
Who they are

	 PartStore.com
	 www.partstore.com 
	 New York, New York
	 260 employees 
	 Online only
	 Electronic, appliance, computer, and 

wireless parts and accessories store

Sum of Its Parts
PartStore.com used Google AdWords and Analytics to connect 
customers with its selection of over 8 million parts and grow 
overall sales by 300% since 2003.

Partsearch Technologies was founded 
in 2001 to provide replacement parts 
and accessories management solutions 
to business customers. But it soon 
recognized an opportunity in the 
consumer market. “Consumers were 
looking for original and replacement 
parts for electronics, appliances, and 
computers,” says Jack Matarasso, 
director of ecommerce for Partsearch 
Technologies. “To take advantage of this 
demand, Dan Sachs, our vice president 
of operations, had the concept of a 
direct-to-consumer site. We launched 
PartStore.com later that year.” 

“In the past, if you needed a replacement part, it was incredibly time consuming 
to find and order it,” Jack continues. “Many people would just replace the entire 
product instead. But we saw that with the extensive growth of the Internet, we could 
realize amazing efficiencies. So we built PartStore.com from scratch, and now offer 
our customers the ability to easily find and order parts. They can search by part, 
brand, model, or specific type.”

Passing the test

PartStore.com recognized that many of its customers would begin looking for parts 
through search engines, and signed up for a Google AdWords™ account in 2002. 
“We wanted to connect with potential customers while they were looking,” says 
Jack. Results were solid, but they improved significantly in 2004. “For the website, 
we test everything – from the name down to the features. We decided to expand our 
testing using AdWords, focusing on the relevancy and accuracy of keyword search 
results. Once we incorporated this additional testing, we saw a marked improvement 
in our results and greater return on our investment. In 2003, we saw sales increase 
30 percent. But after we instituted a more rigorous approach to testing in 2004, 

sales increased 111 
percent. Now we test 
landing pages, ad copy, 
new keywords, and ad 
groups.”

“The greatest advantage 
of the Internet is its 
immediacy,” notes Jack. 
“This helps keep us on 
the fast track because 
we’re constantly testing 
new campaigns against 
the control. I also like to 
use something called a 
back test. Once we see 
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What they needed

	 To match a networked inventory of 
millions of parts to millions of  
part buyers

	 To drive traffic to their website
	 To grow their customer base
	 To maximize their budget for growth and 

cost-effectively acquire new customers

What they did

	 Began with Google AdWords in 2002
	 Added Google Analytics tracking to 

their website in 2006
	 Developed increasingly sophisticated 

campaigns by testing, optimizing, 
and tracking

	 Used AdWords to manage campaigns 
containing thousands of keywords

	 Used negative keywords to increase the 
quality of the traffic to their website

	 Designed campaigns to drive both 
sales and branding

What they accomplished

	 Traffic: Clickthrough rate has increased 
30% since 2003

	 New customers: Grew sales by 300% 
since 2003 

	 Increased brand recognition: Used 
Google’s content network to help 
establish their brand as a destination 
for parts on the Internet

AdWords  |  Analytics  |  Content Network
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that a test has beaten a control campaign, we roll out with the new control. Then we 
test it against the original control just to make sure.” 

Taking measure

Thousands of keywords connecting customers to over 8 million parts and products 
on PartStore.com amounts to a lot of testing. To help analyze each test, Jack signed 
up for a free Google Analytics™ account. Analytics tracks how visitors interact with 
PartStore.com and works with AdWords to measure the performance of its online 
advertising campaigns. “Analytics has proved invaluable, especially with all the 
testing we do,” says Jack. “It’s very easy to integrate. My only regret is that we 
didn’t sign up earlier. It’s just a fantastic tool.”

Keywords, meet content

“We don’t target geographically or demographically because the uses for our 
products are varied and widespread,” states Jack. “We place all of our resources 
toward being as specific in our keyword selection and ad copy as possible.” Since 
2003, PartStore.com’s clickthrough rate has increased by 30 percent, which Jack 
attributes to his team’s improved budget allocation across campaigns to drive more 
traffic through the best performing keywords. The team also makes use of negative 
keywords, which prevent PartStore.com ads from showing on irrelevant search 
queries, helping to lower advertising costs and ensure relevant clicks. By adding a 

negative keyword to an ad group or campaign, ads won’t show for search queries 
containing that term. “Using negative keywords has been a particularly effective 
approach within our keyword initiatives,” Jack adds. 

PartStore.com also leverages the work put into its keywords and ad copy by 
extending them to Google’s content network. “We knew what worked with text 
ads and saw we could easily apply that understanding on the content network,” 
says Jack. “Of course, we had to sit down and figure out the dynamic of the user 
in terms of content targeting – it’s definitely a different animal from search. Once 
we identified user patterns, we took some of our search network campaigns and 
adapted them to the content network. And while we tie all of our campaigns to an 
ROI, we’re also aware of the branding return we get from Google’s content network.”

Savvy customers

As PartStore.com makes more parts available online, Jack wants to make the 
experience of finding a part as easy as possible. “These days, you’ve got to have 
a customer-centric view,” he insists. “Customers are much savvier about the 
purchasing process and their searches are becoming increasingly specific. I think 
the companies with the most relevant results and service will win. Google is going 
to great lengths to make it easier for me to target my customers and capitalize on 
that relevancy. AdWords has helped us grow sales by more than 300 percent since 
2003, and we see it as one of the best ways to communicate our value to customers 
– one website and one brand that meets all their parts needs.”

About Google AdWords

Google AdWords™ is a performance-
based advertising program that enables 
businesses large and small to advertise 
on Google and its network of partner 
web sites. Hundreds of thousands of 
businesses worldwide use AdWords for 
text, image, and video ads priced on 
a cost-per-click (CPC) and cost-per-
impression (CPM) basis. Built on an 
auction-based system, AdWords is a 
highly quantifiable and cost-effective way 
to reach potential customers. 

For more information, visit 
http://adwords.google.com
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“In 2003, we saw sales increase 30 percent. But after we instituted a more 
rigorous approach to testing in 2004, sales increased 111 percent. Now we 
test landing pages, ad copy, new keywords, and ad groups.”

About Google Analytics

Google Analytics™ is a free, powerful web 
analytics tool. It precisely tracks visitors, 
referrals, search engine performance, 
email promotions, and even offline 
initiatives. Featuring visually enhanced 
reports, Analytics helps users focus 
their marketing resources, improve site 
navigation, and achieve a higher ROI. It 
measures the success of both AdWords 
and non-AdWords advertising campaigns, 
revealing which ads and keywords convert 
the best. 

For more information, visit 
http://www.google.com/analytics

About Google’s Content Network 

Google’s content network is a simple, 
cost-effective way to advertise on millions 
of high-quality news pages, topic-specific 
websites, and blogs. Google has partnered 
with global media outlets and niche 
publishers alike to create the largest 
online advertising network in the world. 
AdWords advertisers can either hand-pick 
specific sites or use Google’s powerful 
targeting technology to place ads on the 
pages most relevant to their products 
and services, thereby expanding their 
marketing reach to targeted audiences all 
over the web. 

For more information, visit 
www.google.com/adwords/contentnetwork


