
      
 
Title of campaign: Search and beyond. Profitable growth of the market leader.  

Brand / advertiser: Vola.ro 

Media Agency: Adequate 

Creative Agency: Screen Native 

Awards:  

• Search Advertising - Bronze 

Campaign video: https://www.youtube.com/watch?v=ssE5d4U0TJU  

 

Campaign Summary 

It’s easy to achieve spectacular growth if you are a start-up or operate in a fast-growing niche. 

Increasing sales is not difficult if your advertising budgets are very high and you can sacrifice your 

profitability. However, if you are a leader in a competitive mass market and must increase not only 

your revenue but also profits, you face a real challenge. Vola.ro is Romania's #1 online travel agency, 

with almost 90% brand recognition among Romanian travellers. To significantly increase sales 

volume within a strict ROI regime, Vola had to re-invent their search engine marketing strategy, and 

dive deeply into the entire user journey, traffic value, and conversion attribution. It also became 

necessary to find a new way of prospecting that can become an alternative to more and more 

aggressive bidding in Google – a scalable campaign with hard evidence of its effectiveness in driving 

actions. Controlled experiments made it possible to measure the incremental impact of video 

campaigns and include this channel in the performance marketing strategy. Improved attribution 

modelling increased value assigned to conversion driving touchpoints, which allowed higher bidding 

and the acquisition of significantly more traffic and transactions. As a result, the campaign achieved 

46% growth while maintaining high profitability. 

 

Objectives and Strategy 

The objective was to grow sales volume whilst increasing the company’s net margin as much as 

possible at the same time. There was no specific goal on the client’s side, but we wanted to achieve 

25% growth or more and increase the total profit by at least 10%. During its 10-plus years on the 

market, Vola.ro has developed highly optimised performance marketing campaigns and reached a 

barrier where any expansion resulted in a decrease in total margins. To change it, we had to reach for 

non-standard solutions: modification of the attribution model, profit-driven bidding scenario analysis, 

click value maximisation, improvement of business data accuracy and automatic portfolio bidding – to 

name the most important innovations. To identify and verify new prospecting channels, such as video 

ads, we have decided to conduct a controlled experiment (conversion lift test) on YouTube and 

measure the actual post-view effect of the TrueView campaign. 

 

Execution and Media 

Conversion path analysis has shown the necessity of optimisation beyond the last-click attribution. 

Numerous experiments, including data-driven models and using Markov chains methodology, have 

finally led to a custom attribution model. The new model attributed more value not only to as yet 

undervalued keywords in Google Ads, but together with marginal analysis also helped to include in 

more sources beyond search engines in the performance marketing strategy. It justified the use of the 

YouTube TrueView for Action ads also for prospecting campaigns – mainly thanks to more accurate 

attribution of post-view conversions and the use of controlled experiments to measure incremental 

change (conversion lift studies). Google Ads bid simulator data and internally developed mathematic 

models helped to identify the level of ad spend that allows both required profitability and satisfactory 

business growth. To enforce the ROI bidding strategy on a large portfolio of keywords, Vola employed 

Search Ads 360 in Google Marketing Platform. 

 

Creative 

We decided to leave the "low price, buy now" call to action to one side in our video campaign. Instead, 

we transformed the unseen of the e-ticketing business into a human: Stefan, a character responsible 

for delivering the magic of Vola.ro. He is making all the efforts to find the best deals for Vola's 

customers all year long, but in January he can take his vacation because it's already the month with 
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the lowest prices. The communication was clear: "Cheapanuary" is the perfect time to book flights. A 

well-chosen actor and dynamic shooting style did the rest. 

 

Innovation 

The success of this campaign wouldn’t be possible without numerous innovations. Profitability 

analysis and scenario simulation using internally developed mathematic models helped to understand 

bidding scenarios and to identify the level of ad spend that allows the required profitability along with 

satisfactory business growth. Thanks to improvements in conversion tracking combined with the 

calculation of the exact profitability of each transaction, we have achieved better business data 

accuracy. Pricing and discount policy experiments helped to maximise click value, which made it 

possible to achieve the highest efficiency with the advertising. Portfolio bidding strategy made it 

possible to maximise the total conversion volume within ROI target, and sometimes required counter-

intuitive modifications of individual bids. Conversion lift experiment, a newly introduced feature made 

it possible to measure the likelihood that a user will convert without being exposed to an ad (control 

group) vs. users who saw ads.   

 

Results 

The re-defined attribution model substantially increased value assigned to conversion driving 

touchpoints, which allowed higher bidding and the acquisition of significantly more traffic and 

transactions. We have also provided hard evidence of our video ads effectiveness. The measured 

relative conversion lift of the YouTube Campaign was +7.3%, which was 41x above than the observed 

post-click effect. As a result, this channel became a new way of prospecting. Seeing a 64% increase 

in visits, the revenue and volume of Google Ads transactions grew by 46% (October 2018 to January 

2019 vs. the same period last year). The campaign remained profitable. The total margin increased by 

18%. The campaign ROI was 174.9%.  

 

“A customised attribution model, conversion lift experiments, and automatic bidding were game 

changers for our performance marketing campaigns. Profit-driven optimisation and scenario analysis 

helped us to achieve business goals far beyond our expectations.” – says Claudia Tocila, Vola’s Head 

of Marketing. 


