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Online Applications Increase by 
30% for FTSE 100-Listed 
Hargreaves Lansdown 

Google AdWords account restructure achieves 30% growth in 
online applications in just 3 months for investments and pension 
specialists Hargreaves Lansdown.  

Hargreaves Lansdown is one of the UK's leading independent 
financial service providers and asset management specialists. Listed 
in the FTSE100 and with £22.3 billion of assets under administration, 
they’ve won numerous financial awards including What Investment 
magazine’s Best SIPP Provider and Best Investment Manager at the 
Financial Times.  

“The combination of using 
standard AdWords 
management tools 

coupled with Google 
Analytics really makes all 

the difference in the 
world.” 

Jenny Woolmer 
ConversionWorks 

The Challenge 
Online advertising is a significant source of new business leads for 
Hargreaves Lansdown and has proven a real success story, helping 
the business to attract new customers.  

Over time however, the increasing competitiveness of the AdWords 
marketplace meant that their average click costs and subsequent 
cost per acquisition began rising - to the point of being 
unsustainable.  
 
AdWords Campaign Objectives 
Hargeaves Lansdown had two objectives for the optimisation of their 
existing Google AdWords campaigns: 

1.  To decrease Hargreaves Lansdown’s cost per acquisition 

2.  Once optimised, to grow the campaign and overall conversion 
volume 
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Approach to Optimising the AdWords Campaigns 
After conducting a rigorous analysis of the Annuities campaign, it 
became apparent that many keyword click through rates were low 
due to poorly refined adcopy and a lack of targeted match types. 
This was resulting with low Quality Scores and in turn, inflated 
average click costs.   
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Google Analytics 

Google Analytics is a 
free tool which shows 

you which sites, search 
engines, and keywords 

refer your traffic and 
how visitors interact 

with your site 
http://www.google.com/analytics/  

The Results  
ConversionWorks achieved significant improvements in just 3 months:   

•  30% year-on-year increase in online applications 

•  Reduction in advertising budget of 30% over 3 months 

The ConversionWorks team’s optimisation strategy was therefore 
100% focused on improving keyword Quality Scores in order to 
improve the overall cost efficiency of the campaign. 

Over the course of three months, a far more granular structure was 
achieved with the addition of 130 tightly refined adgroups and over 
500 new ads. A new match type strategy was introduced in order to 
reduce reliance on Broad Match in favour of more targeted options 
such as Broad Match Modifier.  
 
Negative keywords were expanded significantly at both adgroup 
and campaign level, and keyword bids were optimised to avoid 
over/underpaying in certain auctions.  


