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Who is Performics?

A Global Performance Marketing Network
built for the relentless pursuit of results
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Our Global Footprint

1,000+

220+

34
Countries

Clients

Experts
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Our Evolution Since 1998

1998
Performics
founded Top 3 
Affiliate Program

2001
Search Advertising 
performance 
programs offered

2003
New SEO practice 
OneSearch is born

2004-08
Acquired by 
DoubleClick, 
then Google

2009
Publicis Groupe acquires 
Performics - Launched social 
media & performance display

2011
Global expansion, 
3 Centers: Chicago, 
London, Singapore

2012
Acquired Resultrix
as part of global 
expansion strategy

2014
Acquired AKM3, 
enhancing global 
capabilities

Biddable Media 
Scale & Efficiency 

Technology 
& Platform 
Integration

Data-Driven 
Content &

Optimization
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What is Performance Content?

Email

Apps

Ads

LocationsReviews

Video SocialPages Sites

Planning TestingDesign Optimization Distribution Analysis
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We Deliver Results

Landing Pages

Experiences aligned with 

specific products, gender 

or sales promotions

Dynamic Content 

Experiences that contain 

elements that change based 

on keywords or location

SEO Strategy & Tech

Significant keyword ranking 

improvements resulting in 

new to file customer growth

83% LIFT » 1,377% LIFT » 420% LIFT »
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Understanding Your Competition

• Start with your known competitive set and the Google SERP

What does 

this tell us?



@brightedge #share15

Sizing Up Your Content

• Compare competitors landing pages and content assets
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Content Cross Reference
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Bridge the Gap

• Plan to address the content gaps from what a SERP analysis tells us 

and what our known competitors are telling us:

– Informative, educational content is winning in Google

– Our competitors feature up to date case studies, success stories, 

and education and informative material on their sites

– Our competitors are not highly optimized for the right keywords, 

which gives us an opportunity to win
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Key Optimization & Relevancy Elements

• Once content gaps are filled, focus on key optimization elements 

Visibility

Title tags, links, 

use of keywords in 
the copy, etc.

Relevancy

Tone of voice, 

simplicity of 
message.

Conversions

Design of pages 

and ease of use, 
clear next steps.
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Takeaway: Your Content Success Framework

Value Proposition

Why you and not 
someone else?

Timing

Is this the right 
message at the right 

time?

Impact

Why should the user 
take immediate 

action?

Clarity & Focus

Are next steps clearly 
explained?

Simplicity

Are next steps easy 
or unnecessarily 

difficult?

Credibility

Can I trust this brand, 
product, or service?

Interface

Does design help or 
hurt the process?
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Thank You!

Brad Beiter

Vice President, Performance Content

Performics

brad.beiter@performics.com

312-739-0391

mailto:brad.beiter@performics.com

