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 

Familiarizing Yourself With the PPV Target 

Audience 

 
Pay per view advertising is interesting, in part, because you’re 
presenting offers to a unique audience type.  The people who’ll be 
viewing your ads have all agreed to download the PPV company’s 
Adware.  While you can’t read too much into this fact, it does have 
an impact on the way one should approach the practice.   
 
What do you know about the audience for your ads?  Obviously, 
you have some idea about them based upon the search queries 
they’ll be making or the URLs they’ll be visiting.  You know 
something else, too.  They agreed to download the software that 
shows them your advertisements in exchange for some 
inducement. 
 
Think about what that means about this particular audience, 
compared to other audiences you may approach with different 
advertising strategies. 
 
You know that these people are willing to download items from 
third parties.   That indicates that their either incredibly tech 
savvy and comfortable in their computer security and protections 
or, as is more often the case, they’re just not that concerned 
about bringing in third party materials.  Either they don’t realize 
the potential for risk or they don’t care.  In either case, you know 
that you’re putting an offer in front of people who will click a 
“download now” link. 
 
If you know a little about the PPV company with whom you’re 
doing business, you’ll also know what kind of inducement probably 
led them to become a part of the PPV user base.  You’ll know what 
they wanted badly enough to accept the software.  Some PPV 
companies “recruit” by offering free game access to its members.  
The fact that someone is willing to download third party ad-
serving software in exchange for a free video game should tell you 
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something about his or her interests and habits. 
 
When you think about facts like these, it’s not surprising to 
discover that PPV advertisers tend to have the best luck with CPA 
offers that require the completion of quick, small forms in order to 
secure payment and list-building offers that provide users with 
free information in exchange for their email address and 
permission to contact them with future mailings.   
 
It’s also not surprising to learn that offers premised on showing 
people a sales page for a product don’t tend to do as well.  It 
wouldn’t be fair to characterize PPV audiences as collections of 
tire-kickers, but they definitely trend away from being immediate 
buyers.   
 
Before you start building PPV campaigns based on these 
assessments, it’s important to recognize their limits.  You can’t 
assume that the kind of observations we just made our universally 
true.  That’s because there are exceptions to every rule.  There 
are older potential customers who’ll be happy to pull out their 
credit cards in response to a good offer who also have an interest 
in video games.  You can’t assume that all members of a PPV 
company’s user base built on game freebies are kids.  
Additionally, it’s important to remember that most computers are 
used by a number of household members.  One may have 
installed the adware, but others may then see the ads. 
 
It’s important to understand the general composition of PPV 
audiences.  That information can help you create winning 
campaigns.  However, it’s also important to recognize that those 
generalizations aren’t wholly accurate in all situations and that 
there is room for profitable campaigns that don’t “fit” the larger 
model. 
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Why You Should Use Pay Per View Advertising 

 
Pay Per View (PPV) advertising is developing a large fan club.  
That’s not happening by accident, either.  There are a number 
or reasons to adore this potentially high-profit means of 
marketing.  Let’s examine three of the reasons marketers from 
multiple niches are falling in love with PPV. 
 
Limited Competition.  At one time, Pay Per Click advertising 
was the cash cow of the day.  It was possible to secure traffic at 
extremely low per click prices and one could experience a 
staggering return on their ad spend investment with Adwords 
and other PPC options. 
 
Then, something happened.  Word of the method’s profit 
potential spread and advertisers rushed into the PPC market.  
The increased level of competition bumped bid prices and made 
it much more difficult to experience those previously easy 
profits. 
 
PPV is relatively new.  It isn’t yet overrun with advertisers and 
there are still wonderful bargain opportunities for many wildly 
popular keywords and URLs.  It’s open season in PPV country 
and once again, marketers are finding great ways to generate 
awesome ROIs. 
 
Will it last forever?  Maybe not.  Our experience with PPC tells 
us that there is time and space available right now to make 
substantial profits in the field, however.  In a few years, PPV 
may become as competitive as PPC.  Right now, one can find 
“easy pickings.” 
 
URL Targeting.  PPV advertising allows you to bid on keywords 
used as part of search queries, much in the same manner as 
PPC.  It also provides an additional option.  You can bid on the 
actual URLs surfers may opt to visit.  It’s hard to overestimate 




