google offi ce 

Anne Beuttenmüller
Tel.: +49 (0)40 8081 79028 
Email: anneb@google.com 

Google AdWords key-
word options

Keywords used in searches 

can be classifi ed as broad 
matches, phrase matches, 
exact matches or negative 
keywords. These options 

enable you to target your ads 

with optimum effect. This 

minimises irrelevant clicks 

and increases your return 

on investment. Make your 

campaigns more successful 

by using at least two of these 

keyword options. 


