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Google Ads Made Simple: A Step-by-Step Guide
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I don’t get it.

| have a ton of friends who own comMpanies. As soon as they start Making soMe Money, they start talking
to Me about all kinds of investments.

“Real estate’s supposed to be good.”

“] wannabe an angel investor, any tips?”
My usual response?

“AdWords, dude!”

They run these big companies, selling great products and what do they do?
Run off and try to put their Money in anything, EXCEPT their own business.

Why not just sell more of their products?
Double down on what’s already working, instead of starting to play in a field you know nothing about.
Google AdWords is usually the easiest way to do it.

If my friend wants to 10x his investment Money, say $50,000, he can spend 1000 hours trying to become
good at angel investing, learn everything about it and hope to land an investment in the next Facebook
(which is almost impossible).

Do the same for real estate, trying to snag a cheap aparTment or condo and flip it (easier, but still hard).
spend 100 hours learning Google AdWords (or just hire someone who knows it) and invest $50,000 in
Google AdWords campaigns to Make $500,000 in sales.

Which one do you think is the Most likely to pan out?
Option 3, it’s a no brainer.

Today, | want to open the black box that Google AdWords is to Most people and show you what it is, how
to get started and how to reverse engineer your way to success.

If you know the costs and Mmargins of your products, AdWords is a really easy way to get your Money’s
worth, often boasting a ROI in the hundreds of percentage points.



AdWords resulted in 2,814 visits to your site.
S 2 814 Visits Th IS IS
™S 2,613 Clicks normal

mamer Ny 32,647 Impressions

My 192 Total Goal Completi

s~ A$11,640.23 Rev

330.40% ROI

If you don’t know what ROl means, it stands for return on investment. In this example, for every $100 spent on the
ads, you would make $330.40 back.

So, you could turn $100 into $430.30 and thus quadruple your money.
AROllikethisisnotuncommonwith AdWords. And, ifyougetitright,a900%ROI, aswithmy friendwhowantsto

10x his money, is definitely within reach.
But, let me start at the beginning.

Google Adwords tutorial overview

Look:
My bread and butteris in SEO. The first place | start when growing a new site is content and links. It’s the #1, go-to
strategy | recommend most of the time...

Except when you need results right now.

SEO +contentis powerful. Simply put: It’s the most profitable way to scale awebsite over the long-term. But it takes
time. It requires a little patience.

AdWords is the opposite.

You can get up-and-runningin less than an hour. And if you do it right (by reading the rest of this guide), you can
start generating new sales at the end of the hour.

Andthebestpart?It’sperformance-based.
Here’s what I mean.



We’vetalked about Pay perclick (PPC) advertising before. It’sdifferent from other advertising models (like banner
adswitha CPMor cost per thousand impressions) because you’re not paying for eyeballs. Instead, you’re paying for
results.

No results? No clicks, leads, orsales? Youdon’t pay. Simple as that.
But that’s not the only benefit...

Whenpeople gotoGoogle, they’re looking for something specific. That means they haveintent. They’reactively
looking for something to buy. They’re literally telling you what they want to buy by typing out words around your
products andservices.

That’s why Google AdWords is so powerful (and profitable). There’s no better form of SEM (search engine
marketing) out there.

Outofevery $3 spent ononline advertising, Google gets $1. Advertising is their single greatest source of revenue.
Over95%of their $60billioninannual revenue comesfrom Google AdWords. Combine thatwith thefactthat
over 1 million businesses use it and you know that companies are seriously spending money on this.

These guys are NOT
playing around

Campaign Status  Clicks Impr. CTR Avg. Cost
* CPC

$6.600.00/dayy Eiigible 191064 24462005 075% $S078 $148603.24
LC Ondy-Display 2250000iday Jl Eligble 74620 64289497 012% $045 $33888.15
Remarketting $500.00/day Eligible 14757 5481257 027T% $S0S9 $8,655.98
i Ghen FreeManna $3.900 00/dary Paused @ 14485 1880496 077 $O80 $11649.18
¢ Mobile $2.500.00 Elgibie 6158 143572 429% $047 $2.905.51
Y onsored Videaos $1.200 00/day Eigible 67219 10771827 062% S019 $1307568
Zero Cookios $1.400 00/dayy Eligible 5018 245283 206% S0S2 $2501.719
QuestBars $400000/iday Wl Eigibe 2507 397913 063% $098  $2.469.34
i Gsten FreeManna-Display $500 DO/'dary Paused 3189 2528457 013 $O 84 $2.669 61

Google AdWordsis a marketplace where companies pay to have their website ranked at the top of a search results
page, based on keywords.

Let’s be honest with each other for a second:

Google love big brands in their organic search rankings. So unless (or until) you’re a big brand, it’s going to be tough
to outrank Papa John’s or Domino’s in the rankings — no matter how much better your pizza is (and let’s be honest
again, it probably is better).

AdWords lets you cheat.
Instead of waiting around, building up an arsenal of content and links over the course of a few months, youcan

jump straight to the #1 position on the page.
Check it out:



Go gle pizza delivery § Q

All Maps News Videos Images More Settings Tools

About 131,000,000 results (1.17 seconds)

Grubhub - Food Delivery - Pizza Delivery - grubhub.com

www.grubhub.com/Online-Ordering/Pizza v

4.2 Yok ¥k« rating for grubhub.com

Order Delivery from the Best Pizza Restaurants in Greenwood Village.

Preorder your next meal - Discover New Restaurants - Real Time Order Updates

Ratings: Order accuracy 9/10 - Selection 9/10 - Ease of use 9/10 - Food quality 9/10 - Value 9/10
Order Food Online Get our Mobile App
About GrubHub GrubHub Gift Cards

Domino’s® Pizza Delivery - Pizza, Breadsticks, Wings - dominos.com
www.dominos.com/ ¥

Get All Your Favorites Delivered To Your Doorstep.

Ratings: Selection 9.5/10 - Value 9.5/10 - Service 9.5/10 - Ease of use 9.5/10 - Food quality 9.5/10
Order Online - Menu - Domino's Tracker® - Coupons

Racca's Pizzeria - Denver - RaccasPizzeria.com

(Ad) www.raccaspizzeria.com/Delivery ¥

Quick Delivery & Quality Pizza. Order Online or By Phone Now!

Authentic Italian - Voted Denver's Best - We Take Reservations - Fine Neapolitan Pizza
Reservations - Menu - Locations - Parties & Catering

Grubhubis able to takeover #1 from Domino’s for one of the best keywords in theirindustry. And then Racca’s
Pizzeria (some no-named place) is able to breath down Domino’s neck, too.

So even smaller players in the industry can duke it out at the top of a SERP, and all it took was... a few minutes (as
opposed to months or years with SEO).

AdWordsalsogivesyoualittleextrabonus, too. Itcanhelpyoureveal the ‘moneymaking’ keywordsinyour
industry. So just by spending a few bucks, you will discover which keywords convert the best so you can take them
back to your content and SEO strategy.

The Adwords marketplace works as anauction. People bid money for clicks. But, the highest biddoesn’t always win.
Google combines the money factor with a quality factor (whichwe’ll dive intoshortly), inorder to create the best
experience for the user.

Quality ads + solid bid = win!
Itisamassiveindustry andif youhaven’t tappedintoits potential, | bet you’d love to. Be warned though: Google
AdWords is straightforward, but not easy.

It takes time to master and most companies lose money on it, because they’re not patient enough to get results
from pay-per-click advertising. In this guide, | want to help you to start simple.

Before we begin, promise me that you’ll commit to 3 things:

1.Don’t spend a lot of money. Set a fixed budget. It can be as little as $50, or even $25. That’s enough to get started.
2.Don’tovercomplicate things. The Google AdWords interface iscomplex, It’s easy toget lost init and start creating
dozens of variations of ads. Don’t. Keep it simple. Do as little as the platform allows to begin.

3.Be patient. This is by far the most important. 99% of the people who lose money on AdWords simply quit too early
(or spent too much, too fast). Have patience. It takes time.

Can you promise me that?

Raise your hand up high!

Okay, good.

Let’s get started with some basics.



How To Use Google AdWords (replacing Overview)

First we gotta start off with some basics. That way everyone’s on the same page.
Here are some basic terms that you need to know:

Akeywordisawordorphrasetheusersearchesforandthenseesyourad. Youradswillshowupforthekeywords
that you pick.

All campaigns Custom: Aug 1, 2015 - Aug 31, 2015 ~
Campaigns Ad groups Settings Ads Key Ad D v
All but v 9 v Filter « Columns ~ = IS Find campaigr Q View Change History
M Clicks ~ vs None ~ Woekly ~

/\\

[+ curnon - [P

o Campaign Budget Status Campaign Campaign Clicks + Impr. 7 CTR Avg. Cost Avg. Conversions Cost/ Conv. Al
type subtype cpPC Pos. conv. rate conv.

(the dashboard is fairly complicated, but we’ll get to it)
Google counts the clicks on your ads and charges you for each click.

They also count impressions, which is simply the number that tells you how often your ad has already been shown
when users searched for that keyword.

If you divide clicks by impressions, you get the click-through-rate, or CTR.

Thisis just the percentage of users who land on your advertised page because they clicked onyour ad. This is
important, because click-through rate tells you which ads are working well and which aren’t.

Google AdWords is like an auction house. You have to set abudget and a bid. The bid sets how much you are willing

to pay for each click.
If your maximum bidis $2, Google will only show your ad to people if other aren’t bidding more (on average).
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Google wants to maximize their revenue, so, naturally, they’ll show the ad by the company who bids the highest
amount for that keyword, assuming that all bidders have the same quality score.

However, if people are bidding less for the keyword that you want your ad to show up for, Google won’t spend your
maximum bid. It optimizes impressions and bids.

Therefore, you might actually end up paying less than $2 per click.
Your cost per click, or CPC, can thus be lower than your maximum bid, especially if your ads produce a good quality
score. Thisisametric based on the experience that the user has on your landing page, the relevancy of your website

and your actual ad.

Google doesn’t just want to show people the ads from the highest bidder - they could be horrible ads. They care
about their users so much that they’d rather show them a more relevant and better ad by someone who pays less,
because that keeps users coming back to Google.

None of these things matter, though, if you’re not getting conversions. Aconversionisanew lead or sale, but, in
general, it means the user took the action that you wanted them to take.

In some cases, that action might be something other than a purchase. Signing up to an email list or entering their

personal information would be examples of other actions.

In most cases, though, it’s about the dough (ha, I’m so gangster!). And, rightfully so.
Companiesoftenquickly burn thousands of dollarson AdWords pay-per-click advertising, since their budget isset
daily and, unless you pause the process, runs endlessly.




Imagine creating 10 different campaigns for various keywords, with a $10 daily budget attached to each. If you let it
run for a month, without paying attention, you’ll have paid a $3,000 bill!

That’s why you need conversions to be sales of a product, in order to quickly regain the money that you spend on
ads.

In order to make money with ads, you need to sell something.
Makes sense, doesn’t it?

That’s why conversions is what we’ll start with. I’ ll take you through how to setup your account, make sure you track
your click-through rate and conversions and then we’ll get the ball rolling.

But first, here’sa deeper dive into how Google AdWords actually works. I’mtalking about the math and factors
which determine the two things you should care about most:

1.How much you have to pay.
2.Andwhereyou’re going torank.

Here’s how it works.

How Does Google AdWords Work?

Back in the old days, you could bid on almost any keyword you wanted.

Soitwasastraight auction that didn’t factorin the relevance between what someone was searching forand what
you were advertising.

The Quality Score changed all that, though.

This metric combinesseveral factorsin order to effectively determine how ‘good’ your offeris for someone’ssearch.
Buckle up, ‘cause thisisabout to get kindanerdy. It’s critical to understand the basic fundamentalsif you’re going to
start spending into the thousands each month.

Here goes.

Each keyword in your account will get its own Quality Score.

So even two keywords within the same Ad Group (we’ll get to that thing in a sec) can have different Quality Scores
(that go back to how relevant it is to a search somebody is making).

Avg. cost Cost Qual. score

$24.26  $10,457.14 -

531.61 34,362 .68 7Ha
per click

$7.38 $243.49 10
per click

537.52 3750.34 aM10

per click



So that’s the first factor they’re looking for: relevancy.

Forexample, let’s say someone searches for “snowboard rentals.” Which keyphrase do you think will have a higher
‘relevance’ score?

1.“Snowboard rentals Tahoe”
2.“Skiing rentals”

Should be simple, right? Even though they’re related, one isobviously a much better fit. This same thing happens,
though, in a campaign when you’re using keyphrases like:

1.“Snowboard rentals”
2.“Snowboard rentals pricing”
3.“Snowboard rentals in Lake Tahoe”

Thistime, they’reall prettyrelevant. But dependingonthe popularity of each, youideally want tobe as specific as
possible. (Forexample, that might mean creating individual ads or even new campaigns for each of those specific
keywords.)

Because the second factor taken into account is the click-through rate (both expected and historical).

Impr. | 7 Interactions - Interaction rate - Avg. cost 7
42,783 431 1.01% $24.26
154 13 B.44% $30.92
clicks CTR per click
657 24 3.65% 53326
clicks CTR per click

Youradswillget ‘impressions’ (views)andactualclicks. Yourclick-throughrate (CTR)isthecalculationof clicksfrom
views. Ahigher CTRgenerallymeansthatyouradandkeywordrelevancyisbetterthanotherswithalowerCTR
(assuming the copy is good, obviously).

So Google will look at your older CTRand also forecast future ones in order to determine how well your ad matches
somebody’s search.

Next, youraccount historyisconsidered. It’safairly minor piece of the pie (compared to the previous two metrics)
butitstill plays arole in helping Google determine if you’re a legitimate, credible brand with good products and
services.

Allof these factorssofardeal withyouractual AdWordsaccount. But the otherside of the coinis yourlanding page
— or the place people will go once they click on your ad.



It needs to be relevant to what someone just searched. So a “snowboard rentals” search should bring up
“snowboard rental” ads that bring you to a page which talks about “snowboard rentals.”

Fresh flowers on your
(000 doorstep, tomorrow
B g

Get Next Day Flower Delivery
|

The landing page itself also needs to be user friendly. Forexample, if it’s tough to navigate or seems sketchyin
anyway, people will bounce (or leave your site immediately).

That’sanegative signto Google. It meansyour page, forwhateverreason, sucks. And therefore, your ‘score’ will
take a hit and you’ll either drop below those who have better landing pages (or you gotta pay more to make up
ground).

Because that’s the one thing that’s funny about AdWords...

It’sanauction, true. But sometimes, if youdoit right, you canactually rank at the top while also paying the least
(out of the other advertisers).

It often comes back to your Quality Score and your Ad Rank.

Ad Rankis your Quality Score times the maximum bid you’ve selected. Simple math, really. And that (in theory) is
whatdictates which positionyou’re going toappear. (Inreality, it’s notalways that simple, because AdWordsissuch
a massive landscape.)

Then, the effective Cost Per Clickyou’re going to pay is often determined by these scores vs. your competitors.

So Google AdWords will assess your max bid + Quality Scores + adrank and compare those against your competitors
— allin fractions of a second — in order to determine what you’re going to pay.



Here’s a brilliant visual from WordStream that illustrates how this works:

Actual CPC

Max Bid Quality Score Ad Rank

16/10 +0.01=

Advertiser I < o
4 { 12/4 + 0.01=
Advertiser Il 8 sa.’ol '
Advertiser III P ;/ztgi)l- ‘
Highest
Advertiser IV A oo

Notice how Advertiser | can pay less for a higher position due to his high quality score,

The cost per clicks in your own industry might vary wildly based on the (1) demand of people searching and (2) how
much the competition is spending.

Forexample, the automotiveindustry mightonly set you backafew bucks per click. Butincompetitiveindustries
like insurance and law, I’ve personally seen cost per clicks that range from $50-100 a piece!

You might be asking yourself: How in the world can you afford to pay $50 bucks a click?
That seems so expensive!

But guess what, with AdWords, it’s actually pretty cheap. If you know what you’re doing, you can still make back 10x
on your money.

How?

First, you keep reading this guide.
Because I’m about to show you after we first talk about getting an AdWords account setup for the first time.

Step 0. AdWords 101: Gettingset up withyour firstcampaign

This is pretty straightforward.

Get your ad on
Google today

Be seen by customers at the very moment that
they're searching on Google for the things you offer.
And only pay when they click to visit your website or
call.

& Let's go!

Free phone support: 1-855-607-0435 *

Go to Google AdWords and hit ‘Start now.’




Enter your email (best to use a Gmail account) and homepage URL to open your AdWords account. Then, Google
wants you to set up your first AdWords campaign.

|- Decide how much to spend |

Your budget Set your daily blidg

J2. Choose a target audience J§

Locations All countries and territori
Networks Search Network, Display Network
Keywords Select your ke!

3. Set your bid

Bid

4, Write your ad

Text ad Write your ad

What the heck, Google?

What if | don't know
any of these things?

my bids to get the most clicks within my budget

How am | supposed to know any of these things, if I’m just starting out?

That’swhat thisguideisfor. Youcan leave the browser tab openinthe background. First let’s talk about all the

different types of campaigns you can run on AdWords.

Typically, whenlsay “PPCadvertising” I’mtechnically referring to the Search Network. Thisiswhat we’ve been
talking about so far, with the text-based results that show up directly on Google.com afteryou performasearch.

There’salsoa ‘Network’ selection that will extend
whereyouradsshowup. Forexample, ifyoudoa
search on one of Google’s partners (like AOL) then
your ads can show up on their site, too.

We’ll spend most of this guide focusing on the search
network because of the benefits we’ve already
discussed (like searcher intent and pay-for-
performance).

That means you can expect better results than on the
Display Network. (Which iswhy | recommend starting
here, first.)

Google Display Network typically showsuponother
websites. Thesearebanneradsthat getsentout
across their AdSense network on blogs of literally all
sizes.

Google themselves claim that the two million
websites on their Display Network can help you reach
about 90% of the internet’s visitors!

[2] Search Network with Display Select
Best opportunity to reach the most customers

[E} search Network only
Google search and search partners

] Display Network only
Google's network of partner websites

] Shopping
Best way to create Shopping Ads

-] Video

Video ads on YouTube and across the web

(%) Universal app campaign
Promote your app across Search, Display and YouTube



7l Type: Display Network only

® Marketing objectives - Just the features and options relevant to what you want to accomplish
No marketing objective - All available features and options

Type 7 El Display Network only ~

Marketing objective
Save time and create better campaigns by choosing a marketing objective. Learn more Help me choose [

@® Build awareness 0 Influence consideration B3 Drive action
GET CUSTOMERS TO! GET CUSTOMERS TO GET CUSTOMERS TO

See your ad Engage with your content Buy on your website (includes
remarketing)

Take an action on your website
Visit your website (for example, fill out a form)
Call your business

Visit your business
Install your mobile app

Engage with your mobile app

Youcantargetblogsandwebsiteswithinspecificcategories (like ‘homeimprovement’ forexample). Butotherwise
you lack that killer search intent to drive conversions.

Instead, you want to use the Display Network to get your name out there. Reaching that many people can help your
improve branding and visibility within an industry.

That way, when people do start searching and looking for a product to buy, they already recognize your name. A
perfectexampleincludeshigh priced services. People might not feel comfortable spending $10k+ on their veryfirst
visit to your site.

But after seeing your name around the Display Network and after visiting your site afew times, they’ll finally do
a search when ready to buy.

So let’s start there.

First we’ll cover how to calculate an AdWords budget that will profitably bring in more than you spend. And then we
can dive into advanced bidding strategies.

Let’s do it.

Step 1: Calculate an AdWords budget

You can do this with fourth-grade math, really.

In order to know how much you can comfortably spend, you just have to work backward.
Let’ssayyou’reselling bricks. You need two components to work this out: your profit per sale and your conversion
rate.

If a package of 500 bricks costs $200, and, out of that $200, you make a $100 profit on each package, the $100 will
be your profit per sale.

Your conversion rateis the percentage of people who actually order when they arrive on your bricks sales page.
If for every 1,000 views of the page, 10 people buy, that’s a 1% conversion rate.

Since the advertising on Google costs money, they get a cut as well.



Out of each sale, how much would you be willing to give to them?
If you think making $70 per sale is still okay, then it’s okay if you pay Google a 30% commission for each successful
conversion through AdWords.

Putting all of it together will give you your maximum CPC.

Max. CPC = your profit x commission for Google x your conversion rate

In this case, that would be $100x 0.3 x 1% = $0.30

That means you can spend $0.30 per click on Google AdWords and still make $70 per sale (given your conversion
rate stays the same).

That wasn’t so hard, was it?

Now, we can just scale our maximum CPC up, to determine our daily budget. One common misconception is that
you need lots of clicks to be able to evaluate anything.

This is not true.

You just need a few clicks to get started.
Of course, the more data that youhave, the more statistically significant it will be. But, this volume of datais
something you will get over time.

If you just get 20 clicks per day, in the beginning, that’s okay.
At our maximum CPC, that would cost us $6 per day, tops. You can run a campaign for 10 days and just spend $60.

Perfect!

Easy right?!

Now you can improve this performance with bidding strategies.

AdWords provides people with a few different ways to manage these bids to help you keep track of multiple
campaigns at one time as they fluctuate.

Forexample, youcankeepit onManual CPC to keep the most control over your campaigns. Essentially, each
keyword or Ad Group would have the same bid (unless you goin manually, of course, to changeit).

First time doing this? On a shoestring budget? Keep your bids set at Manual CPC to make sure they don’t

automatically raise or lower without you realizing it.

Automatic CPCisanadvanced bidding strategy to decrease the amount of time it takes for you to manage each
campaign. For example, bids canraise or lower on their own depending on different factors.

Bid strategy » Choose how you'd like to set bids for your ads.

Manual: Manual CPC ~ v" Enable Enhanced CPC -

AdWords automatically adjusts your bids

: Automated bld Strafegles tn mavimirze nrnnvarsinng

Sets bids to help you get your ads to

Target search page location the top of the page or on the first
page of search resuits.
Target CPA
Default bid - $ Target ROAS

This bid applies to tt in the next step.

Target outranking share
Budget - Maximize clicks
Maximize conversions

Enhanced CPC



Let’s say you want to reach the most amount of people possible. If yourimpressions start dropping like a rock, bids
can raise a little bit to make sure your ads will continue to show up and be seen.
So what’s the downside?

Unlike Manual CPC bidding, you can’t set a max CPC bid on different keywords. You end up trading off some of your
budget control.

Enhanced CPCrelieson Google’s own historical data to help you predict where and when to adjust bidsin order to
drive the best results.

Forexample, ifacampaign’sperformance looks promisingitwillautomaticallyraise bidsto ‘capture’ moreresults
(for less money). Similarly, it will also drop bids if necessary to help you save on wasted ad spend if performance
starts toslide.

You now know that CPC refers to Cost Per Click. CPA Bidding is another variation on that, so you pay a Cost Per
Action (or conversion) instead.

In other words, Google will adjust bids in order to get you the best Cost Per Conversion possible on a campaign
(even if that means raising them in some cases).

CPMbidding appliesonly to the Display Network (along with remarketing campaigns, too). Here you pay a cost (like
a few cents or dollars) per one thousand impressions.

Inthiscase, you’re paying for eyeballsinstead of clicks or conversions. Soyour goals should be a little different, too.
Youwouldn’tuse CPMbidding tomaximize leadsor conversions. Buttoincrease brand awareness, first—ina
separate campaign — before following up with CPC and CPA bidding on different campaigns to ‘capture’ or convert
that new attention.

Those are the most popular bidding strategies. But then each one canbe further optimized based on bid modifiers.
Three common modifiers include geographic locations, device, and dayparting.

Geographic locationsisexactly what it soundslike. You’reable tocreate ‘rules’ that raise or lower bids basedon
where somebody is searching from.

Forexample, maybe people from California will spend more money. Or maybe conversions in Ohio tend to be more
expensive (on a Cost Per Lead basis).

Thismodifierwill helpyou ‘handicap’ those differences soyou’re not overpayinginone area (like Ohio). Butyou’re
also not leaving easy money on the table in another (like California).

Location Campaign Bid adj. | 7 Clicks | 7
Total 431
California, United States -25% 47
Pennsylvania, United States + 15% 4]

Same idea applies to the device someone is using.

More people are accessing the internet on their mobile devices than on Desktop. That means more people are
searching on their mobile, too.

BUT... that doesn’t mean conversions also follow that trend.
Historically, conversionratesondesktopstill tend tobe higher thanmaobile.

What does this data tell us?

Youmight want to optimize mobile campaigns for driving new awareness or visibility. But focus conversion-driven
ones for when people are back at the office.



Soyou bid modifiers on devices will help you control how much of that spend is getting allocated (and when to pull

back).

All enabled campaigns « Segment «

Filter « Columns « | ' Find campaigns Q
M Cost/ converted click ~ None ly =
Time N
Conversions ’ .<_/,_t\
7‘4 Network
Network (with search partners)
+ CAMPAIGN ~ Eat  Clcktype Automate ~
Device
© Campaign dget Status Converted Cost/ Click
Experiment clicks converted  conversion
click rate
Top vs. Other
Totaoaa 1 ennotatons 00/day 6,622 $4.56 10.70%
View type =
° Q| ) N———, -V [l 1,769 $4.85 12.74%
Limited by
budget
Computers 969 $4.60 13.38%
Maobdle devices with full 468 $5.12 11.21%
browsers
Tablets with full browsers 332 $5.19 13.47%

Oneof the final most popular techniquesis called dayparting. Thissimply refers to controlling days and times of the
week when your ads show up.

Forexample, if youwant leads to call your office, you might use a bid modifier so that your campaigns are most
aggressive during normal business hours. This is the precise time you want the phone ringing.

But whenit’s 11pm at night and nobody’s manning the phones, you can back those bids off a bit and let your
competition overspend in the meantime.

These areall advanced techniques you can use to refine things once you’ve got a little experience underyour belt.
But let’s leave it there for now in order to start setting up your account.

Got your budget in order? Have at least a rough idea of what you can spend? Good. Here’s how to find profitable
keywords for that price.

EY Find new keywords and get search volume data

Step 2: Pick a keyword

~ Search for new keywords using a ph bsite or gory
Now that you know that you want your
maximum keyword price to be in the $3 range, Enter one or more of the following:
it’s time to determine some keywords. Your product or service

Icheap bricks, buy bricks, buy bricks cheap, buy bricks online I
Head over to the Google keyword planner and
start searching. Your landing page
www.example.com/page

Your product catego =
‘.._. try 3-4 different ones



Put yourself in your customer’s shoes.

If you were looking to buy bricks online, what would you enter into the Google search bar?
Type in exactly that.

Youcanevensetyour product category, if youcanfindit. Also, set the right country and language, under
‘Targeting.’

Targeting 2

Customize your search ?

Keyword filters
Keyword options
S Show broadly related ideas
Negative keywords Hide keywords in my account
Hide keywords in my plan

Date range 7 .
Keywords to include

Show avg. monthly searches *
for: Last 12 months

Get these right

ForGoogle, onlychoose Googleandexcludethenetwork (thesearesitesthatshowbannersetc.). Hit ‘Getideas.’

Onceyou go to the keyword ideas tab, you’ll see the monthly search volume for your keywords in that region, plus
the average CPC for each one.

Your product or service Your product category

cheap bricks, buy bricks, buy bricks cheap, buy bricks online Bricks
A gein . i e Columns ~ = 3 Download Add all (3¢
Avg. monthly

Search terms Suggested bid Ad Impr. share 7 Add to

# of searches searches 7 G
cheap bricks 260 fJHigh €0.78

P \ 9 average
buy bricks b 390 JHigh €1.18 prices
buy bricks online I 90 fJHigh €1.42 { -
more ideas
buy bricks cheap Iz 10 QHigh €2.86 -
x Showrows: 30 v 1-4 of 4 keywords

Keyword (by relevance) .:'.m! ; Competition 7 Suggested bid Adimpr.share © Addto pl
bricks 27,100 Medium €0.37 =
bricks for sale 1,900 High €0.94 -
brick prices L 1,300 _High €0.73 = n




Fromthis, youcanseethatonly 10 people per monthintheUSsearchfor “buybrickscheap”, butit costsalmost
$3.00perclicktoadvertise forthat keyword.

Not such a great deal.

“Cheap bricks,” onthe other hand, has 260 searches per month, but only costs $0.78, onaverage.
That’s a solid start!

How can you keep these coming?Always start with branded searches.

These are the easy, ‘low hanging fruit’ terms that are already associated withyour company. That could mean the
nameofyourproductorservice. ORitcouldmeanatermyou’vecomeupwithtodescribewhatyoudo (think:
HubSpot’s coining of ‘Inbound Marketing’).

® inbound marketing + Compare

Worldwide ~ Past5years v All categories ¥ Web Search

Interest over time @ »

These terms will help you net easy conversions from people who’re already looking for you by name.
The downside of that, though, is that we’re talking about a pretty small market in the scheme of things. Instead, you
need to go after bigger terms from people who haven’t heard of you yet.

These ‘lower’ or bottom of the funnel keywords convert at a higher rate. But there’s less of them. Soyou’re going to
need to add keywords from both the middle and top of the funnel, too.

These should be the same topics that you’ve already identified in your

Campaign Keywords

TVs - Top of Funnel tv reviews
which tv is best
plasma or lcd

TVs - Mid Funnel tv discounts
tvs on sale
best store to buy tvs

TVs - Lower Funnel buy 70 inch tv
where to buy specific model no. } tv



marketing automation United States - en-US

4,991 of 5,000 keywordgueries available until 01/09

Overview Keyword Suggestions:
Keyword Suggestions marketlng automation
SERP Analysis
D\ nlay keyword suggestions that Group Keywords Volume
inck 'e a mix of sources no any

Keyword Lists s

1,000 Key »rds Export CSV
Keyword Relevancy ' 1F Volume Search
[OJ  marketing automation 1.7k-2.9k
D marketing automation tools 501-850
D marketing automation companies 101-200
[OJ  marketing automation software comparison 51-100

SEMrush is another great tool for keyword research. But with an added bonus.

You can use a tool like SEMrush to literally spy on the competition. You can see who else is bidding on these same
termsyou’re researching, and even what ad copy they’re using to target this phrase.

Soif you typein “buy carinsurance online” for example, you can also export their ad copy to think ahead about
what other relevant terms might be appropriate.

Keyword Overview "buy car insurance online" ~ \“E==l = - | TS al
DAY ORGANIC SEARCH R e osTRBUTION TREND
e [T —
oM e—
. U
T A SeARCH ——
i prped —_—
> =
PHRASE MATCH KEYWORDS (15) IS RELATED KEVWORDS (5945)
o ” v o
w 02 w
[ expot J [ View 1.8 [ View full revo §
TIESERY, ORGANIC SEARCH RESULTS Y A0s coies

e ||




We’re justbarelyscratching thesurfaceonkeywordresearch.
Forexample, youcanalso look at keyphrase based on:

1.What’s trending - Hop over to Google Trends to see if specific people, places, or locations are gaining steamin the
mainstream media

2.Seasonality - Around bigevents that are taking placeinthe next few weeks (like The Super Bowl or similar)
3.Site search - Google Analytics will tell youwhat people are searching for already on yoursite. So You just need to
find it and give it to them.

The keywords you pick are important. But you also need to consider their match types, too.
Here’s why.

Say you’re looking to hire “engineers.” So you put up a new landing page and create a new AdWords campaign to
start driving new engineering applicants into your system.

Only one problem...

Whenyou start sifting through your early results, you notice that many of these engineersaren’t the right kind.

You wanted “software engineers.” But instead, you’re getting “electrical engineers”, “civil engineers”, and more.
Your problemwasn’t just the keywordyouchoose. But morespecifically, thematchtypeyouwereusing.

Google Adwords has three primary match types:
1.Broad: Picks up any word related to the one you chose.

2. Phrase: Picks up the word when used as part of a phrase.
3. Exact: Picksup onlywhen that exact word choiceisused.

Match Type Punctuation Search Results

Broad Match Mone Brown Boots | order brown vintage leather
children’s boots

Broad Match +Keyword +Brown brown boots
Modifier +Boots brown work boots
Phrase Match “Keyword" “Brown Boots” | new brown boots

brown boot sale

Exact Match [Keyword] [Brown Boots] | brown boots
brown boot

Megative Match -Keyword -Brown Boots | black boots
work boots

* All match type options are available on both Google and Bing. However, negative keywords on Bing
must be entered in specifically.



So broad match will pull in the widest amount of people possible. While exact will pull in the smallest.

You typically need a balance of all three in order to get the best bang for your buck. Too few, and you’l never scale
your business. Too many, and you’re overpaying for junk clicks.

So here’show youwould write eachinstead (pay attention to the punctuation used):
1.Broad: +software +engineer

2.Phrase: “software engineer”

3.Exact: [software engineer]

Using a blend of the three match types will make sure that you get a good cross-section of search terms.
That’s critical, because while you’re bidding on keywords, what you’re actually paying for is search terms.
These are the words people are using when they type into Google and your ad gets displayed.

And that’s why, if youweren’t using the proper match types earlier, you started getting a bunch of random — but
kinda related — results for “civil” and “electrical” engineers.

Sounder the Keywords tab, you can look for the Search Terms report and see all of the terms you’re currently
paying for (even though you haven’t added those to any campaigns necessarily).

AdWords Client Center >

All campaigns:
Campaigns Ad groups Settings Ads Ad extensions Videos Keywords Audiences Video targeting Dimensions Display Network v
Keywords Negative keywords Search terms
Segment v Filter v Columns v 4 View Change History

Search terms

Learn how customers are finding your ad. With the Search terms report, you can see the actual searches people entered on Google Search and other Search Network sites
that triggered your ad and led to a click. Depending on your keyword match types, this list might include terms other than exact matches to your keywords. Learn more

Search term Match type Added | Excluded Campaign Ad group Clicks + Impr.
Total 160 16,265
pest control Exact match None - Locations pest control 13 1,060

(close variant)

exterminator Exact match None - Locations  pest control 6 291
(close variant)

Now... what if you don’t like these search terms showing up?
What if they’re completelyirrelevant and you’re just wasting a ton of money paying for these bad clicks (like the
“civil” or “electrical” ones earlier)?

You’ll want to exclude them by adding them as negative keywords.

Laterinthisguide we’ll discuss a ‘maintenance’ routine to run through on aregular basis so that you catch all of
these bad keywords before they ruin your budget.

Butfornow, justrealize thatyoucan ‘flag’ certainkeywordsinside your campaigns that basically tell Google neverto
show your ads for those again.

Allof these negative keywords get put onalist that builds up over time. Soina few weeks, you’ll start filtering out
all of the junk and catching it before it wrecks havoc.

That means your ads should only show up for the good stuff. And your campaign ROl should actually increase over
time.

Selecting your own budget and keyphrases is half the battle. The other half that determines what you’re going to
pay, is the competition you’re going up against.
Here’s how to dominate them.



Step 3: Check out the competition

Peeking into your competitor’s business will help you to determine if it’s easy or not to outrank them.
Remember how Google AdWords also considers quality? You want to know how good your ads have to be to win.

This is also known as competitor intelligence.
Here’s how to get started.

Go to Spyfu.com and enter your keyword. In this case, it’s “cheap bricks.”

MONTHLY SEARCHES (LOCAL) MONTHLY SEARCHES (GLOBAL)

What to expect __1“

CLICK-THROUGH RATE

1.00%

RANKING DIFFICULTY

52

COST PER CLICK DAILY COST

How much:competition OB el

Other good'keywords

Broad Phrase  Exact

ADVERTISERS

41

(In Last 3 Months)

HOMEPAGES

0

(In Top 50 Organic Results)

Cost/Clicn™ $0.69  $0.57 DallyCost  $0.52 $053  $0.11 UNIVERSAL SEARCH IN SERP
DailyClicks 076 094 007 Monthly Cost ~ $15.60 $1590  $3.30 . .
O EXPORT
Profitable Related Keywords
Keywords Search: ing Difficulty Cost Per Click Click Through Rate Daily Cost Advertisers
cheap brick pavers 90 45 $1.00 13% $0.00 80
brick pavers cost 390 40 $0.00 13% $0.00 73

It’ Il show you the the average CTR (so you know what to expect) and the number of companies who have advertised

for this keyword in the past 3 months.

Inthis case, there’s just 41, which isnothing, considering there are over 1 million companies advertising on

AdWords.

It’ll also show you other keywords that have done well on AdWords, in this niche.
If you click on “Advertiser history”, you’ll even see the actual ads that your competitors use.

Most Successful Advertisers and
What their ads look like

Their Best Ads

Domains Mo. Budget Total Keywords Ad Pos % Top of Page Coverage ]
brickit.com $6,558.67 365 " “ 45% 96%
i Thin Brick Veneer Thin Brick Veneer
om/ [Z http://brickit.com/ (Z' http://brickit.com/
wults login to see all results The Largest Color Selections. We Ship

Everywhere to Everyone!
1% S Cache | May 2015 Position: 2 [Shend Jun 2015 Position: 10 [S1end
almentingmasoncontractor.net $794.67 6 l 0% 4%
local.com $6,196,089.96 34111 "ll" 0% 100%
pronto.com $4,538,545.51 360641 | 0% 63%

-no.n

shop411.com $4,589,298.89 488846 0% 67%



Protip: One determinant of relevancy, for Google’s quality score, is whether the keyword shows up inyour actual
ad.

Inthis case, Brickit doesn’t even mention bricks intheirad. So, that means that they shouldn’t be too hard tobeat.
Remember SEMrush? Let’s pull that up again to do a similar competitive analysis. You can use it to find what the
average, estimated costs are for specific keywords.

A Dashboard f
4 | PhraseOvenview v | chelsea apartments nyc

Domain Analytics N2
Keyword Analytics A =l |=ux }_DE e Other Countries

Phrase Match

" " " LETS

peasd ey Keyword Overview "chelsea apartments nyc 0 wobte TUTORAL

Ads History

Keyword Difficulty ORGANIC SEARCH CPC DISTRIBUTION TREND
Projects - Volume 260
My Reports [T Number of results 13.2M
2 Online demo I PAID SEARCH ——
> e CPC $5.02

Competition 0.74

PHRASE MATCH KEYWORDS (25) RELATED KEYWORDS (265)
Keyword Volume CPC (USD) SERP Keyword Volume CPC (USD) SERP

320 581 =] chelsea new york 5,400 631

T = =
: ‘

But here’s an even better tip. = 2 N A
Youcanlook upanindividual competitor. Ad hoywon Pos. > Block RLULIEG CPC(USD) ~
So start with the 800LB gorilla who’s
dominating the SERPs. ] @ taxattorney nyc 1 = 390 38.80
Thenyoucangoinandlookupall the
keywords they’re currently biddingon ] @ losangeles tax | = 390 77.49
(along with their estimate volume and aliorey
costs of course).

0 o lxalomeyies 4, = 390 41.97
So combining these approaches can help
you uncover your competition’s entire — ., taxattorney .

: o 4(2 320 47.32
PPC playbook. And thenyou canreverse houston =
engineer it to outperform them.
Sneaky, right?! 7 o [osangelestax 120 B 260 43.77
Don’t compete. Dominate.

- — tax attorney (1
Nowyouknow how AdWordsworks. You “*  chicago L = 260 2628
understand the fundamentals of how the
ad-based auction determines your A @ gax"aMz 3(3) | 260 56.05
pricing. dai2s
We’vecoverednerdystufflikebidding ~~ * (2xhelpomaha 1) i 1042
strategies. Selecting keywords (and their
matchtypes). Refiningthosebasedonthe [~ ., [2xatlomey 22) —| 210 25.83
searchtermsyougetandexcluding bad harlpasily
stuff with negative keyphrases.

— . ax attorney A
Thenyou just saw how tospyon the - %" sacramento i 210 HHT
competitionanduse their own strategy
against them. A @ tje?x aottomey san 3(1) = 210 49.54
We’ve covered a ton of ground. Soit’s o
time to turn those campaigns live now, @ lulsa tax attorne 1) = 210 SHo4

right? Not yet. Here’s why.
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Step 4: Make sure your landing page rocks

You’re about to spend money to get traffic.
Ineedtomakesureyouunderstand that.

You will pay people money to go to your website, in essence.
It’s still your job to convert them and encourage them to pay you money.

Which means, if your landing page sucks, you’ll lose all of that money. | was shocked to find out that businesses will
only spend $1 converting their traffic for every $92 they spend acquiring it.

After people have come to your landing page, would you spend another $92 on them, if that meant they’d end up
buying your $300 product? Of course you would!

Make sure that you’ve done everything possible to convert visitors, before starting to advertise. If yousend 1000
people toyour landing page through AdWords and convert at 1%, you’llmake $1000 with a $100 product.
Imagine increasing that to 2%.

You’d instantly double your money and be able to spend more on ads.

If done right, Google AdWords has a positive reinforcement effect, but your landing page needs to convert.

After spending a quarter of a million dollars on conversion rate optimization (CRO), it breaks my heart to see
generic, boring offers, like this one from Citibank:

OPEN A GLOBAL ONLINE ACCOUNT IN SINGAPORE

« Tell a Friend

Global Online Account in Singapore for

your savings, trades and investments.

Why Citibank International Personal Bank Singapore (IPB)?

Citibank's premier solution to meet global banking and investment needs of
affluent individuals like yourself, who are residing abroad. Benefit from
Singapore's stable political environment and superior infrastructure to diversify
and manage your wealth.

What is a Global Online Account?

A unified online wealth management platform that gives you instant access to your
funds, while allowing you to trade, invest and manage your wealth anytime, from

anywhere.

Tt FEATURES | PRODUCTS | IS THIS FOR ME? m

Rank trade and invast with pase

They offer some kind of bank account.

Eligibility So ?gol can have

« Applicants must be at least 21 years or a

+ Account is intended for per th at a n yw h e re

transactions.

Apply Now * Mandatory fields

Yes, | want to open an account in Singapore now!
Simply fill up your details below and we will contact you soon.

Title* : Dr. Mr. Mrs. Mdm. Ms.

But, ithasnoobvious benefitsover, well, any other bank account.

Evenworse, theyalsowant me toenteratonofinformation.



Apply Now * Mandatory fields

v Yes, | want to open an account in Singapore now!
Simply fill up your details below and we will contact you soon.

Title* : Dr. Mr. Mrs. Mdm.  Ms.

&~
Country of Citizenship* :

le lect
lease sel

Country of Residence* :
Email Address” :

untry Code Number

Preferred Contact Number

Please note that due to regulatory restrictions and/or the
policies, we may not be able to open accounts for some co

By providing your personal data, you consent to Citibank In
Personal Bank Singapore contacting you to provide you wi
information on establishing a banking relationship with Cit
via the telephone.

Wordstream has come up with a good article on improving your landing page.



Here are 4 main points to consider:

-Keep the design simple. Don’t cram your page with tons of videos, animations and fancy design that take forever to
load.

-Make the headline powerful and make it stand out. It’s the first thing that people read. It better be good.
-Write clear copy. Don’t try to sound smart by using complex terms that no one understands. Write as you speak. Be
as clear as possible about what you have to offer.

Use bullet points, pictures and other visual elements. Again, don’t overdoit. These things are supposed to help the
reader get a better grasp of your message, not become the sole reason for catching their eye.

Want an example of a job well done? Check out Lyft.

CITIES DRIVE BLOG PARTNERS HELP

d

Enter your info, and then download
the Lyft app to create your driver
profile.

Make up to'$:
Driving YogCar

| agree to the Lyft terms

‘ . BECOME A DRIVER

Simple design, . .
clear headline, Learn to code interactively, for free.
straightforward

instructions. ]

Another good

example | know what I'm getting

is Codecademy.

Their homepage

immediately tells

youwhatyou’llget.

And, thatyou’ll get SIGN UP
it fast.

l'i Facebook
..and I'm getting it fast 4



Both Lyft and Codecademy are perfect examples of conversion-centered design.
It makes readers stick to your page like glue. And entices them so they have to click to find out more.
Forexample, HitenteamedupwithProfitWelltoanalyze thedifferencebetweena ‘good’ and ‘bad’ pricing page.

Specifically, pagesthatcombined “moreinformation” and “moreaction” resultin themostconfident users.
(Meaning they feel the most comfortable moving forward with you.)

Otherwise, get that mixwrongand theresultisoftenintimidated, discouraged, or distracted visitors. None of which

will buy.
HIGH
INFORMATION
Intimidated Confident
Discouraged Distracted
Low
INFORMATION
LOW ACTION HIGH ACTION

The big difference, though, isin how they showcase the information. Which all comes back to page design.
The next key difference is the copy.

Copywriting isanother complex, challenging topic onits own. It would require way too much information to
cover here (in a post about AdWords).

Soinstead, keep thissimple frameworkinmind: PAS.

Here’s how it works.

-Problem: AdWords can make you a ton of money. But it’s difficult and complex to get started.
-Agitate: Get it wrong, and you’ll not only waste tons of time, but tons of money, too.

-Solution: Fortunately, you canread this in-depth guide to avoid making those mistakes.
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Step 5: Setting up Your First Google AdWords
Campaign

Earlier we set up a daily budget.
Let’s go with $6.00 just to give you an idea of how it works.
The next step is to consider where are customers are. Physically.

If your business is operating only in the US, but US-wide, enter United States.

All countries and territories Germany

United States e Let me choose...
United|
Matches Reach ?
United States - country 185,000,000 Add | Exclude | Nearby
United Kingdom - country 33,300,000 Add | Exclude | Nearby

. United Arab Emirates - country 7,020,000 Add | Exclude | Nearby

Related locations
60607, lllinois, United States [J - postal code 626,000 Add | Exclude | Nearby
Orartvyge County, New York, United States [J - 430,000 Add | Exclude | Nearby
coun

Under networks, uncheck the display network.

Youonly want your ad toshow up in the Google desktop search results, not on other websitesinyourindustry.

Networks Sites that show your ads along with their own search results, new articles or other content.

Search Network Display Network

Includes Google search sites and non- Includes Google content sites and non-
Google sites that use Google as a Google content partners that show ads
search engine

Uncheck this

= -



Then, enteryour keyword (don’t worry about Google’s recommendations, you can add more later) and set your bid
to $3.00.

3. Set your bid

Bid $3.00 ’

We’re creating a Campaign that will ‘house’ everything. Underneath that, there’s Ad Groups.
Then under that, Keywords and Ads.

Here’s how it looks:

AdWords Account Structure

Campaign
10,000

AdGroup AdGroup

Youmight just want to start off with a single campaign for now. But once you get good at this, you’ll have multiple
campaigns. Undereachcampaign, theremightbeatonof Ad Groups. And thenevenmorekeywordsandads.
Now there’s a few ways to structure your AdWords account.

Ads

Most professional PPC experts have their own ‘favorite’ one. But there’sno consensus. There’sno perfect setup. So
we’llcoverafewof themost popularfast, alongwiththeirProsand Cons, soyoucan makeyourowndecision.



Youmight just want to start off with asingle campaign for now. But once you get good at this, you’ll have multiple
campaigns.

Under each campaign, there might be a ton of Ad Groups. And then even more keywords and ads.
Now there’s a few ways to structure your AdWords account.

Most professional PPC experts have their own ‘favorite’ one. But there’s no consensus. There’s no perfect setup. So
we’llcoverafewof themost popularfast, along with their Prosand Cons, soyoucan makeyourowndecision.

The first setup is by match type. (Remember those?)

You’rebasically creatingone campaign for Broad match. ThenanotherforPhrase match. And finallyanother for
Exact match.

+ AD GROUP Edit = Details Bid strategy « Automate
® Ad group Status |7 Default Max. CPC 7 Clicks 7
. Exact Match Eligible 54551 138
I Phrase Match Paused $12.51 0
i Broad Match Modifier #  Paused $28.51 0

Thissetup’s good because it helps you quickly highlight performance from those exact terms. Soyoucanadjusta
smaller budget quickly based on results.

The downside is that it often becomes big and complex over time. So if you’re a bigger advertiser with a huge
product catalog and are about to drop some coin, you might want to avoid this one.

Instead, youmight want tosetup campaignsaroundyour own product, brands, etc.

Onthe plusside, it makes organization easy and you can quickly devote time and money to whatever you’re trying
to push into the market.

While it makes product organization and objectives easier though, it can be tough toimprove what’s happeningona
keyword level with individual performance.

Lastbutnotleast, aresingle keywordadgroups (SKAG). These arealittle unique, becauseyou’reliterally creating
independent ad groups for each keyword.

® ¥+ Keyword Status Max. CPC  Clicks Impr. CTR Avg.
CPC
o "men's W £1.00 0 0 0.00% £0.00
blue Eligible {enhanced)
socks”
° +men's b £1.00 0 0 0.00% £0.00
+blue Eligible {enhanced)
+socks
B [Men's b £1.00 0 0 0.00% £0.00
blue Eligible (enhanced)

socks]



If you’re going to have a ton of keywords... that means a ton of work to organize and manage.

But that also provides a few benefits down the line.

KlientBoost founder Johnathan Dane (self proclaimed SKAG lover) highlights a few of those benefits:
-It automatically solves for Quality Score and message match on its own

-Ads become laser targeted for a single keyword

-Andyou’re able to have greater ‘control’ over what gets through (like the search terms you’re paying for)

The big downside (beside how time consuming it gets) is that you need to already know which keywords you’re
targetingwhile orbefore setting these campaignsup. Sothere’snotalotof roomforexperimentation.

Each of these methods will work. It just depends on what fits you best.

No matter which one you choose, though, it’s important tounderstand how it’s going to fit into your customer’s
journey.

Check out these three search queries:

1.Las Vegas

2.LasVegasRestaurants

3.Las Vegas Hotel

They’re all related.

Buteachpersonislooking for something different.

The intent changes.

Forexample, someone looking for the first phrase might justbe generallyinterestedin the city. They’re maybe
comparing it to other places, like New Orleans, for an upcoming vacation.

But that doesn’t meant they’re ready to buy or put down a credit card on a hotel.

The second phrase means that personis traveling, but still evaluating their options. It looks like they might be going
toLasVegasforsure, but that doesn’t mean they have ahotel picked out. They’restill looking around.

The third and final one is somebody who’s ready to buy. They’re now comparing travel dates and seeing what hotel
pricing looks like.

Each of these three isimportant. But the keywords you pick to attract each will be different. Same goes for the ads
you’re going to eventually show them.

Once again, it all goes back to your own business. You might have a limited budget and want to aggressively go after
paying customers.

Or maybe youwant toreach people earlier in their decision making process to lower the Cost Per Lead you’ll
eventually get.

The point is, you have to think through how these AdWords campaigns are going to be set up, and which part of the
funnel they’re going to target, before you can dive into the details of creating an ad.

Which brings us to our next step.

Allthat’smissingnowisthead.
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Step 6: Write your first ad

So, what does it take to write a great Google ad? A few things.
Be precise. You don’t have a lot of room to express yourself. So, be short and sweet.

Having a unique value proposition (UVP) helps. It’sa one-sentence description of the benefits for your customers.
Remember the old Domino’s slogan?

“You get fresh, hot pizza, delivered to you in under 30 minutes - or it’s free!”

YOU GOT 30 MINUTES

What more could you want when ordering pizza?
Fastdeliveryandit’sstillhotwhenyougetit.

Spend some time thinking about how you’re different from anyone else.

What can you bring to the table that your competitors don’t?

Capitalize on that.

There’sgoodnews, too.

You don’t have to be original or clever. You just need to mimic what already works.

Forexample, MarketingExperiments.com rana study that showed using the same headline copy (more or less) on
both your ad and landing page generated 2.5X more leads.
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Another test showed that incorporating a number into the headline resulted ina 217% increase in CTR and 23%
improvement in conversion rates.

Local Tax Preparation - Quality Tax Preparation Services.

www.example.com
Local Firm. Let Us Help. Call Now!

R — N

Local Tax Preparation - $45,329 Saved In January.

www.example.com
Local Firm. Let Us Help. Call Now!

T — T

Inotherwords, there are patterns to follow. Formulas to emulate. When someone typesin, “Los Angeles Tax
Attorney,” it means they actually want to find a tax attorney in Los Angeles.

Socreateacompelling ‘hook’ inyour ad copy that grabs their attention. Make sure there’s acompelling value
proposition.
But otherwise, don’t reinvent the wheel. Don’t be overly complex or clever at the expense of conversions.



Including a call-to-actionis also tremendously important, too. The easiest way to get people to clickyouradis to ask
them to do so. Without a clear call-to-action, your click-through rate will suffer.

One technique to give your CTA an extra boost is by using power words. These trigger words almost force prospects
to click. They play on our psychology (whether we like it or not).

Forexample, sometimesit’sbetter touse fear. And sometimesitbackfires. The trick isknowing when to use it
correctly.

Outbrain found that negative-based headlines (ones that focus on threats and mistakes) got 69% higher click-
through rates than positive ones (while also outperforming them 50%, too).

Positive vs. Negative Superlatives in Headlines

-11%

Engagement (CTR)

Positive ("Always” or “Best”) No Superlative Negative ("Never or Worst”)

DATA DRIVEN BY ®uUtbrain

Sowhenyou’re writing ad text, switching the CTA from talking about saving money to wasting money might make
all the difference. Instead of, “Get these money-saving tips now,” it would be, “Stop these 5 brain-dead money
making mistakes now.”

Sometimes, the less said the better.
Curiosity is one of the most powerful levers of motivation we have.

By piquing people’sinterest, by teasing them or asking aquestion withoutimmediately give away the answer, it
creates a little ‘gap’ inside someone’s mind.

One they absolutely have to fill.
Curiosity iseven a go-to technique from Copyhackers, who once used it to increase clicks by 927%.
Here’s a bad example to learn from.

Look at this ad that comes up for our keyword “cheap bricks”.



Navilla Cheapest Bricks
www.navillastone.com/ ¥
Manufactured Stone, Brick & Tile.

12 Years of Exporting Experience!

See your ad here »

Not only do they not include the keyword properly (having it inits true formis very helpful), but there’s also no
action that they prompt me to take.

Different typesof stones, 12 yearsof experience.
And?

What does that mean for me? Nothing.

They’re not telling me to do anything, so | don’t.

Anotherkey factoris yourdisplay URL. Thisis the green link displayed beneath the title. It can be anything you want
it to be, but the domain has to match the domain of your landing page.

Youshouldalwaysinclude thekeywordhere, foradditional highlighting.
Keeping those factors in mind, create your ad.
How about this:

Text ad Landing page

http://wesellcheapbricks.com

Ad

Get cheap bricks fast

Get cheap bricks fast
wesellcheapbricks.com/cheap-bricks
Our bricks are cheap and delivered
within 2 days. Order today.

wesellcheapbricks.com/cheap-|
Our bricks are cheap and delive

within 2 days. Order today.

=N -

If our page is wesellcheapbricks.com, we need to make that the display URL as well.
Protip: Remove the “http://” inyourdisplay URL to get more space foryour keyword.

Let’s dissect the ad real quick:



L
Headline:

“Getcheapbricks fast” isa headline that doesn’t solely rely on the keyword and thus stands out, butitisalsoan
action people can take, which makes it clickable.

Display URL:

Again, weremove the httpand added “cheap-bricks” at the end, soit’lLbe highlighted in the search results and
make our ad more relevant to searchers of the keyword.

Ad copy:

Youonlyhave2lines, whichisn’tmuchtogetthemessageacross. “Ourbricksarecheapanddeliveredwithin2
days.” That’sasclearasitgets. Of course, cheapisalwaysrelative, butitsoundsgoodenoughtothesearcher.
Delivering within 2 days is definitely a bonus that most other brick stores might not offer (let alone mentionin their
ads).

Call-to-action (CTA):
“Order today.” What more needs to be said? There is no exclamation mark, because Google isn’t big on those, but
it’s definitely a good prompt to take action.

Have everything? Hit save and continue.

Step 7: Fix the Details

You’llthen land on your dashboard for the first time. First of all, pause the AdWords campaign, soitdoesn’t start
running justyet.

" ) i & ‘ \ Paused

® Enabled

x Removed

Total - Search €0.00/day

Ifyouclickonthe campaign, you’ll see thatinside of the campaign, Google automatically created anad group. With
our single ad example, the ad group doesn’t matter.

But, when you start running a larger AdWords campaign with multiple keywords, dividing them into ad groups
makes your ads management much simpler.



+ AD GROUP Edit ~ Detalls ~ Bid strategy ~

® Adgroup + Status 7 Default Max.
CPC
® Ad group Campaign €3.00
#1 paused
Total -
Search

If you click on that, you’ll land on the ad level, where you can see your keyword.

+ KEYWORDS Edit ~ Details ~

© Keyword Status ° Max.

CPC 7

° cheap bricks (] Campaign €3.00
paused

Click on your keyword and set it to phrase match.

Keyword Status 7 Max. Clicks ? ¥
Broad match
"cheap bricks" | v Phrase match “

L e A -8 A ..A

Initially, Google sets thistobroad match. Unfortunately, that’s not very targeted. It means that userscantypein
your keywords anywhere in the query.

But, if someone searches for “how canimake bricks at home cheap”, they’re not looking to buy cheap bricks, so
that’s not what you want.

Exact match might be too targeted, though, since it only allows the exact phrase, “cheap bricks.”
Usually, phrase match is a good option, since it must contain your keyword as a fixed phrase, but can have other
terms aroundit.

If users search “where to buy cheap bricks” your ad will still show up.

Now, all that you need to do is one last thing...



Step 8: Setup conversiontracking

Remember how I said that all of this is useless without conversions?That’s why you need to track each and every
single one of them. How does Google do this? With a snippet of code.

You put a bit of code on the page users reach, after successfully buying fromyou, which will let Google AdWords
know that there was a purchase every time that a user reaches the page after clicking onan ad.

To set it up, go to “Tools” and then “Conversions.”

Home  Campaigns  Opportunities Reports  Tools

Change History m

Your campaigns and ad groups are paused or remove

All campaigns

Attribution
Google Analytics
Campaigns Ad groups Settings Ads sions D
Google Merchant Center
All settings  Locations  Ad schedule  Devices Keyword Planner
Disnlav Plannar
Click “+ Conversion.”
Conversion actions
+ CONVERSION v All but removed ~
® » Name ° Source 7 Category -

Now, choose “Website.”

© conversion source ) Settings ) Review & install

Select the source of the conversions you'd like to track.

Q @
Website App Phone calls Import
Track purchases, form Track app downloads or in- Track calls to your business Track offline or online
submissions, or other app actions by adding a code by using a Google forwarding conversions by uploading
actions by adding a tag to snippet to your app. Learn number or by adding a tag to data from another system.
your website. Learn more more your website. Learn more Leamn more
Select Select Select Select




Step 8: Setup conversiontracking

Remember how I said that all of this is useless without conversions?That’s why you need to track each and every
single one of them. How does Google do this? With a snippet of code.

You put a bit of code on the page users reach, after successfully buying fromyou, which will let Google AdWords
know that there was a purchase every time that a user reaches the page after clicking onan ad.

To set it up, go to “Tools” and then “Conversions.”

Home  Campaigns  Opportunities Reports  Tools

Change History m

Your campaigns and ad groups are paused or remove

All campaigns

Attribution
Google Analytics
Campaigns Ad groups Settings Ads sions D
Google Merchant Center
All settings  Locations  Ad schedule  Devices Keyword Planner
Disnlav Plannar
Click “+ Conversion.”
Conversion actions
+ CONVERSION v All but removed ~
® » Name ° Source 7 Category -

Now, choose “Website.”

© conversion source ) Settings ) Review & install

Select the source of the conversions you'd like to track.

Q @
Website App Phone calls Import
Track purchases, form Track app downloads or in- Track calls to your business Track offline or online
submissions, or other app actions by adding a code by using a Google forwarding conversions by uploading
actions by adding a tag to snippet to your app. Learn number or by adding a tag to data from another system.
your website. Learn more more your website. Learn more Leamn more
Select Select Select Select




Add the info, basically just a name and the value of the conversion.

Name Brick Package Sale K
Value $100.00 (approximately €88.19)

Count Every conversion

Conversion windows 30-day conversion window, 30-day view-through conversion window
Category Other

Include in Yes

"Conversions"

Hit “save and continue.” Then. you’ll reach the page with the code snippet.

Tranesaars g wenar wneny

To install, copy the code in the box below and paste it between meCOPthhngand add Lit

I‘:Il(: ct;’d track. You can then use Google Tag Assistant plugin on Chr;twne '9 anqur'p ﬁ'\lra ks k you page

Click "Advanced tag settings" if you'd like to track button clicks as conversions, or if you'd [jke to track
conversions on the mobile version of your website.

» Advanced tag settings

Tag for Brick Package Sale

<l-- Google Code for Brick Package Sale Conversion Page -->
<script type="text/javascript™>
I* <|[CDATA[ */

var google_conversion_id = 975431308,

var google_conversion_language = "en";

var google_conversion_format = "3%

var google_conversion_color = "ffffff";

var google_conversion_label = "T7YuCIlf_4mAQjM2POQM";

Save instructions and tag Email instructions and tag

Just copy the code snippet and add it to the HTML code of your thank you page (the one people see right after
making apurchase).

That’s it!

It’ll say unverified in your dashboard, at first, but that will change after a few hours or a day.



Category Tracking

this'will’‘change to reportiing Status

& Brick Package Sale #'  Website Other

Onceyou’vesset this up, go to the Campaigns tab and let the campaign run.
But... what if you’re a lead-based company?

Accordingtolnvoca’s CallIntelligence Index, 70% of 30 million phone calls started with a digital channel. Phonecalls
also convert better, too.

Average conversion rates might hover around 1-2% online. But on phones, that number is as high as 30-50%
according to Invoca’s data.

So two things to try.

Thefirstissetting up the AdWords call extension. This will add a phone number or call button to the ad itself

Google

Eco-Friendy Alasia Tours
v e

wrw .

O puen Wotw 4] louw Al sl
e e

Sowhen someone calls, it will record new rings as conversions inside AdWords (so you can see what campaign or
even ad delivered each phone call).

But not everyone will call the number on that ad. They might click through to the website and browse around a bit
before calling.

Unfortunately, you’re going tolose the digital trail from what ad delivered that call. Unless you use a tool
like CallRail to help you keep track.

Allyou have to dois copy and paste a script on your website (similar to the AdWords one above).

And then you can set the phone number on your site as the ‘swap target.’



iR
@ Dynamic Number Insertion

Automatically detect how visitors find your website and display the appropriate tracking phone number

= = =

+ Add Swap Target

Pool Size:

8 v Howdo | selecta pool size?
Standard Tracking
All © Trackall visitors (recommended)
AdWords ) Visitors from Google AdWords
PPC Search ) Visitors from Google, Bing, and Yahoo PPC search
Landing Page ~) Visitors who land on
Referring Page ) Visitors who are referred from
All Except Direct ) Allvisitors except direct
All Except Direct & Organic ' Allvisitors except direct & organic

Now, a brand new phone number will be assigned to each visitor, following them from page to page.
That way when someone does call, you instantly know what ad campaign sent them to you in the first place.
Congrats, you just set up your first AdWords campaign!

Now it’s time to maintain it.



..
What happens now?

Not much.

Google will first review your ad, before it starts showing it to people. That’s why it doesn’t make a lot of sense to
create lots of ads right away.

Once you gointo your account the next day and see that your ad has been approved (you’ll also receive an email
from Google), you can start creating more ads by copying your original ad.

That way, you can avoid going through the approval process all over again. Go to the Ads tab.

All campaigns > Campaign #1 >

= Ad group: Ad group #1

@ Enabled  Type: Standa

Settings Keywords Ad extensions Dimensions

Keywords Negative keywords  Search terms

p bids (Max. CPC) €3.00 Edit

All but removed keywords ~ Segment v Filter ~ Columns ~ ld

M Clicks + vs None ~ Daily ~

Select your ad, in the checkbox and click “Edit,” then “Copy.”

m ‘ Edit ~ Automate ~ More actions... = Labels ~

I ™ . ® Enable Status 7 Labels » %

- Served
I Pause ?
x Remove

v i =
Change ads... Campzlgn
pause

Upgrade destination URLs...

Change URL options...
Copy #C
Paste... BV

Download spreadsheet...
Upload spreadsheet...

Recent bulk edits L



Then, dothesameandclick “Paste” (orjustpressCmd/Ctrl+V).
Paste your ad and check both boxes.

Paste 1 ad into 1 ad group

v If ad already exists in destination, create duplicate
v" Pause new ads after pasting

Then, you can click on your copied ad and modify it. Change the headline and/or copy.

‘ Cheap bricks in 2 days

Cheap bricks in 2 days

' You won't get cheap bricks faster. weselicheapbricks.com/cheap-bricks
You won't get cheap bricks faster.
2-day delivery. [Order now! 9 2-day delivery. Order now!
‘ wesellcheapbricks.com/cheap-bricks Top ad
Mobile ?

Cheap bricks
wesellcheap!
2-day delivery.

ays - You won't get cheap bricks faster.
.com/cheap-bricks
er now!

http:ll T wesellcheapbricks.com/cheap-br

[+

| URLs for mobile ?

[+

| Ad URL options (advanced) »

Your edited ad will be reviewed by Google, and might not
run until that review is complete. We review most ads

within 1 business day. Learn more Cha“nge the copy
=l S
In order to get results on AdWords, you always need to test different ads against each other.

If youonly runone ad and you get crappy results, you can’t possibly know what would have been better, because
you can’t compare it to anything.

That’s why you should create at least a second ad on your second day, once the first has been approved.



Extra credit: Regular account maintenance

Your account is up-and-running. (Finally!)

Over the next few days and weeks, results will begin pouring in.

There’s not a whole lot to do until then.

But...thereisone last thing to put on your radar before you get too comfortable counting all those new sales.

Overtime, you’llwant tocontinuously maintain, prune, andimprove youraccount. Smalleraccounts canwaitevery
month or so. While other big ones I’ve worked on run through something like this every week.

The goalis to check the health of your campaigns. And quickly fix what’s not working in order to minimize the
amount of wasted ad spend.

So first and foremost, pull up that Search Term report.

You’ll want to run through this report regularly and do one of two things:

1.ldentify new potential keyphrases to add to your existing campaigns, or

2. ldentifyoff-topickeywords that you’llwant toadd toyour negative keywordlist sothat itdoesn’t showupagain.

The goal here is to move bad spend to good. Restricting any wasted piece of your budget and instead putting it
behind the stuff you can already see is performing well.

That will give eventually give you a way to compare profitability per keyword.

Ad group Status Default Max. CPC Clicks Impr. CTR Avg. CPC Cost Avg. Pos. Conversions Cost/conv. 7 +
orange county Eligible $13.50 (enhanced) 22 2,271 0.97% $11.89 3261.57 4.1 1.00 524B.76
escondido #"  Eligible $12.81 (enhanced) 1 141 0.71% $12.70 $12.70 3.2 1.00 $12.70

The next step is to check ad positions.

Forexample, if you’re consistently showingupinthe first position, youmight actually get away with decreasing your
budgetalittle bitatatimeinorder to bring down your Cost Per Lead (while still showing up at the top).

Whereas if you’re showing up in positions 3-4, you’re probably not getting very many clicks. So this time, raise your
keyword bids bit by bitin order to slowly creep up into positions 1-2 (again, without overspending).

Next stepistocreate more ads. Ideally speaking, you’d like to see ads performing witha click-throughrate (CTR) of
at least ~8%.

Impr. Interactions Interaction rate Avg. cost
42,783 431 1.01% $24.26
154 13 B.44% 53092
clicks CTR per click
LT 24 3.65% 533,26

clicks CTR per click



That means you’ll probably have to test at least a few variations per keyword or ad group (depending on how yours
is setup) in order to find the one high-performing ad.

Inthe meantime, feel free todrop or pause theunderperformers. Typicallyyou’llhave adsrotating indefinitely to
testmultipleversions. Sobequicktopausethelosingonessoitwon’tcontinuetopullbudgetawayfromyour
winners.

You can also experiment with new ad extensions during this time, too. For example, sometimes adding afew
extensions (whether that’s a phone number or those little yellow stars from product ratings) can improve an
existing ad’s performance.

Afterimproving ads, head over to your locations and time of day (both under dimensions).

This part is simple.

What locations are under-performing? Pull budget away and put it behind those that are producing.

Most specific location Location type 7 Clicks ? ¥ Impr. 7 CTR 7 Avg. CPC Cost 7

Melbourne Physical 3 7 42.86% A$2.24  A$6.71
location

Sydney Physical 2 6 33.33% A3$0.55 A$1.10
location

Brisbane Physical 2 6 33.33% A$1.61 A$3.22
location

Same goes for days and times.

What days of the week or times of day are under-performing?

Day = Clicks 7 Impr. ? CTR ? Avg.CPC 7 Cost 7 Avg. Pos, 7
Thu, Jun 1, 2017 54 4,579 1.18% $23.34 $1,260.45 26
Fri, Jun 2, 2017 35 3,928 0.89% $22.57 $730.04 25
Sat, Jun 3, 2017 41 2,462 1.67% $22.29 $ .02 24
Sun, Jun 4, 2017 27 2,767 0.98% $22.71 $613.26 25

No fancy graphs or stats required.

Just common sense once you know where to look.
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Conclusion: Congrats! And now?

Sit back and wait. I’m serious.

Turnonyour second ad and, once everything is running, do something else.

Don’t sit at the computer, waiting for things to happen.

Remember the third promise that you made before we began? AdWords takes patience.

Checkbackinaday. Then, create more adsand start building your firstad groups. Start tweaking. Read the data.
And, remember: Nothing matters without conversions.

It’sgreatif youcantell whichadsget abetter CTR, but, if theydon’t get conversions, that also doesn’thelpyou
make money.

It might take you a month to get results (here’s a good infographic on what to do during that month).
Just follow your ads and analyze the data, as it comesin over the next 10 days.

Then, review, turn off ads that don’t work, add more keywords and double down on what’s performing well.



