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Digital Hill for Skalnik.pl. AdWords campaign - case study 
 

 

Background. A few words about our client 
 

Skalnik is a network of mountain stores in Wroclaw founded in 1993. For years, supplying all 
that want to spend pleasant and safe time in nature. 
Digital Hill supports Skalnik.pl through synergy inPerformance Marketing - PPC advertising 
(Google AdWords), Facebook Ads, E-mail marketing, web analytics and support of eCommerce 
manager. 
 
When in 2015 skalnik.pl came to us with a question about service, we checked their existing 
campaigns. It turned out that the campaign's high potential was not being used due to the lack 
of PLA emissions and lack of dynamic Remarketing. The assortment on the site is very broad, 
well described, ideal for these forms of advertising. The customer told us that we are the third 
agency to which they talk about cooperation. So far the agencies have failed them. Skalnik.pl 
was looking for a partner that will help them grow, will incite ideas, identify the most effective 
solutions, will communicate openly. Our values convinced Skalnik.pl to give us a chance. We 
have been announcing good changes for them and so from 20015 till now we cooperate. 
 
 

 

Objective(s) & budget  
The key channel for Skalnik.pl is PPC advertising in Google AdWords. At the beginning of 
cooperation in 2015 SEM experts from Digital Hill created the account structure that includes 
6,600 keywords which display 1,500 advertisements in 750 groups. 
 
The initial assumption of the budget for the campaign in 2016 was a budget of up to 10 000 
PLN per month. 
An important factor for the campaign was ROAS and seasonality. 
Only better ROAS result (compared to last year) allows to increase the budget of up to 16 000 
zł in months relevant to the project (October, November, December). 
 



 

 

Target audience & strategy 
 

Our AdWords strategy is based on continuous optimization of brand advertisements (with the 
term "Skalnik") and non-branding. With AdWords, we also support the cyclicality of online 
store promotions - at the same time as sending a newsletter, we launch dedicated ad groups, 
change the content of permanent ads. Ecommerce Manager watches over all the weekly 
activities - this ensures synergy of promotional activities regardless of the channel being used 
(Google AdWords, Facebook Ads, email marketing). 
 
In addition to standard text campaigns, we also launched PLA (Product Listing Ads), dynamic 
GDN remarketing campaigns and text RLSA (Search Engine Marketing). 
 
Graphical campaigns and PLA are responsible for 28% of conversions.  
 
The main strategy of the campaign is the control in terms of types of users coming to the 
website. This is important from the perspective of products in the store and the expiration 
days of the decision to the user transaction after the first contact with the website. 
 
The campaign aims to attract new users by controlling the rates and achieve a lower cost for 
this segment of users. 
While the cost of remarketing is based on higher rates as we approach the user to the decision 
to purchase the product. 
 
The campaign is divided into new and returning users so that we can: 
• Control the costs of conversion and CPC 
• Control the display of keywords with a wide fit for the types of users 
• Manipulate communication depending on the types of users. 
 

For campaigns directed at returning users (remarketing) we use: 

 Remarketing lists based on the result of approaching the user to purchase (he was on 
the website, watched product categories, watched products, added products to the 
cart, realized order). As the user moves closer to the transaction, individual RMKT lists 
have higher rates adaptation.  



 

 

 Remarketing lists based on a dynamic tag. Lists created under the dynamic remarketing 
campaigns. Here also we used a similar pattern to the lists directed at Search Network 
campaigns. 

 Remarketing lists based on segment product category. In the store a large part of 
product is a specific assortment, the purchase of which requires more research. For 
these types of products we created remarketing lists to remind users of a special 
promotional offer. 

 Remarketing lists based on prepared events in the Google Tag Manager, for example, 
people who used the discount code. 

 RMKT lists based on sources and their best in terms of conversion rate segment of 
users. 

 
Each list is appropriately selected under each Search Network campaigns or Display and has 
adjustment of rates based on the system level of the real conversion rate. 
 

Implementation & creativity  
 
In addition to the distribution of the campaign on new / returning users priority is the type of 
campaign. The most important are campaigns that yield the highest conversion rate and the 
highest share in income throughout the campaign. With a wide assortment of store, we 
separated campaigns for the product types and assigned them to the rates in the system - the 
potential in a search engine, the number of products in stock and competition prices. This 
allows us to control campaigns in terms of the type of user and also the cost of the promotion 
of particular products. 
 
In order to achieve the main objective of the campaign during the year we used several special 
campaigns. 
 
Analysis of time to purchase indicated that over 15% of users make transactions 14 days after 
the first contact with the service. It was decided to prepare a special campaign for this 
segment of users. 
 

The campaign with discount code  
 

 
 
For users who abandoned a shopping cart in the last 30 days, in the communication  we 
proposed discount code. 
 
We have prepared 3 campaigns. Firs was based on the expression branded "Skalnik" 
addressed to users abandoning basket. The second was based on the DSA. We set automatic 



 

 

placements to the users that abonded basket. The last was directed to the Display Network to 
users abandoning basket. 
 
All campaigns have personalized ads that direct the user to a special landing page. 
 
The campaign lasted a week and generated more than 50 transactions at the level of ROAS                
4 393,25 %  
 
In the context of other actions remarketing, we created subsequent campaigns: 
• GSP running on similar users to shoppers in the store, 
• The campaign DSA conducted exclusively for users who were on the website within 7 
days and have not made any transaction. 
 
Campaigns DSA meet the additional role. They take part in the network search campaign for 
phrazes and keywords connected with niche products – so cost and budget are lower and we 
don’t have to set a new capaign.  This is important from the point of view of new users. 
 
On the basis of reports of activity on different devices introduced suitable for the trend and 
results of the conversion rate strategy to bid rates for mobile devices. It was important 
especially for new users, who usually were directed to the website from mobile devices. 
 

Results & evaluation  
 
In 2016, over 71% of traffic from this campaign were returning users, who had 87% share in 
the revenue generated from AdWords campaigns. 
In comparison to the previous year we have a 91% growth in terms of traffic and 88% of the 
revenue generated by returning users 
 
 

Why we think our campaign should win 
 
The difficulty of the campaign is a wide assortment of the store, the high level of competition 
and the cost of obtaining the user (especially in a search engine). Therefore important was the 
division of the campaign on the type of user and exposed range. The results mentioned in part 
of the result and a 12% decrease in cost per conversion testify to the success of the introduced 
strategy. 
AdWords campaign also had a significant impact in other important channels of promotion. 
It works excellent with Facebook Ads campaign and has contributed to the monthly increases 
in subscriber base.  
BIDs rates on the types of devices allowed to drive traffic from mobile devices by 70% and 
revenue by 800%. 
Skalnik is also selling by stationary stores - our work indirectly contributed to the local brand 
recognition.  
 
 
But not only numer and figures testify to the great effects of the campaign, but above all – our 
client’s satisfaction – for us, this the most important determinant of success. 
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