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Advance Praise for Pay-Per-Click Search
Engine Marketing: An Hour a Day

Few online marketing channels are so full of promise as search, every marketer’s ulti-
mate dream: Right person targeted at the right time! To fulfill this promise and deliver
glory you need an expert guide, and that’s exactly what David is. In this comprehen-
sive book he’ll illuminate, empower, and belp you become great. Buy and be awesome!
—AvinasH KausHIK, Author of Web Analytics 2.0 and Analytics Evangelist,
Google

David Szetela’s brilliant and witty insights into how search marketers can leverage the

latest ad channels, formats, and reporting tools from search engines and social media

communities shine through in his new book, Pay-Per-Click Search Engine Marketing:

An Hour a Day. In this must-read for anyone who wants to understand paid search,

Szetela and Clix Marketing colleague Joe Kerschbaum provide a road map for search

marketers to successfully ride the first set of waves for social media advertising.
—LAurte SurLivan, Editor, MediaPost Search Marketing Daily

Millions of PPC search advertisers are in need of a no-nonsense readable book on the
subject. With Pay-Per-Click Search Engine Marketing: An Hour a Day, David Szetela
and Joe Kerschbaum have delivered. With this guide, the authors go beyond Google to
help marketers tap the Social Media PPC movement. Do your campaign ROI a favor
and pick this book up.

—KeviN Leg, CEO, Didit

Every digital marketing agency will tell its clients that search engine optimization and
search engine marketing are both in a state of constant change. Pay-Per-Click Search
Engine Marketing: An Hour a Day by my industry colleagues David Szetela and Joe
Kerschbaum can serve as a much needed anchor for online marketing professionals
who need to keep up with the shifts in search engine advertising.

—CHRI1s BoGas, SEO Director, Rosetta & SEMPO President

David Szetela is a master-of-the-art and science when it comes to PPC. He could
baffle you in a moment with his depth of knowledge. Yet bere, he feeds you bite-size
chunks of knowledge in a clear and easy to absorb format. Walking you through the
complexities of campaign architecture to creative execution, pretty soon you’ll be
seeing the return on investment you thought only the big advertisers could achieve.
And there’s more than just AdWords advice. Szetela takes you outside of search
engine results into content networks and even Facebook ads. David speaks at major



conferences all over the world and has already enlightened thousands of practitioners
with bhis easy going style. Now he’s bringing that knowledge directly to your desk.
Read and succeed!

—MikE GREHAN, VP and Global Content Director, Incisive Media

Ecommerce companies from global to regional are all looking for online advertising
channels that convert new customers at the best price possible. A good part of increas-
ing your online conversion rates is to understand the best practices for pay-per-click
advertising channels across the leading search engines and social media communi-
ties. Pay-Per-Click Search Engine Marketing: An Hour a Day by David Szetela, Joe
Kerschbaum and the team at Clix Marketing have provided an extremely clear expla-
nation of these best practices—one of the best that I've read to date.

—BaARrRRY ScHwARTZ, CEO, RustyBrick

In 2010, social media communities have become as large as the top search engines
in their audience reach. With this important milestone, David Szetela and Joe
Kerschbaum have written a book that positions them at the front end of the social
media PPC movement.

—DAVE SNYDER, Co-Founder, Search And Social

I have been doing PPC for around 10 years now and David Szetela’s book is up there
with the best of them. David is a true leader in PPC and this book gives amazing
insight into PPC techniques at all levels, but more importantly, it does it with great
clarity. It is a must-read and I challenge anybody not to learn an immense amount
about PPC from reading it!

—JoN MYERS, Head of Search and Associate Director, Mediavest

Paid search represents a substantial opportunity for companies to reach new online
customers at the moment they’re looking for products and services to purchase.
Pay-Per-Click Search Engine Marketing: An Hour a Day takes the guesswork out of
successful PPC advertising by providing step-by-step guidelines on planning, imple-
menting, and measuring a successful program.

—LEE OpDEN, CEO, TopRankMarketing.com

David Szetela is one of my best buddies in the pay-per-click advertising industry. He’s
got a special talent for teaching online advertising marketers best-practices for cam-
paign development, management, and measurement for the every expanding spectrum
of paid channels. David’s slant is unique, based on timeless marketing fundamentals,
and extrapolated brilliantly for today’s online landscape. Obviously it’s a holy mission
from God for Szetela (and his killer team) to share PPC wisdom in the form of this
truly new testament, Pay-Per-Click Search Engine Marketing: An Hour a Day.
—MARTY WEINTRAUB, President, aimClear



With Pay-Per-Click Search Engine Marketing: An Hour a Day, David Szetela and Joe
Kerschbaum at Clix Marketing are the first of the PPC advertising gurus to address the
fast growing audience in social media communities. More importantly, David care-
fully lays out the etiquette and context for advertising to Facebook enthusiasts. All
small business marketers who are looking to reach new customers via social media
should read these guidelines.

—JENNIFER Evans Laycock, Editor, Search Engine Guide

The challenges of PPC advertising can be daunting without the right know-how.
Luckily David Szetela, Joe Kerschbaum and the team at Clix Marketing have come
up with a valuable guide, Pay-Per-Click Search Engine Marketing: An Hour a Day.
Comprebensive and easy to use, this book can bring even an absolute beginner to an
advanced level of proficiency.
—RicH StokEes, CEO and Founder of AdGooroo and Author of Ultimate Guide
to Pay-Per-Click Advertising

Paid search is a tricky game and it’s important to get things right from the get-go.
David’s book thoroughly covers core PPC subjects and brings it all together with top-
ics like how to effectively optimize PPC campaigns and extract actionable data from
PPC reporting. His industry experience & honed insights will certainly save you your
weight in time and money. Pay attention to this book!

—Mona ELESSEILY, VP of Integrated Marketing Strategy, Page Zero Media

I've known David as a true rock star of the advertising industry since his days at
Apple and across several lifetimes of a rapidly evolving industry. As a venture capital-
ist I always need to ask companies to look at how they can build sustainable revenues
for agencies that provide both services as well as expert use of technology platforms.
Clix Marketing is pioneering of a pay-per-performance ad agency model is right on
the money. And this book will belp advertisers understand the efficacy of this model
for all parties involved.

—Heip1 Roizen, Corporate director, member of the boards of TiVo and

Yellow Pages Group

David’s skillful handling of the very complex issue of pay-per-click marketing should

make any marketer confident in their foray into PPC. Dave takes away the potentially

overwhelming fear of PPC and transforms it into a well-handled, systematic approach

that will result in a successful campaign. Even more, seasoned markers will be able to

pick up many modernized tactics from this book that they can add to their arsenal.
—MATT BAILEY, President, SiteLogic



You’ll find invaluable information that I haven’t seen in other PPC advertising books.
Topics like persona definition, landing page design, campaign launch checklists and
Yahoo and Bing migration complement the solid, comprebensive strategies and tactics
in this “PPC Bible.” A gem of a book!

—SHELLEY ELLIS, Owner, ShelleyEllisConsulting.com

Search Engine Marketing (SEM) is crucial for any digital strategy; however the path to
SEM success can be difficult and confusing. Szetela’s new book puts you on the right
path to SEM success.

—ERrIK QuaLMAN, Author of Socialnomics

For the first time ever, PPC has been organized and deconstructed in a way that nearly
anyone could create and feel confident about their search engine marketing strategy.
What used to be a daunting task is now a step-by-step process for success!

—SusaN BratToN, CEO, Personal Life Media and Host of DishyMix

This book isn’t afraid to tackle the complete PPC puzzle, with sections on copywrit-
ing, landing pages and personas. Keep a computer handy as it offers a steady stream
of links to tools and resources. Szetela takes us on a perfectly paced tour of PPC
advertising never losing sight of the primary goal of the endeavor: to draw qualified
prospects to our business and turn them into paying customers.

—BRr1AN MAsseY, The Conversion Scientist

“Mr. PPC” David Szetela is back with what is surely the definitive guide to pay-per-

click marketing. By breaking down pay-per-click advertising best-practices into easy,

bite-sized instructions, he and Joe Kerschbaum are going to make a lot of marketers’

lives a whole lot easier, not to mention make them savvy enough to make a lot more

money with their ad campaigns. Well done to David and the team at Clix Marketing.
—RyaN SamMMmy, Social Media Analyist, Search & Social

If I were learning the PPC ropes today, this is one of the first books I'd read. Clix
Marketing’s David Szetela and Kerschbaum stand head and shoulders above the rest
when it comes to distilling the most vital pieces of information from the often frus-
trating world of pay-per-click marketing. Pay-Per-Click Search Engine Marketing: An
Hour a Day has everything you could ever want in an introductory guide to the topic.
It may be the best investment an online marketer could make in 2010.

—KaTE Morris, SEO Consultant, Distilled Consulting

Every online marketer in the hospitality business needs to read this. The tips in Pay-
Per-Click Search Engine Marketing: An Hour a Day are absolutely spot-on. I can see a
company’s online advertising ROI doubling or tripling after implementing the expert
advice in this book.

—BENU AGGARWAL, Founder & President, Milestone Internet Marketing



Most of us in the online marketing industry have been aware for quite some time of
Mr. Szetela’s position on the bleeding edge of PPC expertise. Now, with the release of
Pay-Per-Click Search Engine Marketing: An Hour a Day, marketers can benefit from
his extensive knowledge. David Szetela, Joe Kerschbaum and the Clix team have deliv-
ered a detailed, nuanced, easy to read guide that may end up being the only PPC SEM
book most of us will need to digest and implement for the next year.

—Missy WaRrD, Co-Founder, Affiliate Summit

David has built a reputation with PPC trainers as one of the top teachers on the subject
of PPC marketing. He has trained thousands of agencies as well as corporate in-house
advertising professionals on the topic. Now, with the publication of Pay-Per-Click
Search Engine Marketing: An Hour a Day, a broader audience of search engine mar-
keters can learn David’s lessons without breaking the bank.

—EMILY SPENCE, Business Development, SEOInHouse.com

Pay-per-click advertising bas become an increasingly complex marketing tactic to exe-
cute successfully. Luckily, David Szetela and Joe Kerschbaum’s new book helps novice
and intermediate pay-per-click practitioners to implement the best practices of this
very important advertising channel. Pay-Per-Click Search Engine Marketing: An Hour
a Day answers the prayers of anyone who’s ever felt a little disoriented when attempi-
ing to market their product online.

—STEWART QUEALY, VP Content Development, Incisive Media

If you want your company to profit from both search and social media advertising
campaigns, buy and implement the extremely useful information in this book.
—ANDY BeaL, Co-Author of Radically Transparent: Monitoring & Managing
Reputations Online

Acquisio is in the business of belping advertising agency professionals manage large
scale pay-per-click advertising programs effectively. Pay-Per-Click Search Engine
Marketing: An Hour A Day by the Clix Marketing team David Szetela and Joe
Kerschbaum provide lessons and insights that the mainstream advertising industry
needs to understand. Here’s the opportunity.

—MaRrc Poririer, Co-Founder and CMO, Acquisio

David Szetela’s book gives a comprehensive plan for building a competition-beating
search marketing strategy. This book is packed with golden nuggets that can improve
your PPC results. If you want to build winning campaigns, buy it now!

—CaR1s GowARD, Co-Founder and CEO, WiderFunnel Marketing Optimization



It is always a pleasure to work with David and know that we are working with the
best. David is at the top of his field and we have complete confidence in his services.
His work in content marketing is by far the most advanced in the paid search industry.
I would recommend David to anybody requiring advanced paid search strategy and
outstanding campaign ROI.

—FronN DownNHILL, CEQO, Elixir Interactive

David Szetela is the PPC advertising faculty chair at Market Motive for good reason.
In David, we bhave an authority who can clearly articulate the advertising process from
the basics to the advanced best practices in online advertising. More importantly, David
helps bis customers and all readers of this book understand how the methods differ for
each PPC advertising channel and how to build successful campaigns for each. It’s a
must-read for any online advertising professional.

—MicHAEL STEBBINS, Co-Founder, Market Motive

David Szetela and I have been educating thousands of new search marketers via our
blogs, newsletters and forums as to how the SEO and SEM world are shifting on a
regular basis. After perusing Pay-Per-Click Search Engine Marketing: An Hour a Day,
from David and Joe Kerschbaum at Clix Marketing, it’s clear that digging into this
book is a great way for search marketers to catch up on all of the latest paid search
opportunities, as well as to learn the best practices for each.

—JiLL WHALEN, CEO, High Rankings

David Szetela and Joe Kerschbaum from Clix Marketing provide all of the ingredients
for a perfect PPC advertising campaign. As a paid search, web analytics and train-
ing professional myself, I often turn to David to compare thinking on the latest PPC
developments. His new book Pay-Per-Click Search Engine Marketing: An Hour a
Day showcases his team’s key knowledge for any online advertising professional who
wisely decides to pick it up.

—FraNK WaTtson, CEO, Kangamurra Media

What better way to learn pay-per-click end-to-end than to be walked through the

methodologies, tools and techniques by one of the undisputed experts in the space:

David Szetela? With this book, David and his crew at Clix Marketing deliver on that

promise, but without the expense of hiring them as consultants (though I wouldn’t dis-

suade you from doing that, too, if you have the budget!). Ready to make some money?

Then have a seat—this book in hand and your laptop close by—and start reading!
—STEPHAN SPENCER, Co-Author of The Art of SEO, Founder of Netconcepts,

and VP of SEO Strategies at Covario



Large-scale pay-per-click advertisers depend upon having two critical pieces in place
in order to be successful. First is the technology and second are the people leveraging
that technology. At Kenshoo, we address the technology requirements through auto-
mated SEM platforms. David Szetela and Joe Kerschbaum with Pay-Per-Click Search
Engine Marketing: An Hour a Day, provide a clear step-by-step best practices guide
and reference manual for beginners to experts to sharpen their skills and increase their
value in this dynamic and growing space.

— GEOFFREY SHENK, Managing Director, Kenshoo

In the complicated and often confusing field of PPC marketing, practitioners need all
the guidance they can get. Luckily, David Szetela and Joe Kerschbaum have sent us a
manual that’s as easy to understand as it is belpful. Everything you’re looking for can
be found right here in Pay-Per-Click Search Engine Marketing: An Hour a Day. Buy
this book now and gain a true competitive edge.
—HEATHER LLOYD-MARTIN, President and CEO, SuccessWorks Search
Marketing

What a comprebensive book! David Szetela’s Pay-Per-Click Search Engine Marketing:

An Hour a Day is really a dream come true for any beginning PPC marketer. The steps

are laid out so neatly—uwith chapters each meant to represent a month—that really all

it will take is a little patience and motivation to reap the rewards from this manual.
—JosH DRELLER, VP of Media Technology and Analytics, Fuor Digital

David reminds readers of the importance of testing ads and he couples this with some
fantastic advanced techniques. Not only does this empower bis readers to become
great search marketers be also gives them the skills necessary to work with an agency,
from the client side, holding them to the highest standards.

—ANDREW GIRDWOOD, Head of Strategy, bigmouthmedia

Practical strategies for making money with pay per click from a master practitioner.
Get it before your competitors do!
—Tim AsH, Author of Landing Page Optimization and Chairperson of
ConversionConference.com

PPC advertising is part art and part science, all seasoned with a generous dose of tech-
nology. Rather than make this mix daunting, David Szetela gracefully and clearly ush-
ers bis readers through all the permutations of PPC, from its overarching concepts to
the down-in-the-weeds tactical stuff. This is an indispensable book for anyone getting
started in paid search advertising, and will doubtless teach even some old dogs in the
game a new trick or two.

—REeBECcA LieB, VP, Econsultancy LLC and author of The Truth About Search

Engine Marketing



David is a true leader in the field of SEM. Whether you are going to hear him speak at
a conference or reading his book, you know you are getting up-to-the minute informa-
tion with real life application. I look forward to more great things coming from David,
especially with the publication of his second book. This one is not to be missed if you
are looking for concrete PPC strategies.

—BRETT TABKE, Owner, WebmasterWorld Inc

Pay-Per-Click advertising has become increasingly competitive. In order for businesses
to compete they need to have a good understanding of the fundamentals and an abil-
ity to apply the latest strategies.

David Szetela is well-known in the industry for being able to teach the fundamentals
and has always been a leader when it comes to introducing us to advanced PPC and
search marketing strategies. If you are looking for a competitive advantage, this book
will definitely give you the strategies you are looking for.

—SEAN GOLLIHER, Founder/Publisher SEM]J.org

David is my go to resource for all things PPC-related. His book is the resource for edu-
cating yourself and your employees on running paid advertising campaigns that make
money. It’s a must-have for any SEM professional’s bookshelf.
— CARRIE HiLy, Director of Search Strategies and Client Services, Blizzard
Internet Marketing, Inc.

PPC expert David Szetela has compiled invaluable insights from his 25+ years expe-
rience to both beginners and experienced paid search marketers. This step-by-step
guide for developing advanced AdWords expertise is a must for marketers looking to
maximize impact and profitability online.

—Roy MoOREJON, President, Interactive Marketing Consultant, B2WE

David’s approach to PPC is very impressive as he touches on all aspects and skill level.
His unique style gives you the resources you need to drive more profit through paid
search marketing

—Jamie SmiTH, CEO, EngineReady

Finally! A book that cuts through the jargon of online advertising and gives business
owners and marketers a clear playbook for creating and managing highly effective
PPC campaigns on Google and Facebook. David Szetela’s clean writing style connects
the new online processes with tried and true traditional advertising concepts. Easy to
read; easy to put to use in your own ad campaigns. Now you can improve your bot-
tom line with online advertising.

— GILLIAN MUESSIG, President, SEOmoz



L wouldn’t have thought it was possible to have a single book cover every aspect of
PPC campaigns, but David Szetela has done it. This book is destined to become the
SEM practitioner’s Bible.
—Lance Lovepay, CEO, Closed Loop Marketing, Author of best-selling book
Web Design for ROI

There are few authorities in the search marketing industry more passionate about PPC
than David. Having spent many hours sharing tips and insight at Internet conferences
all over the world, I'm delighted he’s putting pen to paper and bringing his extensive
knowledge to the masses one hour at a time.

—MEL CARsSON, Microsoft Advertising Community & Social Media Manager

The amazing thing about this book is how comprehensive the narrative is. PPC has
a ton of moving pieces and a lot of nuance: becoming an expert AdWords and paid
search operative means understanding a series of difficult facets related to PPC man-
agement and making them work together. This book clearly and thoroughly walks the
reader through tactics and strategies around each of these facets, while relentlessly
relating everything back to overarching PPC goals. This will be a definite boost to
ROI for anyone new to or looking to get more out of paid search.

—Tom DEMERS, Director of Marketing, WordStream Inc.

It’s been enjoyable to watch the rapid and decisive growth of Clix Marketing and the
career of David Szetela. 1t’s difficult to think of Pay-Per-Click marketing without think-
ing of David Szetela and Clix Marketing since the man and company have become
ubiquitous with the industry known as search engine marketing. David’s book rep-
resents a must-read for anyone looking to perfect the game of search marketing...one
hour at a time.

—KRri1sTOPHER B. JoNES, Founder of Pepperjam and author of Search Engine

Optimization: Your Visual Blueprint for Effective Internet Marketing

David has the ability to bring your marketing campaigns to new levels. This new book
outlines so much of his insight based on years of testing and trial and error. A must
read for the newbie and super resource for those in the know.

—JEFF SELIG, Director of Analytics, Overdrive Interactive

SEMPO and Econsultancy estimate that companies in North America will spend
$16.6 billion on search engine marketing in 2010. To get the best bang for your buck,
you'll want to read Pay-Per-Click Search Engine Marketing: An Hour a Day. Written
by David Szetela and Joseph Kerschbaum, this is the complete guide to a winning pay-
per-click marketing campaign. The content is so useful I spent a whole Saturday read-
ing it in my pajamas.

— GREG JARBOE, author of YouTube and Video Marketing: An Hour a Day



Working with small business owners on a daily basis, I know the confusion and frus-
tration they feel in trying to understand how the search engines work. David’s book
takes the complex concepts of pay-per-click ads and breaks them down into a lan-
guage everyone can “get.” He gives businesses a great step-by-step roadmap for how
to get involved in paid search. Even if your company doesn’t plan to set up or manage
its own campaigns, this is a great book to read just to know what your agency is (or
should!) be doing for you.

—DavID MiHM, President & CEO at GetListed.org, Inc.

David Szetela is one of the true rockstars of the PPC search marketing sector. Clear,

concise and creatively illustrated, PPC: An Hour a Day prepares readers to enter and

thrive in the rapidly changing world of pay-per-click marketing. If you’re advertising

in the PPC search marketing environment, this book will both save you money on

your overall ad-spend and make you money as your return on investment increases.
—Jim HEDGER, Search Marketing Consultant

David Szetela has produced an awesome step-by-step guide to PPC. This book ranges
from the basics to deep insights. Use this book to separate yourself from the pack.
Those who do not invest time in their PPC campaigns will never make money at it.
Invest your time wisely, and reading through this book, or using it as a reference, is a
great way to do that.

—Eric ENGE, President, Stone Temple Consulting Corporation

This is the definitive how-to book on the art, science, and black magic of Pay-Per-Click

(PPC) for marketers, but also for the rest of us. As vendors and advertisers bid on our

expectations, knowing how PPC platforms work is critical to our education as active

citizens of the social Web. After all, we are the ones saying, “You bet it clicks for me!”
—MARYLENE DELBOURG-DELPHIS, serial entrepreneur

This book is indispensable for beginners and seasoned search marketers alike. You’ll
be shocked to discover how the most tightly run campaigns are leaving opportunities
on the table.
—Monica WRIGHT, Practice Director of Search Marketing and Internet
Advertising at MicroArts Creative Agency

This book sets down new rules of PPC SEM as it pertains to the far-reaching and fast
evolving tools of Social Media. David is a strategist and thought leader in search mar-
keting, and his book serves as a practical guide for businesses exploring advertising on
social channels.

—ANT1TA PAUL, Founder, Objective Marketer



In typical “David Szetela” style, David brings a no-nonsense approach to the writ-
ing of PPC: An Hour a Day. Whether you're a complete novice or an advanced search
marketer, David presents step-by-step instruction on how you can be successful with
your paid search efforts. Huge value in reading, and implementing, the ideas presented
in this book.

—MaARK Jackson, CEO, Vizion Interactive

Paid search advertising is seemingly simple, but full of an amazing number of traps that

can cost you money and sales. PPC: An Hour a Day is the missing user manual to creating

effective and profitable paid search campaigns. It’s a must-read for new PPC advertisers.
—ALeEx COHEN, Senior Marketing Manager, ClickEquations

PPC advertising knows no greater champion—and expert—than David Szetela. The
great news is that he’s taken the time to share his knowledge in a fashion that is digest-
ible, actionable, and beneficial to marketers of every age and discipline. This is the
book 1 wish I would have had when optimizing PPC campaigns!

—JEFFREY ROHRS, Vice President, Marketing, ExactTarget

From the king of paid search himself, this book is exactly what’s needed to become
proficient in PPC in a short amount of time. A must-read for anyone involved with
or interested in PPC SEM.

—JorDAN KASTELER, Co-founder, Search & Social

David’s book is a welcome addition to the field of PPC advertising. David places his
years of hands-on experience and deep understanding of classical direct marketing at
your service in this easy to implement, step-by-step guide to online profits. Your ROI
on this book will be astronomical!
—HowiE JacoBson, Ph.D., author of Google AdWords For Dummies,
askHowie.com

David Szetela does a wonderful job in covering all aspects of creating an effective and
efficient pay-per-click program. His book is likely to become a classic in the field.
—A1L Rigs, Co-author of War in the Boardroom and Positioning: The Battle for
your Mind

David Szetela has earned an enviable reputation as a no-nonsense teacher and practi-
tioner of pay-per-click advertising. This book reduces this complex topic into simple,
daily practices that bring more customers with superior return on your investment.
This book includes advanced techniques and concepts that 90% of your competition
has never seen.

—PERRY MARSHALL, Author of The Ultimate Guide to Google AdWords



PPC advertising has revolutionized direct response marketing and filled Google’s coffers.
Szetela and Kerschbaum have crafted a comprebensive how-to manual that should be on
every marketer’s bookshelf. Read it to understand the phenomenon that’s moving from
the search results pages to hot social media properties like Facebook and LinkedIn.
—JOHN SCULLEY, Venture Partner, Rho Ventures and former CEO,
Apple Computer and Pepsi

Advertisements on Google, Yahoo, Microsoft and Facebook search results pages are
the new “elevator pitches” of the online economy. And surprisingly for many, this
new channel doesn’t require a PhD in computer science. Szetela’s book demystifies the
topic and teaches the rudiments in an engaging, step-by-step style that’s fully in reach
of marketing managers, VPs and CEOs. Business owners large and small need to face
the facts: if you aren’t tapping into the power of PPC advertising, your competitors are
probably eating your lunch.

—JEFFREY HAYZELETT, Former CMO of Eastman Kodak and Author,

The Mirror Test
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Summary: “The complete guide to a winning pay-per-click marketing campaign Pay-per-click advertising-the “sponsored results” on search engine
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Foreword

In the last six years (from 2004 through 2009), the only form of media to have seen
growth in usage is the Internet. While TV has been flat and radio and newspapers have seen
double digit declines, people’s Internet usage has increased 117%, according to Forrester
Research. And yet when you look at where marketing dollars are being spent, online still
trails traditional media by a wide margin. Clearly online advertising is poised for contin-
ued growth and remains a great place for businesses to find new customers. Search engines
create millions of moments of relevance every day by connecting consumers who are look-
ing for a product or service with the companies that offer those exact products or services.
With this book you will learn how to create your own moments of relevance to grow your
business.

While a search engine marketing (SEM) account can be created at the click of a few
buttons, there are some key decisions that can make all the difference between giving up
in frustration and achieving returns on your investment beyond your wildest dreams. With
David’s decade of expertise in search distilled into the pages of this book, you’ve got a great
guide that explains all the concepts of search marketing. It also provides tips and best prac-
tices from David’s own experiences that can add to the success of your online advertising
campaigns.

I’'m a frequent speaker at search marketing conferences worldwide, educating audi-
ences of all experience levels in the art and science of SEM and Google AdWords. With
new tools and reports being made available all the time, one of my main challenges is to
help advertisers prioritize the myriad opportunities. Time and again I’ve seen that when
advertisers take the time to learn more about how AdWords works, they perform better in
the long run and they are better able to use the data AdWords provides to help identify the
opportunities and the tools best suited to achieve the results they want.

I’ve had the pleasure of participating in many panels and search marketing confer-
ences with David. At SES New York in 2010 we did a session together on the relevance of
ads, and since this topic is at the heart of answering the question of how to get a better ad
position, it always draws a crowd and makes for lively discussions with the audience. David
cuts through the myths and the hype—expertly explaining and translating complex topics
like Quality Score and advertising on the Google Content Network into understandable
best practices and actionable methods for driving results.

One of my favorite things about David is the fact that he combines years of experi-
ence from the technology and publishing industries with his expertise in pay-per-click
marketing. With the online-advertising industry being so young, it’s nice to have an expert
with some grey hairs who knows how to use traditional marketing and who also really
gets online advertising. He shares Google’s vision that advertisements, like organic results,
are information and should be relevant and useful. That’s what users expect and that’s



what creates a sustainable ecosystem in which all participants, from users to advertisers
to publishers, benefit. This basic belief, along with a methodical approach to using data to
inform and support marketing decisions, has made David a trusted source in the industry
and someone from whom I know you will learn a lot.

Best of luck with your campaigns and please let me know what you think about our
program and how it’s working for you when you see me at a conference.

—FREDERICK VALLAEYS, PRODUCT EVANGELIST, GOOGLE ADWORDS



Introduction

My first job after grad school was working for a small magazine, book,
and software company. As a programmer, it was my dream job; I was
able to play with the innards of Apple II computers for most of the day,
and for the rest of the day try my hand at every aspect of magazine

publishing.

I found myself drawn to and fascinated by direct-mail marketing, which at that
time was the primary way magazines acquired subscribers. I loved the creative aspect of
it—the challenge of designing envelopes that begged to be opened, persuasive headlines
that lured the reader into the letter copy, and forms designed so simply that they nearly

filled themselves out. xxxiii
I had studied nutritional science and flavor chemistry for nine long years of “higher ;

education,” so the latent scientist in me loved the testing and optimization aspects of direct- -

mail marketing. The typical optimization sequence went like this: §

1. Create what we felt was a winning mail package consisting of envelope, offer, and 3
reply form. 2

2, Do a test mailing to a small percentage of a rented mailing list.

3. Calculate the response rate and project the return on investment (ROI) we could

expect from a mailing to the entire list.

4, Mail the control package to the majority of the list, and mail variations of the
control to smaller portions of the list. Variations could include big ones such as
envelope color and size, as well as smaller ones such as the number and positions
of fields on the reply form.

5. Judge the winning package, and start again using the winner as the control.

The average time between step 1 and step 5 was an unimaginably long five to six
months. It took that long for enough responses to be mailed back to us; to calculate and
analyze the data (using the first spreadsheet software, VisiCalc, on Apple IIs); and to
design and print the test and control packages.

Fast-forward to 2003: I had been out of the publishing industry for several years,
which could be the reason I failed to pay attention to the ads on search results pages. But
when I finally looked into the mechanism behind the ads, my first love came back to me
like an arrow from a geeky Cupid’s bow. It was like direct mail on steroids! Advertisers
could test and refine campaigns in days instead of months. Obtaining great results, in the
form of increased customers and profit, required equal parts artistic skill at writing per-
suasively and scientific discipline to pay close attention to results and make improvements
accordingly.
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I was hooked.
This was near-perfect advertising. Its many modern attributes included the following;:

o A payment model whereby the advertiser pays only for clicks on an ad, each delivering a
qualified visitor to the advertiser’s site

. An ad-ranking model that rewarded the advertisers who created the most persuasive ads

o A built-in conversion-tracking system that measured the number of site visitors who took

the action the site owner desired

o A cornucopia of reporting capabilities that, properly interpreted, made continual optimi-

zation a snap

Several years later, ’'m still enraptured with PPC advertising, and very happy that I chose
to focus on it exclusively. The capabilities that have been put into our hands by the search
engines are an order of magnitude more powerful than those we enjoyed seven years ago,
including the following:

. The ability to track multiple kinds of website-visitor behavior—for example, purchases,
e-mail newsletter sign-ups, and catalog requests

. Targeting to different ad networks—most notably, search engines and websites that
accept advertising on their pages

o Targeting users of a variety of devices—such as desktop computers, mobile phones,
and iPads—and even subsets of those, like specific phone carriers

o More-detailed reporting that exposes almost every nook and cranny of ad campaign
performance
o A growing variety of ad types and channels—including animated and video ads, and

even television ads

The yang of this bountiful yin is that this growing set of capabilities comes with a higher
degree of complexity. It’s tougher today to learn the length and breadth of PPC advertising than
it was seven years ago.

Hence this book. We’ve attempted to help you build the skills needed to run and opti-
mize successful PPC ad campaigns, but to do so in small daily and weekly “learning chunks.”
Our goal is to help you advance from your present skill level—even if you’ve never written a
single ad—to the point where you can call yourself a PPC ninja!

Who Should Read This Book

You should read this book if you are responsible for creating and optimizing the results from
pay-per-click (PPC) ad campaigns. You might be an individual contributor working in the
online marketing department of a large retailer or agency. Or you might be an entrepreneur
who needs to wear many hats until your business grows enough to afford employees who can
specialize.

If you’re a manager of any level above individual-contributor PPC campaign managers,
you’ll benefit from skimming this book to gain an understanding of the skills your employees



need to develop. And if you’re mainly responsible for a different aspect of online marketing—for
example, search engine optimization (SEO)—you’ll appreciate the synergies between the skills
and objectives of PPC compared to SEO.

What You Will Learn

The core of this book is a day-by-day program for creating, launching, and optimizing your PPC
campaign. We have divvied up the days so that tasks can be completed in approximately 1 hour.
Depending on your familiarity with PPC, and direct-response advertising in general, it may take
you more or less time to complete certain tasks.
The chapters are laid out in a way that introduces you to PPC at a very high, theoreti-
cal level so that you understand the nature and origin of this advertising model. From there,
you move on to the nuts and bolts of keyword research, ad-text creation, and landing-page
optimization.
Here’s a quick look at what’s in each chapter and the two appendices:
Chapter 1: The Art and Science of PPC Advertising helps you understand the historical context of
direct-response advertising and the common scientific advertising principles that apply to
successful PPC management.
Chapter 2: How the PPC Machine Works presents an overview of how advertisements appear on
search engine results pages (SERPs) and why you want to help the search engines provide
the best possible user experience.
Chapter 3: Core PPC Skills and Objectives describes the mission-critical skills that you need to
sharpen in order to successfully launch and manage your PPC campaign.
Chapter 4: Month 1—Research Keywords and Establish Campaign Structure provides an action plan for
creating a highly targeted keyword list and building a PPC campaign structure that will
enable you to maximize your click-through rate (CTR) and conversion rate.
Chapter 5: Month 2—Create Great PPC Ads demonstrates how to write persuasive PPC advertise-
ments that will motivate people to click on your ad and take action on your landing page.
Chapter 6: Month 3—Design Effective Landing Pages gives you real-world advice on how to design
landing pages that will inspire your audience to complete your desired conversion action
and become a paying customer.
Chapter 7: Month 4—Advertise on the Google Content Network offers clear guidance for generating
great results on this complex, and often misunderstood, distribution channel.
Chapter 8: Month 5—Launch Your Campaign explores the importance of bidding on your brand
and provides a prelaunch checklist that will help get your PPC campaign off the ground
successfully, as well as tips for early course-correction for anything that may not go as
planned.
Chapter 9: Month 6—Optimize Your Campaign teaches you how to troubleshoot problems that may
arise and how to optimize the performance of your campaign in order to generate even
better results.

x
x
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Chapter 10: Month 7—Test Ads by Using Advanced Techniques describes progressive strategies that
can elevate your PPC advertisements beyond the competition and presents advanced
techniques for ad split testing.

Chapter 11: Month 8—Test and Optimize Landing Pages demonstrates how to improve your landing
page performance by conducting tests using Google Website Optimizer.

Chapter 12: Month 9—Migrate Your Campaign to Microsoft and Yahoo! shows you how to download
your campaigns from Google AdWords and upload them into Yahoo! Search Marketing
and Microsoft adCenter.

Appendix A: Advanced AdWords Editor walks you through one of the most powerful tools avail-
able to PPC managers—AdWords Editor—and gives you advanced insider knowledge on
how to use this application to its fullest extent.

Appendix B: Facebook PPC introduces you to Facebook’s PPC advertising program, which is
one of the fastest growing networks on the Internet.

The Companion Website

Because PPC advertising is an extraordinarily fast-moving field, we have created a website to
accompany the book, http://ppclhour.com, where we will post significant changes to the top-
ics described in the book. The site is set up as a blog, so you can subscribe to receive updates
whenever they’re posted. Neat!

How to Contact the Authors

We love meeting and communicating with other “PPC geeks,” so please do contact us for any
reason by e-mailing us at david@clixmarketing.com or joe@clixmarketing.com.

David uses Twitter every day to publish links to the most interesting and accurate articles
and blog posts about PPC and online advertising. To receive those tweets, follow David on
Twitter at waww. twitter.com/Szetela.

You can follow Joe on Twitter as well (even though he’s not a power-Twitterer like
David!) at www. twitter.com/joekerschbaum.

You can also link to David’s resource page, http://Szetela.me, which will give you access
to his writing, presentations, speaking engagements, and other PPC resources.

The links to our company blog and our company are www.clixmarketing.com/blog and
http://clixmarketing.com, respectively.

Finally, we’ve created two online discussion groups where people congregate to exchange
questions and answers on PPC-related topics. Total membership is over 5,000 people, so you’re
sure to find many kindred souls! The links are as follows:

LinkedIn PPC Pro People: www. Tinkedin.com/groups?home=&gid=1217347
Facebook PPCPro People: www . facebook . com/group. php?gid=5849647189
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The Art and Science
of PPC Advertising

Although pay-per-click (PPC) advertising is a thor-
oughly modern endeavor, its foundations in direct-
response advertising have been studied and refined
for almost a century. In this chapter, you’ll start
on your journey to expertise by taking a look at
the core scientific advertising principles common
to all direct-response marketing, explore the basic
elements of every successful PPC campaign, and
examine some of the interesting uses of PPC and

the current state of the market.

Chapter Contents

PPCand Direct Advertising Fundamentals
Components of a Successful PPC Campaign
PPC Campaign Uses

The Science of PPC

The Art of PPC

State of the PPCIndustry
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CHAPTER 1: THE ART AND SCIENCE OF PPC ADVERTISING B N

PPC and Direct Advertising Fundamentals

Succeeding at PPC advertising depends mainly on one thing: your ability to persuade
people to take action by using just a few well-chosen words. That’s a much more
important success factor than understanding the intricacies of search algorithms or
the myriad features of the Google AdWords, Yahoo! Search Marketing, and Microsoft
adCenter control consoles.

Writing persuasive ad copy using no more than 145 characters is a big challenge—
especially if you’re up against significant competition. Your words must not only per-
suade; they must stand out from a page full of words all shouting for your customer’s
attention (see Figure 1.1). And after your words have convinced the searcher to click
through to your site, it’s those persuasive words (augmented by graphics) that convince
the visitor to become a customer.
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Figure 1.1 The travel industry is one of the toughest PPC fields—look at all these well-crafted ads for
Hawaiian vacations!



Playing the PPC game without first taking the time to learn the fundamentals
of direct-response advertising is like sitting down at the poker table with scant under-
standing of the rules, and proceeding to drop dollars into the pot while better-trained
players scoop that money out.

But here’s some good news: Smart marketers have been studying, testing, and
refining direct-response advertising techniques for a long time. Unless you already have
solid experience in this field, we encourage you to read the book Scientific Advertising
by Claude Hopkins. Written in 1923 (long before the Internet, television, or wide-
spread commercialization of radio), it’s one of the first hands-on manuals that teaches
fundamentals based on scientific testing. It includes (almost) everything you need to
know about writing, testing, and optimizing direct-response advertising campaigns.
You can download this public-domain book by going to http://is.gd/r3sx. You should
be able to get through its 52 pages in about an hour, so there’s no excuse to avoid read-
ing it—do it now!

Nearly 90 years ago, Hopkins wrote the following:

The time bas come when advertising has in some hands reached the sta-
tus of a science. It is based on fixed principles and is reasonably exact.
The causes and effects have been analyzed until they are well under-
stood. The correct methods of procedure have been proved and estab-
lished. We know what is most effective, and we act on basic law.

Advertising, once a gamble, has thus become, under able direction, one
of the safest business ventures. Certainly no other enterprise with com-
parable possibilities need involve so little risk.

This aptly summarizes the core appeal of PPC advertising: Having created ad
campaigns based on clearly defined best practices, the advertiser can measure the suc-
cess of those campaigns soon after launching them. The advertiser can then test cam-
paign variations (such as ad copy and landing page design) and immediately improve
or optimize campaign elements to achieve steady increases in revenue and profit, sales
leads, or donations.

Hopkins espouses a continual testing philosophy—the notion that an advertis-
ing campaign is never perfect and that continual improvement can be achieved through
testing and optimization. Successful PPC advertisers embrace and practice this philoso-
phy, so you’ll learn techniques for testing throughout this book.

Other key concepts from Scientific Advertising include the following:

o The best advertising copywriters think and speak like salespeople—the ad itself
is a virtual salesperson.

J The best-written ads acknowledge that people are self-centered and respond best
to benefits (how the product or service will make them feel) rather than just fea-
tures (descriptions of the products or services).
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NOTE

] Always assume that people are busy. Hopkins said that three-quarters of paid
content is unread by the buyer of that content. That was in 1923—in today’s
fast-paced world, that proportion may be as high as 90 percent.

o An ad’s headline is the most important part of the ad. It is the magnet that pulls
attention away from surrounding distractions and starts the reader on the path
toward conversion. (Conversion is a word you’ll see often in this book; it simply
means the action you want the site visitor to take—like a sale, or the download
of a white paper.)

o Ad designers should adhere to the axiom “If it’s not helping, it’s hurting.” This
is especially true when it comes to graphical elements of an ad or landing page:
If the graphic is not helping to steer the reader toward the conversion action, it is
probably distracting attention away from the conversion action. Hopkins wrote,
“Use [graphics] only when they form a better selling argument than the same
amount of space [in text content].”

o Samples sell. Offering a physical product at no cost is often a great way to stimu-
late repeat customers. Downloadable white papers and trial software often result
in excellent sales.

] Most advertisers neglect the basics of good ad design—especially testing and
refinement of ad copy. Don’t assume that PPC advertisers who attain top rank-
ings for their ads are making money—they may be spending top dollar while
remaining surprisingly unprofitable.

Scientific Advertising is a gem from start to finish, but one chapter is particu-
larly relevant to the PPC advertiser. In Chapter 15, “Test Campaigns,” Hopkins under-
scores the fact that no aspect of advertising (including the ads themselves as well as the
PPC landing pages) should be constructed based solely on the advertiser’s intuition:

There are many surprises in advertising. A project you will laugh at
may make a great success. A project you are sure of may fall down. All
because tastes differ so. None of us know enough people’s desires to get
an average viewpoint.

Frequently you will find (especially at the beginning of your ad-writing experi-
ences) that the PPC ad you expect to produce outstanding results will prove a loser
compared to a test ad that you intuitively sense would be inferior.

Want to equip your company or organization to achieve continually improving advertising results? Read Bryan
Eisenberg’s Always Be Testing for solid advice and tactics to imbue your company with the attitude that testing leads
to steady gains in sales volume and profitability.



But there’s good news: In the fast-moving world of PPC advertising, testing and
refinement of ads and landing pages can take place quickly, in days and weeks rather
than the months and years necessary to gauge performance of offline advertising
campaigns. Frequently, testing can take place on a small scale and at a low cost, deter-
mining winning ad and landing page combinations before rolling out campaigns on
a larger scale. Then the advertiser can know with certainty that the larger-scale cam-
paign will be successful and profitable.

In the last chapter of Scientific Advertising, Hopkins heralds the new advertising
age, in which not a penny of advertising expense is wasted:

Yet most national advertising is done without justification. It is merely
presumed to pay. A little test might show a way to multiply returns.
Such methods, still so prevalent, are not very far from their end. The
advertising men who practice them see the writing on the wall. The time
is fast coming when men who spend money are going to know what they
get. Good business and efficiency will be applied to advertising. Men
and methods will be measured by the known returns, and only compe-
tent men can survive.

These words drip with irony, because nearly a century later, many advertisers
are still flying blind. They don’t know the return on their advertising investment. Many
site owners still have not put into place the web analytics devices necessary to know
the revenue and profit for each advertising dollar spent. This is bad news for them, but
good news for you, because by the end of this book you’ll likely have a distinct advan-
tage over your competitors.

Now let’s take a look at the core elements of a PPC campaign.

Components of a Successful PPC Campaign

To achieve optimal results, all elements of a PPC campaign must be in good working
order, operating together synergistically. Like an automobile engine, all parts must be
finely tuned together to ensure that the driver gets from point A to point B, quickly and
efficiently. If any one part of the engine is defective or inefficient, the engine may run
poorly or not at all.

Likewise, if any one part of a PPC campaign is deficient or ineffective, it can
drag down the performance of the whole campaign to unacceptable levels.

The individual elements of a campaign are as follows:

Keywords: In search PPC, these are the words and phrases the advertiser chooses to trig-

ger ad display. In content PPC, keywords describe the kind of website pages where the
advertiser wants their ads displayed.
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Ads: The words and images used to persuade the reader to take action, such as clicking
through to a website.

Bid prices: The price the advertiser is willing to pay for each ad-induced visit to the site.
Landing pages: The website pages respondents see when they click on an ad.

Conversion path: The steps the site visitor must take in order to achieve the objective of
the site (for example, a sale, a submitted lead, a newsletter sign-up, or a donation).

Let’s explore each of these elements a bit further.

Keywords

In PPC search campaigns, advertisers lists words and phrases that they think pro-
spective customers would use in a search query. The advertiser is essentially saying,
“Google, if someone uses this phrase as part of a search query, display my ad.” (Note
that the word keyword can mean a single word or a multiple-word phrase.) Keywords
can be very general (such as Hawaiian vacation) or very specific (such as reserve a hotel
on Oahu).

It’s important for an advertiser to anticipate the many ways that people express
themselves when performing a search. Chapter 4, “Month 1—Research Keywords and
Establish Campaign Structure,” shows you how to build keyword lists to make sure
you’re covering all the bases.

Keywords in content campaigns play a much different role than the keywords
in search campaigns. They tell Google, “Display my ads on site pages that contain all
or most of these words.” Figure 1.2 shows how ads appear on a page in Google’s con-
tent network. You’ll learn much more about content campaign keywords in Chapter 7,
“Month 4—Advertise on the Content Network.”

Ads

As mentioned, writing effective PPC ads is an important cornerstone of a successful

PPC ad campaign. The advertiser is challenged to pack a lot of meaning and persua-
siveness into no more than 145 characters. An ad needs to deliver the following mes-
sages in the short time it takes to read it:

o The advertiser’s website is likely the best source for satisfying the visitor’s need
or desire.

o There are clear benefits associated with clicking through to the advertiser’s
website.

o Visitors know what’s expected of them when they arrive at the website.

Ad copywriting is such an important topic that Chapter 5, “Month 2—Create
Great PPC Ads,” is devoted exclusively to it.
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Figure 1.2 Ads appearing on a content network page

Bid Prices
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PPC advertising operates under an auction model. Advertisers tell the PPC service how
much they’re willing to pay for a click on an ad and subsequent visit to the advertiser’s
website. Google takes into consideration how many other advertisers are bidding on
the same keywords, and generally speaking, the advertisers willing to pay the most

for a click will see their ads displayed closest to the top of the search results page. See
Figure 1.3 for an illustration of ad group bid prices.
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Imp £ £ Cost (USD) | Avg. Pos | €% | Conv. Rate | Ct

Golf Grip 386 151,696 0.25%

Golf Instrucion  Active 102 954 646,243  0.15%  0.24 0.35 20748 3.5 1 0.10% 227
Branded 0.32 1 4,626 002%  0.24 0.05 0.24 28 0 0.00% 0.0
Chipping 0.18 «_‘g’—‘ﬂ/ - - - - - 0 0.00% 0.01
Equipment 0.32 110 61,375  0.18%  0.23 0.41 25,40 3.8 0 0.00% 0.0
General Golf 0.32 78 55046 014%  0.21 0.30 16.25 16 0 0.00% 0.0
Golf DVD 0.18 0 0 - - - - - 0 0.00% 0.01
Golf Grip (old)  Paused 0,32 3 1,029 029%  0.13 0.33 0.40 5.9 0 0.00% 0.0
GolfMagazines  Active 0,32 38 45,850  0.08%  0.24 0.20 .00 5.2 0 0.00% 0.0
Golf School Active 0,32 84 43,753 0.19%  0.23 0.45 18.67 3.0 0 0.00% 0.0
Golf Swing Paused 0,08 1] ] - - - - - 1] 0.00%: 0.0
Golf Tips Active 0,32 410 578,397  0.11%  0.19 0.21 73.05 3.7 0 0.00% 0.0
People Active  0.32 12 14,280 008%  0.21 0.18 2.55 28 0 0.00% 0.0
Pitching Active 0,32 1,237 1,172,937 011%  0.23 0.24 27940 3.0 0 0.00% Ti‘
»

Figure 1.3 AdWords Editor screen showing maximum ad group—level bid prices (maximum costs-per-click)

Strictly speaking, this is not a pure price auction, because the search engines reward good campaign performance
with a quality score that can cause ads to be displayed in higher positions even though their bids are lower than
those of competing advertisers. This is described in detail in Chapter 2, “How the PPC Machine Works.”

How much should an advertiser be willing to pay for a click? You’ll see detailed
guidance for calculating bid prices in Chapter 4. For now, understand that at the begin-
ning of a new PPC ad campaign, this decision usually takes some guesswork, based
on the amount competitors are bidding as well as the advertiser’s assumption about
the number of site visitors who will take the desired action—the conversion. But after
a PPC campaign has been underway for a while (anywhere from a few weeks to a few
months), the advertiser will know with certainty how much each conversion is costing.
Thereafter, they can adjust bids so that the target profitability is consistently achieved.

The object of most PPC campaign optimization efforts (improvement of ad copy,
for example) is to drive the average cost per click (CPC) ever lower. That way, profit-
ability will increase steadily over time.

Landing Pages

Many advertisers are surprised to realize that the key element determining whether a
site visitor will convert is whether the PPC landing pages are well designed and operat-
ing correctly. A PPC landing page is simply the page on your site upon which visitors
land after clicking on a PPC ad. PPC landing pages can, and often should, look very
different from the site’s home page and other pages on the advertiser’s site. In many
cases, advertisers can get much better results when landing pages are customized to
match the theme of a particular PPC ad group (the keywords and ad message).

This is often a difficult but crucial concept that’s hard for many site owners to
grasp. They’re accustomed to thinking about their site as analogous to a bricks-and-



mortar storefront: one entrance (the home page) through which all customers enter,
linked to other pages where site visitors can (hopefully) easily find what they’re looking
for. Site owners often design their home page to satisfy the needs of casual browsers as
well as visitors who are looking for specific items or information.

But with PPC advertising, the site owner has information about the intent of the
visitor who has come to the site by clicking on a PPC ad. The site owner knows the
search term used, and that the visitor was motivated by the specific messages and ben-
efits mentioned in the ad.

For example, let’s say a site sells Hawaiian vacations, and the site visitor has
clicked on an ad that promises discounts on the rental of cottages on Oahu. If the PPC
visitor arrives on the home page, which necessarily contains a wide variety of links to
parts of the site that do not pertain to cottages on Oahu, that visitor quite possibly will
leave the site without converting.

This is because visitors don’t want to take the time and effort to navigate
through the site to find pages that pertain to their specific needs. On the other hand,
if a site visitor arrives at a page that describes Oahu cottage rentals, that visitor will
much more likely conclude that she has come to exactly the right place and will take
the desired conversion action. Figure 1.4 shows an example of a good ad and landing
page combination.
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Figure 1.4 Thisis a great PPCad (triggered by the keyword e-mail templates) with a corresponding landing page. Note that
the ad message is featured prominently on the landing page.
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Chapter 6, “Month 3—Design Effective Landing Pages,” and Chapter 11,
“Month 8—Test and Optimize Landing Pages,” go into much more detail about
landing page design and testing.

Conversion Path

Frequently, the site visitor must traverse more than one page to finalize the conver-
sion action. A typical example is the shopping process on an e-commerce site. Having
decided to buy, the visitor must enter shipping information, credit card numbers, and
so on.

Every step in the process introduces the possibility that the visitor will become
distracted or confused. Site owners are often shocked to find that many visitors, having
decided to buy or convert, leave the site in the midst of the conversion process. This is
referred to as abandonment. The ratio of the number of people who leave the site com-
pared to the number of people who complete the conversion process is known as the
abandonment rate.

If the conversion process is not designed and optimized correctly, abandonment
rates can be as high as 50-80 percent. Obviously, it’s in the best interest of the adver-
tiser to continually work to lower this percentage, and Chapter 9, “Month 6—Optimize
Your Campaign,” shows you how to do this.

PPC Campaign Uses

Although most advertisers will use PPC advertising to garner sales, submitted leads, or
donations, others may benefit in ways that are more indirect.

For example, the goal of some ad campaigns is not necessarily to elicit a direct
response by the person viewing the ad. Rather, the goal is simply to achieve branding—
to cause the person viewing the ad to remember the name of a company or the features
of a product, which will result in a visit to a bricks-and-mortar storefront. Branding is
also an effective way to generate word-of-mouth marketing, whereby people viewing
the ad tell others about their impression or experience.

PPC advertising excels at eliciting direct responses, but it can also be employed
for the purposes of branding, and at a cost lower than traditional offline ad media such
as print, TV, and radio. You’ll find out how in later chapters.

One important side benefit of PPC advertising is that the advertiser discovers
with certainty which words and messages are most effective at persuading customers
to buy. Savvy website owners use this information to design other online and offline
campaigns.

For example, frequently the best-performing PPC keywords are the ones that
should be used when optimizing a website so that search engines rank the site highest



in the natural search listing portions of the search results pages. This activity is called
search engine optimization (often abbreviated SEO).

Likewise, savvy PPC advertisers test several advertising messages, and then use
the “winning” messages in their other online and offline advertising efforts. For exam-
ple, an advertiser might find that a particular message (such as “Your children will love
their Wii”) results in a high return on investment (ROI) in their PPC campaign, and
choose to highlight that message in an e-mail campaign.

The Science of PPC

The next chapter covers the mechanics of PPC, but for now it’s important to under-
stand that successful direct-response advertising of any kind requires using methods
and techniques that are closer to science than to art. Successful PPC advertisers con-
stantly use calculators, spreadsheets, and software tools to plan, construct, measure,
and optimize campaigns. If you’re not comfortable with the mathematical side of PPC
advertising, you may need to find an assistant or colleague who can become proficient
in that aspect of the job.

For example, determining the optimal price to pay for each click requires calcu-
lations based on the price you’re willing to pay for a conversion. Usually this is a simple
one-time exercise, but for companies with multiple products or a range of desired con-
version actions, the task can get quite complicated.

One of the biggest strengths of PPC advertising is that it’s easy to create reports
that show exactly what is happening in a PPC campaign at any given time. You can
quickly and easily see critical metrics such as the number of ad impressions, the num-
ber of clicks, click-through rates (CTRs), the number of sales, the cost of sales, and so
on, for any period of time and for any elements of the campaign such as keywords and
individual ads. Figure 1.5 shows examples of data types that can be reported.

It’s important for you to learn how to interpret this data in order to understand
what it means for your business and determine whether your PPC efforts are profitable.
The data will also indicate what actions you should take (such as changing bid prices
or creating test variations of an ad) in order to optimize campaign performance.

Improving campaign results is dependent on continual testing—displaying two
variations of an ad, for example, and then favoring the ad that produces better results.
Successful PPC advertisers never stop testing variations in ad copy, banner ad design,
landing page design, and content. It’s important that you learn and master the methods
and tools required to test and to interpret results.

Fortunately, this book covers all of these topics in sufficient detail that you’ll be
applying the best techniques after just a few weeks of practice.
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Figure 1.5 Typical PPCdata

The Art of PPC

Although PPC advertisers have a big toolkit of scientific tools and techniques to
employ, successful PPC advertising requires a mastery of skills that are mainly artistic
in nature. Chief among these are the ability to write well and a sense of professional
graphic design.

Writing effective, persuasive ads is crucial to the success of a PPC campaign.
Often the failure of a campaign can be attributed to poor ad copywriting. Ads may
be displayed frequently but fail to elicit a significant proportion of clicks, as evidenced
by one of the most important metrics of campaign success: click-through rate (usually
abbreviated as CTR).

Creating nontext ads for display on the PPC content network requires copywrit-
ing skills as well as an understanding of how visual images deliver or augment mes-
sages and persuade the viewer to take action. In the hands of a skilled professional,
an animated banner ad can speak volumes about the advertiser’s products, features,
benefits, and desired action, taking full advantage of the relatively small space provided
by PPC ad units.



Solid copywriting and graphic design skills are also necessary for creating suc-
cessful PPC landing pages. The PPC advertiser is challenged to create the right com-
binations of words and graphics that will quickly persuade and steer the site visitor to
take the site’s desired action. As we stated earlier in this chapter, that action (such as
a sale, submitted lead, donation, and so on) is referred to as a conversion. The success
metric is called the conversion rate, which is the number of site visitors who convert
divided by the number of PPC visitors to the site. With optimal landing page design,
conversion rates of 10-20 percent and higher are common.

Can one person practice and build the scientific and artistic skills necessary to
be an expert PPC advertiser? The answer is, “Sometimes.” It’s certainly rare to find
people who are naturally gifted at both. The good news is that the training in this
book will equip just about anyone to develop the skills they might lack naturally.

The State of the PPC Industry

Since the inception of PPC advertising in 1998, advertisers have paid Google, Yahoo!,
and Microsoft billions of dollars for targeted clicks. Despite the effects of a global
recession, almost half of advertisers polled by MarketingSherpa said they intended to
increase their PPC spending in 2009. Conversion rates for PPC campaigns have also
been climbing steadily—almost half of the respondents in the same study reported that
conversion rates have increased over the previous year.

After several experimental efforts in the mid-to-late 1990s, PPC advertising was
popularized by the startup company GoTo which was developed at Bill Gross’s Idealab
in 1998. GoTo had the PPC advertising field to itself until it was renamed Overture in
2001, and expanded as a back-end ad service platform for search engines such as
Yahoo! and MSN. Figure 1.6 shows the original GoTo search screen.
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Figure 1.6 GoTo, the earliest popular ad-supported search engine

-
w

AMLSNANI Odd 4H.L 40 41LVLS dHL W



CHAPTER 1: THE ART AND SCIENCE OF PPC ADVERTISING B R}

As Overture became a significant driver of profit for its search engine partners,
it continued to grow by acquisition, gobbling up dot-com pioneers such as AltaVista
and AlltheWeb. In 2003, Overture was acquired by its biggest customer, Yahoo!.

Google quietly introduced search engine advertising in 1999, but initially adver-
tisers paid on a CPM (cost-per-thousand) impressions basis—not a true PPC model.
Google finally introduced PPC search advertising in 2002.

In 2003, Google introduced its AdSense program, whereby site owners could
place Google AdWords ads on their site pages and earn a commission from Google
whenever someone clicked on an ad. Google also introduced web-based software that
simplified the task of creating and managing Google AdWords campaigns. Figure 1.7

shows ads appearing on Google’s search results page.
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Figure 1.7 Google search results page

Yahoo!, ambivalent about its growth strategy, invested heavily in several direc-
tions. Some in the company wanted it to become a media player and compete with the
established television networks and movie studios. Others wanted Yahoo! to diversify
by creating a growing suite of web-based software services. Many believe Yahoo!
neglected its PPC advertising business in the years between 2003 and 20035, allowing
Google to pull ahead in market share and functionality. Figure 1.8 shows a Yahoo!
search results page.

Microsoft entered the PPC fray late in 2006, and its market share has languished
in the single digits. Microsoft has recently decided to focus more attention and resources
on PPC and online advertising; this includes a technology-sharing agreement with
Yahoo! whereby Microsoft ads will appear on Yahoo! search results pages. In mid
2009 Microsoft introduced a revised version of their Live Search engine, renaming it

Bing. Figure 1.9 shows ads appearing on a Bing search results page.
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Today the “Big Three” players in the PPC industry are Google, Yahoo!, and
Microsoft—obviously correlating to the most frequently used search engines. But their
share of the market is far from equal. Google earns the biggest chunk of advertising
revenue—recent estimates have pegged its share at 85 percent. Yahoo! has a much
smaller, but still relevant, share at 9 percent. Microsoft squeaks into third place with a
4-5 percent portion of revenue. The last 1 percent or so is earned by so-called “second-
tier” search engines such as LookSmart, Ask, and 7Search.

The year 2009 has been a tough one for businesses worldwide, but advertisers
continue to increase PPC advertising spending. In fact, there are indications that many
advertisers, drawn by a high ROI and predictable results, are diverting ad dollars away
from traditional print, TV, radio, and outdoor advertising to fund additional PPC
advertising.

The Interactive Advertising Bureau reported the following in its 2008 Internet
Advertising Revenue Report:

Despite a difficult U.S. economy, the report indicates that interactive
advertising’s continued growth—though at a slower pace—confirms
marketers’ increased confidence in the value in reaching consumers
online. Internet advertising revenues in the U.S. remain strong, with
Q408 revenues hitting $6.1 billion, and revenues for the year topping
$23 billion.

Spending on PPC advertising seems to be growing faster than spending on
other forms of online advertising. The New York Times reported that in 2008, PPC
accounted for 57 percent of online advertising, up from 52 percent in 2007.

Most advertisers will be well served by advertising on all of the Big Three search
engines. Although Yahoo! and Microsoft deliver much lower click volumes, many
advertisers find that conversion rates are better than on Google (due to lower competi-
tion, for example), and hence profitability is higher. The combined available clicks from
the second-tier search engines is so small that for most advertisers it’s not worth the
time and effort to use them. That’s why this book describes the similarities and differ-
ences of creating and managing campaigns just on the Big Three.



How the PPC
Machine Works

This book teaches you how to create tightly
focused, well-structured pay-per-click (PPC)
campaigns. You will learn how to write unique,
action-oriented PPC ads. You will also learn how
to optimize, refine, and improve the results gen-
erated by your campaign. Actually, it’s almost
impossible to list everything you’re going to learn
from this book, but we need to start with the
fundamentals. In this chapter, we discuss the top-
level mechanics of the PPC machine. We cover
how PPC advertisements appear on search engine
results pages (SERPs), as well as how Sponsored
by Google ads appear on various websites

throughout the Internet.

Chapter Contents

Think Like a Search Engine

How and Where Ads Appear on SERPs

How Ads Appear on the Google Content Network
After the Click
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Think Like a Search Engine

You want to provide the highest-quality product and/or service to your customers.
Maintaining a high level of quality keeps your customers happy, increases your reten-
tion rates, and turns your clients into evangelists as they tell everyone about their
excellent experience with your company. The same goes for the search engines. Their
“product” is search results.

Google, Yahoo!, and Bing (and all other search engines) have their own unique
algorithms for ranking websites within their index and search results. Going forward,
we’ll refer to the website listings that are contained within a search engine’s index and
displayed within the search results as organic listings. The search engines go to great
lengths to try to provide the best organic results possible—ones that closely match
the user’s search query. The search engines also display advertisements on the search
results page. It’s the goal of the engines to display ads whose content is as relevant as
possible to the user’s search query.

If a search engine consistently serves users with irrelevant, poor-quality results,
users will go elsewhere for their querying needs. All of the major search engines
(including Google, Yahoo!, and Bing) quite simply want to deliver the best possible
user experience to searchers. Each search engine wants to make the information that
appears on its search engine results pages (SERPs) as useful, relevant, and informative
as possible, no matter what the query. This is why the search engines are depending on
you to help sustain their success and provide the best user experience possible.

The search engines are depending on you, the advertiser, to keep their profit
margins healthy, because the majority of their revenue is generated from advertising.
According to a Google Investor Relations Financial Table, in 2008 Google generated
more than $21 billion in revenue. Approximately 97 percent of Google’s revenue is
from advertising, most of which comes from the text and display ads we are covering
in this book.

Text ads within search results undergo a thorough approval process before they
are even considered for placement. However, the search engines can only approve or
disapprove these ads. It is the advertiser’s responsibility to target keywords that are
relevant to their products, compose PPC ads that are well written and keyword-centric,
and once a user clicks on these advertisements, to provide a high-quality post-click
experience on their website.

As a result, you want to help the search engine provide the best user experience
possible. We’re all in this together. Think about it: If people don’t trust a certain search
engine to provide great results, they’ll stop using it. And this means your audience is going
to shrink, and your business along with it. However, as long as the search engines
continue to enhance their organic listings and advertisers strive to create high-quality
advertisements, then everybody wins.



This is where the search engines are coming from. They need to provide a high-
quality product, and they need you to help them achieve this goal. And in turn, they will
help you achieve your goals. The best part (aside from growing your business and being
wildly successful!) is that the search engines reward you for providing high-quality adver-
tisements and a great user experience with better ad positions at more-favorable prices.

Going back to our original analogy, search results are the “product” that search
engines provide. You can almost view yourself as having a vendor relationship with the
search engines. You provide a critical piece of their revenue puzzle: the advertisements that
generate their revenue. They want to keep you happy, and you want to keep them happy.

How and Where Ads Appear on SERPs

You now know that search engines want to provide a great user experience by display-
ing the most relevant organic and paid listings within their results. But exactly how
and where do advertisements appear within the search engines? This is what we’re cov-
ering in this section.

As we mentioned in the first part of this chapter, a SERDP refers to a search engine
results page. This is simply the page of results that you receive from a search engine
when you conduct a search. First, let’s dissect a SERP.

Figure 2.1 is a screen capture of a Google SERP for the search query gourmet cof-
fee. Within the image, you can see that we have highlighted the top and right side of the
SERP separately from the bottom-left side of the image. The area marked Pay-Per-Click
Advertisements (under the Sponsored Links section) contains ads that advertisers are pay-
ing to have shown for this particular search query. The section marked Organic Results
contains websites that Google has indexed and deemed relevant to this search query.
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Figure 2.1 On a Google SERP, organic results appear on the bottom left, and the paid results appear on the top and right.
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How Advertisements Are Triggered

The following is a quick walk-through of how an advertiser gets an ad displayed for

a specific user query (the rest of this book will show you how to do it precisely and

optimally):

1. The advertiser opens an account within the Google advertising network called
Google AdWords.

2, Within this AdWords account, the advertiser loads a keyword list that is relevant
to their products and services, and creates PPC ads to display for these terms.

3. The advertiser sets the price they are willing to pay for each click.

4, When a user enters a query, the search engine reviews all of the ads in its data-

base and then selects and displays the most relevant ads ranked by quality of
advertisement and how much the advertiser is willing to pay for that click.

Figure 2.2 is a simple diagram of how ads appear on a SERP.

A Search Query is Entered into the Search Engine
¥ Goog[e Qourmet caftes [Seareh | seussatseme

The search engine reviews
all PPC advertisers bidding
on this term

|[ Advertiser 1 ]I—I| Advertiser 2 ‘I—-ﬂ Advertiser 3 |l—|[ Advertiser 4 ]I

PPC Advertisers are Ranked and Displayed on SERPs

Gbl‘gk goumet cofiee [ | sommtmes

Figure 2.2 Search engines review and rank advertisers for every search query.



Throughout the rest of the book, we’re going to show you how to create a great
keyword list, upload into AdWords, set smart keyword bids, and write awesome PPC
ad copy.

We have covered the mechanics of how a PPC ad appears on a SERP, but with
all of the advertisers vying for an individual keyword, how do the search engines deter-
mine who gets ranked in the top coveted spots? That’s what we cover next!

How Advertisements Are Ranked

The PPC ad-ranking methodology has evolved greatly since the introduction of the

paid advertising model. Before we describe how PPC ads are ranked today, let’s quickly

review the industry evolution:

o In June 1998, the first major sponsored search service—Overture—was launched.
A number of other smaller sponsored search services launched around this time,
but none of them were as large as Overture.

J Google AdWords was launched in October 2000.
o Yahoo! acquired Overture in 2003.
o Google introduced its Quality Score measurement system in August 2005.

o Until the beginning of 2006, all of the sponsored links on MSN Search were
supplied by Yahoo!/Overture. In June 2006, Microsoft severed ties with Yahoo!
and created its own ad-serving platform. In 2009, MSN Search evolved into the
recently launched Bing search engine.

Of course, numerous other acquisitions and products were launched during this
time frame, but these are the major PPC milestones.

Auction Model

Each of the large-scale search engines established an auction model in order to rank
advertisements. In this auction system, an advertiser would place a bid on each indi-
vidual keyword. This bid told the search engine how much each advertiser was willing
to pay for a click on each keyword. For example, if an advertiser’s bid for the term
gourmet coffee was $1, this indicated that they were willing to pay up to $1 for a click
on this keyword.

Advertisers entered into an auction for each keyword. The advertiser who was
willing to pay the most for each click won the auction, and the rest of the bids fell
into the descending spots on the page. This method was known as bid-to-placement,
because you could see all of your competitors’ bids for each keyword, and they could
see yours. For example, you would have seen a screen that looked like Table 2.1.
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» Table 2.1 How Bid-to-Placement Information Was Originally Displayed in a PPC Management Interface

Advertiser Bid Rank
Advertiser 1 $1.10 1
Advertiser 2 $0.96 2
Advertiser 3 5091 3
Advertiser 4 $0.82 4

Here you could see how much each advertiser was willing to pay in each posi-
tion. If you wanted to be ranked first, you would adjust your keyword bid to $1.11 or
higher. You would then have the number-one ad position—that is, until your competi-
tor bid $1.12. The reasons why this system didn’t work are numerous, but here are the
major ones:

Bidding wars: In the preceding example, you can see how easy it was to get into a
bidding war. It was almost as if you were at Christie’s auction house and had a little
paddle with a number on it that you kept raising in order to keep an edge over your
competition. Maybe you didn’t always want the painting that you were bidding on,
and you couldn’t afford the price you just committed to, but you sure didn’t want
your competitor to get it either. As a result, advertisers were often playing defense
against their competitors (by trying to keep them out of the top spots), while they
should have been playing offense by trying to attract qualified traffic to their
websites.

This old auction system was seriously flawed, because during these bidding wars

it was easy to drive up your competitor’s cost per click (CPC). In Table 2.1, you
can see that the top advertiser was willing to bid $1.10. This didn’t mean that they
would pay this amount; it just meant that they were willing to pay this amount. In
actuality, advertisers paid one cent more than the bid below them. In this example,
Advertiser 1 was willing to pay $1.10, but they were actually going to pay only one
cent more than Advertiser 2, which was $0.97 per click.

To drive up a competitor’s cost, an advertiser would bid one cent under their closest
competitor. In Table 2.1, Advertiser 2 could be fine with being ranked in the second
position, but they could raise their bid to $1.09 in order make their competitor pay
the maximum CPC for that keyword. This happened all the time.

Sure, even today there are keywords in almost any sector that remain highly com-
petitive and require aggressive bids in order to rank well. However, with the qual-
ity-based ranking method (which we cover in just a few pages), bidding wars are a
thing of the past (for the most part).

Poor-quality ads: With the old bid-to-placement method, the quality of an advertis-
er’s PPC ad copy and landing page were not taken into consideration by the search
engine. The ad-ranking algorithm focused solely on bid prices. If that advertiser
was willing to pay for those clicks, the search was willing to take their money.



Uphill battle for new advertisers: It could be extremely difficult for new adver-
tisers to enter an auction. If a new advertiser wanted their ad to appear for a
keyword for which a bidding war was taking place, that advertiser would have
to pay these escalated costs in order to get ranked. Also, new advertisers were
learning the system, so it was easy to spend a great deal of money without get-
ting good results.

Big budgets vs. little budgets: Not only did new advertisers face an uphill
battle in entering an auction; they had a difficult time remaining competitive.
Corporations that had very large budgets could set their keyword bids so high
that an advertiser with a smaller budget could never compete.

Focus on the wrong PPC tactics: Your keyword bid is just one element of gen-
erating an awesome return on investment (ROI) from your PPC campaign.
Advertisers need to determine what CPC best garners the ROI, but to achieve
the best results, advertisers should be focusing on improving their PPC ad texts,
and optimizing their landing pages, contact form, and purchasing process on
their website. In the old auction system, optimization wasn’t always the core

concern.

Search engine companies were hurting themselves with this auction model,
which is why they changed it. They were hurting themselves in the sense that adver-
tisers were not helping the search engines provide relevant results and a great user
experience.

Also, advertisers were getting burned pretty easily. If you burn someone enough
times, they’re not going to do business with you anymore. With this bid-to-placement
system, users were often being served low-quality advertisements, and advertisers were
suffering because their costs could be high and the results would vary.

As you can see, this auction system could be very aggressive. PPC advertising
is still driven by an auction system, and the amount an advertiser is willing to pay for
each click determines their ad position, but your keyword bid is only part of what helps
you achieve good rankings and great results.

Today’s PPC auction models take both keyword bid price and ad quality into
account. There are minimum bid requirements to make your keywords qualify to enter
the auction. There are also minimum quality requirements for your ads and keywords
in combination to make them eligible for the auction. If your keywords are completely
irrelevant to your ads and your website, they will not be eligible for the auction and
won’t appear in the SERPs. When your keywords and ads do qualify to participate in
the auction, their quality scores and bid prices determine how they will be ranked. Bid
price is still very important for achieving the best ad positions, but if you present high-
quality ads that receive a positive response from users, you’ll be able to rank highly
while paying less per click.

N
w

SdYHIS NO ¥VHdddV SAV dddHA ANV AOH ®



CHAPTER 2: HOW THE PPC MACHINE WORKS E

Keyword Bids

In the world of PPC today, you can’t see your competitor’s bids, and they can’t see yours.
Your keyword bid along with your quality score (which we discuss next) now determines
your ad position and how much you will pay per click. Think of it this way: The old
system was like a game of tennis, where you were competing directly with your oppo-
nent; the current system is more like golf, where the best way to beat your competition
is to make your own game better.

For your keyword to be eligible for first-page placement, your bid must meet a
minimum requirement. A real-time auction occurs for every search query entered into
the search engine. If your bid is too low, your ads will not be considered for that auc-
tion. After you’ve met the minimum bid requirement, the search engine evaluates each
advertiser’s keyword, ads, and quality score to determine which ads will be displayed
and in what order they will appear. The search engine then determines how much each
advertiser will pay per click for this particular search query. Remember, this evaluation
process occurs for every query entered into the search engine.

Even though the auction system has evolved (for the better!) over time, advertis-
ers still pay on a per-click basis. That is why it’s still called pay-per-click advertising!
Your CPC will have a major impact on your ROI. We discuss bidding strategies in
Chapter 4, “Month 1: Research Keywords and Establish Campaign Structure.”

In the next section, we discuss how ad quality is determined by search engines
and how this system affects you. But first, here’s a quick side note: In this chapter,
we’re focusing on CPC bidding and cost. In Google AdWords, there are also cost-per-
thousand-impressions (CPM) and cost-per-acquisition (CPA) bidding options. We don’t
recommend using CPM bidding, because CPC bidding allows you to pay a much lower
amount per impression. CPA bidding maximizes conversions and is a very powerful
tool that you’ll learn about in Chapter 4.

Quality Measurement

When relevant, high-quality advertisements regularly appear within the SERPs, users
will learn to trust and value them and be more likely to click on them. When more
users trust ads and click on them, the search engines make more money. Because they
make money on ads that users trust, search engines continually refine their quality
control to offer even better, more-relevant ads that users will trust even more and click
even more often. And this cycle goes on and on.

The search engines have full control over what information is displayed in their
organic and paid listings. With organic listings, the search engines find and index websites
that will be displayed on a SERP. For the PPC side of things, it’s up to the advertiser to
build a PPC campaign with a foundation of targeted keywords, unique advertisements,
and relevant landing pages. Basically, you’re bringing your best game to the search engine.

All of the major search engines have implemented quality-based algorithms
to evaluate the relevancy of each advertiser’s PPC campaign. Each search engine has



its own method of evaluating PPC accounts: Yahoo! calls theirs the Quality Index;
Google’s is called the Google AdWords Quality Score; Microsoft adCenter doesn’t have
an official name for their quality-based evaluation. Even though these quality-control
methods have different names, have varied evaluation methodology, and are reported
in different ways, the desired results are essentially the same: to review and score every
advertiser’s PPC account in order to display the ads with the highest scores (in other
words, the highest relevancy).

Going forward, we’ll refer to all quality algorithms, regardless of the search
engine, as a quality score. A quality score affects a number of critical elements of your
PPC performance, including the following:

o Whether your ad will show at all
o Where you ad will be ranked on the SERP
o What your minimum first-page bid will be

° Your CPC

As mentioned in the previous section, your quality score and bid will determine
your ad rank. Figure 2.3 shows the ad rank formula, as used by Google.

Keyword Bid X Quality Score

Figure 2.3 The Google ad rank formula

How is a quality score calculated? Most search engines keep their quality-rank-
ing formula a secret so no one can game the system. However, Google has been most
forthcoming about the factors that influence their quality score, so we will focus our
attention on them (and Google does have the lion’s share of search volume). Here is a
list of the major elements that influence your Google AdWords Quality Score:

Historical CTR: A click-through occurs when someone sees your ad and clicks
through to your landing page. This is the most important element of the Google
AdWords Quality Score calculation. Because Google wants to provide high-
quality ads, the CTR is a fair indicator of whether users find an ad relevant to a
search query.

Account performance history: Google monitors the performance of an entire
account over its lifetime. If a certain PPC account consistently has good quality
scores for its keywords, this indicates that the account is trustworthy.

Relevance of keywords to the ads in an ad group: We discuss account structure
later in the book, but it’s safe to say that if your keyword doesn’t appear in your
PPC ad, Google will not find it relevant. And the users may not either.
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Relevance of keywords and the ad to the search query: A great user experience is
ensured when there is a logical path from search query to advertisement to land-
ing page. Google awards a higher quality score when the keywords and ad texts

within an ad group are closely related to each other.

Historical CTR of the display URLSs in an ad group: The display URL is the
website address that is displayed in your PPC ad. Google also considers the his-
torical performance of each display URL within a keyword group.

Landing page quality: Google has said that landing pages do not factor into the
ad rank formula, but they do contribute to the overall quality score. Improper
coding, slow load times, missing privacy policies, and other undetermined fac-
tors can lower your quality score.

These are the most important factors of the Google AdWords Quality Score.
There are probably other triggers that Google hasn’t shared with the world, but this list
should be enough to keep your optimization docket full! The other search engines have
not been as forthcoming with regard to what factors into their quality initiatives, but if
you optimize your Yahoo! and Microsoft adCenter accounts similarly to your Google
account, you’ll be well on your way to high quality scores across the board.

Quality Score in Action
We've discussed how your quality score can affect your ad rank and CPC, but here is an example
of quality score in action.

First, let’s say that we have five advertisers all bidding for the same keyword. Take a good look at
the following image. You can see each advertiser’s quality score and keyword bid.

Advertiser E

AdRank 1 Quality Score: 10
Keyword Bid: $1.25

Advertiser D
AdRank 2 Quality Score: 7
Keyword Bid: $1.25

Advertiser B
Ad Rank 3 Quality Score: 8
Keyword Bid: $1

Advertiser C
Ad Rank 4 Quality Score: 4
Keyword Bid: $1.75

Advertiser A
AdRank5s Quality Score: 3
Keyword Bid: 52




You'll notice that the highest-ranked advertiser, Advertiser E, doesn’t have the highest keyword
bid but does have the highest quality score. This high quality score allows Advertiser E to earn a
top spot even without the highest bid. Take a look at Advertiser A, on the bottom. They have the
lowest quality score but the highest bid. Simply bidding higher hasn’t overcome the negative
impact of their low quality score. To achieve a higher ad rank, Advertiser A will need to either
raise their bid substantially or write a more relevant ad for their keywords. This is how the ad
rank formula works.

Good quality scores will lead to higher rankings, lower CPCs, and a better ROI for your PPC
campaign.

How Keyword Match Types Work

Google AdWords allows advertisers to use four keyword match types that determine
which Google searches will trigger your ads. When you add keywords to an ad group,
it’s a good idea to specify the match type for each keyword, rather than accept the
default setting. The following sections describe each match type.

Exact Match

When it comes to explaining match types, we can use an analogy of a faucet. By using
exact match, you are turning on the faucet just enough to get a small stream of water.
With this match type, your ad will be eligible to appear when a user searches for the
specific keyword in your ad group—for example, gourmet coffee, in this order and
without any other terms in the query.

To set a keyword to exact match in your ad group within the Google AdWords
web interface, you need to put brackets around it—for example, [gourmet coffee]. In
AdWords Editor, you can choose the match type for each keyword from the Match
Type drop-down menu within the keyword editing screen.

With this matching option set, your ads will appear only for the search query
gourmet coffee, and nothing else.

Benefits of Using Exact Match Exact match provides the most control over which search
queries trigger your ads. If you add [gourmet coffee] to your ad group, this is the only
search query that will trigger your ad. On average, keywords with this match type have
the highest CTR and conversion rate, because they are so tightly focused to only one
search query.

Risks of Using Exact Match Using only exact match for your keywords will significantly

hinder your campaign’s impression volume. The impressions you receive will be highly
targeted and relevant, but you may have trouble increasing conversions.
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Phrase Match

With this match type, you are opening the faucet more, but it’s not wide open. Now
you’re getting a good stream of search queries. If you enter the phrase-match keyword
gourmet coffee, your ad will be eligible to appear when a user searches on the term gour-
met coffee, with the words together in that order. Your ads can also appear for searches
that contain other terms as long as they include the exact phrase you’ve specified (in this
example, gourmet coffee).

To set a keyword to phrase match in your ad group, you need to put quotation
marks around it—for example, “gourmet coffee.”

When loading the phrase-match keyword “gourmet coffee” into your ad group,
your ads may also appear for the following search queries:

gourmet coffee

buy gourmet coffee

gourmet coffee reviews
gourmet coffee from Austria
best gourmet coffee in the world

how to brew gourmet coffee

Benefits of Using Phrase Match Phrase match keywords can expand your reach on Google,
but you maintain tighter control than using broad match. With phrase match, you can
target the search queries that trigger your ads by including qualifiers with your key-
words. For example, let’s say you sell running shoes on your website. You may want
your ad to appear for search queries related to running shoes, so you would add this
keyword as phrase match. Your ads will appear when users append words at the begin-
ning or end of your keyword, but the search queries must always contain the words
running shoes. Your ads won’t appear for just the word running or just the word shoes.

Risks of Using Phrase Match When users can append words to the beginning or end of your
keyword, your ads may appear for search queries that are relevant, but the users may
have no intention of buying. Users may append phrases such as the ones in the follow-
ing list to your phrase match keyword running shoes:

Running shoes reviews

Career in running shoes industry
Articles about running shoes
How to fix running shoes

How to clean running shoes

Sure, these search queries contain your keyword running shoes, but the words surround-
ing them may indicate that the searchers are not ready to make a purchase.



Broad Match

If you don’t specify a match type using the preceding methods, Google sets the key-
word match type to broad by default. Using the broad match type tells Google to
display your ads in response to the widest variety of search queries. Continuing with
our faucet analogy, broad match is like turning the faucet on full-blast. If your ad
group contains the broad match keyword gourmet coffee, your ad will be eligible to
appear when a user’s search query contains either or both words (gourmet and coffee)
in any order. Your broad match keyword may also be matched to search queries that
contain synonyms, plurals, or misspellings, or other search queries that Google deems
“relevant.”

To set a keyword to broad match, you don’t need to do anything to your key-
word. Just upload it!

When loading the broad match keyword gourmet coffee into your ad group,
your ads may also appear for the following search queries:

gourmet

coffee

gourmet coffees

buy gourmet coffee
gourmet Irish coffee
reviews of gourmet coffee
organic coffee shop
gourmet tea

buy gourmet tea

Benefits of Using Broad Match This match type has the greatest potential to expand your
reach on Google. Your broad match keywords will be matched to a wide range of
search queries. By using Google’s Search Query Report, you can learn which queries
triggered your ads, and you can add these terms to your campaign. Broad match can

aggressively increase your impression volume.

Risks of Using Broad Match The core benefit of broad match is also its core risk. Broad
match keywords can be matched to numerous search queries that are not relevant for
your product or service. Because it displays your ads on less targeted and frequently
irrelevant search queries, your broad match keywords will have lower CTRs and con-

version rates.

Negative Match

Negative match keywords are like the water filters you place on your faucet to remove
impurities. Negative match keywords filter your ads out from any search result pages
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when the search query contains one of your negative keywords. By removing your ads
from irrelevant search queries, negative match keywords can help you reach the most
appropriate audience, reduce your CPC, and increase your ROI. Negative match key-
words are especially useful when your account contains lots of broad match keywords.

When you load the broad match keyword gourmet coffee into your ad group
and add the negative keyword -reviews, your ads may appear for the following search
queries:

gourmet coffees
buy gourmet coffee

gourmet Irish coffee

However, your ads will not appear for the following search queries, because
you’ve told Google to remove your ads from search queries that mention reviews:

gourmet coffee reviews

reviews of gourmet coffee

Benefits of Using Negative Match Negative keywords can improve your performance in two
ways. First, by removing your ads from irrelevant search queries, you pay for fewer
unproductive clicks. For example, if you find that search queries containing the word
reviews generally don’t turn into sales, you can add this word as a negative match to
your ad group, and your ads will no longer show for these searches. Secondly, by pre-
venting your ads from showing on nonrelevant searches, you can reduce the number
of ad impressions, which usually has the effect of increasing your CTR. Because CTR
is one of the strongest influences on quality score, using negative keywords can really
boost your keyword quality score and lead to higher ad positions at lower bid prices.

Risks of Using Negative Match Be careful when adding negative keywords to your ad group,
because you may accidently remove your ads from relevant search queries. For exam-
ple, if you are selling running shoes and you add the negative keyword -running, your
ads will not appear for any search query that contains the word running.

How Ads Appear on the Google Content Network

This chapter has thus far focused exclusively on how and why advertisements appear
on the SERPs. Targeting the search network on Google and the other search engines
will garner great results. However, this is not your only option for generating traffic via
PPC advertising. Another distribution channel within Google AdWords is called the
Google Content Network.

Many websites earn money by displaying Google AdWords ads. You’ve prob-
ably seen blocks of three or four text ads along with this line of text: Ads by Google.
Figure 2.4 is an example of these ads as they appear on http://publishingcentral.com.
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quide!

www, WesthowPress, com

Figure 2.4 Google ads appearing on a web page via the Google Content Network

Site owners who display such ads are participating in a revenue-sharing program
Google calls Google AdSense. The network of sites can display Google AdWords ads
and is collectively referred to as the Google Content Network.

When you target the Google Content Network, Google automatically matches
your PPC ads to websites with content that is relevant to your keywords. Your ads may
appear on popular news sites, blogs, entertainment pages, industry publications, social
networking sites, or wherever else your target audience may spend their time on the
Internet. Basically, Google matches your keywords and ads to relevant content—which
is why it’s called the content network.

How are your keywords and ads matched to the content on millions of website
pages that display Google advertisements? First, Google reviews the page content and
determines its theme. Google next reviews your keyword lists and determines their themes.
Google then tries to match website content and keyword groups with similar themes.
Figure 2.5 gives you a rough idea of how Google may determine the theme for three
different keyword groups.

After the Google content-matching algorithm has determined a theme for an
ad group, it places the ad group’s ads on pages within the content network whose con-
tent matches that theme. For example, in Figure 2.6 the page contains content about
book publishing and book promotion, and the content of the ads is also about book
publishing.
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Figure 2.5 How Google determines themes for keyword groups
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Figure 2.6 The theme of a web page’s content should be parallel to the ads that appear on the page.




The intention of a user who is interacting with ads they encounter on websites is
extremely different from the intention of a user who is looking at a SERP. When some-
one types a query into the search engine, that person is actively looking for informa-
tion, a product, or a service. The user is in the mindset of taking action. Someone who
is viewing an article on a web page isn’t actively looking for anything—they’re already
reading the information they want to consume. However, this doesn’t mean that the
traffic on the content network is any less relevant or valid. You just need to take this
into consideration when targeting this distribution network.

You are not restricted to text ads on the Google Content Network. You can also
display banner ads. Back in the 90s, banner advertising was all the rage. However,
these ad formats started to get a bad reputation because they were poorly targeted
and of low quality, and it was difficult to measure their performance. Many advertis-
ers spent a great deal of money without getting reliable results. This is no longer the
case. With Google’s AdWords system, you have a great deal of control over ad place-
ment in their content network and can reliably measure your results. This book will
show you how you can reach new audiences effectively and profitably with banner ads.
When creating your PPC strategy, we highly recommend that you include the Google
Content Network. According to Google, their content network reaches over 80 percent
of unique Internet users around the world. This means that there are billions of ad
impressions to be had here. You can greatly increase your click volume by creating a
highly targeted content network campaign.

We’ll go into more detail on how to create a successful content network strategy
later. The purpose of this chapter is to get you familiar with the basics of this distribu-
tion network.

After the Click

Everything in this chapter has related to getting the click: how you can get your ads

to appear on the SERPs or the content network so searchers and readers can see them
and come to your website. It may seem like you have to jump through a lot of hoops to
appease the search engines with relevant keywords and ads as well as inspire search-
ers to actually click on your ads, and all the while you’re risking hard dollars to keep
an edge over your competitors. But all of that is only the beginning, because a click is
nothing more than that: a click (even if it’s a click you’ve paid for!).

Ultimately, it is what you do with visitors after the click that makes you money.
Think of your PPC campaign as answering a user’s question, providing a solution, or
completing their thought. The most effective PPC campaigns drive visitors to pages that
are very closely aligned with the ads they just clicked. The path from the search query,
to the PPC advertisement, to the landing page, to the landing-page conversion action
should be a cohesive, fluid movement. Figure 2.7 illustrates how your PPC ad and land-
ing page should provide a logical path to answering a user’s question or solving a need.
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You providean
answer.
* Your PPC ad tells the
user that you can fix
contact you.

their pump quickly.
Aquestionis The problem
asked. is solved.

Figure 2.7 The funnel from search query to landing page should be fluid and logical.

* Your landing page
tells the user how
you will fix their
pump & how to

s A user needs to
repair their hydraulic
pump. They search
for a company to help

them.

If your PPC campaign functions in this way, you’ll provide a great user experi-
ence by displaying relevant information to queries. And just in case we haven’t driven
the point home yet: Helping the search engine provide a great user experience will
make you more appealing to the search engine and the user. Everyone wins!

This idea of completing a user’s thought also applies to the content network. The
user may not have been searching for your ad directly but rather may have been viewing
content related to your product or service, and you still need to provide the user relevant
information. Your landing page should complete the thought process carried over from
the content the user was viewing. For example, if someone was reading an article about
publishing, and your PPC ad says that they can get published easily with your company,
then your landing page should back up this claim and provide a contact form.

Most PPC campaigns we have worked on measure the return on the clicks that
we pay for and correlate the cost of the site traffic to some other asset. The simplest
such asset is a completed sale. Do we know how much we made from the sale? Almost
certainly. Do we know our allowable CPA? Do we know how much we paid for the
clicks that brought us this site visitor? Is the value of our now-customer any amount
less than the cost of those clicks plus the costs associated with assembling and then
delivering a product or service to them? If the answer is yes, we made money! And
that’s the goal.

Your website doesn’t need to be e-commerce—based, where you sell products
directly on your website. Other sites focus on their contact form in order to collect
leads that can be followed up on by a sales team. Regardless of what your business
objectives may be, the point is that you need the user to take a measurable action on
your website. And more than that, you want to measure how good you are at it—just
like everything else.

In Chapter 6, “Month 3—Design Effective Landing Pages,” we go into more
detail on how to create a successful post-click strategy. For now, just keep in mind that



the success of your PPC campaign hinges on your landing page or website. Getting visi-
tors to your page is only the beginning.

You’ve learned a lot about how search engines work. Now you can get the stra-
tegic foundation of your winning PPC campaign started, which is what you’ll do in
Chapter 3, “Core PPC Skills and Objectives.”
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Core PPC Skills
and Objectives

Before plunging in to fire up your PPC advertis-
ing campaigns, it’s worthwhile to strengthen your
understanding of key advertising skills and to set
some initial objectives for your campaigns. This
chapter describes resources that will help you
understand the fundamentals of direct-response
advertisers, identify the set of target customers
and segment them into smaller groups, clarify

the stages that a site visitor goes through before
becoming a customer, and give you a framework

for setting campaign objectives and expectations.

Chapter Contents

Learn Scientific Advertising and Ad Copywriting
Know Thy Customer

What's Your PPC Strategy?
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CHAPTER 3: CORE PPC SKILLS AND OBJECTIVES m g

Learn Scientific Advertising and Ad Copywriting

Claude Hopkins’ Scientific Advertising provides a solid backdrop for understanding
the importance of advertising testing and refinement. But it doesn’t include detailed,
step-by-step instructions for setting up and conducting advertising tests, interpreting
the results, and refining advertising efforts accordingly.

Subsequent chapters teach you how to test ad copy, landing pages, and more.
You’ll give yourself a strong advantage if you take the time to learn more about adver-
tising and/or marketing testing. Here are two excellent resources:
o Testing, Testing 1, 2, 3: Raise More Money with Direct Mail Tests by Mal

Warwick (Jossey-Bass, 2003)—Systematic testing of copy, envelopes, lists,

and so on

] Always Be Testing: The Complete Guide to Google Website Optimizer by
Bryan Eisenberg and John Quarto-vonTivadar (Sybex, 2008)—Very detailed
advice and instructions on optimizing websites through testing, including more
than 250 specific testing ideas

Want to prepare yourself even better for creating your first PPC campaigns?
Read a book or two about promotional writing, oriented toward direct-response
advertising. One such resource is the free Classified Ad Secrets e-book, which you
can download from http://twurl.n1/z50y4d.

This little gem starts out with a premise that maps very well to PPC advertising:
The ad isn’t capable of selling anything. The purpose of a well-crafted ad is to evoke
the following two responses in the reader:
1. The ad seems to relate to a need or desire I have.

2. I should take action to see whether #1 is true or false.

The book’s author wisely advises the neophyte advertiser to encourage the ad
reader to request information. He describes a method for including a clever call to
action in the classified ad: a phone number that’s answered by an answering machine
that rattles off the benefits of whatever is being sold.

Likewise, the PPC advertiser really just wants the reader to take the next necessary
step on the path toward buying or converting: click through to the website. The page that
the PPC “clicker” first sees, called the landing page, should underscore the benefits of the
product or service offered (covered in detail in Chapter 6, “Month 3—Design Effective
Landing Pages”).

You can skip through the pages describing order forms, mailing lists, and post-
age considerations (unless you want to appreciate some of the glimpses of “the good


http://twurl.nl/z5oy4d

old days” of direct-response advertising). But start to pay closer attention when you get
to the section titled “How to Write Irresistible Ad Copy.” Try not to be offended by the
paragraph that reads as follows:

Classified ad copy writing is a very exacting craft, not an art in the way
that display advertising is. It involves following a few simple guidelines
and requires little skill. That’s why daily newspapers hire school and col-
lege students to take orders—and write—for their classified section over
the telephone.

Although writing good direct-response or PPC advertisements is largely a
matter of learning guidelines and best practices, it’s a skill that gets better with
practice and the accumulation of good data, as discussed in more detail in Chapter 3,
“Month 2—Create Great PPC Ads,” and Chapter 10, “Month 7—Test Ads Using
Advanced Techniques.”

Continue to skim Classified Ad Secrets, paying extra attention to suggestions
for words that attract attention and motivate. You’ll also see the AIDA model, which
stands for the following:

Attraction
Interest
Desire

Action

This concept will be revisited in Chapters 5 and 6 as part of the ad copywriting
and landing page design discussions.

Skim the rest of the book for its wealth of examples, powerful words and
phrases, as well as advice on motivating readers. Then you can put the book away for
consultation after you read Chapter 5 regarding PPC ad copywriting.

Here are a couple of other good resources that can help you prepare for the les-
sons and concepts to come:

o All You Need is a Good Idea!: How to Create Marketing Messages that Actually
Get Results by Jay H. Heyman (Wiley, 2008)—Describes how to create power-
ful marketing and advertising messages

J The Adweek Copywriting Handbook: The Ultimate Guide to Writing Powerful
Advertising and Marketing Copy from One of America’s Top Copywriters by
Joseph Sugarman (Wiley, 2006)—Guidelines and expert advice on what it takes
to write copy that will entice, motivate, and move customers to buy
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Know Thy Customer

How well do you really know your customers? In order to effectively advertise with the
goal of bringing in more customers, it’s important for your company or organization to
collect and record everything you know about your customers—the ones you’ve been
selling to as well as ones you want to target for future sales.

It may surprise you to find that it’s difficult to describe a customer set as one
homogenous group. That’s because most customer sets can (and should) be broken
down into smaller subgroups (often referred to as customer segments), each with dif-
ferent and distinct characteristics.

The good news is that describing these subgroups will help your company or
organization to create marketing and/or advertising messages with laser precision.
Understanding customer differences and needs can also help serve existing customers
more effectively—and what company couldn’t use an increase in customer satisfaction?

In any event, you’ll find that the following exercise is the perfect preparation
for beginning your PPC campaign by defining personas as described in Chapter 4,
“Month 1—Research Keywords and Establish Campaign Structure.”

Ask the Right Questions

Step 1 in “Know Thy Customer:” Gather your organization’s marketing people into
one room—and anyone else who should logically contribute. If your company is small
enough, include representatives from the Sales department, and even the president or
CEO. If your company is sufficiently marketing-savvy, this should be a short meet-
ing. If it turns out to be a long one, you’ll likely emerge from the meeting with a better
understanding of the drivers of your company’s success—which will have benefits far
beyond your PPC advertising campaigns.

Then discuss and answer the following questions:

o Where are your customers located? Are they clustered in particular countries or
cities? (You’ll need to know this in order to properly use a powerful PPC feature
called geotargeting.)

] What are the ages and genders of your customers? (The answers for this, as well

as the next four questions, will certainly influence the wording you use for ads
and landing pages, and equip you to use the demographic-targeting capabilities
of some PPC services.)

o What educational level(s) have your customers attained?
o What range(s) of income do your customers earn?
] What are your customers’ common occupations? Are they students, employed

part-time, employed full-time, or retired?



o Are your customers married, unmarried, or divorced? Are there children in

the household?

J What kind of buying behavior do your customers exhibit? Do they regularly
conduct research regarding prospective purchases? Do they then buy offline or
online? If the latter, how many times do they visit the site before they buy, and
over how long a time? (Knowing this will help you decide what search terms
potential customers will be using, and hence which keywords you should include
in PPC ad groups.)

If your company is in the business-to-business (B2B) space, you should answer
the following additional questions:

o What company sizes are you targeting?

J Who is the final decision maker? What is that person’s level in the organization?
o How long is the typical sales cycle?

o Will the customers purchase online, or do they require telephone and/or face-to-

face contact?

Answers to all of these questions should be understood and shared with anyone
who’s involved in creating, managing, and optimizing the organization’s PPC cam-
paigns. You’ll find they will equip you to pick the right keywords, write better ads,
design better landing pages, and find the perfect sites for displaying ads to be seen by
your target customer segments.

How Do Potential Customers Search?

One critical characteristic of your target customer segments is how they use search

engines. Many people, whether they’re shopping for a sleeping bag or looking for a
small aircraft for their company, will go through several steps known as the buying
cycle.

Most people take several steps in advance of making a purchase decision, down-
loading a white paper or trial software, or filling out and submitting a form asking for
a salesperson to contact them. These steps can take just a few minutes, an entire day,
or in the case of complicated, technical B2B products and services, several weeks or
months.

These steps can be broken down into the following three categories:

1. Interest
2. Research
3. Conversion

Figures 3.1 and 3.2 show searches used in the Interest and Conversion phases.
Let’s look more closely at each step.
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Figure 3.1 Search results after using a broad query during the Interest phase
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Figure 3.2 Search results after using a specific query during the Conversion phase




Interest

During the Interest phase of the buying cycle, potential customers express a broad need
or desire. They may be uncertain about whether their search activity is going to cul-
minate in a purchase or other conversion action. They tend to use generalized search
terms, often expressing their needs and/or desires as a question.

Though searchers may visit several sites during this phase, it’s unusual for
them to take the conversion action at this early stage. Their primary objective is to
see whether solutions (products or services) exist that might satisfy their needs and/or
desires. They’re probably not looking too closely at prices and feature lists quite yet—
this is something they’ll start to do in earnest when they enter the next phase.

Though site visits don’t often culminate in conversions during the Interest
phase, these visits are valuable because visitors are mentally registering their impres-
sions of the sites in terms of professionalism, relative pertinence to their needs and/or
desires, and so on. Chapter 9, “Month 6—Optimize Your Campaign,” points out that
such early visits have value because they assist the eventual sale, and hence there is an
implicit (and sometimes measurable) return on investment (ROI) related to any costs
incurred by the site owner that persuade the visitor to come to the website during this
phase.

Table 3.1 lists some products and industries along with search terms that might
be used for them during the Interest phase.

» Table 3.1 Search Queries Used during the Interest Phase of the Buying Cycle

Industry Search Query

Travel Best hiking vacations

Software CRM packages for small businesses
Gifts Ideas for 20" wedding anniversary gift
Financial services Reduce credit card charges

Industrial storage Warehouses in Montana

Books Historical mysteries

Real estate San Francisco housing prices

Research

Potential customers pass from the Interest to the Research phases after they have made
the decision that they intend to take action—to make a purchase or ask for a quote, for
example. The search terms they use are more-specific versions of the queries used in the
Interest phase.
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Although it’s somewhat more likely that Research-phase site visitors will convert

than those in the Interest phase, many people are still not ready to take action during

the Research phase. Though they’ve decided that they eventually will take action, it’s

important that they narrow their options by comparing prices, feature sets, or vendors.

Table 3.2 lists potential search queries used during the Research phase.

» Table 3.2 Search Queries Used during the Research Phase of the Buying Cycle

Industry

Travel

Software

Gifts

Financial services
Industrial storage
Books

Real estate

Conversion

Search Query

Guided hiking in Glacier Park

Contact management software under $1,000
Buy china set online

Debt settlement services

Refrigerated storage in Bozeman
Archeological mysteries

Victorians for sale in Russian Hill

Not surprisingly, the Conversion phase describes the period during which people

decide to take the conversion action. They may have already visited the site that best

matches their needs, and they remember the domain name or something specific and

distinctive about the site. Or they may still be narrowing the field but deciding among

a small number of vendors.

Some typical Conversion phase search queries are listed in Table 3.3.

» Table 3.3 Search Queries Used during the Research Phase of the Buying Cycle

Industry

Travel

Software

Gifts

Financial services
Industrial storage
Books

Real estate

Search Query

Glacier Gateway Tours
salesforce

(yber Attic

Everest debt
Diamondstatewarehouse.com
Templar legacy berry

Russian Hill values

Such queries would seem to be the most valuable in that they often result in a

site visit during which a conversion takes place. Conventional wisdom is for advertisers

to pay top price for a click on an ad that is displayed as a result of a Conversion phase



search query. Although this logic is sound, it may be less evident that search terms used
by people who are closer to the beginning of the buying cycle should be valued highly
as well, because without them, many eventual customers would never have become
aware of sites that match their needs. Chapter 4 explores this in more detail during its
discussion of PPC bidding strategies.

What If There’s No Search?

Sometimes a company sells a product for which there is little or no explicit demand.
Search volume is very low simply because people don’t perceive a need or desire for
the product or service. Examples of such products and services include the following:
o Complex, technical solutions or services

o Fundraising by a nonprofit organization (few people search for opportunities to
make donations)

o New inventions that solve a problem or fulfill a need, where people are unaware
that such a solution exists (for example, those “As Seen on TV” inventions)

o Entertainment (such as books, music, or movies) from little-known or unknown

sources

Fortunately, there are ways that such advertisers can still drive traffic to their
websites and persuade visitors to convert. First, let’s distinguish between two types of
advertising: demand fulfillment and demand generation.

Demand fulfillment advertising rightfully assumes that people are actively seek-
ing the product or service being advertised. Search PPC is an obvious example, as are
the Yellow Pages (both the paper and online versions). When people consult the latter,
they already have a need or desire clearly in mind, and they are merely narrowing the
range of possible solutions.

Demand generation advertising assumes no prior need or desire. It’s the adver-
tiser’s job to interrupt some normal flow—such as a TV show being watched or a mag-
azine being read—with a message that quickly performs the following two functions:
o It interrupts the normal flow, preferably in a sensitive, unobtrusive way.

o It persuades the reader or viewer that there’s a benefit to taking an action, such

as visiting a storefront, ordering online, and so on.

Referring back to the buying cycle, in demand generation advertising, the tar-
get customer is not in any of the phases of the cycle. It’s the job of demand generation
advertiser to nudge or push the reader or viewer into the cycle, actively engaged and
considering the possibility of a purchase or other conversion action.

PPC contextual advertising is ideal for demand generation, as you’ll see in
Chapter 5.
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What's Your PPC Strategy?

There’s one more question to answer before you plunge into actually advertising: What
do you want to accomplish with your PPC campaigns?

To many, the answer will seem simple: “More-profitable sales!” But at any given
time, an organization can have objectives that change in priority, and it’s important to
acknowledge these when setting performance expectations.

Companies and organizations are usually focused on one of the following busi-
ness objectives more so than the others:

Sales volume: Growing revenue.
Profitability: Wider profit margins.
Expense control: Limiting or diminishing expenses.

Market share: Capturing a larger portion of the target market. Unless the mar-
ket is growing quickly, this usually requires increasing sales volume by taking
business away from competitors.

If you’re a sole proprietor, you can probably state your company’s priorities
quickly and with conviction. If you’re part of a bigger organization, whether you’re the
owner, CEQ, or part of the marketing team, you may be surprised at how many differ-
ent opinions you get when you ask what the organization’s top objectives should be.

It’s important to form consensus around the organization’s top objectives,
because the strategies for your PPC advertising efforts will depend heavily on them.

For example, if the organization’s chief objective is to capture more market
share, that implies a strategy that closely examines competitor PPC activities, and
making sure you are reaching at least the same prospective customers—preferably
extending your reach far beyond your competitors’. Chapter 4 will show you how
to do this.

If, on the other hand, your organization is focused on profitability, it makes
sense to restrict your campaign’s scope to advertise just the products that are most
profitable, and narrowing your campaign’s scope to those customers who are close to
the end of the buying cycle.

A similar strategy would be appropriate for organizations that are primarily
concerned with cutting costs. They would want to focus more on the “sure bets” rather
than devote the advertising budget to more-speculative keywords and sites.

Here’s another important decision point for an organization: How quickly does
the organization want to pass from the testing phase of the new PPC campaign to the
ramp phase? As discussed in more detail in Chapter 4, every new PPC campaign goes
through an initial phase during which nearly every aspect of the campaign is being



tested: keywords, ad copy, bid prices, landing pages, shopping processes, and so forth.
After enough data has accumulated to make the first round of improvements to the
campaign, the advertiser can feel more confident that additional advertising dollars
spent, along with a steady program of further testing and refinement, will deliver a
growing stream of conversions at an acceptable cost—a period we call the ramp phase.

Some companies want or need to adopt a very prudent approach. They can’t
afford to spend advertising dollars without reasonable assurance that there will be an
acceptable return on the advertising investment as early as possible.

Other advertisers want to hit the ground running—to immediately start chip-
ping away at competitor market share, for example. They are willing to spend “test
money” to accelerate the test phase and get to the ramp phase more quickly.

Now take a minute to record your business objectives. To do this, you can
use a Microsoft Word document helpfully provided by the authors of Search Engine
Optimization: An Hour a Day, 2nd Edition (Sybex, 2008). You can download this
worksheet at no charge from http://is.gd/Szvq.

The worksheet has room at the top for you to record your business objectives. If
your organization has more than one objective, such as market share and profitability,
list both—with the most important one ranked first. The second section is a work-
sheet that was created to let site owners begin identifying the elements of their site that
may require work to help the site rank highly in the search engine listings. Although
such work, called search engine optimization (SEQO), is not the focus of this book, go
ahead and complete the Website Features section of the worksheet. That will help you
visualize and enumerate your site’s conversion goals in the Conversions column of the
worksheet.

Most sites have one primary conversion goal, and one or more secondary goals.
For example, the primary goal of an e-commerce site might be to generate revenue
through sales. Secondary goals might be to collect subscribers to a newsletter or to
have visitors register for a discussion forum.

Likewise, the primary goal of a B2B site might be to collect sales leads via a sub-
mitted form, while its secondary goal might be to persuade visitors to download one or
more white papers.

You’ll see in future chapters that this exercise is crucial in determining the effec-
tiveness of your PPC campaigns. We’ll describe how to decide on a value for each con-
version type, which may prove surprisingly difficult for nonrevenue objectives. We’ll
also describe how to set up Google AdWords and Google Analytics conversion track-
ing so you’ll always know the number and value of the conversions being generated by
your PPC campaigns.
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In an organization of any size, it’s critical to prioritize company (and therefore
ad campaign) objectives, and set reasonable expectations for how quickly acceptable
results can be expected. The extra time you spend sorting these out, and if necessary
getting a consensus around objectives and expectations, the clearer your path will be
and the easier to choose from among the different strategies presented in the coming
chapters.



Month 1—Research

Keywords and
Establish Campaign

Structure

This chapter describes how to structure your key-
words into campaigns and ad groups. The account
creation method presented in this chapter will help
you maximize your click-through rate (CTR) and
minimize how much you are charged per click,
while hopefully maximizing your volume of profit-

able impressions, clicks, and actions.

A well-structured campaign is essential for a
successful pay-per-click (PPC) initiative. How you
structure the contents of your PPC campaign is
just as important as the keywords you're targeting

and the messaging you bighlight in your ads.

Chapter Contents

Week 1: Research keywords

Week 2: Create Your Campaign Structure

Week 3: Adjust Campaign Settings

Week 4: Use Conversion Tracking and set Click Pricing
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Week 1: Research Keywords

Keyword research is one of the most important tasks in the discipline of PPC market-
ing. The search queries that match keywords give you a window into the minds of your
prospective customers, and the right combination of words can tell you a lot about

a prospect’s intent and background. By carefully choosing and organizing your key-
words, you can put relevant ads and content in front of the right people at the right
time—people who will hopefully become your customers.

Monday: Defining Personas

Assembling a comprehensive keyword list is one of the most important tasks in creat-
ing successful PPC campaigns. Your objective is to anticipate every possible way that a
prospective customer could search for your product or service.

Your target audience is composed of people with varying backgrounds, living in
different geographical regions, who frequently search for the same product in different
ways. Knowing this, your target market can be broken down into subgroups whose
shared attributes differ from one another. Subgroups can differ in age, location, salary
level, and the amount of time the individuals spend doing research before making a
buying decision.

We recommend thinking of these subgroups as personas or people types that
encompass a set of common attributes. After you have defined some personas, you can
more easily imagine the keywords and ad copy to which each group would respond best.

For example, imagine you are advertising athletic shoes. Your online store sells
running shoes, cross-trainers, and high-tops, produced by dozens of different manufac-
turers under many different brands. You may view your business in a narrow way; for
example, you sell running shoes, so that’s how your customers will express their need
in a search query. But in fact, potential customers will likely use a variety of search
terms to express their needs. Here is a list of individuals who may be looking for your
athletic shoes:

o An athletic shoe enthusiast who read about the upcoming shoe releases months
in advance in glossy magazines received in the mail might search for specific
shoes by brand, name, and model with fanatical precision.

o A young woman who wants to add shoes to her outfit might use a search query
in which the most important element is color (she really, really needs a pink pair).

. A young man who is looking for athletic shoes (great!), but uses the search term
sneakers because that’s what they’re called in his area of the country.

. A woman who uses the search term tennis shoes, even though she is planning
to equip her grandchildren for basketball season.

. An overachieving doctor who runs marathons and is also an ideal customer
for your website, but he uses search terms that include the word trainers or
cross-trainers.



In this example, it may seem like we’re simply talking about synonyms. And of
course, synonyms, like misspellings, represent a large chunk of our potential keywords.
But the value of defining personas goes far beyond just including in your ad groups
many different keywords that all mean the same thing. Each of the scenarios in the
preceding list gives you a window into the mind of a person who may be searching for
your products in a different way.

Defining personas can help you envision specific attributes of your typical buy-
ers and provide a structure by which you can effectively organize keyword lists, ads, and
landing pages (all elements of the PPC advertising process that you will examine in greater
detail in later chapters). In this chapter, you’ll target the following three personas:

The hard-core runner: This person has been running for years and knows ath-
letic gear very well. Cost for the right product isn’t much of a concern. We’ll call
this runner Jackie.

The casual runner: This individual runs at the gym a couple of times per week.
Perhaps he runs the occasional 5K. He knows which shoes he likes, but isn’t an
expert. This person doesn’t want to pay a lot but does want a quality product.
We’ll call this runner Szeve.

The beginning runner: This individual is just starting to become interested in
running. He doesn’t know which shoes and athletic gear he needs. This person
isn’t sure what the typical price is for the right shoe. We’ll call this runner Jesse.

There certainly could be other personas you could develop by reviewing the
website and talking with your sales teams, but for now, you’ll focus on just these three
personas. Keep them in mind as you expand your keyword list, and you’ll revisit these
personas on Thursday.

Tuesday: Using Keyword Research Tools

The first step in building your keyword list is to review your marketing materials. This
can include your website, brochures, sales letters, and any other documents that you
use to describe and sell your products or services. Start your list by choosing words
and phrases from these documents that you think prospective customers would use in
search queries during their research to find products and services like the ones your
company offers.

During the rest of this week, we’ll discuss how to add pertinent keywords to this
initial list.

There are many keyword research tools available, either as stand-alone software
packages or as services accessed online. If you run a search query on Google for the
term ppc keyword tool, you’ll get numerous results. Some of these tools are free, while
others must be paid for on either a one-time or a subscription basis. To get you started
with your PPC keyword research, we’re going to introduce you to our favorite free tools.

w1
ey

SAYOM AT HOYVISTY ‘T MddA M



CHAPTER 4: MONTH 1—RESEARCH KEYWORDS AND ESTABLISH CAMPAIGN STRUCTURE B

Google Keyword Tool

Google provides several useful keyword research tools. The first and most important is
the simply named Google Keyword tool, which you can find here:
https://adwords.google.com/select/KeywordToolExternal

As Figure 4.1 illustrates, Google’s Keyword tool gives you two ways to generate
lists of keywords; it can scan a website for potential keywords or suggest them based
on your seed keyword ideas.

How would you like to generate keyword ideas? | Cnter one keyword or phrase per line: Selected Keywords:
9 Descriptive words or phrases To achrlise wilh Ihese kepwonds on
(2.y. green lea) 3oogle, exportthem In TEXT or C5Y
m format. Click 'Sign up for Adyords'to
7' Wabsita content L Use symonyms create your Advords account, then
(2.9 www.osample.comiproduct ?id=74893) » Elller my recuits paste fhe keywords into your new
rampalgn
Gat keyword ideas No koywords addod yot

+ Add your own kevwords

Sign up for AdwWords
Figure 4.1 Google’s Keyword tool is one of the most popular and important keyword research tools.

First, we’ll explore the Descriptive Words or Phrases option by using guitars as
the seed keyword.

Google’s tool returned everything from guitars (the seed term), to different gui-
tar types such as electric guitars and acoustic guitars, to a variety of different brands
such as Yamabha guitars and Gibson guitars, to used guitars, guitars for sale, and about
140 other options. Not only does the Keyword tool provide keyword ideas, but it also
shows projected advertiser competition for each suggested keyword, as well as the
search volume (how popular a keyword might be), as shown in Figure 4.2.

A second way to use the Google Keyword tool is to enter a web page URL
to find keywords related to the content of the page. Figure 4.3 shows the results of
a search we conducted for www.specialteas.com, a company that sells high-quality,
organic teas.

As you can see in the figure, the Keyword tool located root, or seed, keywords,
and then expanded on them with more-detailed terms. The root keywords in this
example are loose leaf tea, green tea, and tea cups.

We know it may seem significant when Google itself is telling you via its tool
what keywords to include based on your site, but as with any of the tools, you should
not always slavishly follow the suggestions just because Google made them. Because
this Keyword tool provides so many results, you need to determine which terms are
relevant for your campaign, which terms are likely to be used by people searching for
your offerings, and which terms have the highest potential for a great return on invest-
ment (ROI).


https://adwords.google.com/select/KeywordToolExternal
http://www.specialteas.com

How weould you like to generate keyword ideas?

Cnter one keyword or phrase per line:

@ Descriptive words or phrases
{e.q. areen tea)

©) wiehsite content
(.0, Wty example. cormiproduct/id=/ 4293

guitars

Use synonyms

Chouse columns o displa

Showdhide columnz -

Match Type: (7)
Keywords A iser Competition 2 Local Search Volume: D ber (2 Global Monthby Scarch Volume (2 Broad -
Kmaunrds retated tn termis) enterad - snned by relevance (70
acoustic guitars [ 023,000 023,000 Add
bass guitars [ ] 262,000 550,000 Add
wntage guitars [ 110,000 135,000 Add
rlassical guitars [ 43,500 48,500 A
elechic guilars — 1,000,000 1,830,000 2001
taylor guitars [ 110,000 74,000 Add
dean guitars [ ] 74,000 110,000 Add
marhin guitars [ ] 135,000 110,u00 Add
Tender guitars (] 01,000 746,000 Al
auitar / 68,000,000 68,000,000 Add
cpiphone guitars [ ] 74,000 00,500 Add
custom guitars [ 74,000 74,000 Add
gibson guitars [ ] 2,00y 245,000 Add
guilars [ T.450,000 9,140,000 Add
yamaha guitars 1 49,500 90,500 Add

Figure 4.2 The Google Keyword tool displays keyword suggestions and indicates projected search volume and competition.

Shiwing keywnrms groupen by these lems

J.D_O_F_G_IEHL&Q(S). nmm{%m}.mmmmm.m&m.mtﬂ.m&mm.mmmmmm.m& £), teapots (8), teapot (),
Miscellancous keywords

Match Type: (7)
Keywords Advartiser Competition ) Local Search Vol @ Global Monthly Search Volume Hroad -
Keywords related to Ioose leal tea - sored by relevance ()
loose leaftea [ 74,000 40,500 Add

| organic loose leaftea . | 5,600 4,400 Add

| buy loosc leaf tea [ m Mot cnough data 320 Add
looge leat tea wholesale ] i} il Add

| where tn by Innse leartea .| Nt ennngh fata IR A

| Add all 5 »
Kaywords related to green tea - corted by relevance (%)
bulk areen tea I 8100 6,600 Add

| chinese greentea —1 10,100 10,100 Add

| green tea == 1,030,000 1,500,000 Add
looge green tea == 27,100 22,200 Add

| 1oose leat green tea [ uyuy b5 Add
herbial green lea [ 8100 8,100 Ay

| ditters grewn lua | 2,900 2,400 aud

| earl arey areen tea - 2,400 1,900 Add
japanese groen tea i3] 32100 22,200 Add

Add alY
| Keywords related to tea cups - sorled by relevance )
chinege tea cups ] 5400 2,000 Add
cheap fea cips | 7,800 4,400 A
| china tea cips B 18,100 a.ann Ad
| cuffee lea cups ] Mol enuugh dala 4,400 Audd

Figure 4.3 Using the Google Keyword tool to display keywords based on a tea product website offered numerous keyword

suggestions.

Y]
w

SAYOM AT HOYVISTY ‘T MddA M



CHAPTER 4: MONTH 1—RESEARCH KEYWORDS AND ESTABLISH CAMPAIGN STRUCTURE m 2

Search Engine Autocomplete

Another source for discovering new keywords is the search query autocomplete func-
tion available on Google, Yahoo!, and Bing. As illustrated in Figure 4.4 on Google, the
autocomplete function guides searchers as they start to type in search queries.

Google

Keyw Advanced Seprch
[keyword tool —
key west

keywest.com

keyword spy

keyword density
keyword analyzer
keyword discovery
keyway associates
‘keyword density tool
keyworx

| Google Search | | I'm Feeling Lucky

Figure 4.4 The autocomplete function on Google can suggest full queries based
on the first word or two that the searcher types.

Let’s say we want to find a keyword research tool. As you can see in Figure 4.4,
as we started typing the word keyword, Google autocompleted the search phrase and
displayed a number of options (headlined by their own keyword tool). The results are
mixed—there are terms relevant to our search query, and there are other terms (such as
the Key West-related terms) that aren’t. After we finished typing keyword, the sugges-
tions were more relevant, as shown in Figure 4.5.

Google

keyword | Advanced Search
Languags Tools
keywiord tool
keyword spy
keyword discovery
keyword density
keyword elite
kevword density tool
keyword analyzer
keyword tracker
keyword popularity

Figure 4.5 Asyou provide more information to Google, the autocomplete function
provides more-detailed search term suggestions.



The autocomplete function often shows terms that aren’t at all relevant to your
products and services. Hence, the autocomplete function can be a useful source of
negative keywords.

The autocomplete suggestions can be influenced by what you have searched for
previously. Before using this tool extensively, you should clear your cookies and brows-
ing history.

Google Search-Based Keyword Tool

Another helpful Google-provided tool is the Search-Based Keyword tool (www.google
.com/sktool/#). This is a great tool that can tell you what search queries have been
made on Google that are relevant to your AdWords account and your website. If you
are logged in to your Google account, the tool will also suggest keywords that should
be relevant to your website but are not currently being used in your AdWords cam-
paigns. To use this tool, just enter your website address, as shown in Figure 4.6.

Website |www. specialteas.com
Far site list, click here

With words or phrases |pots, pans

Tip: Use cammas to separate terms ar enter ane per line.

Find keywords

Figure 4.6 Entering your website URL into the Search-Based Keyword tool

When you enter your website URL, you will be provided with keyword sugges-
tions as well as landing page suggestions for these new terms. To provide results, the
Search-Based Keyword tool reviews your current AdWords campaigns and the content
of your website against actual Google searches.

Figure 4.7 shows the suggestions that this tool displays for the website
www. specialteas.com, a company that sells organic, handmade teas. Within the results,
you can see keyword and landing page suggestions on the right, and you can sort this
information by category on the left.

This tool is very helpful, because the suggestions are actual terms that your
potential customers have already searched on using Google. These aren’t suggestions
that could be relevant for your products or services and may possibly have search vol-
ume; these are search terms that are already being used.
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Figure 4.7 The Search-Based Keyword tool provided almost 1,200 keyword and landing page suggestions for the root website.

As we will allude to in the section “Friday: Researching Your Competitors’
Keywords,” you can research your competitors’ websites as well by using this tool.
Although Google won’t let you spy specifically on other advertisers’ campaigns and
keyword groups, they might just show you 50 or so suggested keywords, complete with
suggested bids. And as with the Keyword tool, you will certainly not want to use all
the possible keywords that the Search-Based Keyword tool gives you. You will have to
review the results, and choose which terms you think will work best for your campaign.

Google Wonder Wheel and Related Searches

Google’s Wonder Wheel and Related Searches tools both provide related keyword
suggestions, but their results are displayed quite differently. To access either Wonder
Wheel or Related Searches, do a search by using Google. Under the Search box and
above the first paid listings, there is a Show Options link. If you click that link, a side-
bar appears and the link changes to Hide Options, as shown in Figure 4.8.

COL}SIQ organic while lea Search | Adunced Seacn

Results 1- 10
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Google's Wonder Wheel is the most visual of the keyword tools we’ve discussed
so far. Figure 4.9 shows the process of exploring Wonder Wheel to discover new rel-
evant keyword sets.

In Figure 4.9, step 1 shows the original search query, organic white tea, and it is
surrounded by suggested keyword terms such as organic acai, silver needle white tea,
and organic green tea. For this example, we selected organic oolong tea (as indicated by
the rectangle). In step 2 you can see that the term organic oolong tea is surrounded by
suggested keyword groups. We selected organic oolong tea bags, and in step 3 you can

see that we now have suggestions for this term.

Step 1
organic acai organic tea bags
ganic oolong tea silver needle white
organic tea
white
tea

organic red tea

organic black tea

Organic white tea
benefits

organic green tea

Step 2
organic wu yi tea
organic jasmine
tea
) | organic
organic wulong tea oolong
tea
organic oolong
whole foods oolong tea bags
tea
organic acai organic tea bags
silver needle white
organic tea
white

organic red tea

tea

organic white tea
benefits

organic black tea organic green tea
Step 3
earl grey tea yerba mate
loose leaf tea .
organic green teas
oolong
tea bags
puerh tea bags white house
wu long white lion tea bags

Figure 4.9 The step-by-step process of
using Google Wonder Wheel to explore
new keyword sets
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The Related Searches function works in a similar fashion to the Wonder Wheel.
As you conduct search queries on Google, you will be provided with additional rel-
evant search queries. In Figure 4.10, you can see the suggestions provided for the term
organic white tea bags.

COUSIQ organic while lea bags Search | Atuncedseawn

Web » Related searches (=) Hide options Reeults 1- 10 of about 519,000 for organic white tea bags.
All results [elated searches for organic white tea bags:
Images . I hoi i i =y i
WVideog : B e wih . A . o "
organic golong tea bags  jones organic white tea organic chinese white tea organic white peony tes
Mawse = . ;
Bloge L teab organic white tea extract | CELE
N organic nettle tea bags planet organic white tea rishi organic white tea stash organic white tea
Upidales * : . . - . A 2
Buuks oiganic rooibos tea bags  touch oiganic white tea good earh oganic whie tea  legends of china organic white tea

Figure 410 The Related Searches function in Google is not as visual as the Wonder Wheel, but it does provide you with a
great number of related searches.

You can select any of the suggested keywords in Figure 4.10, and additional
terms will be presented. This is another very helpful tool for expanding your keyword
list. As with any keyword tool, a large list of keywords may be suggested, but it’s up to
you to decide which terms are most relevant for your campaign.

SEO Book Keywords

We also like the keyword research tools provided by SEO Book (www.seobook.com). SEO
Book is a site ostensibly dedicated to search engine optimization (SEO), but we have
found many of their keyword-related tools superb for use in PPC campaigns. You can
find these tools at http://tools.seobook.com/keyword-tools.

Of the tools on SEO Book, one of the most uniquely useful is the Misspelling
Generator. We use the Misspelling Generator to build the root sections of our permuta-
tions and concatenations. For keywords with multiple root words, we often put indi-
vidual words through the Misspelling Generator to create variations.

SEO Book’s Keyword Typo Generator (http://tools.seobook.com/spelling/
keywords-typos.cgi) can show you potential keyword misspellings and typographical
errors in a few different ways: skipped letters, double letters, reversed letters, skipped
spaces, missed keys, and inserted keywords. In Figure 4.11, we selected all of the typo
categories, and the tool provided 320 misspelled keywords.

Another tool provided by SEO Book is the Keyword Suggestion tool (http://
tools.seobook.com/keyword-tools/seobook). This tool is powered by a service called
WordTracker. We like this tool because it centralizes many different tools and func-
tions. In addition to the keywords provided by WordTracker, the SEO Book Keyword
Suggestion tool gives daily search estimates for each of the major search engines
(Google, Yahoo!, and Bing) and links to additional keyword research and trend infor-
mation provided by Google and other services.


http://www.seobook.com
http://tools.seobook.com/keyword-tools
http://tools.seobook.com/spelling/keywords-typos.cgi
http://tools.seobook.com/spelling/keywords-typos.cgi
http://tools.seobook.com/keyword-tools/seobook
http://tools.seobook.com/keyword-tools/seobook

Keyword Typo
Generator Bt G e i

M

[¥Heverse lettars s while Lea
Entar ane ward a phisse e line #5kip spaces orgmic white tea
organic white toa hiszed key wrgmic uhite Lea

#insened key

L. | OTgan1c
TP INE°S
yernerale byp oEgunts

Argand e
organls 2
urganic whil, Les

organie white co

vryganic white La

organic white to

corganic white tes

: white tea

: white tea

: white ten

L : white tes

urganiic white Les -

¢ white tea
white tea

Figure 411 SEO Book’s Keyword Typo Generator can act as a springboard for keyword generation.

One of those services is Keyword Discovery. The full version of Keyword Dis-
covery is a paid subscription service, but when linked from SEO Book, Keyword
Discovery will give you 100 suggestions for the linked-from term.

The Permutator

The Permutator tool by Boxer Software (ww.boxersoftware.com/thepermutator.htm) can
quickly create keywords containing “all possible combinations of your input keyword
lists,” as illustrated in Figure 4.12.

" The Permutator - the Ultimate Keyword Phrase Generator

File Generated List IMaster List Taols Sikes Help
List &: 14 keywords List B: 11 keywords List C: 9 keywords  List D@ 0 keywords  List E: 0 keywaords
. hot sauce ~

hot sauces

PEppEr SaUCE

PEpPErS Sauce

PEpPEF SaUCEs

peppers sauces
B 2| ] 2| e ] 2| e ] 2| e ]

extra spicy cayenne tabasco

Praject: haot sauce

[~ Max bid {optional} r
* Generate unquoted phrases et brain teaser
" Generate double-quoted phrases ex! "antique cars”
Generate quated P
" Generate square-bracketed phrases ex: [baseball card]
Phrases " Generate phrases without spaces ex: creditcard
" Generate negative match phrases ex: -free
Generated List: 1620 keyword phrases Master List: 1620 keyword phrases
cajun hot sauce extra spicy Cajun PEPPErS sauces
cajun hot sauces = |extra spicy cajun tabasco
cajun pepper sauce exftra spicy cajun tabasco sauce =
cajun pepper sauces £xfra spicy cajun tabasco sauces
Cajun peEppers sauce tra s yenne hot sauce
cajun peppers sauces extra spicy cayenne hot sauces
cajun tabasco extra spicy cayenne pepper sauce
cajun tabasco sauce extra spicy cayenne pepper sauces
extra spicy cayenne pEppers sauce
add Generated List to Master List == ‘ ) SPIE EEETE PEpEs shuEes

(4

Figure 412 The Permutator can help you generate keyword combinations with low advertiser competition.
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One advantage of using the keywords created by a tool like The Permutator ver-
sus those suggested by Google is that The Permutator is more likely to return keywords
(based on your persona, URL variations, or other input elements) that are not being bid
on by competitors. Clicks from these keywords will be lower priced because they are
likely to be used by few competitors.

Wednesday: Using Your Best Keyword Source—Your Intuition, and Reports

Intuition and reports are two of your best sources for keywords. In fact, they may be
the two best! Intuition gives you the framework for your keywords based on perso-
nas, creativity, and drawing from real-world sources of keyword information. Reports
enable you to maximize your CTRs by serving up exactly the ads to exactly the people
who are making very specific queries.

Let’s return to the discussion of personas from Monday. These exercises are
themselves intuition-based keyword-generation exercises. You try to imagine the words
that your personas would use, and you bid on those words. Your work on these per-
sonas is a labor of imagination, but in a sense it’s limited by what potential customers
you can imagine or what kinds of people you know your existing customers to be. You
can expand the breadth of your intuition—and your effective keywords—by bringing
in more people’s intuitions to help you create additional personas, or to imagine more
ways those personas would search. This is an exercise that some professional search
engine marketers perform with their clients. If you work at an agency with clients, it is
something that you can try. If you work in-house at a business, try asking for help from
your coworkers, especially those who are not marketers.

Present the product or service to your clients and coworkers. Tell them what it
does. Now ask them to describe the product—what the product does, what problem
the product solves, and what kind of a solution it is to what people—in three or more
words. The words they give you don’t have to make a lot of grammatical sense. It is
probably best if they give you predominantly nouns and adjectives. Why? Because a lot
of the time, this is how people search.

Your prospects won’t always search by using beautifully structured language,
anticipated modifiers, and so on. Sometimes they will query fastest way to lose 10 lbs
and other times lose weight fast or perhaps fast weight loss. These queries express simi-
lar desires: The searcher wants information on how to lose weight quickly. Weight-loss
advertisers may report queries for lose weight in a week or lose weight in one week,
while numerous keyword tools will suggest they target rapid weight loss.

Note that the broad match, two-word keyword weight loss will theoretically
match to all of these potential queries. Why, then, would you want to expand your key-
word lists (at least potentially) to embrace the various phrasings? Here are some reasons:

Ad relevance and differentiation: Weight loss is a perfect example of a niche
that has hundreds, if not thousands, of advertisers. All of these competitors are



selling weight-loss solutions, so if you want to speak to the person making one
of the weight-loss-related search queries we previously mentioned, you want to
speak to the speed with which you can guarantee that weight loss. Better yet,
you can use that searcher’s own language. If you describe losing weight within
just one week to someone looking to lose weight in one week, you will typi-
cally have a higher CTR than if you were to present a generic weight-loss ad.
Similarly, if someone wants to lose specifically 10 pounds, you can speak to that,
and address the searcher’s specific request. If your competitors are not going the
extra distance in their ads, your ads will look that much more uniquely distinc-
tive as well as appropriate.

Decreased costs: When you present more-relevant ads, you will generate higher
CTR, and earn higher quality scores. With a higher quality score, your cost per
click (CPC) can decrease at the same time your ad position improves.

Customized landing page copy: Just as customizing ad copy can increase CTRs,
customizing landing page copy (especially benefit statements) can help increase
the chances of conversion (to whatever post-click activity you are going for, such
as sales, opt-ins, qualified leads, and so on), sometimes up to 100 percent.

In addition to expanding keywords via your (and your associates’) intuitions,
you can create more-precise ad groups via ideas from the Search Query Performance
report or, alternately, Google Analytics if you have it set up.

One of the most powerful tools available from the AdWords interface is the
Search Query Performance report. This report tells you exactly what the prospect
typed in rather than only what keyword triggered the appearance of one of your ads.
Here’s how you request one:

1. Navigate to the Reports tab in AdWords and click Create a New Report.

2, Select Search Query Performance as the Report Type, as illustrated in
Figure 4.13.

1. Repont Type
Choose a report from the following eptions:  Leam more about repod types

Placament f Keyward Performance

O Ad Pedormance
URL Performance
Ad Group Pedomance

000

Campaign Performance

Account Pedormance

oo

Demographic Pedormance
Geographic Parformance

(0] (o]

Search Query Perdormance

©  Placement Performance (2

Reach and Fraquency Performance 7

Figure 413 The Search Query Performance report is one of many reporting options.
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Because of the nature of broad match and phrase match, your ads may be dis-
playing for search queries that are not currently in your campaign. The Search Query
Performance report will give you the actual search query that was matched to your
keyword. With this information, you can add new keywords to your campaign, and
the best thing is that these new keywords are already being searched on by your target
audience.

The Search Query Performance report is also a superb source of negative-match
keywords. You might not be able to imagine every variation of a keyword you don’t
want to match to at the beginning of the process, but after you’ve seen some unprofit-
able clicks, you will surely know which negative-match keywords to add.

Thursday: Permuting and Concatenating

For this exercise, we recommend that you use a Microsoft Excel document (or a docu-
ment created by a different spreadsheet software package) to further build your key-
word list. We suggest you start with six columns, labeled with two prefixes, two root
words (usually product names, and generally both nouns), and two suffixes. By prefix,
we mean terms that users may append to the beginning of your keyword to search for
your product. By suffix, we mean terms that users may append to the end of your key-
words to search for your product or service.

To get you started on the example, here’s the initial keyword list for the Jesse
persona (the beginner runner from Monday’s lesson):

Prefix 1 Prefix 2 Root 1 Root 2 Suffix 1 Suffix 2
Buy Cheap Running Shoe Store Online
Compare Inexpensive Jogging Shoes Shop

Beginner Training Shoe’s

Beginners Shoes’

Beginner’s Shos

Beginners’ Shoos

Here is the initial keyword for the Steve persona (the casual runner):

Prefix 1 Prefix 2 Root 1 Root 2 Suffix 1 Suffix 2
Buy 5K Running Shoe Store Online
Compare Durable Jogging Shoes Shop
Training Shoe’s
Shoes’
Shos
Shoos



And here is the initial keyword list for the Jackie persona (the hard-core runner):

Prefix 1 Prefix 2 Root 1 Root 2 Suffix 1 Suffix 2
Buy Collectable Running Shoe Store Online
Compare Professional Jogging Shoes Shop
High-end Training Shoe’s
Long-distance Shoes’
Shos
Shoos

Don’t worry too much about filling every column, or whether you mix nouns,
adjectives, and adverbs. There is no specific “right” way to conduct this exercise. At
this point, it’s more important that you use your intuition to capture as many words as
possible.

Generally, nouns are the most important part of a keyword (you are usually sell-
ing the noun), and the prefixes and suffixes (especially ones pertaining to shopping and
buying) are crucial to include in your keyword list, because they will match search que-
ries of people who are probably close to making a buying decision.

We’ll use Jesse’s Excel sheet to walk you through the process of permutation.
Take a look at the root words first: running, jogging, and training. Combine these terms
with the Prefix 2 column. You can already see how your keyword list is growing. Here
is a sample of the keywords you just created:

J Cheap running shoe

° Inexpensive jogging shoe
o Beginner’s training shoe

o Inexpensive running shoes
° Beginner’s jogging shoes

Hopefully, you can see how the process of permutation can transform a six-line
table into more than 500 keywords. Later in this chapter, you’ll learn how to split long
keyword lists into small, efficient ad groups.

Friday: Researching Your Competitor’s Keywords

Monitoring your competitor’s PPC efforts is a good way to keep your edge. By con-
ducting competitive research, you can discover new variations of your core keywords,
or completely new ones. There are reasons to take on your competitors head-on for the
same keywords, and there are other reasons to make flanking maneuvers in order to
avoid direct competition. You can think of competitive research as both a defensive and
an offensive tactic.

First, let’s cover the defensive aspect of competitive research. There are going
to be core keywords that will drive your business. Often there are several competitors

o
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who are also bidding on these core keywords. As we said earlier, you want to have bid
on many variations of your core keywords, because your target audience is going to
be made up of people from varying backgrounds and locations. Your competitors may
have thought of terms that you’ve missed. Adding variations that you discover through
competitive research can help you maintain a position as the toughest competitor.
Another goal of competitive research is to gain an understanding of your com-
petitors’ messaging. What are your competitors saying in their PPC ads? Here’s what to
look for:

Headline: Does their headline speak more clearly to your target audience? If
so, why? If not, why not? Make a list of reasons why their headline is better
than yours.

Ad copy: Are your competitors utilizing their limited ad copy more efficiently
than you? What benefits and features do they highlight? Make a list of benefits
you’re not using in your ads.

Call to action: How are your competitors motivating users to click on their PPC
ads? Are they offering special deals, free shipping, or free information? Write
down reasons why their offers are more compelling than yours.

Some people say the best defense is a good offense. Researching your competi-
tors’ keywords will also help you think of new terms that neither you nor they are
targeting. During this process, youre looking for holes in your competitors’ keyword
armor, so to speak. The motivation here isn’t to go head-on against your competition;
rather, you are looking for terms that all your competitors are missing.

Now that you understand how competitive research is both a defensive and an
offensive tactic, how exactly do you find out which keywords your competitors are
targeting? You will never know exactly which terms your competitors are bidding on.
None of the search engines will provide you with this information, and there is no
reputable third-party tool that will provide precise insight into your competitors’ PPC
keywords.

Competitive analysis shouldn’t be the cornerstone of your keyword research.
Instead, this process should supplement the construction of your keyword list and
make it stronger. There are numerous tools that you could buy to provide good insight
into your competitors’ PPC activities, but to get you started, we’ll describe a few ways
that you can do such research on the cheap.

The Ad Preview Tool

By now, you should have a grasp on which keywords are mission critical for your cam-
paign. To gauge the level of competition for each term, you should conduct a search
query for each of these. This will give you an idea of how competitive your core terms
are, and let you create a list of the competitors with the highest visibility.



To conduct these competitive search queries, you should use the Google Ad
Preview tool (https://adwords.google.com/select/AdTargetingPreviewTool). By using
this tool, you won’t generate false impressions for yourself or your competitors (let’s
play fair!). Another reason to use the tool: Each subsequent search query on Google
may cause a different set of ads to be displayed. Google does this because if you don’t
click any ads during a single search session, it’s assumed you are not interested in the
set of ads being displayed, and eventually no ads will be displayed for the queries you
are making from your computer and your IP address. The Google Ad Preview tool
helps you avoid these issues.

When you conduct a search query by using the Google Ad Preview tool, you
are not actually conducting a live search on Google; you are getting a preview of what
the SERP may look like for that particular keyword. Figure 4.14 shows the results of a
search conducted using the term organic white tea.

Ad Praview Tool
Eniter a keyword, then select 3 Google domain, display [anguage, and (0cation 1o preview ads. Location:

@ Country™ Uniled States
Kepwoid. organicwhits tea

[ Cell phones, dating senices

State: all regions within this coumﬁ

Coogle domain: google.comm

Ex. gaogle-com, google.co.uk

) ©) Conrdinates’
Display language: Enulish - - = e
Ex 32.1,-174.3
| Preview ads
Web limaues Videos Maps News Shopping Gl mone v
GQ( ]gle organic white tea Search, | Advanced ssarch

AMarning: This page is a tool for AdWords adverisers to test their ads. For full Google
Tunclionality relurm o lhe Guugle homepsage.

Web & Show opfions.. Results 1 - 10 of about 1,440,000 for organic white tea. (0.19 seq
Organic White Tea Sponsored Links | Sponsored Links

TwoleavesAndABud comMhite-Tea  15% Off Premium Organic White Tea Buy Online at Two Leaves & a Bud o :
Organic White Tea

COrganic White Tea 300+ tasty, healthy, organic lcas
woary vitacostoom  Anteadofe - 16% OF Same Day Shipping. 5-Star Guarantee Free sample with every order.

B ahow products from Vitacost com for organic white tea waw EpecialTeas.com

Buy Organic White Tea White Tea

wherey ATIOMea. curnifeard-Winning-Teas  Hand Blend Fines| Onganic Tea, High Quality Aveard Winning Teas, Buy ure White Tea Duy 2 Get J Free!
Nuwy 100% lreshness, Murity & Motency

wvr, Puritan.com

Silver Necdlc White Tea

Buy Silver Needle or Emperors Tea
Onby Tuday. Free Shipping!

Wity Teavana.comiSiver+Tea

Organic White Tea | Best Organic White Tea

Looking for organic white tea” Buy bestorganic white tea of top quality. Offer a variety of
organic white tea online. Get a wide range of organic white ...

i arlullea curmdcalalowwhite-tea-c-2 1. himl

Herhal Tea, Organle Green Tea | Organle | nnse | eaf Green Tea AL A 22

Figure 4.14 The Google Ad Preview tool can give you an idea of how a SERP will appear for your core keywords.

As you can see in the figure, the Ad Preview tool enables you to view ads as if
you were searching from a different location. You can select to view ads as they may
appear in a different country, state, region, and city, or even a location defined by
longitude and latitude coordinates. This way, you can see how search results look in

=)
wv

SAYOM AT HOYVISTY ‘T MddA M


https://adwords.google.com/select/AdTargetingPreviewTool

CHAPTER 4: MONTH 1—RESEARCH KEYWORDS AND ESTABLISH CAMPAIGN STRUCTURE m S

locations other than your own. For example, if you live in Indiana but you want to see
what ads are being displayed in California for a certain term, you can do this by using
the Ad Preview tool.

Competitors’ Website Review

Believe it or not, your competitors may just simply tell you their core keywords. For
SEO purposes, companies will utilize a line of code called the meta keyword tag,
which tells the search engines which keywords are most important to this particular
page of their website.

Where do you find this information? When viewing your competitor’s website
home page, at the top of the browser you should click View and then select Page Source
from the drop-down menu that appears. A new window will open that displays the
HTML code of this page. The meta keyword tag is usually located at the top of the
code, and looks similar to Figure 4.15.

<adx<script Languages"]avascript™ Sro= data.)an></scripty<’--aifXiBb--> </al< DOCTYPE html PUELIC =-//W3C// DT

<hitml enlne="heep:// wew, w3, org/ 1999/ xhtml >

<heads

<title>Induscrial Table, Induscrial Furmiture,

ameta DELp-equive"Content-Type™ Comtent="text/html; charsersUTF-8">

cmeta name="jkeyuoeda™ =Compurer . Computer Wor Wer Lab, Corner Computer Desks, Industrial Table,]
TRETR WERET TR TOEE

<ameta names"language” content="English™s

<meta name="verify-vi® content="3ZqS04eYkITmUZD IHRCVCSZZDICHEweROLI ICeFaldl=" />

<atyle Lype="rexc/css™s

Figure 415 A home page’s meta name, meta description, and meta keywords tags

Third-Party Tools

The tools in this section are not free, but their publishers offer free features. They can
give you some insight into your competitors’ keywords, messaging within their PPC
ads, and traffic trends for their websites. Here are some of our favorites:

Compete (www.compete.com): As with any of the tools listed in this section, you’ll
get much more competitive information with the paid version of this software,
but the free version will get you started. For example, we entered a competitor’s
website into Compete and received quite a bit of useful information, as you can
see in Figure 4.16 and Figure 4.17.

SpyFu (www.spyfu.com): SpyFu offers two methods of competitive research: by
keyword and by URL. When searching by keyword, you are provided with
quite a bit of information, including projected CPC, clicks per day, and the
average number of advertisers. Also, you can see top PPC domains for this term
as well as samples of PPC ads. The information provided by SpyFu is helpful,
and Figure 4.18 shows just the top of the results page—additional information
is provided on the rest of the page.


http://www.compete.com):
http://www.spyfu.com):

| g 2 o . ;
| W site statistics 2 audience profiles +4 subdomains (1)
Unique Visitors ¥ |vs Compare Second Metric v
w | o [EXE v B2} save Graph image [ Evpert cev MR Ervbea Graph B permalink
spucialuas.com Uiz Vistors
26K
A
15
M raeE RANE (el LTAL L) SN O [LEFA L L] LA L) (EARE M RRJAL L]
& Monthly Nermalized Metrics / December 2008 &
Unigue Visilors @ Visils Page Views Compete Hank
27601 +21.14% 38,721 +28.2T% Only available with [EE8 €4,053 +10710
Avorago Stay Visita f Person Pages / Visil Attontion
Only available with IEZ8 Only available with Only avallable with Only available with [EX3

Figure 4.16 In Compete, you can see traffic trends for your competitors, as well as visits and unique visitors.
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Site Description Referral Anahytics @ Search Analytics @
Company: SpecialTeas Inc I Show Destination Sites
Location: Stratford, Referring Site Referral Share Kevword Search Share
Connecticut United States google.com 32.06% special teas 3.52%
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like to welcome you to the warld yahoo.com 7.08% loose leaf organic h... 3.02%
offine teas. e are a group of bing.com 6.61% organic raspberry 1g... 2.92%
tea enthusiasts on a mission to

facebook.com 6.29% teas from around the... 2.73%
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af fine teas. We invite you to See all 26 als with PRO See 2 with PRO

Figure 4.17 You can also gain additional insight from Compete, such as site description, top referring websites, and
some keyword ideas.
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Figure 4.18 SpyFu can indicate how competitive a keyword may be and show the main advertisers bidding on the term.
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You can use SpyFu to conduct competitive research by using a specific URL, and
get the projected daily AdWords spending range, average ad position, top 10
paid keywords, and other information. You should not, however, take this infor-
mation as solid fact, but rather as a point of reference. Figure 4.19 shows

a sample URL analysis from SpyFu.

PRz Rk 11,075 @ 280 R 3eg7. @ 4 MDD T0 MY DONAINS
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Ten Best Faid Keywords for specislteas.com  [see all B37) ? Subscriber Advantages 7

4ut oy charge am o e 7|
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| Hew! - Kombat
1 black cument tea
1 decatfeinated tea D theteaspot.com
1 china whites [[]  mightylest com FIGHT!
2 lemaon grazs tea
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Figure 4.19 A SpyFu URL analysis

KeywordSpy (www.keywordspy .com): If you went ahead and hopped on the
Compete and SpyFu bandwagons, you already have quite a bit of information
about your competitors. Like the others, KeywordSpy provides speculative stats,
top keywords, main competitors, and PPC ad variations. However, it also pro-
vides top organic keywords and competitors.

Week 2: Create Your Campaign Structure

Last week, you started the vitally important task of keyword research. This week, we
are going to show you how to group those keywords so you can get the best results
from them. Some less-experienced PPC marketers think that the keyword list is the be-
all and end-all of the discipline, but it’s not just the keywords in your list that will lead
to success—how you structure your keyword groups is just as important.

In Chapter 2, “How the PPC Machine Works,” we mentioned that you should
assist the search engines by helping them provide a great user experience. A great user


http://www.keywordspy.com):

experience on a search engine occurs when a user enters a search query and receives
relevant, unique, interesting results. High-quality SERPs display both paid and organic
listings that appeal to the searcher. Serving the right ads to the right person at the right
time requires a tightly themed account structure, which is the challenge you’re going to
take up this week.

Monday and Tuesday: Planning Your Campaign and Ad Group Structure

Last week, you built an extensive keyword list by using various keyword research tools,
reviewing your main competitors, and concatenating your keywords for aggressive
expansion. So, what do you do with all of these keywords now? You’re going to segre-
gate this keyword list into campaigns and ad groups.

What is a campaign, and what defines an ad group? What is the “right” way of
laying out an ad group, and how many keywords should it contain?

Campaigns are used to give structure to the products or services you
want to advertise. The ads in a given campaign share the same daily
budget, language and location targeting, end dates, and syndication
options.

Within each campaign, you can create one or more ad groups. While
a campaign may represent a broad product class, the ad groups
within that campaign can be more focused on the specific product you
want to advertise.

—GooGLE ADWoRrDS HELP

First, let’s discuss how PPC accounts are structured from top to bottom. The
universal building blocks of an account are as follows:

o Account

o Campaigns
o Ad groups
o Keywords
o Ads

These are the foundations of a PPC account, but what do they actually look
like? Figure 4.20 illustrates the nested tiers of a PPC account.

Campaigns are collections of ad groups. At the campaign level, you can set daily
budgets, location targeting, language targeting, and network distribution (Google
Search, Search Partners, Content Network, and/or Mobile Devices). These settings
apply to all of the ad groups within the campaign. Campaigns should serve as the main
theme of a set of ad groups.
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PPC
Account
1 2

Ad Group Ad Group Ad Group
A B A

Keywords | Ads I Keywords | Ads | Keywords I Ads |

Figure 4.20 Regardless of your strategy or the product or service that you're advertising, the foundation
of every PPCaccount is the same.

Ad groups are collections of keywords and ads. At the ad group level, you can
adjust the way you want Google to charge you for clicks: maximum CPC, cost per
acquisition (CPA), or cost per thousand impressions (CPM).

Each account is subject to capacity limitations and can contain a maximum of
the following:

° 25 campaigns

° 2,000 ad groups per campaign

. 2,000 keywords per ad group

o 50 ads per ad group (any format)

o About 50,000 keywords per account

Ad groups should be variations or subsections of your core campaign theme.
This way, all of the ad groups are closely related to the overall theme of the campaign,
and all of your ad groups in a single campaign will be closely related to each other.

When plotting your account structure, you should first determine the main
themes of your campaigns. Common campaign themes include the following;:

Brand keywords: We advise that you create a separate campaign for your
branded terms. These keywords are often some of the best performers, and
you want to make sure they receive the attention they deserve.

Competitor brand-name keywords: In Chapter 8, “Month 5—Launch Your
Campaign,” we discuss at greater length bidding on competitor names, but for
the sake of this discussion of campaign structure, it’s a good idea to create a
campaign for these terms.

General high-traffic keywords: These may be the high-volume, low ROI key-
words that you need to utilize in order to bolster your sales, but you may need
to monitor and manage them closely in order to keep them profitable.



Product-specific keywords: If you offer a wide range of products, you’ll want
each product to be represented by at least one individual ad group; therefore,
you’ll want separate campaigns for different product areas or departments.

Seasonal products or service keywords: Products that are affected by seasonality
should be organized into their own campaigns or ad groups so that these can be
easily paused and resumed according to the season.

This list contains just some examples of common campaign themes used in
PPC accounts. Your campaign themes will be defined by your goals. Aside from creat-
ing campaigns based on theme, you should think about how the account settings will
affect your strategy. Settings that can necessitate separating campaigns within your
account include the following;:

Different daily budgets: You may want to focus more of your PPC budget
toward the keywords that generate the highest ROI.

Different bidding strategies: You may want to implement completely different

bidding strategies depending on the contents of your campaign. You may want
to utilize CPC bidding in certain campaigns and CPA bidding in others, using

Google’s Conversion Optimizer.

Different network distribution: You will want to separate your search, content,
and mobile campaigns.

Different geo-targeting: You may have different areas of the country that out-
perform others. You’ll want to create separate campaigns to target these high-
performing locations.

Different ad scheduling: You may find that different keywords perform better
at certain times of the day. At the campaign level, you can determine on which
days your ads will appear, and during which times of the day—a technique
that’s called dayparting.

Different site-linking strategy: You can insert additional text links into your
PPC ads by using the Ad Sitelinks option. We discuss this advanced PPC ad
strategy in Chapter 10, “Month 7—Test Ads by Using Advanced Techniques.”
This setting is implemented at the campaign level, so you may want to create
separate campaigns for various deep-linking strategies.

Even if you determine the most appropriate campaign themes, with the tight-
est ad groups possible, your account structure is likely to change over time. As your
account matures, you will learn what works and what doesn’t work, you will find holes
in your overall strategy and structure, and your objectives may change, necessitating
structural alterations. But don’t let this discourage you from starting with a campaign
structure that’s as perfect as possible!
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Creating a Mock Campaign

Let’s go ahead and start structuring a mock PPC campaign, just to walk through
the process. The account you’ll create is for an online shoe retailer. They sell shoes
of all kinds, so you’ll need to have an account structure that reflects all of the prod-
ucts offered. To keep things simple in this example, you’ll focus on setting up only
three campaigns—Men’s Shoes, Women’s Shoes, and Shoe Brands—as illustrated in
Figure 4.21.

Shoe Seller
PPC Campaign

[ ] ]
Men’s Women's Shoe
Shoes Shoes Brands

Figure 4.21 Main themes for the Shoe Seller ad campaign

Search Network Ad Groups: An ad group contains one or more ads
which target a set of keywords, placements, or both. You set a bid, or
price, to be used when your ad is triggered by the keywords or place-
ments in the ad group. This is called a cost per click (CPC) or cost per
thousand impressions (CPM) bid. You may also set prices for indi-
vidual keywords or placements within the ad group.

—GooOGLE ADWORDS HELP

Many advertisers envisage ad groups based on the keywords they contain,
but it is more effective to imagine them as thematically linked by the ads that they
contain. The reason we advocate tightly grouped ad groups for searches is that you
want the keywords that trigger an ad group’s ads to be as closely related to those
ads as possible. Ideally, when a user sees your PPC ad, that user should say, “This is
exactly what 'm looking for!” That is what ensures high CTRs for ad and keyword
combinations.

Our mantra: (Almost) every keyword should appear in the ad text.

Returning to the shoe retailer example, you already determined your high-level
campaign themes, and now you’re ready to parse them into smaller, individual themes.
Usually these themes will fall along product lines, as illustrated in Figure 4.22.



Shoe Seller
PPC
Account

Women'’s
Shoes
Campaign

Shoe
Brands

Men'’s
Shoes

Campaign Campaign

Athletic Steel Toe Wing Tip Dress Hiking Pumps Nike Asics
Shoes Shoes Shoes Shoes Boots Ad Shoes Shoes
Ad Group Ad Group Ad Group Ad Group Ad Group Group Ad Group Ad Group

Figure 4.22 Core campaign themes broken down into specific products

Let’s dissect a few of these ad groups in order to see the inner workings, start-
ing with the Men’s Shoes campaign and the Athletic Shoes ad group. Here is the ini-
tial list of keywords:

o Men’s athletic shoes

o Atbhletic shoes for men

o Athletic shoes men

o Best athletic shoes for men

Your goal, for each ad group, is to write ads that are unique, benefit driven, and
keyword focused. Here are two ads that would perform well in this ad group:

Men’s Athletic Shoes

Wide selection of men’s athletic
shoes. Name brands. Free shipping!
www.AwesomeShoeStore.com/Mens+Athletic

Best Men’s Athletic Shoes

Brands You Want & Great Prices on
Men’s Athletic Shoes. Buy Now!
www.AwesomeShoeStore.com/Mens+Athletic

We set in bold the keywords that appear within the ads, because this is how they
may appear on the SERPs. You can see the logical connection: If a user searches on a
term related to men’s athletic shoes, that user will be served one of these ads, which
should be highly relevant for the search query.

Another ad group is Dress Shoes, under the Women’s Shoes campaign. The key-
words in this ad are geared toward women’s dress shoes. Here are some examples:

J Women’s dress shoes
o Dress shoes for women
o Formal dress shoes for women

. Buy dress shoes

~N
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Recognizing that you are targeting a female audience searching for dress shoes,

you can see that the following ads might perform well in this ad group:

Buy Women's Dress Shoes

Name Brands. Find Your Style for
Work & Weekend. Free Shipping!
www.AwesomeShoeStore.com/Women+Dress

Women's Dress Shoes Sale

All Styles of Women's Dress Shoes.
Fast shipping. Get 20% Off Now!
www.AwesomeShoeStore.com/Women+Dress

The last ad group example we’ll walk you through is the Hiking Boots ad group

within the Women’s Shoes campaign. Here are some of the keywords that would likely

appear in this ad group:

Women’s hiking boots
Hiking boots for women
Best hiking boots for women

Buy women’s hiking boots

Remember that you want your PPC ads to highlight the keywords in each ad

group. The ads also should include as many benefits as possible and should have a

strong call to action. Here are some ads that might appear in this ad group:

Buy Women's Hiking Boots

Hiking Boots for All Terrains.
Name Brands. 20% off. Buy Now!
www.AwesomeShoeStore.com/Hiking+Boots

Buy Women’s Hiking Boots

20% Off Women’s Hiking Boots.
Name Brands. Fast Shipping. Buy Now!
www.AwesomeShoeStore.com/Hiking+Boots

Within all of these ad group examples, notice the following;:

The keywords are closely related.

There are two ads for each ad group in order to test different benefits and
phrasing.

All of the ads highlight the keywords in their respective ad groups.

Employing this methodology will help make your ads as relevant as possible to a

user’s query, and this high level of relevance will lead to a good CTR, conversion rate,
and ROL.


http://www.AwesomeShoeStore.com/Women+Dress
http://www.AwesomeShoeStore.com/Women+Dress
http://www.AwesomeShoeStore.com/Hiking+Boots
http://www.AwesomeShoeStore.com/Hiking+Boots

Creating Content Network Ad Groups

Our mantra of making sure your ads are keyword focused can be somewhat confus-
ing when applied to the world of the content network. For one thing, frequently your
keywords should not appear in your ad at all (remember, your goal is distraction away
from page content on the content network, not necessarily relevance fo the content).
Moreover, unlike in a search, ad groups can contain ads that are very different from
each other. Within a single ad group, you can include text ads, banner ads, video
ads—any of the ad types allowed for the content network. But despite this, we advise
creating separate ad groups for each ad type and size. Each ad type and size will
exhibit performance characteristics—different CTRs, conversion rates, and costs per
conversion.

Creating separate ad groups for each ad type and size will enable you to assign
and optimize different bid amounts for each group. This will ensure that you maintain
maximum conversion volume while controlling the ROI of each ad group.

Wednesday: Determining the Number and Granularity of Ad Groups

A common question we get when making PPC presentations is, “How many keywords
should you include in an ad group?”

There is no single correct numerical answer to this question. Remember our
mantra: (Almost) every keyword should appear in the ad text. This really means that
you should split your keyword lists into as many small subsets as possible. Here again
is the example we used in the previous section:

Keywords
. Women’s hiking boots
o Hiking boots for women
o Best hiking boots for women
o Buy women’s hiking boots
Ad

Buy Women's Hiking Boots

Hiking Boots for All Terrains.
Name Brands. 20% off. Buy Now!
www.AwesomeShoeStore.com/Hiking+Boots

This ad doesn’t include the words compare and online. But that’s OK. The most
important thing here is that the ad is displayed when the searcher uses a query related
to women’s hiking boots, and your ad pertains specifically to that kind of shoe. It men-
tions hiking boots twice, and highlights all terrains and name brands, which could be
important benefits to an online shopper. So although you don’t have every word from
the keyword list in the ad, you certainly have included the most important ones.

N
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You should now see that it’s OK to create ad groups with thousands of key-
words, and other ad groups with only one keyword in each. For example, because
you won’t typically need to create a separate ad group for each individual misspelling,
each of thousands of URL variations can coexist in a single ad group. The limit to the
granularity of such ad groups will be the limit of the number of keywords that can be
included in a single ad group, which varies from engine to engine, but numbers in the
thousands.

Understanding the Benefits of a Well-Structured Account

You've listened to us preach about the importance of a well-structured PPC account. We walked
you through the process of setting up campaigns and ad groups that are tightly grouped with
small keyword lists and ads that feature most keywords from each ad group. Let’s look now at
the specific benefits of well-structured accounts:

Faster reporting and analysis: If your keywords are scattered all over your account with little
or no rhyme or reason, it’s going to be extremely difficult to analyze the account’s performance
and make improvements. When you run reports for your campaigns, ad groups, keywords, ads,
or any other aspect of your account, you need to be able to look at the data and draw conclu-
sions. With poorly structured campaigns and ad groups, reporting will take a lot more time, it
will be significantly less reliable, and trending will be difficult to determine.

Efficient account management: After your PPCaccount is up and running, you want to be
able to make changes quickly and efficiently in order to enhance the account’s performance.

If your account is set up properly, you can make notes and formulate an optimization strategy
quickly, and drive straight into your account with confidence that you know exactly what needs
to be done and exactly where the strengths and weaknesses lie.

Better PPCad copy: The more tightly themed your ad groups are, the better targeted your PPC
ad copy will be. Yes, the chanting of our mantra continues: Your ad copy should be able to fea-
ture almost all of the keywords in your ad group. If you have to use dynamic keyword insertion
(DKI), which we'll discuss in Chapter 10 and in Chapter 12, “Month 9—Migrate Your Campaign
to Microsoft and Yahoo!,” or if you have so many keywords that your ad copy can't feature them,
you have some ad-group segmentation to do. Remember, highly relevant, benefit-driven,
keyword-focused PPCads and landing pages are the crux of a successful PPCaccount. You have
to get the account structure right for all of this to occur.

Higher quality scores: Great quality scores hinge on your CTR and the relationship of your PPC
ad text to the keywords within your ad group. Your quality score can get a lift when Google can
easily determine the theme of your ad group, because all of the keywords are relevant to your
ad text and they're relevant to each other. With a higher quality score, you will pay less per click,
and your ad position will improve.



Thursday: Getting Acquainted with AdWords Editor

Most of the screenshots and examples that you have seen to this point have been from
the Google AdWords web interface. We use the web interface for some tasks, but most
PPC experts use AdWords Editor for the majority of their day-to-day tasks.

What is AdWords Editor?

AdWords Editor is a free Google application for managing your ad
campaigns. Use it to download your account, update your campaigns
with powerful editing tools, then upload your changes to AdWords.

—GooGLE ADWORDS HELP

The web interface is live—that is, any changes you make in the web interface
typically take effect in real time. You update a bid, and it is updated in your account—
ditto for adding or removing keywords and campaigns, reorganizing ad groups, and so
on. Although this may seem advantageous, the web interface can be painfully slow at
times.

AdWords Editor is a software application that installs on your Macintosh or
Windows PC. To use it, you download your entire campaign and its performance data,
and can then make campaign changes and judge performance with the speed of a local
application. Changes can be made even when you’re not connected to the Internet, and
uploaded later after you connect.

So, you can work even when Google is performing system maintenance, and
leave tasks half done instead of risking a system logout if you wander away from your
desk. But by far, the greatest advantage to using AdWords Editor is its time efficiency.
Because you can batch and simplify tasks, cut and paste objects as small as a keyword
or as large as a campaign, and upload image ads without taking the time to name and
rename them each time, AdWords Editor can save you as much as 90 percent of your
management time!

One of the many advantages of AdWords Editor is the ability to initiate—but
not immediately complete—multiple offline activities. When we set up new ad groups
in the AdWords web interface, we have to start with the decision to begin with key-
words or placements, take the time to name our ad group, and actually complete an ad
before we get to our first keyword. This might not seem like a lot of work (we do have
to make each of these decisions), but a task such as writing ads can be very tedious
when we want to generate dozens of ad groups. In AdWords Editor, we can specify our
ad group names ahead of time in a text editor or Excel (named in accordance with our
root keywords in all likelihood) and write our ads all at once.

When you are dealing with many ad groups, the ability to bulk-edit similar ele-
ments in multiple ad groups can be a tremendous time-saver. For some of our more-
complicated content network campaigns, it would take an hour to accomplish a simple
task such as editing all the bids in all the ad groups.

~N
~N

dYNLONYLS NOIVAINVO ¥NOA HLVI™D T AddM W



CHAPTER 4: MONTH 1—RESEARCH KEYWORDS AND ESTABLISH CAMPAIGN STRUCTURE W &

AdWords Editor is a wonderful time-saving tool that is next-to-required for
PPC advertisers who follow the guidelines set out in this book, particularly because
of our large suggested keyword lists with relatively granular ads and ad groups.
We’ve included a detailed guide to using AdWords Editor in Appendix A, “Advanced
AdWords Editor.”

Friday: Building Out the Campaign

This week, we have been concentrating on the strategic and structural concepts behind
building out a campaign. Now comes the time to pull the levers and push the buttons.

As we’ve mentioned, we always create separate content and search campaigns,
but beyond that, how should you subdivide campaigns? As we have mentioned several
times, you should start by creating just a few campaigns to achieve the minimum num-
ber of conversions (15 per month), and use Google Conversion Optimizer to automate
bid management more quickly.

It is, of course, our recommendation that you use AdWords Editor for campaign
build-out. AdWords Editor enables you to “walk away” from your work and come
back to it without losing work or data. In addition, AdWords Editor makes it easier
to modify your campaigns and ad groups on the fly. For example, we often create
campaigns with a certain level of granularity, but then consolidate ad groups based on
ads as we write them. What seems like a separate ad group at first blush might make
sense with its keywords consolidated with another ad group that has similar (especially
fewer) words.

We know that you’ve already learned a lot at this point, but resist the urge to
go activate your freshly minted campaigns. The rest of this chapter will help you hone
and refine your campaign logistically—setting bids and budgets, tracking sales efforts
directly, and so on. Don’t worry; you’ll be in the marketplace and on the SERPs soon
enough!

Week 3: Adjust Campaign Settings

Now that you have the basic architecture of your account determined, it’s time to
adjust the settings for your campaigns and ad groups. Sometimes campaign settings get
overlooked during initial account setup. However, having the right settings can be the
golden ticket to better-performing campaigns, and having the wrong settings can be a
silent killer of your ROI. Don’t let this happen to you! Get your campaign settings cor-
rect from the start.

In this section, we focus on account settings within Google AdWords. We cover
account settings for Yahoo! and Microsoft adCenter in Chapter 12.



Monday: Setting Budgets and Delivery Methods

Each of the big three PPC platforms enables you to set a daily budget for each cam-
paign. This budget tells the search engine the maximum that you are willing to spend
within that campaign each day. By now, you have your campaign structure in place,
and if you already know which keywords are most likely to generate a high ROI, you
should devote more of your budget to these campaigns.

To adjust campaign settings from within the AdWords web interface while view-
ing all campaigns or a single campaign, click the Settings tab. When you do this, you’ll
see a screen similar to Figure 4.23. You can then adjust your budget settings in the
Bidding and Budget section, as indicated in the figure.

Al online campaigns *

& Campaign: Search - Brand
® Ensbled  Budget $200.00/day Targeting Search Computers English  United States

Ad groups E:m Ads  HKeywords Hetworks  Audiences |-

Campaign settings

General

Campaign name  Search - Brand  Edit

Locations and Languages

Locations 7 In what geographical locstions do you want your ads to appear?
# Courtry: United States
Eclit

Languages 71 English  Edit

Hetworks and devices

Metwoarks 3 Search Edlit

Devices 2] Computers Edit

Bidding and budget

Bidding option *)  Focus on clicks, 1 il CPC biddi Eclit

Budget 2 $200.00/day  Edit

Position preference, delivery method (advanced)
Position preference (21 Off: Show ads in any position  Edit

Delivery method () Accelerated: Show ads as quickly as possible Edit

Figure 4.23 Adjust your daily budget in the Bidding and Budget section of your campaign settings.

AdWords will display your ads as often as possible while trying to remain within
your daily budget. We say trying to remain within your daily budget, because at times
your daily click charges will exceed the budget you set. On any given day, as the cam-
paign charges near the daily spending limit for a campaign, AdWords will slow down
delivery of your ads. However, sometimes your volume may be such that AdWords
doesn’t slow down your spending in order to hit your budget exactly.
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Another reason your campaign budget may be exceeded on certain days is that
AdWords monitors your budget and spending for an entire billing cycle. So, if there are
days when you don’t hit your budget, AdWords may allow your campaign to overspend
slightly in order to hit the budget for the entire billing cycle. On a single day, AdWords
may overspend by 20 percent. However, you will never be charged more than the
amount allotted for a billing period. For example, if your daily campaign budget is $5,
the most you can be charged during a 30-day billing cycle is $150.

Another important setting in the Bidding and Budget section is the Delivery
Method setting, shown in Figure 4.24.

Bidding and hudget

Bidding option 2!  Focus on clicks, manual maximum CPC bidding Edit
Budget 2 $50.00/day Edit

Fosition preference, delivery method {advanced)
Fosition preference  Off: Show ads in any position
Fosition preferance iz unavailable on Content Mehuod

Delivery method () Standard: Show ads evenly over tirme

@ Accelerated: Show ads as quickly as possible

Q You may miss traffic later in the day ifyou choose accelerated delivery. Standard delivery is
recommended far most advertisers. Learn more

Save Cancel

Figure 4.24 The Delivery Method setting

There are two options here: Standard and Accelerated. Standard delivery will
direct AdWords to spread out your clicks evenly during the course of the day so that
your ads are displayed at all times of the day. If click spending reaches the daily limit
early in the day, there may be times of the day when your ads aren’t displayed. With
Accelerated delivery, you are telling AdWords to display your ads as frequently as pos-
sible, until your daily budget cap is reached—so whatever time of day the click spend-
ing reaches that budget limit, your ads will simply stop running until the beginning of
the next day.

If your budgets are set properly, we suggest you utilize Accelerated delivery.
Keep in mind that with this delivery option, you need to have a budget in place, even if
it’s extremely high. This is because something may occur in your campaign that causes
a traffic spike, and you may want to have a budget in place to avoid over-spending.
Also, we’re not fans of Standard delivery because you have no control over when
AdWords displays your ads.

When running your first AdWords campaigns, Standard delivery might be a safe
way to manage ad delivery so that you don’t have any sudden budget-busting surprises.
However, if you can afford a high budget, Accelerated delivery will ensure that your
ads run as often as possible throughout the day. Choosing Accelerated delivery will



give you the opportunity to show your ads as often as possible, but you can still fine-
tune when your ads are shown by using Ad Scheduling, which we’ll discuss on Friday.

Tuesday and Wednesday: Setting Your Bidding Strategy and Options

There are three main bidding options available for AdWords advertising. They are as
follows:

CPC Cost per click (CPC) is the default bidding option for all PPC platforms. In a CPC
strategy, the advertiser pays the search engine a certain amount of money each time an
ad is clicked. The advertiser pays only when their ad generates a click—unlike a CPM
relationship, in which an advertiser has to pay whenever ads are shown. CPC is the
main strategy used in this book.

(PA Cost per acquisition, or cost per action (CPA), is the default cost structure of affiliate
advertising. In a CPA structure, the advertiser pays only when an end user performs a spe-
cific conversion action (for example, the user makes a purchase or submits a lead form).
CPA is the default bidding option when Google Conversion Optimizer is being used.

(PM CPM stands for cost per thousand (the M stands for 1,000). It is the traditional
cost structure for radio and other offline media buys. CPM has been the norm when
buying display banners from many prominent site publishers and advertising networks.
In a CPM relationship, the advertiser pays a certain amount of money for each 1,000
impressions. For example, if an advertiser pays a $3 CPM, they are responsible for $3
if the publisher shows that advertiser’s ad 1,000 times, $6 for 2,000 impressions, and
$3,000 for 1 million impressions. Of the three most common cost structures (CPM,
CPC, and CPA), CPM favors the publisher the most and shifts the majority of the risk
to the advertiser. Remember, the advertiser must pay whether or not there is a click, let
alone a sale or other action.

Google offers all three of these bid options. Most campaigns are either CPC
or CPM. All search campaigns start with the CPC bidding strategy. Advertisers tell
Google they are willing to pay a certain amount per click (for CPC bids), and Google
can charge any amount of money up to, but not exceeding, the advertiser’s maximum
CPC. For content campaigns, advertisers can select CPC or CPM bidding. When bid-
ding a CPM campaign, advertisers agree to pay Google a maximum amount per thou-
sand impressions, and Google may charge up to, but not in excess of, that advertiser’s
maximum CPM bid.

A compelling bidding strategy in AdWords is Conversion Optimizer. Conversion
Optimizer is Google’s implementation of automated bid management, automatically con-
trolling bid prices at optimal levels to maximize conversions while maintaining conver-
sion costs at target levels. We examine Conversion Optimizer in more detail when we
describe optimization strategies and tactics in Chapter 9, “Month 6—Optimize Your
Campaign.”
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To adjust your bidding option, go to your campaign’s settings and click the Edit
link next to your current bidding option. When you click Edit, you will see the bidding
options for clicks, conversions, or impressions, as shown in Figure 4.25. Remember,
CPM bidding is available only on the content network.

Bidding and hudget

Bidding option @:‘ Focus on- uze maximum CPC bids

) Manual hidding for clicks
() Automatic bidding to try to maximize clicks foryour target budget

Focus on(Conversion Optimizer) - uze CPA bids
Unavail abTe treranzs campaign doesn't hawve enough conversion data.
() Focus on|impressions|- use maximum CPM bids

Save Cancel

Figure 4.25 Depending on the overall objectives for your campaign, you can bid on clicks, conversions, or impressions.

Thursday: Targeting Networks and Devices

When you create a new campaign, the default setting is to target your ads to the search
and content networks. As previously mentioned, we recommend you turn off content in
search campaigns and separate the content network into its own campaign.

You can click the Settings tab within each campaign in order to adjust these
settings. You can then change the Search and Content distribution settings in the
Networks, Devices, and Extensions section, as shown in Figure 4.26.

Metworks, devices, and extensions

Metworks & &) )l available sites = ded for new advert

@ Let me choose...
Search  [V]Gongle search
[¥: 5earch partners {requires Google search)
Content [V content netwark
@ Relevant pages across the entire network
) Relevant pages only on the placements | manage

Save Cancel

Figure 4.26 Each campaign should be targeted to only one distribution channel: Search or Content.

Search Network

As you can see in Figure 4.26, there are two channels within the Google Search Network:
Google Search: Your ads will appear on Google.

Search Partners: Your ads will appear on sites such as Ask.com. You can opt out
of Search Partners, but you can’t actually break Search Partners off into its own
campaign. Search Partners always requires Google Search to be activated.



Content Network

We discuss the content network at great length in Chapter 7, “Month 4—Advertise
on the Google Content Network.” For now, here is some basic information about the
options for choosing this distribution channel at the campaign level (shown previously
in Figure 4.26):

Relevant Pages Across the Entire Network: Your ad may appear on any web
page that Google has deemed relevant to your keywords and PPC ads. You will
typically buy these ads on a CPC, keyword-targeted basis.

Relevant Pages Only on the Placements I Manage: Google will place ads only on
the sites or domains you specify.

Device Platforms

In the Devices section of your campaign settings, you can target computers or iPhones
and other smart mobile devices. Similar to separating the search and content networks,
we advise that you create separate campaigns when targeting different devices. For
example, when you are ready to launch your mobile marketing initiatives, you should
create a new campaign and select the iPhones and Other Mobile Devices with Full
Internet Browsers option, as illustrated in Figure 4.27.

Networks, devices, and extensions
Metworks (5 Content Edit

Devices. @ | gy devicos (R 44 for am advat
@ Letme choose..
[¥] Desklup and laptop compulers

[¥liPhones and other mobile devices with full Intemet browsers

Advanced device and carrier options
Devices
@ All mobile devices
(21 Target nnly selRctad mobile devices
Android IPhonefiPod Touch Palm weh08

Carriers
@ All mobile carriers 2
*) Target only selected mobile carriers

Uniled Slales, | |AT&T Cricket Communications Metro PCS Mexdel Sprint | | T-Moblle | [Verizon

save | | Lanoel

Figure 4.27 You can target the devices on which your PPCads will appear.

As you can see in the figure, your choices are as follows:

Desktop and Laptop Computers: This is just what it sounds like—your ads will
appear on desktop and laptop computers.

iPhones and Other Mobile Devices with Full Internet Browsers: When you launch
a new campaign, the default setting will have your ads appearing on all available
devices. As you saw in Figure 4.27, creating a mobile marketing campaign has a
great number of options. This is why your mobile ads should be run separately
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from your other ads. Google continually improves the specificity with which

you can target mobile ads. You can choose on which mobile device your ads

will appear. (As of this writing, there were only three device options: Android,
iPhone/iPod Touch, and Palm webOS.) Also, you can choose which mobile carri-
ers you want to target.

Friday: Using Ad Scheduling and Geo-Targeting

On Monday, we discussed delivery options. We mentioned that Accelerated delivery
can help generate the maximum exposure for your website, and if optimized properly,
this delivery method can really give your PPC campaign a huge boost. Today, we’ll dis-
cuss two ways to fine-tune your Accelerated delivery in order to show your ads when
your target audience is mostly likely to take action, as well as how to show your ads
where they are most relevant.

The two settings we are discussing today are powerful, so adjust them with cau-
tion. We don’t mean to scare you, but getting your Ad Scheduling and geo-targeting
settings right is extremely important. If you don’t, your ads may show up at the wrong
times and in the wrong locations!

Ad Scheduling

First we’ll cover Ad Scheduling. As illustrated in Figure 4.28, you can adjust your Ad
Scheduling settings within the Advanced Settings section of your campaign Settings tab.

Advanced settings

Schedule: Start date, end date, ad scheduling
Startdate  Feb 2, 2010

End date Dec 31,2037 Edit

Ad scheduling 2 Show ads all days and hours  Edit

Ad delivery: Ad ratation, frequency capping
Ad rotation 20 Rotate: Show ads more evenly Edit

Freguency capping 2  Nocap on impressions Edit
Content Metnar anly

Figure 4.28 Ad Scheduling enables you to automatically increase or decrease
bids, or you can stop your ads from running altogether.

Before we get to the “how” of Ad Scheduling, let’s first discuss the reasons for
using this advanced option. As your PPC account matures and you learn what works
and what doesn’t, you will discover that during certain times of the day, your target
audience is more (or less) likely to convert. You may find that there are entire days that
lack in performance. Ad Scheduling can automatically increase your bids during those
peak hours when users tend to convert more highly, as well as lower bids when users
are less likely to convert. This is why Ad Scheduling is so powerful!



How do you learn at what times users convert best? The AdWords web interface
provides some great reports, but it doesn’t allow you to see hourly conversion data.
You can see impressions, clicks, CTR, average CPC, and cost broken down by hour,
but you can’t see conversions, conversion rate, and CPC at the hourly level. We suggest
you dig into your analytics or shopping cart data to learn this information. Because it’s
free, we suggest you take full advantage of Google Analytics. Within this software pro-
gram, you can get hourly conversion data for your PPC campaign. You can learn every-
thing you ever wanted to know about Google Analytics by reading Web Analytics: An
Hour a Day by Avinash Kaushik (Sybex, 2007). After you have acquired hourly con-
version data and you’ve learned when you should automatically decrease and increase
bids, then you’re ready to adjust your Ad Scheduling settings.

Let’s return to the shoe retailer example for this discussion. Imagine that the
retailer has learned that people are less likely to buy shoes between 2 a.m. and 6 a.m.,
so you’ve decided to lower all bids by 25 percent during these weak hours. Also, the
retailer has discovered that people love to buy shoes between 1 p.m. and 4 p.m., so
you’re going to increase bids during these times.

When you launched the AdWords campaign for this client, you were targeting
all hours of the day with 100 percent of your bids (which is the default setting, and
how you should launch your campaign). When you view Campaign Settings and click
Edit for Ad Scheduling, a screen like the one shown in Figure 4.29 will pop up in your
browser.

Ad schedule [x]

Edit days and times helow. YWhen you're happy with the schedule, click"Save." To bid more or less during paricular time periods,
switch ta the hid adjustment mode. {You can always switch back.)

Reset to all days and hours Mode: Basic | Bid adjustment 2 Clock: 12 hour | 24 hour
Day Time period Midnight 4:00 AM §:00 AM Hoon 4:00 PM 8:00 PM

Moncey  reringencey [ HENE HEEE HEEE EEEE HEEE
Tuesday revingeicey [ HEEE HEEE BEEE EEEE EEER
weanesasy  runingsicey [l HEEE HENE EEEE EEEE HEER
sty reeingercey [ HEHE HEEE EEEE EEEE EEEE
Friday reongaicey [ HEHE HEEE EEEE EEEE HEEE
sudey  reingercey [ HEHE HEEE EEEE EEEE HEEE
Sunday rningsicey [[E HEEE HEEE EEEE EEEE BEEEE

Save Cancel

Figure 4.29 When you are targeting all days of the week and all hours of the day, this is how your ad schedule will appear.
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Now you’re going to adjust your Ad Scheduling settings in order to take advan-
tage of the hourly conversion information that you learned about in Google Analytics.
Click Bid Adjustment at the upper right of the Ad Schedule window and adjust your
settings as shown in Figure 4.30.

Ad schedule [%]

Edit days and times below. When you're happy with the schedule, click"Save." Ta bid more or less during particulartime periods,
switch ta the bid adjustment mode. {You can always switch back.)

Resetto all days and hours Mode: Basic | Bid adjustment (20 Clock: 12 hour | 24 hour
Day Time period % of bid idni 4:00 AM 8:00 AM Hoon 4:00 PM 8:00 PM 1=
e EEN EEEE EmEE

[12aM [«] ][ 00 [=] to [02aM [=]: (00 [=] [100 | Remove
[oz2am [+]:| 00 [=] o |06 am [=] : 00 [=]] | 75 | Remove
Tuesday o6 Am [=] ;[ 00 [=] te [01 PM[=]]: 00 [=] [100 |« remev- [ HEEE BEEE
Wednesday [o1Pu[=] |00 [=] e [04PM[=]: 00[=][125 % Remove EEE EEEE EEEE

Thursday [0aPm[=]:[00[=]te 1280 [=]: 00 [=][100 % Remove EEE EEEE EEEE

+ Add anothertime period

m

Friday ) Not running ... .... -..
Setwoay | | 3K || Copy ~ || Cance | HEN EEEE EEER

Sunday  Ruming l day o [HEEH ENEE ENE ENEE DEEE EEEE
Save Cancel

Figure 4.30 Adjusting bid prices to increase the conversion rate and decrease CPC

The adjusted hourly bids are now as follows:

o From 12 a.m. to 2 a.m., your bids are running at 100 percent as usual.

o From 2 a.m. to 6 a.m., your bids will lower 25 percent, and run at 75 percent.
o From 6 a.m. to 1 p.m. your bids will increase back to 100 percent.

o From 1 p.m. to 4 p.m., your bids will increase by 25 percent, to 125 percent.
o From 4 p.m. to 12 a.m., your bids will lower back to 100 percent.

It’s very important to note that the time zone of your ad scheduling is based on
your account settings, #ot the time zone where people see your ad.

Geo-Targeting

Geo-targeting is a powerful functionality that can greatly increase your ROI. Geo-
targeting is essential for some businesses. Is there a certain place that you don’t ship to?
If so, you might want to use the Excluded Locations tool. Or if you’re an international
advertiser, you may want to segregate your creative efforts by language and currency.

Before launching your PPC campaign, you may already know whether you need
to target a specific geographic location. This decision might be driven by the fact that
you’re advertising a brick-and-mortar store that services the local area, or a company
that ships to only certain geographic regions.



You can adjust your geo-targeting settings within the Locations, Languages, and
Demographics section of your campaign settings, as shown in Figure 4.31.

Locations, Languages, and Demographics

Locations ) Inwhat geographical locations do you wantyour ads to appear?
» Country: United States
Edit

[+ Show relevant addresses with your ads (advanced) &

Languages & English Edit

Figure 4.31 AdWords geo-targeting

There are a few different ways to target specific areas within AdWords. For this
example, you’ve learned that your shoe retailer sells the most shoes in their hometown
of Chicago and in the surrounding Chicagoland area. You are going to adjust your geo-
targeting accordingly.

In Figure 4.32, we have selected to target the Chicago metro area. On the left,
you can see that we selected Chicago from the menu in AdWords, and this is indicated
on the corresponding map.

Select a Location
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Leam more abeut how Adilionds targets ads.

Figure 4.32 Targeting an area by selecting the desired state and city

You can choose to target your ads by entering a physical location and creating a
radius around this location. In Figure 4.33, we have entered our address as 444 North
Michigan Avenue, and we have chosen to display our ads within a 15-mile radius of
this address.

SONILLAS NOIVANVYD LSN[AV ¢ XYadx W %
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Figure 4.33 Radius targeting can be helpful for small businesses that want to display ads in a small area.
You can even target your surrounding neighborhood.

You can also create a custom target area within AdWords. On the Custom
tab, you can outline the area on the map where you want your ads to appear. In
Figure 4.34, we chose the specific coordinates of where our ad should appear.

Select a Location

Bundles
hiap point | Custom shape | Bulk 5 Dkabk map
1. Click and drag the map to show the area . : ) el | Map | Satellite

wiou want to target. Click + and - to zoom inor
out.

2. Dutline your target area by clicking 3 or

more poirts on the map .

EvEror “ohe e Tie
Format: 37 422056, -122.084456

-

e
41.330352, 11 .61ERT

(Reset || Mewonmap.

Selected locstions remove all | viewy all on magp
United States (Country) =

=

Excluds areas within selected locations &)

010 B83le - Map data mn]b. Google - Terms of %]

FATEEE O M e PR
Liar mor: horthon Sl Brget ot

Fave | | Cancel

Figure 4.34 If you want to get highly specific about where you ads are displayed, you can draw your own
custom targeted area.



Week 4: Use Conversion Tracking and Set Click Pricing

It’s called pay-per-click advertising, right? But how much do you pay for each one of

those clicks? How do you know how much to bid?

This week is all about the money. How much are you going to pour into the PPC

machine? How are you going to tell how much is coming back out? These are the ques-

tions you’ll be answering this week.

Monday: Setting Up Conversion Tracking

Google’s conversion tracking is one of the most compelling features available on an ad

interface loaded with tons of compelling, profit-driving features. PPC is one of the most

measurable marketing endeavors, and if you aren’t tracking conversions, you are shoot-

ing your campaign in the foot and doing your business a great disservice.

Setting up conversion tracking in AdWords is relatively painless. Here’s the step-

by-step process:

1.
2.
3.

Click the Reporting tab within your campaign and select Conversions.
On the next screen, click New Conversion.

Name the conversion action you will be tracking. For example, if you are track-
ing leads, you may want to call the conversion Lead, or if you’re tracking pur-
chases, you may want to call it Purchase.

Select a tracking purpose from the drop-down menu. The options are as follows:
®  Other

e DPurchase/Sale

e Signup

e Lead

* View of key page

Click Save and Continue.

Enter the page security level and tracking indicator settings for your website.

In Figure 4.35, the page security level is HTTP (the other option is HTTPS). If
you are tracking leads that don’t have standard revenue, you don’t need to enter
anything in the Revenue for Your Conversion field. If you don’t want a track-
ing pixel to appear on your confirmation page, select None as the Choose Text
Format option.

AdWords will provide you with the snippet of code to track this conversion.
Insert this code into the confirmation page(s) of your website.
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Figure 4.35 Enter your page security level here, and then choose your tracking indicator settings.

Tuesday: Setting Up Google Analytics

Google Analytics is a robust analytics program that can help you gain valuable insight
into your PPC performance. You can see where visitors are dropping out of your shop-
ping process; you can see how long they stay on your landing page; and you can learn
on which pages visitors convert most highly. The best part is, Google Analytics is free!

When you analyze them properly, you can gain invaluable, numerous insights
that are from Google Analytics. We could write an entire book on installing and ana-
lyzing web analytics, but luckily we don’t have to! As we mentioned last week, a great
resource for learning everything you need to know about analytics is Web Analytics:
An Hour a Day, which shows you how to slice and dice your information so that you
become a master of actionable analysis.

For now, here are the basic steps for getting Google Analytics installed on your
website and landing pages:
1. Open a Google Analytics account. You can do this by going to www.Google.com/

Analytics.
2, After you’re in your account, click Add Website Profile.
3. Enter the URL of your website, select your country, and choose a time zone.

4, The next page displays the universal tracking code that needs to be inserted on
every page of your website. Copy the code.

5. Insert the snippet of Google Analytics code on every page of your website.

After you complete this process, you should link your Google AdWords account
to your Google Analytics account. This way, your PPC traffic is tracked correctly in


http://www.Google.com/Analytics
http://www.Google.com/Analytics

Google Analytics, and you can access your Google Analytics account directly through
AdWords. To link the accounts, follow these steps:
1. Click the Reporting tab within AdWords.

2, Choose Google Analytics from the drop-down menu.

3. Enter your Google Analytics account ID to link the two accounts.

Wednesday: Testing Conversion Tracking

Testing your conversion tracking is not simply a matter of going to your website and
completing a test conversion. You need to click on a PPC ad in order for the PPC track-
ing cookie to be installed on your computer, and when you convert, a conversion will
be registered in AdWords.

Here is the step-by-step process to make sure that your conversion tracking code
has been installed correctly:
1. Within any active campaign, create an ad group called Conversion Test.

2, Within this ad group, insert one keyword that is nonsensical (for example,
xxxyyyzzz or abcd1234). Use exact match for this keyword.

3. Run a query on Google for this nonsense keyword, and your ad should appear.
4, Click on your ad and complete a test conversion.

There is a reporting lag within the AdWords interface, so you can’t convert and
check your account a few minutes later. You should allow at least three hours
for processing. If you don’t see your conversion then, you may want to give it 5
hours. If after this you don’t see your conversion, your conversion tracking code
may not be properly installed. However, if a conversion registers, you’re finished!

There are a couple of reasons we want you to make your dummy purchase from
a dummy keyword in an irrelevant ad group. One of them is that you will spend less
money for the click. One click probably doesn’t mean very much in the grand scheme
of things, but you’re almost certain to spend less money than clicking a “live” key-
word. Additionally, you don’t want to pollute your conversion-tracking data.

Thursday: Determining Your Starting Keyword Bids

How much should you bid on each ad group? Should you start with low bids and go
high later, or vice versa? When should you change your bids? What’s more important:
ad rank, CTR, click volume, or conversion rates? There aren’t easy answers for ques-
tions like these because, as in all marketing efforts, there are different valid strategies.
Which ones are “best” depends on your company’s budget, timing, market position,
and business objectives.

-]
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Determining optimal bidding strategy shouldn’t be viewed as a choice between
the “right way” and the “wrong way.” The best bidding strategy is the one that’s
most appropriate for your company’s situation (in other words, how much can you
afford to spend?) and your objectives, including brand awareness, revenue growth, or
profitability.

The ultimate objective of most advertising campaigns, including PPC advertis-
ing, is to maximize conversions. And one of the main reasons that PPC advertising is
so attractive and efficient is because measuring conversions and ROI is easy. In order
to serve larger marketing and company goals, it makes sense to continually decrease
the average cost per conversion so that your campaigns are increasingly profitable and
maximize ROI.

Deciding how much to spend per click at the beginning of a new campaign
needn’t be pure guesswork. You can “back into” the starting bid price by doing some
easy calculations. Although the math is simple, the concepts are powerful. Your ability
to calculate and track the following metrics will be largely responsible for the success
of your advertising efforts.

Let’s start with one of the most important calculations: conversion rate, which
is simply the percentage of clicks that result in conversions. For example, if one of your
ad groups results in 200 clicks, and 40 of those clicks result in conversions, then the ad
group’s conversion rate is 20 percent, as shown in the following calculation:

40 +200=20%

Cost per conversion is easily calculated, too. Simply divide the total spent on
clicks by the number of conversions. In the previous example, if each click cost $1.50,
the cost per conversion is (200 x $1.50) / 40 = $7.50.

Step 1 in this exercise is for you to estimate what you’re willing to pay for a
sale or sales lead, which is the maximum cost per conversion (also known as cost per
action, or CPA). Then you can calculate the maximum click price you can afford (also
known as cost per click, or CPC). Before even starting a campaign, you need to deter-
mine (or even just estimate) your maximum acceptable cost per conversion. This should
be the maximum you’re willing to pay for a sale, a lead, or whatever constitutes a con-
version for your company.

If you sell only one item, this calculation is easy. If your product price is $35.00,
and your gross profit on a sale is $20.00, you might set your maximum cost per con-
version to be $10.00 to allow for a net profit of $10.00. This is calculated as follows:

$35 - $15 = $20 gross profit + 2 = $10 CPA (cost per acquisition)

It gets a little trickier if you sell more than one product, or if your primary
objective is to obtain sales leads, and you do not yet have enough data to estimate



revenue stream or gross profit. But you need to start somewhere—so use average trans-
action revenue, or calculate the value of a lead based on your historical ability to con-
vert leads to sales.

Armed with the maximum cost per conversion, you’re now on track to calculate
the maximum click price (the CPC) you can afford. First, you need to calculate the
number of site visitors it will take to obtain one sale or action.

If you have historical data on how well your site visitors convert, this calculation
is a snap. The number of visitors you need to receive in order to make one sale is 100
divided by the conversion rate (represented as a whole number rather than a percent-
age). For example, if your conversion rate is 4 percent, your site gains a sale for every
25 visitors, as shown in the following calculation:

100 + 4 =25

Second, you need to use the previous two calculations to determine the maxi-
mum click price: the maximum conversion price divided by the number of visitors
needed for one sale.

Continuing this example, if your maximum cost per conversion is $10, and your
conversion rate is 4 percent, your maximum CPC is $10 multiplied by .04, or $0.40 (40
cents). Here’s the equation:

max CPC = max cost per conversion X conversion rate

This final calculation of maximum CPC is not simply a dry mathematical
exercise—it’s crucial to the success of your PPC campaign. If you bid higher than the
maximum CPC, you risk losing money. If you bid at or below the calculated maximum
CPC, your campaign should remain profitable (assuming sufficient conversions).

What should you do if you don’t have historical data that lets you calculate the
conversion rate, as in the case of a new product launch? There is no need to bid blindly.
Start with your best guess. Be conservative or optimistic, but guess.

Assume these typical results:

o For most PPC campaigns, the minimum conversion rate should be 1 to
1.5 percent.

o Good conversion rates range from 2 to 4 percent.

o 5 percent and above is a very good to excellent conversion rate.

o Anything in the double-digit percentages is extraordinary.

For example, if you’re launching a new product and have determined the maxi-
mum cost per conversion to be $32, a conservative approach would be to assume a con-
version rate of 1 percent. Thus, the starting maximum CPC bid would be $0.48 CPC or:

$32 x .01 = 32 cents per click

0
w

ONIDIYd MDITO LdS ANV ONIMNOVIL NOISYTIANOD dSN *+ MddMA |



CHAPTER 4: MONTH 1—RESEARCH KEYWORDS AND ESTABLISH CAMPAIGN STRUCTURE m f

Another factor in determining initial click pricing is whether you want to reach
maximum profitable conversion volume sooner or later. To help you with that decision,
we’ll describe two different bidding strategies: aggressive and conservative.

Advertisers who use an aggressive strategy start bid prices at a high level—
sometimes as much as twice the amount expected to achieve profitability. Then bids are
lowered as data accumulates, eventually settling in at CPC levels that ensure profitable
conversions. Obviously, this strategy risks burning ad dollars on the way to profitabil-
ity. However, it enables advertisers to accumulate data quickly and test ads and landing
pages in a relatively short period of time.

So the aggressive strategy is appropriate for advertisers who want or need to
minimize the time necessary to attain maximum profitable sales volume or market
share. It might be used, for example, by a retailer who wants to conduct conversion-
optimization testing in time for the holiday buying season.

The conservative strategy suits advertisers who are more risk-averse, are work-
ing with low ad budgets, or have little experience with PPC advertising. As you might
expect, this strategy calls for starting bid prices at a low level, and increasing them
gradually over time, as ads and landing pages are tested and CTR and conversion rates
improve. Conservative PPC advertisers minimize unprofitable conversions, but the
amount of time between starting the campaign and achieving maximum profitable con-
versions can be much longer than if the aggressive strategy is pursued.

If you want to estimate how much time it will take to “test the waters” and get
your ads on the first page of search results, Google provides a data point called First
Page Bid Estimate.

How much does Google anticipate it will cost to show your ad on the first page
of search results? First Page Bid Estimates can give you an idea of how much it will cost
to appear on the first page of Google’s SERPs, as shown on the AdWords Editor inter-
face in Figure 4.36.

Keywords | Placements | MNegatives | Ads | Ad Groups | Campaighs |

+ Add Keyword “ Delete p

Type Status T First Page Bid Est. (USD) Quality Score Mazx, CPC Search (USDY)
Phrase Active 0.05 4.02
Exact Aitive 0.03 4.02
Phrase Active 0.03 4.02
Exact Aitive 0.03 4.02
Phrase Active 0.03 4.02
Exact Aitive 0.03 4.02
Phrase Active 0.03 4.02
Exact Active 0.03 4.02

AA Make Multiple Changes~ m Rewvert Selected Changes

el el ol i

Figure 4.36 First Page Bid Estimates help advertisers determine baseline bids for a conservative
bidding strategy.



Friday: Setting Keyword Bids

After you’ve estimated your initial bids, it’s time to actually put those bids in motion!
Here’s the basic process for setting bids for your new campaign from the web
interface:

1. Create and name a new campaign and ad group.

2, Compose your first ad.
3. Add keywords.
4, Set your keyword bids.

In AdWords Editor, the option to set your maximum bid for a new ad group
appears on the very first screens. As illustrated in Figure 4.37, you have the option to
set bids—with a variety of specific bid types—before naming campaigns or ad groups,
or composing ads.

Create the first ad group for this campaign:
Ad Group Name Status

Ad Group #1 [ Active )
Max. CPC Bid (USD) Max. CPC Content Bid (USD) Placement Max. CPC Bid (USD)
0.00 0.00 0.00

(C(eau Ad Group and Co to Kevwordsj

Figure 4.37 This ad group has no name, but three potential bid categories: Max.CPC Bid, Max.CPC Content Bid, and Placement
Max.CPC Bid.

Take a breath. You’re doing great. Next month, you’ll begin what we consider pos-
sibly the most rewarding part of PPC marketing: the creative—yet strangely scientific—
process of ad copywriting!
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Month 2—Create
Great PPC Ads

Unless you have years of experience writing clas-
sified ads, this may be the most important chapter
of this book. Designing and writing pay-per-click
(PPC) ads is difficult. Squeezing meaning and
motivation into a tiny space is a skill that doesn’t
come naturally to marketers who are accustomed to
the relatively expansive space and high bandwidth

of advertising media such as print or television.

During this month’s exercises, you'll see exactly
what words and phrases best motivate people to
click on your ad and visit your website. Better yet,
you'll learn how to pack tons of persuasive power
into a space not much larger than two postage

stamps!

Chapter Contents

Week 5: Take Stock of Your Advantages

Week 6: Write Right

Week 7: Explore Industry Examples

Week 8: Understand Ads for the Content Network
Good-Better-Best
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Week 5: Take Stock of Your Advantages

You may be one of the lucky few PPC advertisers who have the search results page all

to yourself. Maybe you sell a product that’s absolutely unique (see Figure 5.1).

GO L)g[e tirebiter

Advanced Search
Preferences

Web Show options...
Tirebiter Sale

bitersplash.jpg

stop source for DJ, Reception music ...

EntirelyPets.com  Get Tirebiter Up to 50% Offl Ships Today. Call 1-800-889-8967.

Tirebiter Band, Connecticuts premier rock n roll wedding and party group provides your one

[ Show map of 25 Breezy Hill Rd. Callinsville. CT 06019

tirebiterband.com/ - Cached - Similar

TireBiter - Mammoth Pet Products

MammothPet manufactures products for dogs,cats and pets. We offers cotton rope bones,
rubber chew toys, and pet training mats. Best site for pet owners and ...
www.mammothpet.com/tirebiter.asp - Cached - Similar

Figure 5.1 Alucky advertiser with no PPCadvertising competition

Chances are better, though, that at least a few advertisers are competing head-

on with your company—selling similar or even identical products and services. You

may even be among the companies whose products or services are similar or identical

to those offered by dozens or hundreds of other advertisers (see Figure 5.2).

G OO0 8 le mortgage refinance

Sponsored Links

Ditech Mortgage Refinance
Rales starling =l 5.375%,

5.548% APR. Apply Online Now

www Ditech com

Today's Refinancing Rates
Mortgage Rates Drop Again!

£133 000 Refinancing only $679/ma
www. Mortgage LowerMyDills.com

Mortgage Refinance

Easy Onlinc Mortgage Recfi App
Great Rates. Low Fees. Learn more.
www.NBOIKC com

| Searchwed Links || Search the Web |

I<esults 1 - 100 of about 208 for mortgage retinance (0.094 scconds)

Refinanced Mortgage

Refinance Moﬂgage Loans

Searching for Mortgage i 7
Get a Free Online Quote.
HomeRefinance CreditRate net

Mortgage Refinancing
Find Mortgage Refinancing?
We'll make it easy

thesiteguide com

Mortgage Refinancing
Looking for Mortgage Refinancing?
Find it Locally.

purelocal com/mertgage-retinancing

Mortgage Luans guides
Find Refinance Mortgage Loans now
jayde com

Hawall Reflnance Mortgage

Hawaii Refinance Mortgage & More
Hawaii Refinance Mortgage Options
www MyOnlineGeneralStore.com

Refinance Mortgage Rate
Shop for refinance mortgage ratc
we'll nelp you save moncy.
WWW.pricescan.com

Figure 5.2 Search results page crowded with hundreds of companies bidding on the same keyword: mortgage refinance

Even if you face a less-crowded field of competitors, you’ll write better PPC ad

copy if you take stock of your organization’s competitive advantages. You’ll be better




prepared to highlight those advantages in your ad copy and grab the attention of the
searcher away from the crowded field of ads.
So let’s begin taking stock of your advantages and articulating them in a persua-

sive manner.

Monday: Surveying Your Competition

It’s a good idea to understand how your competitors are positioning themselves before
assessing your own organization’s strengths and competitive advantages. By doing so,
yow’ll understand the advantages competitors believe are their most important ones,
and gain inspiration for your own organization’s list.

Start by simply listing the advantages you know are being touted by your com-
petitors. Here’s a list of some of the most common ones:
o Lower price

J Higher quality
o Free and/or fast shipping

J Large selection

o Great customer service

o Prestigious products or brands

. Greater convenience

o Greater security

o Quality or performance guarantee
J Comprehensive feature set

Now use Google to search for common terms that describe your products or
services. Look for AdWords ads that are being run by your competitors. Make special
note of any advantage messages that are used in their ads. Later you’ll use this research
to decide whether to use similar messaging (because your prices are lower, for example)
or underscore different advantages.

Tuesday and Wednesday: Listing Your Own Advantages and Benefits

Now it’s time for you to list your own strengths and competitive advantages. Get input
from others inside and outside your organization. In particular, ask your customers
what they consider to be your strengths compared to your competitors’. Youw’ll likely be
surprised to hear advantages you hadn’t previously considered, and that some constitu-
ents perceive some of your favorite strengths to be less significant than you do.

We’ve prepared a worksheet to help you work through the next steps. It’s shown
in Figure 5.3, and you can download it as a Word document from http://bit.1y/fIEFE.

o
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Advantage and Benefits Worksheet

Advantage Feature Benefit

Figure 5.3 The Advantages and Benefits worksheet

CHAPTER 5: MONTH 2—CREATE GREAT PPC ADS W é

You’ll be using the worksheet to list not only your organization’s strengths and
advantages, but also the feature and benefit associated with each strength. Before you
plunge into the worksheet, we want to clarify one of the most crucial distinctions in
marketing: the difference between a feature and a benefit.

Features are characteristics of your product, service, or organization. Benefits
are the way people feel after they have taken advantage of a feature.

Table 5.1 shows some examples of features and their corresponding benefits.

One of the most common signs of an amateur advertiser is ad copy that leaves it
up to the reader to infer or imagine the benefits of the advertiser’s product or service.
These advertisers don’t realize an important fact: Frequently, people reading an ad
will respond better to a description of a benefit than they will to just a description of
a feature.



» Table 5.1 Features and Benefits

Feature Benefit

Nonslip surface [ will feel safe and avoid injury.

Free shipping | will save money that | can spend on something else.

Automatic backup of data [ will feel secure that | won't lose data.

Top quality | will feel confident that the product won't fail, and | will impress
my friends and family.

Large selection [ will save time because | will likely find the perfect match for
my needs.

Qualified technicians | will trust that | have someone to rely on who will solve problems
efficiently.

When writing PPC ad copy, picture the majority of your readers as busy people
with lots of distractions. They’re squeezing some online research in between the dozens
of other matters they need to attend to during their stressful day. The space around
their computer is cluttered, and whether they’re at home or at work, interruptions
abound: The phone rings, the baby cries, and so on.

That’s why expert advertisers make sure their writing is as explicit as possible.
Even the few split seconds necessary to imagine how a feature might deliver a benefit
might be too much for the reader to endure. So whenever possible, your ads should
not rely exclusively on feature lists—instead, they should specify the benefits in clear,
simple language.

We’ll show you several examples of great PPC ads in the rest of this chapter. And
you’ll see that the image of the busy reader recurs several times in this book, when we
talk about calls to action and landing page design.

Thursday: Creating Causes for Urgency

People love to procrastinate and will go through mental contortions to rationalize why
they shouldn’t take action immediately. Master ad copywriter Lorrie Morgan-Ferrero
has the following to say on the subject:

Without a sense of urgency, desire loses its value. Why? Because pro-
crastination is the biggest killer of sales—particularly online, where the
chances of a prospect staying on or returning to a website (in order to
think about buying), in today’s click-happy world, are scarce.

Red Hot Blog, www. redhotblogging. com

Your ad copy should work to overcome inertia, and whenever possible create a
sense that readers will suffer, or fail to benefit, if they don’t act right away.
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Here’s an example:

Buy Gold Now
Gold prices rising faster.

Buy before it hits ceiling!
www.GoldFingers.com

It’s easier than you might think to create a sense of urgency. Table 5.2 lists some
common examples.

» Table 5.2 Urgency Factors and Messages

Urgency Factor Sample Message

Limited supply Only 150 will be sold.

Holiday shipping deadlines Hurry—orders must be placed by December 19.
Perceived external trends Mortgage rates might rise soon.

Internal factors Buy now before our annual price increases.

Peer pressure, prestige Be the first one in your neighborhood.

Seasonal milestones Start losing weight before summer.
Limited-time offers Buy before April 20 and get a free bonus.

As you can see, some of these are very real factors (for example, holiday dead-
lines), while others (such as the possibility of mortgage rate increases) are implied. In
any event, make sure that the message is credible and honest. Online audiences have
become particularly wary of hype, and messages that don’t seem genuine risk turning
off potential customers.

Friday: Collecting Your Resources

Over the past few days, you’ve collected all the components you need to tell a compel-
ling story in your ads. You’ve assessed your relative strengths and advantages vis-a-vis
your competitors. You've translated every feature into one or more corresponding ben-
efits. You’ve listed some reasons that people should feel a sense of urgency when they
read your ad.

Your exercise today is to do some searches on Google, Yahoo!, and Microsoft
Bing to see the ads your competitors are running. Clip and save some representative
examples—ones run by your biggest competitors, and others you feel intuitively are
better than average.

You’ll come back to this list at the end of the month, when you’ve learned what
it takes to be an ad copywriting pro.


http://www.GoldFingers.com

Week 6: Write Right

Over the years, we’ve had the opportunity to take over and improve hundreds of PPC
campaigns. Most of them failed in one way or another to follow the ad copywriting
guidelines you’ll be learning this week; none of them adhered to all the guidelines.
Typically the ads looked something like this:

Outdoor Furniture
Tables, chairs, lounges.
Wood and plastic.
www.outdoorfurniture.com

If you think there’s room for improvement in this ad, you’ll be happy to
know you’re right—read on. And if you think this ad is just fine—read on very, very
carefully.

But first, let’s agree on one thing: the objective of your ad. Is it to sell your product?
Get a sales lead? Nope. Your ad’s objective is mainly this, and only this: Get the click.

A resumé won’t land you the job, but it will get you to the next step in the pro-
cess: the interview. A direct-mail envelope’s copy won’t sell anything, but it will per-
suade the recipient to take the next step: open the envelope.

Likewise, don’t expect your PPC ad to sell anything or to persuade the reader to
do anything but take the next step: click to find out more.

It’s the job of the PPC landing page to continue the process and lead the
“clicker” to the desired conversion action. So the PPC ad and the landing page should
work tightly together to guide the visitor smoothly and quickly through the conversion
process. This synergy is discussed in greater detail in Chapter 6, “Month 3—Design
Effective Landing Pages.”

With that in mind, you can start learning and practicing the art of creating great
PPC ads.

Monday: The Fundamentals

First, you need to learn the most important techniques for writing successful PPC ads.
Then you can spend the rest of the week focusing on the ad’s components: the headline,
first line, second line, and display URL. This chapter shows you plenty of examples.

One caveat: View these techniques as guidelines that help you write great PPC
ads, but keep in mind that your first ads represent a starting point for an ongoing series
of tests. Your goal will be to obtain better-than-average click-through and conversion
rates from the very start, and then to test variations in ad copy with the goal of continu-
ally improving results. Ad testing is covered thoroughly in Chapter 10, “Month 7—Test
Ads by Using Advanced Techniques.”

Now on to the fundamentals.
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Group Keywords Tightly

An ad group’s root keywords are the ones that represent the core theme of the ad
group. For example, the root keywords for an ad group whose theme is red sneakers
would be, not surprisingly, red sneakers. The other keywords in the ad group should
include these root keywords, as in these examples:

° Best red sneakers
o Red sneakers online
° Durable red sneakers

o Red basketball sneakers

Ideally, the ad group’s root keywords should appear at least once in the ad, pref-
erably in the headline. This helps ensure that the person viewing the ad comes to the
all-important conclusion, “This ad exactly matches the intent of my search.” Also, key-
words included in ads appear in boldface, so they’re more eye-catching.

Talk to the Reader

Whenever possible, speak directly to the reader by using words such as you and your.
People respond better when it seems the advertiser is taking a personal interest in them
and has what it takes to satisfy the searcher’s need or desire.

Here’s a “before” example:

Custom-Built Cabinets
Strong materials. Professional
installers. Low prices.
www.wehangem.com

And here’s the “after”—a more “you-oriented” version:

Custom-Built Cabinets
Your kitchen, your style, our
cabinets installed by pros.
www.wehangem.com

Tell the Readers What You Want Them to Do

As mentioned earlier, people respond better to ads that tell them explicitly what is
hoped or expected of them. Action words and imperative verbs work particularly well,
such as the following:

J Get
o Shop
o See
o Find

o Buy


http://www.wehangem.com
http://www.wehangem.com

Make It Clear What You're Selling

If your site sells something, make it clear that the ad leads to an e-commerce site—Dby
including price information, for example. This helps ensure that you don’t waste money
on clicks from people who are only looking for information or samples. For example,

a site that sells photos of sports figures can minimize the number of expensive clicks
from people who just want to see or print such photos by including a phrase such as
Prices as low as $59!

The fact is that many people use search engines to research topics, find news,
and see pictures and videos. These are generally not the kinds of searches that yield
paying customers, so an important goal of your PPC campaigns is to make sure your
ads appeal exclusively to people who are seriously interested in converting.

Use Title Case

Often an ad with words in title case (that is, the first letter of each significant word is
capitalized) performs better than a version of the same ad with lowercase letters. Here’s
an example:

Refinance Your Mortgage
Apply Now—Lower Rates and a
Fatter Wallet Every Month!
YetAnotherMortgageBank.com

Call Readers to Action

Our testing has shown that people will more often take an action if it’s explicitly
spelled out for them. And try to be more creative than just saying, Visit our site or
Click to see.

Here’s an ad with no call to action:

Get Government Grants
Many are eligible for money
from the feds. Up to $15,000.
www.washingtondough.com

And this time, with an explicit call to action:

Get Government Grants

See if you can get up to $15,000.
Take our 5-minute test!
www.washingtondough.com

Use Appropriate Punctuation to Emphasize Action

Exclamation points can significantly increase click-through rates (CTRs). And don’t
omit punctuation marks, because your ads might appear incorrectly under some
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circumstances. For example, the following ad looks OK when it appears on the side of
a search results page:

Get Government Grants

See if You Can Get up to $15,000
Take Our 5-minute Test!
www.WashingtonDough.com

However, the lack of punctuation at the end of the first line will make the ad
look odd when it appears at the top of the results page:

Get Government Grants
See if You Can Get up to $15,000 Take Our 5-minute Test! www.WashingtonDough.com

The lack of punctuation may seem like a minor problem, but the properly punc-
tuated version of the ad will very likely result in a higher CTR.

Know that Benefits Sell Better than Features

As you learned last week, your ads should emphasize the benefits of your offering, not
just the features. Features describe the product and/or service you’re selling, whereas
benefits describe the positive emotions your customers will experience.

Here’s a feature-oriented ad:

Refinance Your Mortgage

Easy application and low

rates. Lock in yours.
www.yetanothermortgagebank.com

And here’s a version that motivates by using benefits:

Refinance Your Mortgage

Apply now—Ilower rates and a
fatter wallet every month!
www.yetanothermortgagebank.com

If You've Got It, Flaunt It

It really pays to underscore your competitive advantages, especially if you’re in a
crowded field of competitors. Consider this example:

Hotel Software

Maximize your profits. Top-

rated by experts 2007-2008.

www.hotelsoft.com

Note that any claims of top ratings, best-quality products, and the like must be

backed up by evidence that’s included on your landing page.


http://www.WashingtonDough.com
http://www.WashingtonDough.com
http://www.yetanothermortgagebank.com
http://www.yetanothermortgagebank.com
http://www.hotelsoft.com

Stand Out

For some industries, such as financial services, medical malpractice, and travel, doz-
ens or even hundreds of companies may be bidding on the same keywords and filling
search results pages with very similar-looking ads.

In such situations, it’s often better to display ads that are markedly different from
the competition. This is borne out by research conducted by MarketingExperiments
(www .marketingexperiments.com/ppc-seo-optimization/ppc-ad-copy-tested.html). They
found that over-the-top ads performed better than mediocre, straightforward versions,
simply because they were more noticeable—like this one for a travel agency:

Have a Bad Trip
Unless you see our low fares

and great customer service.
www.goawaywithus.com

Tuesday: The Headline—The Most Important Characters

The headline is the most important determinant of a PPC ad’s success. Even ads
with poorly written body copy perform better when the headline is well written.
This has been borne out by numerous tests, including the previously mentioned

MarketingExperiments article.

And what distinguishes well-written headlines from poorly written ones? As
mentioned previously, headlines work best when the search term is included. That’s
because ads with the keyword in the headline say more clearly to the searcher, “We
have what you’re looking for.” And when the words in the headline (or anywhere else
in the ad text) are exactly the same as the keywords in the corresponding ad group, the
search engines display those words in boldface—calling more attention to the ad and
making it more likely that searchers will click on it.

As you learned in Chapter 4, “Month 1—Research Keywords and Establish
Campaign Structure,” it’s best to include a small number of keywords in each ad
group. And each keyword in an ad group should consist of the same one, two, or three
words, as well as modifying words that might correspond to the way people search.

That takes a lot of manual effort up front, but it pays off because it allows you
to include keywords in your ads—especially in the headline.

For example, consider an ad group that contains the following keywords:

o refinance mortgage rates

o mortgage refinancing

o low mortgage rates
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If the search term is refinance my mortgage to get lower rates, then the ad will
be displayed as follows, with important words highlighted:

Refinance Your Mortgage

Apply Now—Lower Rates and a
Fatter Wallet Every Month!
www.yetanothermortgagebank.com

The ad would be much less effective if the keyword list included terms that are
less tightly related to the ad copy, such as the following:

° home loans
° loan from bank
° rates on house loans

Table 5.3 lists some keyword-and-headline combinations that illustrate these
concepts as well as the ones you learned previously.

» Table 5.3 Keyword and Headline Examples

Ad Group Root Keyword Headline

Hawaiian vacation Custom Hawaiian Vacations
CRM software Powerful CRM Software
Lose weight Lose Weight—Fast & Easy
Divorce lawyer Winning Divorce Lawyers
Storage units Strong, Safe Storage Units
Anniversary gifts Lovable Anniversary Gifts
Nike Air sneakers Nike Air Sneakers Sale

If your root keyword is so long that the modifying words won’t fit, you can use
just your root keyword. However, it’s worthwhile to test alternatives, especially in
competitive industries. Chapter 10 covers this in greater detail.

Wednesday: Line 1—Features and Benefits

PPC ads work best when you lead off with the features and benefits of the offer in the
first line. Frequently this requires more space than just the first line, so it’s OK to bleed
over into the second line, especially if the call to action at the end of the second line is
brief. Table 5.4 provides some examples.

» Table 5.4 Keyword and Line 1 Examples

Ad Group Root Keyword Line 1
Hawaiian vacation Relax in Our Hand-Picked Hotels.
CRM software Never Lose a Customer or a Sale.

Lose weight Amaze Your Friends w/ Your Sleek New Bod.


http://www.yetanothermortgagebank.com

Ad Group Root Keyword Line 1

Divorce lawyer Get Your Fair Share.

Storage units Keep Your Valuables Safe & Clean.
Anniversary gifts She’ll Adore You for Another Year.
Nike Air sneakers Jump Higher and Impress the Hood.

Thursday: Line 2—Urgent Calls to Action

The second line of the PPC ad is where you should give explicit directions to the reader.

As mentioned previously, when you tell your readers what you want them to do, they’ll
more likely take action when they get to your site. Table 5.5 shows examples of second
lines that emphasize action and urgency. You’ll see that the examples all include an
exclamation point at the end of the line—this is intended to connote immediacy, pro-
pelling the reader to the desired action.

» Table 5.5 Keyword and Line 2 Examples

Ad Group Root Keyword Line2

Hawaiian vacation Rooms Sell Out Quickly—Book Now!

(RM software Download the Free Trial Today!

Lose weight See How 3 Svelte Women Did It!

Divorce lawyer Request Your Free, Discreet Consultation Today!
Storage units Reserve Today for a 25% Discount!

Anniversary gifts See Huge Selection & Low Prices!

Nike Air sneakers Find Your Size and Style Now!

Friday: The Display URL

Most advertisers are unaware that the display URL of a PPC ad can be fine-tuned to
deliver better performance. Only two rules govern the display URL:

o It must contain the root domain name of your site.

o Its syntax must adhere to the rules describing legal URLs.

Note that these rules don’t prohibit capitalization, nor do they require that the
display URL point to an actual page on the site.

So all of the following are legal display URLs:
o www . BeanCounters.com/Accounting

° ThaiFood.PadThaiHouse.com

o BigBoxStore.com/Free-Parking
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Our tests have shown that this technique can yield nice improvements in CTR
and can even help increase conversion rates.

Here are the complete ads formed by using the lines from Tables 5.3-5.5, along
with display URLs created by using these techniques:

Custom Hawaiian Vacations

Relax in Qur Hand-Picked Hotels.

Rooms Sell Out Quickly—Book Now!
GetAwayWithUs.com/Hawaiian_Vacation

Powerful CRM Software
Never Lose a Customer or a Sale.
Download the Free Trial Today!
CRM.CustomerForce.com

Lose Weight—Fast & Easy

Amaze your Friends w/ Your Sleek New
Bod. See How 3 Svelte Women Did It!
FatBeGone.com/Cash-Back-Guarantee

Winning Divorce Lawyers

Get Your Fair Share. Request Your

Free, Discreet Consultation Today!
DewyCheatem.com/Top+Divorce+Lawyers

Strong, Safe Storage Units

Keep Your Valuables Safe & Clean.
Reserve Today for a 25% Discount!
ExtraSpacious.com/Discount_Now

Lovable Anniversary Gifts
She’ll Adore You for Another Year.
See Huge Selection & Low Prices!
Anniversary.ForgetHerNot.com

Nike Air Sneakers Sale

Jump Higher and Impress the Hood.
Find Your Size and Style Now!
Pazzos.com/Nike_Air_Styles

Week 7: Explore Industry Examples

This week, you’ll look at examples of well-written ads for five kinds of advertisers.
You’ll apply the techniques described in earlier parts of this chapter, and hopefully
gain inspiration for writing ads that will work well in your particular situation.

For each industry example, you’ll see the root keyword of the ad group used to
trigger the ads.



Monday: The Single-Product Retailer

In the following example, note the implied sense of urgency hinting at the possibility
that the $25 discount can be earned today only.

Root keyword: improve golf swing

Improve Your Golf Swing

Win More Matches: Hot New DVD Will
Shave Strokes. Save $25 Today!
GolfMore.com/Improve_Swing

In the next example, the headline implies that the advertised software has
somehow been rated superior to its competitors. This may seem contrary to the search
engines’ terms of service that require such claims to be substantiated on the landing
page. However, there are many superlatives that the search engines don’t prohibit. See
if you can find more.

Root keyword: iPhone GPS app

Top iPhone GPS App

Never Get Lost Again: Turn-by-Turn
Directions. Get Free Trial Now!
RazzleSoft.com/iPhone+GPS

Tuesday: The Multiple-Product Retailer

It’s often a good idea to include pricing in ads—whether you want to telegraph a lower

price than your competitors, or, as in the following example, you want to indicate that

bargain-shoppers should not click on your ad. Advertisers of top-end products will find
this may decrease CTR, but it will keep costs low and profitability high.

Root keyword: high-end necklaces

High-End Necklaces

Feel Like a Princess: See Qur
Custom Necklaces—$1,000 and Up.
ZealousGems.com/Necklace

Listing a variety of products as in the following example tells readers that they’re
likely to find something of interest. And many online buyers are soothed by the prom-
ise of a guarantee—that way, they can feel assured they won’t lose their money if the
product arrives and it’s not quite what they expected.

Root keyword: statues for my garden

Charming Garden Statues
Buy Gnomes, Fairies, Saints,
Flamingos. Cash-back Guarantee!
YardGuard.com/Garden+Statues
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Wednesday: The B2B Service Provider

In the following example, the advertiser is emphasizing its track record for delivering
completed projects within the customer’s requested scope and timetable—some of the
biggest worries that plague buyers of technical services. And the advertiser is offer-
ing proof in the form of testimonials and a downloadable case study. This kind of

ad works well when coupled with a landing page that has a simple form enabling the
advertiser to collect contact information so the company’s salespeople can follow up.

Root keyword: digital imaging service providers

Digital Imaging Services

All Projects On Time & On Spec. See
Testimonials & Get Free Case Study.
SuperScanners.com/Digital_Imaging

The following ad includes several emotional triggers. It says to the boss, “I’ll be
a hero to my employees and visitors if I hire this cleaning service.” It also hints that
there might be hygienically unsafe problems lurking, and that Office Divas can whisk
those problems away. Add the implication that all of this can be obtained at competi-
tive rates, and you have an ad that’s nearly irresistible.

Root keyword: office cleaning service

Spotless Cleaning Service

Your Clients & Employees Will Love
Safe, Clean Offices. See Low Rates!
OfficeDivas.com/Cleaning_Service

Thursday: The Professional Services Provider

Why do companies hire bookkeepers? To keep them out of trouble! The following ad
addresses such fears from the very first line.

Root keyword: bookkeepers

Diligent Bookkeepers

Never Miss a Penny or Pay a Fine.
Request a Free Consultation Today!
Bookkeepers.CountBeans.com

The following ad will stand out from the crowded pack of competing advertisers
because it is almost entirely you-oriented. Use Google to search on the root keyword
advertising agencies, and you’ll see what we mean. Ironically, most ads are focused on
the agency itself rather than the desired outcome for the prospective client.

Root keyword: advertising agencies

Award-Winning Ad Agency

See How We Can Help You Beat the
Competition and Grow Your Business!
MoBetterClicks.com/Advertising




Friday: The Financial Services Provider

Notice how the following ad telegraphs safety and security, without potentially run-
ning afoul of regulators and the search engines’ terms of service. Although the ad
implies that certificates of deposit are the safest places to tuck the reader’s money, it
stops short of making any guarantees.

Root keyword: safe investments

The Safest Investment?

No More Shrinking Savings Worries.
(Ds May Be Safest. Buy Online!
LittleBank.com/Safe_Investments

Although we don’t necessarily endorse artificial scare tactics, the following ad

will certainly stand out by implying impending problems unless the reader takes imme-

diate action.
Root keyword: lowest mortgage rates

Get Low Rates Immediately
Mortgage Rates May Be Soaring Soon.
Lock In Your Lowest Rates Now!
Lowest_Rates.MortgagePlaza.com

Week 8: Understand Ads for the Content Network

Chapter 7, “Month 4—Advertise on the Content Network,” thoroughly covers the
concepts youw’ll need to be successful at advertising on PPC content networks. You’ll
see that the rules and techniques for contextual advertising can be very different from
those for search advertising.

One of the primary differences is that ads need to work harder to gain the
attention of the reader. This is because the readers aren’t engaged in the process for
searching for information or actively shopping. Instead, they’re browsing websites for
interesting or pertinent content.

Contextual ads appear adjacent to this content, usually (but not always) on the
periphery of the web page—on the left or right side, or at the top or bottom of the
page. To some extent, people have become conditioned to ignore such advertising,
because they know the ads are tangential to the main attraction: the page’s content.

So just as in traditional print advertising (ads appearing in magazines and news-
papers), your PPC contextual ads need to distract the reader’s attention away from the

articles and toward the ads. To accomplish this, most print advertisers use eye-catching

graphics, controversial headlines, and/or outrageous promises.
With PPC search advertising, the reader of the ad is often at or near the end of a
research-evaluate-buy cycle—sometimes referred to as the sales funnel. In other words,
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the reader has performed several searches and is in the frame of mind to take action
immediately—or at least soon.

By contrast, it’s safe (and prudent) to assume that most readers of a content ad
are at the very beginning of that process. They haven’t even reached the lip of the sales
funnel, so the most important objective of your ad is to grab their attention and push
them over the edge.

In that sense, you could say that the goal of search advertising is demand satis-
faction, whereas the objective of contextual advertising is demand generation. People
using search engines are often telegraphing their demand in the form of their search,
and the advertiser is signaling that they are capable of satisfying that demand.

When a reader sees a contextual ad, there’s no preceding demand—so it’s the
job of the ad to create or incite the demand. This may seem like a drawback, and as
you’ll see, it’s a big challenge that advertisers need to address, but it’s also an important
opportunity.

There are many products and services for which search volumes are low. That’s
because demand has not yet built—not enough people know about their existence.
Here are some examples:

. Software and technical solutions that solve a problem previously thought diffi-
cult or impossible to solve

o New products in niche categories—where the search volume is low, but a signifi-
cant number of special-interest websites accept contextual advertising

o New art, books, movies, or music—especially ones by not-yet-popular artists

o Nonprofit organizations seeking donations

As you’ll see in Chapter 7, contextual advertising campaigns can be an impor-
tant driver of immediate conversions, as well as an introduction to the advertised site
that results in conversions later when people revisit the site. For many advertisers, it’s
not just an important part of their PPC campaign—it’s their main or even sole means
of generating demand and driving sales.

Monday and Tuesday: Writing Contextual Text Ads

How do you distract readers away from page content and persuade them to read and
click on your ad? As you’ll see later in this chapter, static and animated banner ads can
more easily grab the reader’s attention—when they’re properly designed, they stand out
discernibly from text-heavy page content.

But not all advertisers have access to the resources needed to create nontext ads.
Furthermore, many site owners choose to display only text ads, reasoning that banner
ads clutter or compromise the clean design of the site.



Fortunately, there are a number of ways to make text ads jump off the page.
Here are some examples:

Scream Think loud. Your ads can, and should, shout their way off the screen. Don’t be
afraid to be borderline obnoxious—it works for HeadOn (whose ads repeat, loudly:
Apply directly to the forehead!) and scores of other advertisers. You can afford to be
much more disruptive than you are in your search ads for one important reason: Unlike
with search ads, you don’t need to worry about including keywords in the ad head-
line. Because keywords don’t trigger bold words in your content ads, you can use any-
thing you like in your headlines—the more eye-catching, the better. Here’s an ad that
uses loud and provocative words and images that are designed to be noticed:

Pure Chocolate Lust
Disqustingly rich chocolates.
Mouthfuls of decadence!
www.ChocolateDecadence.com

Bribe Complimentary offers (such as free downloads, free shipping, or trial versions)
work well. If you’re a B2B advertiser seeking leads, bribe readers with a free white
paper. Business-to-consumer (B2C) advertisers can give free samples. Loyalty clubs can
give free points. Often, these kinds of “soft offers” will perform better than ads that
assume the reader is close to making a decision or purchase. Here’s an example:

Free CRM Software

Keep Customers Happier.
Download Free Trial Today!
www.HappyCustomers.com/CRM

Stand Apart Your ads are competing with the web page’s content and as many as four
other ads within the ad unit, and perhaps several others on the page. Your ad needs
to distract attention away from the page content and the competing ads—which is no
mean feat. Study the competition’s ads and make sure yours are different and prefer-
ably louder. Consider this example:

The Only Real Citrate

See the 10 Reasons Our

Citrates Rate Higher!
www.TopChemSupply.com/Citrates

Get Imperative Testing has shown that imperatives in headlines and body copy work well
to get attention. Words such as Stop! and Wait! and Look! attract the eye as assuredly
as if the reader had heard them shouted.

Don't Take Vacation
Wait! Avoid a Bad Trip.
Buy Travel Insurance.
www.TripCoverage.com
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Be Malthusian Prey on the reader’s most basic emotions. For example, people hate to
believe they’re missing something important. Tell them what they’ll miss or fail to
achieve if they don’t click on your ad. Or take a cue from the insurance companies and
scare ’em. Tell them about the dire consequences they’ll experience if they fail to click.
Is Your Dog Dying?
You'll never know unless

you ask these 5 vet questions.
www.PetPills.com

Good-Better-Best

Hopefully, you’re getting the picture: Shy, understated, soft-selling content ads don’t
work. They quietly beg to be ignored. The good news is that it’s not hard to write ads
that pop off the page and get results.

Let’s wrap up the day by comparing bad and good search ads, and then looking
at an example of a good content ad.

Here’s an example of a bad search ad—the one you saw at the beginning of this
chapter:

Outdoor Furniture
Tables, chairs, lounges.
Wood and plastic.
www.outdoorfurniture.com

This search ad is typical of many you’ll see in the search listings. It simply lists
what’s being sold, with no mention of competitive advantages or benefits and no calls
to action.

Here’s a better search ad:

Outdoor Furniture

Durable Patio Beauty. See

Low Prices on Top Brands!
www.OutdoorFurniture.com/Outdoor

This search ad employs some of the search-ad best practices: capital letters in the
body copy and the display URL, benefits (the word durable), a call to action, and an
extra word in the display URL that corresponds to the search term.

Now let’s look at an even better content ad:

Dazzle the Neighbors

But Don’t Tell Them about Our Low
Deck Furniture Prices. See Catalog!
www.FranksFurniture.com

This content ad demonstrates some of the best practices previously described,
such as an eye-catching headline that appeals to base emotions.


http://www.PetPills.com
http://www.outdoorfurniture.com
http://www.OutdoorFurniture.com/Outdoor
http://www.FranksFurniture.com

Wednesday: Writing Static Banner Ads

Remember the adage “A picture is worth a thousand words”? It’s true, and that’s good
news for PPC advertisers. Graphical ads can convey a richness of messages and emo-
tions, and persuade in a shorter period of time than reams of well-written ad copy.

Unique or new product designs can be clearly depicted. Benefits can be tele-
graphed by using photos of people experiencing the joys of using a product or service.
Color, style, and size varieties can be distinguished easily.

Even the design-challenged can create effective, professional-looking static and
animated banner ads. Google’s Display Ad Builder is available within every advertiser’s
web interface (see “The Google AdWords Display Ad Builder” sidebar). Yahoo! has a
similar tool for its PPC advertisers called Yahoo! My Display Ads.

The Google AdWords Display Ad Builder

In 2008, Google introduced a powerful new feature: the ability to create professional-looking
static and animated banner ads, even by advertisers with little or no graphic arts skills. The fol-
lowing illustration shows you where to find Display Ad Builder in your ad group while viewing

existing ads.
f -~ o
GOUSI@ AdWords Get an
Home [E&EWLEILNEE Reporting ~  Tools = Billing ~ = My account ~
All online campaigns « All online campaigns
L1 Branded + Patch Messages © Alerts (1)

L] France - Branded + Patch

L1 France - Content Keyword-
targeted Campaigns  Ad groups  Settings m Keywords  Netw|

L] General Diet Search

P Change Graph Options

L1 Germany - Content Keyword- 1 53

targeted

L1 Germany - Content Placement-
targeted
L1 Germany - Search )

More actions... ~
== Ad Campai
Image ad variations (2

Display ad builder
lotal - all ads

After clicking Display Ad Builder, the advertiser can select from dozens of static and animated
(Flash) ad templates. Some of them are simple and drab, as in the following image.

continues
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The Google AdWords Display Ad Builder (continued)

Choose a template to customize

» General

Rich media and video
Seasonal
Entertainment
Financial

Retail

Technology

Travel -

Show all Bl purpaose 24

Sortby

728 x 90,120 x 60O,
468 x B0, 336 x 780, 160 x 600, 300 x 250

» Nowost
Mast papular [

Hightest click-through

Al purpose 26
Ayailalde szes. 336 x 280, 300 x 250,
468 x B0, 120 x 600, 160 x 600, 728 x 90

Chovse

Build a display ad in just minutes, and run it across the Google Contant Metwork. [Learn maona]

Catagory 1to 10 of 33 Mext »

Headline

Al purpose 25
Fecalable sizes 160 x 600, 300 x 260,
468 x B0, 120 x BOO, 336 x 280, 728 x 90

| Gwoes |

Headline

Al purposs 27
Aalable sizes. 336 x 280, V28 x 90,
468 x B0, 120 x 600, 160 x 600, 300 x 250

| Ohwese |

Headline

Others are bright and flashy, like the ones in the next image, and designed for use around holi-
days such as Father’s Day or Valentine’s Day, or during seasons such as summer and fall.

Choose a template to customize

Build a display ad in just minutas, and run it across the Google Content Network [Leam mare]

MONTH 2—CREATE GREAT PPC ADS W

CHAPTER 5

Category
General

Rich media and video Summer 1

Seasonal Available sizes: 728 x 90, 300 x 250,
rlammant 120 x 600, 336 x 200, 468 x 60, 160 x GO0

Financial
Retail
Technalogy
Travel
Ehow all
Sont by

» Newest
Most popular
Hightest click-through

Summur 3

HAyailable sizes: 336 x 200, 120 x 600,
T26 x 90, 468 x 60, 160 x GO0, 300 x 250

Chocee

Baskelball
Myailable sizes: J00 x 250, 460 x 60,
T28 x 90, 160 x 600, 336 « 280, 120 » 600

Summur 2
HAyalable sizes: 160 x 600, 120 = GO0,
300 x 250, 336 x 280, 468 x 60, 720 x 90

Summur 4
HAyailable sizes: 336 x 200, 460 x G0,
300 x 250, 160 x 600, 728 x 90, 120 x GOO

Fall
Myailable sizes: 728 x 90, 300 x 250,
4568 x B0, 3365 x 280, 160 » 600, 120 x 600




The Google AdWords Display Ad Builder (continued)

After choosing a template, the advertiser simply fills in fields with the desired headlines and
body copy (and even text in action buttons), uploads graphics such as product shots and logos,
and clicks a button. The Builder creates a set of pro-quality banner ads in a variety of popular
sizes. The whole process to create a set of ads can take as little as five minutes! The following
image shows you the tool in action.

Select ad variations

New display ad Choose a different template Ty contgnt of this ad will be used for all ad variations.
Remamber, there's no axtra cost for salecting multiple ad
sizes.

Ad Name
]300 x 250 <120 x GO0
Mame | | Hear ou M 25 ¥ 336 x 2680 1468 x 60
This name wan't apeear in yaur ad and i only used for ¥ 160 x 600 V1728 x 90
- o See interactive preview for all sizes
Preview ad W0 xIHN -
Headline

She'll Adore You on Valentine's Dag®

Headhne | Shel Adore You on Vaktnting's Day
Headling font | FrankinGctURWTMed -

Headline text color D ¥FFFFFF

Dip Nowl
Description line
Description line | Deviishiy Delcious Chocolates .
Descnphion line font | FranknGetURWTied - WWW VOUrIoocahens com

Descnplion lne lext . 2000000
color

Click button

Chck tewt | D Naw!

Click toxt font | FrankinGotURWTHea -
Click test enlor #FFFFFF

Button color . HA322C4

Logao

| |Browse.|

As usual, some techniques can help ensure that your ads are successful. As
pointed out earlier, the most important challenge is for the ad to distract the attention
of the site visitors away from the main reason they visited the site: the page content. So
the ad needs to be eye-catching enough to stand out from the page. This can be a par-
ticular challenge for banner ads, given the possibility that website visitors as a whole
may have developed “banner fatigue,” gliding right over graphic ads on their way to
their precious content.

After catching the reader’s eye, the real work begins: getting the click. The non-
text ad needs to work hard and fast to convince the potential site visitor that there’s a
strong reason to click on the ad.
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So the ad needs to accomplish the following in rapid succession:

Close association: Ensure that the reader understands right away that there is
a close connection between the ad copy and the need or desire they intended to
express with their search query.

Motivation: Include clear features and benefits that will motivate the reader to con-
clude clicking on the ad will likely result in the satisfaction of their need or desire.

Prequalification (optional): Make sure the wrong people aren’t persuaded to
click. You can do this by including a price, for example, so that the reader can’t
assume clicking on the ad will lead them to a page that offers free information.

Presale (optional): Describe the action you want the reader to take after they’ve
clicked on the ad and arrived at the landing page.

Call to action: For example, Start Saving Now!

Guidelines exist for the ad’s layout and the location of individual elements. In
general (at least in Western civilizations), studies have shown that a site visitor’s eye
tends to examine the ad starting at the top and then moving down and to the right (see
the Eyetrack IIT article at http://poynterextra.org/eyetrack2004/main.htm for more
on this topic). This is also true for skyscraper and square ad units. For rectangular ad
units, the eye tends to move from the extreme left to the extreme right.

So make sure that ad elements intended to elicit the response “This ad’s for me”
are located at the top or extreme left of the ad unit. That can be followed by words and
images that clearly signal features and benefits that lead the viewer to conclude there’s
a good reason to click through to the advertiser’s site.

Critical to the success of any ad is the call to action. Make that a big, bright,
noticeable element (such as a link or a button) that clearly tells the viewer what to do next.

Let’s take a look at a sampling of banner ads and see how well they employ these
techniques. First up is the ad shown in Figure 5.4 from Tickle, a site that challenges
visitors to take tests and quizzes.

1Q QUESTION:
Which does not belong in the group?

o

o
/
i
\

@®
@]
'I:l('klt’ Your Brain

Figure 5.4 Tickle banner ad

The ad has one main strength: a clear call to action, in the form of the Click
Here button, in the lower right of the ad unit. That’s perfect button placement, because


http://poynterextra.org/eyetrack2004/main.htm

as you just learned, that’s where the eye usually ends up after tracking down through
the ad from the upper left.

The ad is weaker in other respects. First, unless the ad appears on sites specifi-
cally related to brain teasers and quizzes, there’s only a slim connection between the ad’s
first main message (IQ Question) and site content (the ad is on a site related to financial
services). Second, because the main graphic elements are pictures of insects, the ad is
more likely to attract the attention of backyard entomologists than quiz aficionados.

In other words, very little about the ad pops out and grabs the site visitor’s
attention—it’s likely to be ignored by most.

Figure 5.5 shows an even weaker ad. Try to figure out what’s being sold.

\BEL  Olive Plate. /s Shop ches
Your price is §9.99 . . .
s, Figure 5.5 Banner ad selling...olives?

The ad telegraphs a benefit that could be motivating: the $9.99 price. But it’s too

difficult to figure out what’s being sold and why the viewer should buy it. Is it a plate
full of olives? Is it two plates (including the mysterious object in the lower left)?

All in all, it’s a weak ad with washed-out colors and an important wasted oppor-
tunity: On the right side of the banner, where the eye rests after the traverse from left
to right, the valuable real estate that should contain a strong call to action instead fea-
tures a confusing logo that fails to motivate.

Now let’s look at some winners. The first, shown in Figure 5.6, is simple and direct.

Save Money.
Stay Warm.

Join the Nation's
Largest Heating
Qil Buying Group!

Figure 5.6 Simple, direct banner ad
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The advertiser is a heating-oil buying cooperative. The target audience is
thrifty-minded women, who can identify with the ad’s central figure: a winter-bundled
woman who’s surprised at the bagful of money she’s saving. The headline is short and
sweet, and hits at the emotional level: Stay warm while spending less money on heat-
ing oil. And there’s a big bold red Click Now button that sits right at the proper spot,
at the bottom of the skyscraper. Our only quibble is that the button might help the ad
convert better if the text were Join Now, which is the conversion action on the site’s
landing page.

Our second winner, shown in Figure 5.7, advertises a golf training DVD.

Lower Your Handicap by 7 - 12 Strokes
New DVD GUARANTEED to Improve Your Game! <«PurePoint Golf »

#1 Golf Instruction Rescurce

Figure 5.7 Golf DVD ad

The graphic, a male golfer exulting about sinking a difficult putt, is apt to draw
the attention of the target audience. Then the headline promises every golfer’s dream:
shaving strokes off your handicap. The big GUARANTEED provides credibility and
helps set the stage for a worry-free purchase. The call to action is bold and located in
the right position. And the advertiser has swallowed their pride and featured their logo
in a relatively subordinate position—just noticeable enough that the site visitor will
draw the connection between the brand and the ad.

Next, you’ll learn techniques that will help you create the most effective ads
there are: animated banner ads.

Thursday: Creating Animated Banner Ads

If a picture is worth a thousand words, an animated picture is worth a million.
Movement enables the advertiser to more easily distract the site visitor’s attention,
and convey complex and emotion-laden messages, much more quickly and easily
than can be achieved with a static picture.

Animated banners are more difficult to create and usually more expensive, but
the expense is worthwhile. Our own testing has shown well-designed animated ban-
ners achieve CTRs that are 50-200 percent better than those achieved by equivalent
static banner ads.

The design techniques for animated banners are the same as the ones for static
ads: Grab attention, tell a compelling story, and hustle the viewer to the call to action.
The difference is that the advertiser has more-effective means to achieve these goals.
Lights can flash, words can whirl, and the call to action can grow in size until it domi-
nates the entire ad space.



Let’s take a look at some good examples, starting with the one in Figure 5.8,
advertising a Colorado Technical University degree program.

y EARN YOUR
Master's Bearee G,
15 MONTHS

i University O

You Owe it to
Yourself!

A

LEARN MORE

Figure 5.8 Effective education ad

The overall design suggests a college diploma at first glance, which should
attract the eye of site visitors interested in getting an advanced university degree. The
benefit is clear and compelling—what master’s degree candidate wouldn’t want to look
into an opportunity to be finished with the whole thing in less than a year and a half?

The use of animation is subtle. You Owe it to Yourself flashes at the bottom left,
attracting the eye with a message that’s somewhat of a non sequitur, but one that’s apt
to receive a reaction of, “Yeah, I do!” The flashing text alternates with a flashing but-
ton that serves two purposes: It provides the action mechanism and sets up the presale
by telling visitors what they should do when they click through to the site.

Let’s move on to a quirky favorite: the LowerMyBills.com ad shown in
Figure 5.9.

Fed Funds Rate Dropped to 3%
on January 30!

Select Your State

Estimate New
Payment

Figure 5.9 Attention-grabbing ad

The animated version of the ad shows a grainy amateur video of two women
dancing in an office setting. One of them turns toward the camera and is embarrassed

to be caught in such an unbusinesslike act.
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The video obviously doesn’t relate at all to the selling point of the ad, but
because people seem to enjoy witnessing others’ embarrassment, it’s hard not to get
engaged in the video. There’s even a replay button, which we suspect is used pretty
often.

The Fed Funds Rate Dropped . . . message is not particularly strong, but it
becomes clear pretty quickly that there’s a strong possible benefit. The call to action is
easily understood: Select your state and click the Estimate New Payment link, nicely
presented as a standard underlined hyperlink.

Friday: Advertising on YouTube

There are several ways to advertise on YouTube, Google’s hyper-popular video-hosting
site, and only some of them can be controlled with Google’s AdWords PPC platform.
We’ll concentrate on the ones that can be, because advertising on YouTube in featured
positions requires a direct contract with YouTube and a commitment of at least
$50,000 per month in advertising spending.

But why advertise on YouTube? First, there’s the behemoth’s massive reach.
According to Google, YouTube enjoys the following:
. Hundreds of millions of videos viewed daily

o Hundreds of thousands of videos uploaded daily

o 15 hours of video uploaded every minute

So YouTube is an excellent advertising channel if your product or service can
benefit from reaching mass audiences of relatively undifferentiated people.

But it’s also possible to target YouTube narrowly. AdWords advertisers can
choose to display their ads to relatively tiny, targeted subsets of YouTube site visitors,
as well as to visitors to the site who have chosen to embed YouTube videos on their
own sites.

Using placement-targeting ad groups (described in Chapter 7), advertisers can
easily choose to advertise on specific YouTube pages and even within the videos them-
selves. Figure 5.10 shows the way advertisers choose the YouTube subsections to target,
using the AdWords Placement tool.

In this example, the tool enables advertisers to target not just automobile buffs,
but ones who watch videos about particular makes, such as BMW or Mercedes-Benz.
Targeting can be even more finely tuned by using Enhanced Ad Groups (described in
Chapter 7) that consist of both keywords and sites—telling Google, “Show my ads on
pages within these sites that contain these keywords.”



* \ideo Placements

Ad Formats Impressions per day (2! Status

YouTube, Inc.

— InVideo Overlay Autos & Vehicles 480x70 Bottom center =] B B 500k+ Add»
— Motor Sports 300x250 EEmB 100k-500k  Add »
— Trucks & SUVs 300x250 EEmB 100k-500k  Add »
— Vehicle Maintenance 300x250 EEmB 100k-500k  Add »
— afv_user_meade916 EEmB 100k-500k  Add »
— Ford 300x250 EEmB 10k-100k  Add »
— Vehicle Brands 300x250 EEmB 10k-100k  Add »
— Chevrolet 300x250 EEmB 10k-100k  Add »

] EEmB 10k-100k  Add »
— Dodge 300x250 EEB 10k-100k  Add »
— Honda 300x250 EEmB 10k-100k  Add »
— BMWY 300x250 EEmB 10k-100k  Add »
— afv_user_motortrend EEmB 10k-100k  Add »
— Audi 300x250 EEmB 10k-100k  Add »
— Subaru 300x250 EEmB 10k-100k  Add »
— Mercedes-Benz 300x250 EEmB 10k-100k  Add »
— Mitsubishi 300x250 EEmB 10k-100k  Add »
— Toyota 300x250 EEmB 10k-100k  Add »
— afv_user_streetfirenetwork EEmB 10k-100k  Add »
— Acura 300x250 EEmB 0k-10k  Add »

Figure 5.10 Targeting YouTube auto aficionados with the AdWords Placement tool

When you advertise on YouTube, where will your ads appear? They can appear

in any of the following places:

Your ads can appear within standard text or banner ad units on sites that have
chosen to embed YouTube videos. Google calls these text-heavy publisher con-
tent sites.

Your text ads may appear embedded within the video itself—within the bot-
tom 20 percent of the overall video-player window. This gets closer attention,
because it’s hard for the viewer to ignore the ad.

Specially prepared Flash ads can appear within the same 20 percent of the
played video’s bottom window. These are called inVideo ads, and must adhere
to very stringent requirements related to file size and resolution. These inVideo
ads are not strictly self-serve like all other AdWords ads, because the upload
and placement of InVideo ads require interaction with and approval of Google
account management.
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Friday Night: Taking Stock

On Friday of week 5, we asked you to do a quick assessment of your competition, and
save copies of the ads of your biggest competitors and others you thought were particu-
larly well written.

Now that you’ve studied the techniques used by the pros, take a look back at
those ads. We hope you can see the huge chinks in your competitors’ armor. Most
advertisers are amateur ad writers and designers, and they miss one, two, three, or
more of the fundamental necessities. Note how many fail to include a single benefit or
completely neglect a call to action.

Hopefully by now you’re seeing the huge leverage available to you by virtue of
your newfound ability to create persuasive, effective advertisements. In the next chap-
ter, you’ll apply similar principles to gain a similar advantage. We’ve helped you maxi-
mize the number of people who are persuaded to visit your site; now it’s time to help
you maximize the number of people who convert after they get there.



Month 3—Design
Effective Landing Pages

Up to this point, we’ve been discussing techniques
for driving qualified visitors to an advertiser’s
website. Maximizing the number of visitors at the
lowest possible price is important, but it’s equally
important to maximize the number who take the
conversion action. By the end of this chapter,
you’ll be a pro at driving traffic and converting
visitors to customers.

We’ll cover techniques for designing PPC
landing pages and lead submission forms, and
methodologies for testing and optimizing them. So
put your sacred cows out to pasture and get ready
to unlearn some of the web design practices that

may actually be constricting your sales pipeline.

Chapter Contents

Week 9: Understand the Differences between Site Pages and Landing Pages
Week 10: Create the Mock-up

Week 11: Lay It All Out

Week 12: Design for Testing
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Week 9: Understand the Differences between Site Pages
and Landing Pages

Back in the Stone Age of the Internet, many websites were single pages. HTML editing
tools were primitive—many webmasters hand-coded their pages by using just a text
editor such as Microsoft Notepad. Hyperlinks were used mainly or exclusively to link
to pages off-site.

Soon, the concept of a website as a collection of linked pages was popularized.
Early Internet users were called web surfers, depicted as nerdy types who spent lei-
surely hours exploring randomly and without particular intent. Even if they knew
exactly what they were looking for, finding it required surfing from site to site, because
there were no search engines. Instead there were pages of links to other sites. One
such list still exists, lovingly preserved in its pre-1993 state at http://bit.1y/PbX26.
Figure 6.1 shows it in all its text-only glory.

W3 servers

Note: thas page & bere for lstorical mierest only, the content hasn't been updated saice late 1992,
For more up-ta-date bsts of web servers, see-

* dmoz org: Computers: Software: Internet: Servers: WWW

# Neternft Directory of Web Server Home Sites

» WDVL: Servers

Webnasrer

This is a list of soma WWW servers [t does aot mchude all servers, and note that one server machine can serve many databasss See also background on WWW | and data
available by other protocols , data by subject , how to make a new server , test servers . If servers are marker "expenimental’, you should not expect aunythmg. The top of the Bt is
n reverse chronological order of addition.

NCSA
Maticnal Center for Supercomputing Applictons, Urbana Champam, IL, USA. Experimental
NP3
Lyon, France
Kermnfysisch Versneller Instituut (nuclear physics accelerator mstitute), Grommgen, Netberlands. VMS server.
Wi
Center of Mathematics and Computer Science, Amsterdam FTP server for hypertext, inchiding Gon TeNlnfo stff as hypertext,
Comsl
Legal mfvrnmation: US Intellectual Property Statustes on ne.

A8}

ot

ZEUS experiment at DESY, Hamburg, Germany, [ At least 2 servers]
KEK

KEK. Tsukuba, Japan. Expermnental only. [FTP hypertest, bitp server kater)
DESY unix server

Experimental only as yet.
Denmark's Technical Library

The DB mi: wom service mehedes the Bbrary system.

Figure 6.1 Before there were search engines, there were site lists.

Soon enough, primitive proto-search software tools such as Archie, Jughead,
Veronica, and Gopher became available. Although wildly popular and universally
embraced, they did little more than find web pages and other files whose filenames
were already known.

By the late 1990s, search engines that indexed site pages sparked more wide-
spread use of the Internet for research and shopping. Some e-commerce sites such
as Amazon.com and eBay benefited from the development of secure transaction


http://bit.ly/PbX26

encryption and the buying public’s increasing comfort with submitting credit card
information online.

Shoppers could finally search for and find alternative products and compare
prices by typing specific terms—for example, red dragon mole sauce or Nike Women’s
Shox R4 Sneakers.

But unfortunately, searching is not always finding. Often, having expressed a
specific need or desire, and clicking on a pay-per-click (PPC) ad or a natural search
result, visitors are brought to the site’s home page and presented with a bewildering
assortment of product photos and links. Visitors with ample time, patience, and per-
sistence will, in essence, repeat their search to find the item they specified in their first
search. Many, though, will simply return to the search results page and try to find a
site that more closely matches their needs.

Before you can design great PPC landing pages, it’s important for you to under-
stand one key concept that eludes many site owners: The PPC landing page can, and
often should, be designed very differently from the site’s home page and other site pages.
This week we’ll explain why that distinction makes sense and how your conversion
rates will benefit when you apply that concept to your landing page design.

Monday and Tuesday: One Store, Many Entrances

Many web designers model sites on the traditional view of a single-entrance bricks-
and-mortar shop like the one shown in Figure 6.2. Outside, facing the street, the store’s
front windows are plastered with signs advertising departments, products, and sales.
The store visitors enter through the front door and patiently walk the aisles until they
find something—an item they came to the store to buy or something else that caught
their eye.

The website equivalent usually consists of many pages, fronted by a single unique
home page. The site owner assumes visitors will start at the home page and then use
the site’s search function or department links to browse the site until they find just the
right product to buy.

L R

Books | [Shoes| ’ l Toys (Grames

o

Figure 6.2 The traditional storefront model used by most site designers
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This structure is fine for visitors who arrive at the site after having performed a
broad search or via a general link on another site, or by typing in a URL they’ve seen
or heard about from a friend or an offline ad. It’s likely this kind of visitor hasn’t yet
formed a specific need or desire and is content to browse through the site to become
familiar with its content, features, and benefits at their leisure.

The one-front-door metaphor is also perfectly appropriate for companies offer-
ing no more than two or three products and services; the home page is sufficient for
explaining features and benefits, and guiding the visitor to the conversion action. But
for site visitors who click on a PPC ad and who are very focused on shopping for a
specific item, the experience of landing on the home page can be bewildering and even
annoying. Compare it to the experience of a focused shopper walking into a physical
store. They know exactly what they want to buy, or at least the general category—for
instance, electric drills.

Now imagine that just inside the store entrance, this shopper is met by 20 clerks—
each trying to persuade the shopper to come and look at a different product or depart-
ment. What would you expect that shopper to do?

Most would turn around and walk out of the store. And that’s what many focused
shoppers do when, having expressed a very specific intent while performing a search
land on the home page. They become confused, distracted, or annoyed—and click the
Back button to go back to the search results and pick a different site.

The Circular Building Metaphor

Successful PPC advertisers design their sites based on a different metaphor. Think of
a circular building with multiple entrances, like the one shown in Figure 6.3. Signs
around each entrance describe the products sold just inside the door. The customer
who walks through the door sees only the products described by the outside signage.
It’s easy for customers to find what they’re looking for, and they can conduct their
transactions quickly and easily.

Figure 6.3 Circular building with many entry points



One real-world example of this is Sears stores. Most have multiple entrances,
and often those entrances are labeled to indicate which department is just inside the
door. The people who enter the hardware department door don’t care that Sears also
sells baby clothing. They can spend their precious time in the one department that
interests them, find what they need, and finish the transaction quickly.

But what if Sears had only one door? Many customers would be frustrated by
the necessity to wander around the store trying to find the right department. They’d
feel assaulted by the sights and sounds of thousands of products that don’t remotely
interest them. Some would be distracted from their initial goal, run out of time, and
leave before buying anything.

You may be thinking, “Some people love to shop. They’re actually attracted by
the need and/or opportunity to browse through multiple departments. So the one-door
metaphor might be perfect for them.”

Absolutely true. But your website can include multiple PPC landing pages that
act like the Sears store with multiple entrances—and its home page can satisfy the
needs and desires of the casual shoppers as well as the focused ones.

Most PPC landing pages should be designed with the multiple-entrance meta-
phor in mind. PPC keywords represent the intent and desire of the shopper. PPC ads
are analogous to the signs around each of the multiple entrances—describing what’s
inside the entrance and the benefits the visitor can enjoy. The PPC landing page is like
the shopper’s experience after stepping inside the door.

Wednesday: The ADHD Site Visitor

The first and most important objective of the PPC landing page is to convince visitors
that they’ve come to the right place.

If this crucial first step doesn’t happen—immediately—many (and possibly most)
visitors will click the Back button and then click on one of your competitor’s ads.

Landing page designers should assume that most people visiting the site via PPC
suffer from a mild form of attention deficit/hyperactivity disorder (ADHD). They’re
rushing through their day, bombarded by thousands of distractions, and trying to
accomplish a task quickly, which is to buy what your site is offering.

They do a Google search. They click on your ad. They start examining the page
at the top-left corner and try to decide whether the page (and by extension, the site)
matches their need and/or desire. If it does, they continue scanning the page, and pos-
sibly convert. If not, they’re gone—possibly forever.

How long does this process take? The answer may surprise you. According to
MarketingSherpa (http://bit.1y/PhACW), most visitors decide whether to stay on a page
within 8 seconds or less. But you can find out yourself: Use your web analytics package
to see the bounce rate for your current landing page, and the duration of the visit for
those who bounced off the page.
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We’re betting you’ll find that the bounce rate (the total number of visitors view-
ing one page divided by the total number of visits) is high—over 50 percent—and the
time spent on site by the “bouncers” is no more than 30 seconds or so. The bad news
is, that’s bad. The good news: You’re about to learn how to improve this.

Thursday: The Golden Triangle

The first and most important objective of the PPC landing page is to convince the visi-
tor that they’ve come to the right place. And they frequently draw this conclusion while
looking at the landing page’s golden triangle.

Eye-tracking studies (like the one you can find at http://bit.1y/3xEisy) have
shown that people start to examine a landing page by first focusing on the upper-left
corner of the page. This is where they begin to form an opinion about whether the page
corresponds to the search terms they used.

That’s why we call the area shown in Figure 6.4 golden: It’s the section of the
page where the sale or conversion is most frequently won—or lost. If the visitor fails to
see something within the first few seconds that corresponds to their search—images,
words, or a combination of the two—they likely will leave the page and return to the
search results page.
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Take some time today to perform some searches and click on ads. Notice how
few of the PPC landing pages seem to correspond to the search term you used. Then
take heart in the fact that after you’ve finished reading this chapter, you’ll be designing
landing pages that grab and hold the visitor’s attention right through to the conversion
action.

Friday: The Risky Business of Landing Page Links

As mentioned earlier, many site owners mistakenly assume that all of the pages of their
site must share common design elements, so they include common elements on every
page—most commonly an upper banner, a horizontal row of navigation elements, and
a column of deeper navigation links on the left side of the page.

As mentioned, this kind of page structure is perfect for casual shoppers. They
can surf the site, following links to departments and products at their leisure. They can
use the site’s search functionality (if present) to find pages deeper in the site.

The mildly ADHD-afflicted PPC visitor, though, doesn’t need to see off-page
navigation options. In fact, by including links away from the landing page, the site
owner risks the possibility that the focused visitor might become confused or dis-
tracted, and fail to take the conversion action they were so close to.

Remember the image of a shopper confronted by 20 shouting salespeople? Now
picture the same scene, but preceded by this: The shopper walks into the store, explains
clearly to a single salesperson that they’re interested in a specific product, and then
they’re accosted by the 20 shouting salespeople, each attempting to convince the shop-
per to buy a different product.

The most patient, tenacious shopper might press ahead despite the annoying
distractions. Most would just turn tail to find another store. That’s how a PPC-driven
visitor feels when confronted by a landing page full of links.

Just like the focused shopper in a physical store, a PPC-driven visitor signals
their intent via the words they use in their search query. Arriving on a landing page
that’s crowded with links and navigation options that bear no relationship to the item
or information they’re looking for, they’re likely to be distracted at best and annoyed at
worst. Either way, they’re not likely to persevere through to the conversion.

Now that you’ve spent a week understanding PPC visitor behavior on poorly
designed landing pages, you’ll spend the rest of the month learning how to design and
create PPC landing pages that focus visitors on converting.

Week 10: Create the Mock-up

This week you’ll concentrate on the techniques needed to visualize and lay out the design
of the perfect PPC landing page. You might find it useful to dig out a paper and pencil
to start sketching ideas over the next few days. Next week you’ll learn about turning
these ideas into live landing pages.
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Monday: Start with the Golden Triangle

As mentioned, the PPC landing page visitor decides within seconds whether the page is
related to the desire or need behind their search. During this time, most of their atten-
tion is focused in the upper-left corner of the page. So this page real estate is precious
and shouldn’t be misused. What constitutes misuse? Anything that doesn’t reinforce
that crucial I've come to the right place reaction.

Here are some design elements to avoid:
o Logos and tag lines that occupy most of the golden triangle space

o Graphics and flash animation that don’t establish or reinforce the I've come to
the right place conclusion

o Off-page navigation links
o Search fields
o Customer login fields

So what should be included in the golden triangle? Just enough to indicate to the
visitor that the page is relevant to the visitor’s search.

It’s customary to include the company logo in the extreme upper-left of the page.
This is especially appropriate if the site’s brand is well-known, or if developing a well-
known brand is an important objective of the PPC campaign.

But be careful: Many site owners are so in love with their logo that they feature it
two to three times larger than it should be. Although that certainly helps reinforce the site
owner’s brand, in most cases it wastes space that’s better used establishing relevance to the
visitor’s search. So your company logo or name should be large enough for visitors to see it
clearly, but not so large that it occupies more than about 30 percent of the golden triangle.

Directly beneath the logo, the visitor should see words or images that relate as
closely as possible to the visitor’s search query. This could be as simple as the corre-
sponding name of the product or service.

Tuesday: Bullet Points, Not Paragraphs

Having convinced the ADHD site visitor that your page is worthy of more attention,
it’s time to engage in marketing persuasion. Most site owners include one or more
paragraphs that describe the features of the product or service offered. Their tendency
is to be as comprehensive as possible, listing every reason anyone would be interested.

For the focused shopper, though, it can be risky to include too much informa-
tion. Busy people find it difficult to read through paragraphs of dense copy. Frequently,
they’ll start wading in, become distracted, and either leave the page or leave the room.

Bulleted lists with short statements and sentences are easier to scan and digest
by the typical PPC-driven focused shopper. A mix of four to six features and benefits
is usually all that’s needed to enable the shopper to make a decision and step crisply
through the conversion process.



Let’s look at an example of how product information can be “bulletized.” Here’s
the paragraph form:

Make authentic espressos, cappuccinos, lattes, long crema coffees, even hot chocolate
and tea, with a push of a button, perfectly every time! Each cup of coffee is made on
demand. All you have to do is press a button! Coffee is ground for each cup just before
brewing, preserving more aroma than any other brewing system. The coffee can't be
fresher! All of the Jura Coffee Centers have an extra large brewing chamber, which
holds up to 16 grams of ground coffee...more than any other system on the market.
This design allows you to brew up to 16 oz. of coffee at a time.

And here’s the same information in a bulleted list:
e Makes one cup at a time from freshly ground coffee
e Biggest capacity—holds 16 grams

e Make espresso, cappuccino, latte, long crema coffee, even hot chocolate and tea, with push-
button ease

e Makes the freshest, most aromatic coffee and beverages—quaranteed!

Sometimes a product or service is sufficiently complex that some PPC-driven
visitors will want more information than is included in the bulleted list. If you believe
or know that to be the case for your target audience, a link or button labeled Learn
More may do the trick.

That button (or you may prefer to use simple hyperlinked text) can lead to a
page that describes your product or service in much more detail. You may include off-
page navigation links on that page, because it’s quite possible the visitor needs more
time and information to make a conversion decision.

Wednesday: The Hero Shot

Should your PPC landing page include a main graphic element (sometimes called the
hero shot)? The answer is certainly yes if it’s important for the visitor to see the size,
shape, color, workmanship, or other details that are informative and persuasive. Make
it a sharp, professional photograph or drawing. If necessary, allow the visitor to click
on the image or elsewhere to enlarge the image. But do so in a way that keeps the visi-
tor engaged with the original page—by popping up a new window with the enlarged
view, for example.

What if your product or service is intangible or doesn’t lend itself to a literal
image? Sites advertising software, technical or professional services, and nonprofit
organizations often can’t feature a product-specific image.

Strong advice: Resist the temptation to feature a stock image that only peripher-
ally relates to your product or service. You’ve seen examples: the law firm that features
an image of blindfolded Lady Justice, or the software vendor that imagines a stylized
drawing of mainframes and computer tape will make the page “look good.”
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Instead, think about using images of people. Depict members of your target
market, with facial expressions reflecting the way they feel after enjoying the benefits
of your product or service. Site visitors have a positive reaction to images of people
feeling the way they want to feel. Figure 6.5 shows a poor image for a landing page for
a stock-trading service. It risks alienating potential customers who fear the complexity
of computer-based stock trading.
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Figure 6.5 Complicated hero shot

Figure 6.6 is a better image: a successful young man looking smug after con-
ducting successful stock trades.

Figure 6.6 Simple, clean hero shot

Thursday: Action, Trust, and Privacy

Before pulling it all together with some complete examples tomorrow, let’s cover the
last details that polish a great PPC landing page.

First, if your sight is warranted or protected by a third-party service provid-
ing privacy or security verification, it’s a good idea to feature on your landing page
the icons or symbols they provide. These images, from companies and agencies such
as Thawte, the Better Business Bureau, and McAfee Secure, are widely recognized by
Internet users. Often called trust symbols, they tell visitors that the site is reputable
and trustworthy.

Place such symbols on a part of the page that’s visible to the peripheral vision,
but make sure they don’t impede or obstruct the smooth path the eye travels as it



moves from the upper left to the lower right of the page—for example, place them at
the top right or bottom left of the page. And it’s not absolutely necessary to link the
symbols to an off-site page that explains their significance. In fact, doing so might risk
losing visitors if they get lost or distracted. If you feel you must include a link from the
trust symbols, tag the link with target="_blank" so that the click opens up a new page,
leaving the PPC landing page open after the visitor leaves the trust site.

Likewise, it’s often worthwhile to include About Us and Privacy Policy links at
the bottom of the page—where Internet users are accustomed to finding them. People
like to know there’s a reputable company behind the site, and the About Us page is
an opportunity for you to earn more of the visitor’s trust. Some of the search engines
require the inclusion of a Privacy Policy link. But again, it’s strongly recommended that
clicking either link open a new window, so that the original landing page can be easily
found.

Let’s wrap up our discussion of individual page elements with one last vital link:
the button or link that signals the visitor is willing to take the final conversion action.
For a lead generation site, this is the Submit button that sends the form information
to the site owner. On an e-commerce landing page, the link or button might add the
featured product to a shopping cart or lead straight to the checkout pages. In the case
of a multipage conversion process, the button or link might be labeled Nex# Step and
simply lead to the next page.

In any event, make sure the link or button is big and bright. It should be blind-
ingly clear that the visitor needs to click the object in order to take the next step in the
conversion process. Don’t use light or muted colors for the link or button. And don’t
worry about the possibility that site visitors will be offended or put off by a big, bold
button or link. The risk of that happening is outweighed by the benefit of making the
action impossible to miss.

Friday: Sample B2C and B2B Mock-ups

Today we’ll put all the pieces together and discuss two sample PPC landing page mock-
ups: one for a business-to-consumer (B2C) site, and another for a business-to-business
(B2B) site.

The first, shown in Figure 6.7, is for a site that sells golf training products. The
landing page is one that a visitor would encounter after searching with a term related
to bunker shots—for example, improve bunker play.

Starting at the top left of this page, the golden triangle consists of the company’s
logo, sized large enough to read and recognize, but small enough that it doesn’t occupy
too much precious real estate. Immediately below that is a big, bold headline that relates
precisely to the object of the visitor’s search. Hence it’s likely that the visitor who has
searched using a bunker-related term and who has clicked on an ad that describes the
bunker training product will quickly conclude they’ve come to exactly the right place.
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Figure 6.7 B2Clanding page

The headline is followed by a list of bullet points that highlight the product’s
features and benefits in a way that’s easy to scan and comprehend quickly. The final
bullet point telegraphs the risk-free offer, hopefully removing barriers to completing
the conversion. For visitors who need more information or time before they make a
decision, there’s a big Learn More button that leads to a more comprehensive descrip-
tion of the product.

The trust symbols at the upper right and the links at the bottom of the page help
establish credibility for the site and remove misgivings the visitor might have about
buying from an unknown vendor. The hero shot is a standard product photo that makes
it clear the customer is buying a media product. Below that is a bright red Order Now
button—impossible to miss or misinterpret.

Figure 6.8 shows a PPC landing page for a B2B company whose conversion
action is the submission of a form. Like on the B2C page, the logo is small but recog-
nizable, and the big headline tells visitors who arrived via a search term such as e-mail
marketing software that it’s worth lingering on the page.

Because software buyers need more information in order to choose, the decision
was made not to list the features and benefits as bulleted items. But the strong sub-
headlines make it easy and fast to scan and grasp the most important selling points.
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Figure 6.8 B2B landing page

You’ll learn more about lead generation forms later in this chapter. The form in
Figure 6.8 is short and can be completed quickly. Only the most essential information

should be required, because every field of required information decreases response rate.

Notice that the company’s phone number is featured at the top of the page. The
reason: The company has determined that visitors who prefer to call are more likely to
convert than ones who submit their contact information via the form. If this weren’t
the case, the phone number would be a useless distraction and should be omitted.

Week 11: Lay It All Out

The next setup in PPC landing page development is to render the mock-up as an HTML
page. Whether you’re creating that page yourself or outsourcing the work to a designer
or firm, you’re likely to encounter the impulse to “spruce it up.” The page might seem
too stark to you. If multiple people need to review and approve the design, it’s almost
inevitable that there will be suggestions for changes in design or content.
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Monday: If It's Not Helping, It's Hurting

Just like nature abhors a vacuum, many people see white space as an opportunity—

even an obligation—to add design elements. CEOs are especially notorious for this.

Their inclination seems to be to shoehorn in every possible reason and incentive to buy.
You can anticipate this reaction by fostering an attitude of If it’s not helping,

it’s burting in your organization. Every addition—whether it’s a line of text, a photo,

or just a dash of color—should be justified on the basis of whether it’s expected to

improve the page’s effectiveness at meeting the following objectives:

o Convincing visitors that they’ve arrived at a page matching their desires or needs

o Persuading visitors to move smoothly and quickly to the conversion action

In particular, inclinations to add off-page links should be resisted. Many people
are so conditioned to the standard site template with its horizontal and vertical naviga-
tion areas that a page without them just seems wrong. Stand firm in your resolve that
the only links on the page that take the visitor away from the page should be the Learn
More button or link, and the link from the site logo to the home page.

If you meet with immovable resistance, don’t acquiesce completely. Get agree-
ment from the stakeholder to test their suggestion. You’ll learn how to do simple test-
ing later in this chapter, and more-complex testing in Chapter 11, “Month 8: Test and
Optimize Landing Pages.”

Tuesday and Wednesday: Form Design

Designing effective forms is sufficiently important to reaching a site’s conversion objec-
tives that several books have been written on the subject. We’ll describe simple form
design here and show you how to create a form that collects minimal information and
can fit entirely on the landing page.

Web forms are wonderful devices that allow the visitor to quickly and easily
volunteer information upon which the site owner can act. They’re commonly used to
collect name, e-mail address, and phone number info that can be used to contact the
site visitor.

They’re also the most vulnerable spot on the landing page, in that improperly
designed forms can result in visitors becoming confused, distracted, or annoyed—and
leave the page.

Fortunately, a handful of important techniques can ensure that visitors com-
plete the form submission process quickly and without difficulty. These techniques are
described in the following subsections.

People Hate Forms

First and foremost, understand that though marketers love online forms, their ardor is
not shared by site visitors. People see a form as a gauntlet they need to run on the way



to reaching their objective. They’re accustomed to cryptic requests and insulting error
messages, and even the possibility that they’ll fail to understand the correct way to
complete the form, and slink off the page, undeservedly humiliated.

Set Expectations

Tell visitors what you’d like them to do, and how they will benefit after submitting the
form information. For example, Just send us the information below and you’ll be min-
utes away from speeding up your PC’s performance.

Keep Fields to a Minimum

It’s important to pare down the number of fields on the form to only those that are
absolutely necessary. Conversion rates will decrease with every additional field, because
every second that ticks by increases the possibility that the visitor will become dis-
tracted and leave the page or simply neglect to finish filling the fields.

Painstakingly scrutinize every data point you’re collecting. Do you really need
the visitor’s phone number if follow-up contact is exclusively by e-mail? Is it critical to
collect the visitor’s job title?

If a data point is simply interesting to know, don’t require the visitor to fill in the
corresponding field. Mark required fields by the now-standard red asterisk (but be sure
to indicate somewhere on the page that items with asterisks are required) and leave the
optional fields without an asterisk.

If you’re overruled by a zealous marketing department or CEO and forced to
collect “nice to know” information, try to get permission to test the form with and
without the superfluous fields.

Keep Fields above the Fold

If possible, locate all fields and the action button or link above the fold, i.e., within the
portion of the landing page that can be seen without scrolling. Visitors can see that the
number of required fields is small and that it will take a minimum amount of time to
complete the transactions.

If you must include more fields than can fit above the fold, consider (or test) an
alternative that appears to be equally unintimidating. Label the action button Continue
or One More Step. Or use Ajax programming to pop down additional fields on the
same page after the action button has been clicked.

Make Submission Easy

Put the action button at the bottom of the form, just below the final field. Don’t include
a Cancel or Reset button—those are vestiges of a time when programmers wanted to
show off their ability to clear field contents without refreshing the page.
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Include Privacy Assurances

Internet users are worried about the privacy of their data—especially personal infor-
mation such as phone numbers and e-mail addresses. Reassure them by featuring at
least a disclaimer on the form indicating We will never misuse or sell your contact
information.

Handle with Care

No matter how simple and straightforward you’ve designed your form to be, some
visitors will enter information incorrectly. Don’t be uncharitable and conclude they’re
clueless—everybody makes mistakes. And the way you alert visitors about mistakes,
and help them correct field information, can make or break the conversion. It’s so
important that we’ll devote the entire day tomorrow to the topic.

Thursday: Error Trapping and Handling

No matter how well you’ve designed your form, you can be certain that some visitors
will make mistakes. They’ll leave the .com off their e-mail address, omit a digit from
their phone number, or simply leave a required field blank. They may be well-educated
adults—but everyone makes mistakes.

You’ll be in the right frame of mind if you imagine yourself as a shop owner
who’s helping a confused customer. You want to help them and you don’t want to
offend them. For example, if a customer fails to correctly enter a debit-card PIN at
the supermarket’s checkout counter, screeching “Error! Invalid PIN entry!” and forcing
them to rescan their groceries isn’t going to close the sale.

The following subsections describe the most important techniques for handling

situations when a visitor makes a form error.

Head Off Problems

Designers have been creating online forms for almost 15 years, so many of the most
common errors have been encountered and can be handled by anticipating them. For
example, people enter phone numbers is a variety of ways: (800) 366-7772, 1-800-
366-7772 and 800.336.7772 are all valid, common phone number strings. There’s no
reason why your form’s error-handling routines shouldn’t accept all valid forms. And
there’s certainly no reason to slow down a visitor eager to convert by forcing them to
retype a valid phone number in the only format your form will accept.

Similarly, if your form requests the visitor’s state name, don’t force them to
type it. It’s certain some will misspell the name. With a little extra effort on the pro-
gramming side, you can present the visitor with a drop-down list of state names to
choose from.



Locate Labels

Studies have shown that in the case of form fields that mainly ask for familiar informa-
tion (such as name, phone number, and e-mail address), visitors fill out the forms most
quickly and easily when the form labels are located just above the fields, left-justified.
When the information requested is less common (for example, a series of free-form
questions), response rate is highest when all labels appear to the left of the fields. One
such study is described in a Web Form Design video that you can download from
http://bit.1y/190UL9.

Be Especially Polite

Remember the screaming-store-clerk examples? If the visitor makes a spelling mistake
or omits a field, don’t berate them by displaying a big red error message that shouts
“You have made an error! You must go back and correct your error!”

Instead, act like the empathetic salesperson who wants to help the customer
complete the transaction. Error messages such as the following are less offensive and
demonstrate the site’s eagerness to help:

o We need your correct phone number in case it’s necessary for us to call you
about your order.

o We’re afraid the second password doesn’t match the first one. Could you please
try again?
o The Proposed Budget information helps us tailor a package to your needs. Could

you please choose one of the budget amounts from the drop-down menu?

Don’t worry about sounding too obsequious—the risk of seeming too soft is not
as great as the risk of confusing or alienating the customer.

Pop It Up

To ensure that the visitor notices and acts on the error message, it’s safer to display the
message in a pop-up window that floats above the form. The only way to proceed is for
the visitor to close the error window and return to the form. After the visitor is there,
you can highlight the field that needs to be corrected. The previously cited study claims
that the best way to do so is to include colored text above and below the appropriate
field, guiding the visitor to correct the error.

Never Erase Fields

Most regular Internet users have experienced this: They finish filling in a long, com-
plicated form. They confidently click the Submit button, and an error message pops
up saying a small mistake has been made. The visitor dispatches the pop-up to fix the
mistake—and sees that all of the meticulously filled-in fields are now empty!
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As obviously incorrect as this seems, it’s still the behavior of forms that are in
use by big and small companies. There’s no technical excuse for it—it’s simply a result
of sloppy design or programming.

Test Exhaustively

Think these guidelines don’t apply to your form? Are you sure? You can be certain only
if you’ve tested the form completely. Don’t rely on a single tester; use several people

and ask them to make as many mistakes as they can imagine. The results may surprise
you—and may be well worth the effort.

Friday: Spouse Testing before Deployment

The last paragraph yesterday introduced a necessary final step in your PPC landing page
creation project: testing. After the page is finished and in final HTML form, don’t
deploy it until you submit it to the spouse test.

That’s a euphemism for performing live testing with live people. It’s preferable
to use friends and family who will be brutally honest with you and who aren’t Internet
power users. Don’t worry if they don’t match precisely the profile of your target cus-
tomer. Their feedback will still be invaluable.

Here are some suggested testing steps:

1. Show the tester the search term and a