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Preface

AdWords is Google's online advertising product, allowing you to show your ads on search
engines and other relevant websites, tablets, and mobile devices. It is a highly effective,
accountable, and targeted method of connecting with customers, providing reach at the
exact moment of relevance as people are searching for you.

Consumers are spending more time online, especially with the evolution of smartphones, and
digital ad revenues have continued to grow at a rapid pace. Increasingly, there has been a
need for businesses to have a solid online presence and engage with customers as they move
through the research and purchase funnel. Google AdWords helps bridge this gap and build
relationships with customers, helping companies create awareness and drive direct sales
through the online marketing channel.

Although advertisers can start showing ads through AdWords in minutes, correct setup can
help you avoid blowing through your budget without getting the desired results. The proper
research, campaign planning, and ongoing management will help you get the most out of
your investment, while understanding the available features will enable you to navigate the
complexity of AdWords and make it profitable.

What this book covers

Chapter 1, Researching the Market and Competition and Setting Goals, will help you with the
basic research you should conduct as you consider advertising with AdWords.

Chapter 2, Setting up Your Account, will help create an AdWords account shell and
customizing the various key settings for easier management and navigation.

Chapter 3, Tracking beyond the Click, will cover setting up AdWords conversion tracking and
analyzing relevant data in Google Analytics.

Chapter 4, Structuring Your Account, will help you choose where to show your ads and how to
target campaigns, including common ways to structure an account.
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Chapter 5, Creating Relevant Keywords, will cover choosing keywords relevant to your
business, using keyword matching options effectively, and taking advantage of available tools.

Chapter 6, Writing Compelling Ads, will provide tips for researching competitors' ads, writing
effective ad text, and testing ad copy elements.

Chapter 7, Budgets and Bidding, will help in setting budgets and bids and adjusting them
based on your goals and performance.

Chapter 8, Running Display Ads, will cover various options for setting up display campaigns
and how they are presented, as well as features that can help you optimize and improved
target display ads.

Chapter 9, Remarketing to Past Visitors, will help in reconnecting with users who previously
visited your website as they go on to browse the Display network.

Chapter 10, Reporting and Analysis, will help you in analyzing ad performance, including when
and where your clicks are coming from, and other useful reports.

Chapter 11, Optimizing Performance, will provide tips on improving relevance, Quality Scores,
and ROL.

Chapter 12, Advanced Strategies and Features, will help in implementing advanced ad
formats, experiments, and automation to boost performance.

Chapter 13, Managing AdWords, covers troubleshooting ad issues, reviewing past changes,
creating alerts, and using AdWords Editor to streamline account management.

What you need for this book

AdWords is an online interface and requires a computer, an Internet connection, and a
browser. You'll also need to download AdWords Editor, Google's free application that helps you
manage and update your account offline.

Who this book is for

This book is for AdWords novices who are looking to get started with AdWords as well existing
advertisers who need to optimize their campaigns and learn about advanced AdWords
features and strategies.

Conventions

In this book, you will find a number of styles of text that distinguish between different kinds of
information. Here are some examples of these styles, and an explanation of their meaning.

—21
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Code words in text, database table names, folder names, filenames, file extensions,
pathnames, dummy URLs, user input, and Twitter handles are shown as follows: "In the
following example, we searched Google for PPC ads to figure out what websites are coming
up in both organic and paid listings."

New terms and important words are shown in bold. Words that you see on the screen, in
menus or dialog boxes for example, appear in the text like this: "Go to the Tools and Analysis
tab, and click on Google Analytics."

Warnings or important notes appear in a box like this.

Q Tips and tricks appear like this.

Reader feedback

Feedback from our readers is always welcome. Let us know what you think about this
book—what you liked or may have disliked. Reader feedback is important for us to develop
titles that you really get the most out of.

To send us general feedback, simply send an e-mail to feedbackepacktpub.com, and
mention the book title via the subject of your message.

If there is a topic that you have expertise in and you are interested in either writing or
contributing to a book, see our author guide on www . packtpub.com/authors.

Customer support

Now that you are the proud owner of a Packt book, we have a number of things to help you to
get the most from your purchase.

Errata

Although we have taken every care to ensure the accuracy of our content, mistakes do happen.
If you find a mistake in one of our books—maybe a mistake in the text or the code—we would be
grateful if you would report this to us. By doing so, you can save other readers from frustration
and help us improve subsequent versions of this book. If you find any errata, please report
them by visiting http://www.packtpub.com/submit-errata, selecting your book,
clicking on the errata submission form link, and entering the details of your errata. Once your
errata are verified, your submission will be accepted and the errata will be uploaded on our
website, or added to any list of existing errata, under the Errata section of that title. Any existing
errata can be viewed by selecting your title from http://www.packtpub.com/support.

(3 |-
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Piracy

Piracy of copyright material on the Internet is an ongoing problem across all media. At Packt,
we take the protection of our copyright and licenses very seriously. If you come across any
illegal copies of our works, in any form, on the Internet, please provide us with the location
address or website name immediately so that we can pursue a remedy.

Please contact us at copyrightepacktpub.com with a link to the suspected
pirated material.

We appreciate your help in protecting our authors, and our ability to bring you
valuable content.

Questions

You can contact us at questions@packtpub.com if you are having a problem with any
aspect of the book, and we will do our best to address it.
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Researching the
Market and Competition
and Setting Goals

In this chapter, we will cover the following:

» Focusing on relevance

» ldentifying your competitors using Google search results

» Using third-party tools to research competitors

» Analyzing budgets and bids to determine market saturation
» Setting advertising goals

» Predicting if AdWords will be profitable and calculating potential returns

Introduction

This chapter covers the basic research we should conduct as we consider advertising with
AdWords. Before we start competing in an online ad auction, we need to understand how
saturated the market is and what our competition is doing in the online ad space. The first
recipe explains how to identify our pay-per-click (PPC) competitors, while the next two recipes
will help us analyze how much our competition is spending on AdWords. The final recipes will
guide us on how to use this competitive information to set our own spend-and-bid goals and
then calculate the potential return.
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Focusing on relevance

AdWords is all about relevance and ensuring that Google users see quality ads, which directly
relate to what the people are searching for. The system was designed to reward advertisers
who create quality campaigns and is monitored through key metrics called Quality Score

and clickthrough-rate (CTR). Focusing on relevance will help you pay less and achieve better
profits from your ad efforts.

Getting ready

Keep in mind the following basic terms and concepts discussed in this book:
» Keywords: These are words or phrases describing your products or services that you
can choose to help you to determine when and where your ad can appear
» Impressions: These are counted each time your ad is shown
» Clicks: This is when someone clicks on your ad
» Cost-per-click (CPC): This is the cost for each click on your ad

» Pay-per-click (PPC): This is an online advertising model in which advertisers pay for
clicks accrued

How to do it...

As you create your campaigns and plan AdWords strategies, focus on relevance by:

1. Achieving a high CTR: The general rule of thumb is to aim for a CTR of 1 percent and
above, though CTR varies widely by industry and the type of keywords.

2. Keeping healthy Quality Scores: Once you create your AdWords account and start
running campaigns, you'll be able to see your Quality Scores at the keyword level.
Choose keywords that are relevant and have good Quality Scores and then refine
those that do not.
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Clickthrough-rate (CTR) is the number of clicks divided by the number of impressions.
CTR (expressed as %) = Clicks / Impressions

Each of your ads and keywords have their own CTRs, indicating how compelling users are
finding your ads and keywords. CTR helps you gauge the success of your marketing efforts
and it factors into Quality Score.

Quality Score is a measure of how relevant your keywords are to your ads and to your landing
pages. It is calculated at the keyword level every time someone does a search for one of your
keywords, and ranges from 1 (lowest) to 10 (highest). Quality Score affects your ad position
as well as how much you'll pay for clicks. Advertisers with higher Quality Scores are rewarded
with lower CPCs and better ad positions.

See also

» The Improving relevance and Quality Score recipe in Chapter 11, Optimizing
Performance

Identifying your competitors using Google

search results

Advertisers considering PPC ads need to understand which similar websites and businesses
are already using AdWords, and also how they are positioning themselves in the online
search market. This competitive information can be used to research keywords, which the
competition is taking advantage of and identify our own unique advantages.

Getting ready

You likely already have a list of businesses that you consider your key competitors in a
particular market. However, they may not all be advertising on AdWords. Armed with a list of
websites you consider your competition, you can begin researching their online ad presence.
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How to do it...

Start with a search on Google using terms that you consider your main keywords or ways that
customers look for your products or services. In the following example, we searched Google
for PPC ads to figure out which websites are coming up in both organic and paid listings.

PPC ads ) “ Kristina
90 personal results. 8,350,000 other results Ad WO rd S Ad S

Ads related to PPC ads Why these ads? Ads - Why these ads?
Advertise.com PPC Ads - High Quality, Low Cost PPC Traffic. Advertise on Google
www.advertise.com/ www.google.com/AdWords
20 Billion Searches. Sign Up Now! 1 (B77) 4710913
Get more customers with AdWords
Amazon Product Ads | Amazon.com S miveedin]ng with Gozghe lotiey
www.amazon.com/ProductAds
8,070 reviews for amazon.com SearchForce PPC
PPC Ads on Amazon Reach Millions $75 in Free Clicks to Your Website! www.searchforce.com/
Optimize Your Paid Search Bids At
L. . Scale With SearchForce. Learmn More
PPC Advertising | ZOGDigital.com
www.zogdigital.com/
- Get More From PPC
PPC Search Ad Strategy & M t From Digital Technology Experts. T —
eare = LS uE T B, Eritabel/iSde www.admarketplace.com/PayPerCli¢k

Expand your Reach with Unigue
Pay per click - Wikipedia. the free encyclopedia Visitors from New Traffic Sources!
en.wikipedia.org/wiki/Pay_per_click

Websites that utilize PPC ads will display an advertisement when a keyword query
matches an advertiser's keyword list, or when a content site displays relevant ...

“+ Determining cost per click - History - References - External links

Pay Per Click Management

www.connellydigital.com/
Expert PPC Campaign Management
ROI Driven. No Long Term Contracts

Pay Per Click Advertising - In Text Ads for Websites by Infolinks

www.infolinks.com/ Pay Per Click Advertising
Infolinks leads the Pay Per Click Advertising industry with premium Contextual Ads for www.eclickz.com/Contact_Us
your Website or blog. Get the highest revenue share from In Text Ads ... Get Expert's Help. Maximize Your

Overall Profit. No Sign Up Fees!

Organic, or natural listings, are on the left below the search query, while the paid ads are to
the right and potentially above the organic listings.

Take note of paid ads coming up for your key searches, including how many ads are
appearing. Scroll to the next page of search results to see additional pages and websites that
come up after the first page of Google's search results. The more ads there are, the greater
the competition and the more saturated the market is for those keywords.

The paid ads that we see may not be the same businesses we identified as our competition
prior to doing the search. Our competitors may not be advertising with AdWords or our search
query may not be triggering their ads at the time of our research. You may also find new
businesses that you were not previously aware of that you will be competing against.

—e1]
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It's also possible that your keywords are applicable to different industries and areas of focus.
In any case, the ads that consistently come up for your most important keywords in your
target locations will be your competition in the online ad auction, and you'll need to better
understand their strategies to make your own campaigns successful.

There's more...

Perform the Google search, as previously explained, multiple times a day and on different
days. Each auction is in real time and we'll likely see different results every time we search
on Google. Your competitors' ads may or may not show when we perform a search based on
their campaign settings, including during what days and times of the day they have set their
campaigns to show, or what locations they have chosen to target via their campaigns.

See also

» The Using third-party tools to research competitors recipe

Using third-party tools to research

competitors

There are a variety of tools other than Google that can help us get more information about
websites whose online marketing efforts we are interested in researching further. Such tools
scan the search results pages and extrapolate keywords and ads for various domains. They'll
provide data such as keywords used, daily budgets, how much our competitors are spending
on individual keywords, and history of budget and ad changes.

Getting ready

The following are a couple of popular PPC spy tools that will allow us to do basic domain and
keyword research for free:

» http://www.spyfu.com/

» http://www.keywordspy.com/
For a more thorough list of keywords and ads that the various domains are using, you will

need to purchase a subscription. However, you can do some basic research through the free
look ups using one of the previously listed tools.

www.it-ebooks.info


http://www.it-ebooks.info/

Researching the Market and Competition and Setting Goals

How to do it...

Use tools such as KeywordSpy and SpyFu to research competition as follows:

1. Search for your keywords of interest. Following is an example of results for a keyword
search on KeywordSpy and the free information the tool provides. For example, you
can see how many advertisers are showing for a particular query and average CPCs:

Ke rd & |ppc ads | EE United States ¥ l Search |

:)Dnmains @Keywnrds DDﬁtinatbn URLs DM Copies @

Keyword: ppc ads vo: 14,800/mo cpe: s11.02

m.ndsmm Related (1,000) Similar (4) Misspell (1) PPC Competitors (106) Organic Competitors (20)

PPC Advertisers
Keyword Statistics 100,00 i .
PPC Adwertisers: 106 | (o™
CPC: £11.92
Search Volume: 14,800/mo 50.00
Search Results: MSA
000
O L R L G A A
[-=3 Hov Duc Jan Feb har Apr May Jul

2. Search your competitors' URL to see if they are advertising through AdWords and
learn more about their budgets, clicks per day, average ad position, and average
cost-per-click (CPC). You'll also learn how many ad copies and keywords a domain is
coming up for, which can help you better understand how comprehensive a particular
domain's PPC program is.

3. Note budget trends over time, which can help you determine seasonality or changes
in a particular business's strategy and marketing budget. You'll also be able to see
some of the top keywords and ads for a domain, as well as related PPC competitors
who are using overlapping keywords on AdWords:
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PPC Overview

Keywords (258,243) Paosition Competitors (99,999) Keywords
chrome download 1 ask.com 4 677,149
‘google browser 1  Amazon.com 3,240,813
crom 1 business.com 132,813
website optimize 3 Info.com 1,520,923
create business website 1 Intuit.com 34,979
homepage make 1 webcrawler.com 375,802
chrome 4 1 Microsoft.com 188,722
browser google 1 shopping.yahoo.com 530,103
home page google 1 Target.com 1,084,573
make google home page 1 Homestead.com 23,390
View More = View More =

Google Site Search Google Site Search Google Site Search Google Site Search

Add customized search results to

Qooghe. com/sites sarch

Google Site Search
Add customized search results to

wour site with no ads. Leamn more.

Add customized search results 1o

your site with no ads. Leam more.

Qoogle. com/sitesearch

Google Site Search
Add customized search results 1o

Add customized search results to
your site with no ads. Leam more.
google comisiteseanch

eGovernment Search Engine
Make information easily accessinle

Add customized search results to
your site with no ads. Leam more.
Qooghe. comsitessarch

Google Site Search
Add customized search results to

wour site with no ads. Leamn more. your site with no ads. Leam more. with the Googhe Search Appliance wour site with no ads. Leamn more.
Qooghe. com/sites sarch Qoogle. com/sitesearch google. comifederal Qooghe. comsitessarch

View More =

Third-party keyword spy tools analyze a domain's behavior over time on various search
engines, including what keywords and ads websites are appearing on. Spend data is
estimated based on assumptions that take into account ad position and how often ads
are appearing for the various keywords. Data may not be available for all countries.

There's more...

It's important to note that PPC keyword spy tools do not actually have access to other
advertisers' accounts, and as such they are not 100 percent accurate. You can use them as
a starting point in understanding your competition, but ultimately you should do your own
keyword testing to determine what works best with your goals and budgets.
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Analyzing budgets and bids to determine

market saturation

Understanding how competitive the online search ads' market for your industry is, will help you
determine your own marketing budgets and how much you may want to bid on your keywords.

Getting ready

Decide which tool you would like to use. You can start with one of the free basic PPC keyword
spy tools, such as KeywordSpy (www . keywordspy . com), for basic budget and average
CPC look-ups.

How to do it...

1. Enter a domain URL into keywordspy . com to get daily AdWords spend and average
CPC estimates for a particular business.

2. Repeat this search for multiple businesses of various sizes to better understand the
different spend ranges.

3. You can also use a tool like keywordspy . com to figure out average CPCs for
keywords of interest and how many advertisers are showing ads on a particular
keyword. Generally, the higher the average CPCs, the more competitive the industry.
The more advertisers that show up in the auction, the more saturated the search
ads' market is for a particular term. In some industries, advertisers are also more
willing to pay for each click, driving up average CPCs, since a single lead can be very
valuable. For example, in the legal industry, one ad click can result in a multi-million
dollar settlement, making many legal terms competitive and expensive.
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KeywordSpy

| google.com

| |§ United States

'|| search |

@Dornains DKEYIM}TdS DDﬁtinaﬁnn URLs D.hd Copies @

Domain: google.com

m Ads (654,862) PPC Keywords (258,243) Organic Keywords (904,501) Competitars (100,788)  Sub-Domains

Daily Ad Budget

S300, (00
Google
8 $200.000
$100,000
50
2001 ae11 2011 M2 212 @iy R0dr R0z @eda 2062
et Mew  Dec Jan Feb  Mar Apro Wy Jdun
Statistics
Daily Ad Budget: $149,886 ] PPC Ad Copies: 654,862
Total Clicks/Day: 165,777 #~ PPC Keywords: 258,243 |
Average Ad Position: 4.55 »~  PPC Competitars: 99,999
Average Costy/Click: s0.90 A

4. Another tool you can use to figure out how high the CPCs are for your keywords
is the free AdWords keyword tool. Go to https://adwords.google.com/o/
KeywordTool and enter a keyword of interest to see search volumes and
competition denoted from low to high for keywords related to your search:

Word or phrase | ppe ads

Website

Category

(") Only show ideas closely related to my search terms (2

Advanced Options and Filters

Locations: United States 3

Languages: English ¥ = Devices: Desktops and laptops

Search Sign in with your AdWords login informaticn to see the full set of ideas for this search.
About this data (2}
Deownload = | | View as text = Sorted by Relevance + Columns

- | «+ Save al | Search terms (1)

Keyword
[] ppcads~
Keyword ideas (100)

= | « Save al

Keyword

pay per click =

pay per click advertising -

ppe advertising ~

ppc campaign ~

‘Competition Global Monthly Searches 7
High 12,100
‘Competition Global Monthly Searches 7
High 201,000
High 33,100
High 22,200
High 9,900

1-1ofi = | ¢ | »
Local Monthly Searches -
5,400

1-500f100 = < >

Local Monthly Searches -
90,500

14,800

9,900

3,600
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Check out the most expensive AdWords keywords in the

M following article:
Q http://www.wordstream.com/blog/ws/2011/07/18/
most-expensive-google-adwords-keywords

The Google AdWords keyword tool uses historic data and provides estimates only, not
exact numbers. Once you have an AdWords account and are logged in, you'll see additional
information in the Google AdWords keyword tool, including average CPCs and local search
trends, which provide a sense of seasonality and traffic volumes throughout the year. While
logged into your AdWords account, you can import the keywords you are researching in the
keyword tool directly into your campaigns.

There's more...

Keep in mind that results will vary for different websites and that budgets should

be consistent with your marketing goals. High spend advertisers typically have more
comprehensive ad campaigns and are likely seeing a positive return on investment (ROI)
from AdWords. However, low spend does not necessarily mean that AdWords is not profitable.
A business could simply have budget constraints unrelated to AdWords' performance. Also,
just because a competitor is investing a lot into AdWords does not mean that you will not be
able to compete without a large budget. | recommend starting with conservative spend as you
figure out what works for you and test the various options that AdWords has to offer.

See also

» The Using third-party tools to research competitors recipe

Setting advertising goals

For companies that are interested in branding, clicks and engaged visitors are sufficient.
However, for most businesses, the ultimate goal is not simply a click, or a website visit, but
a sale or a lead. This type of action that we want website visitors to ultimately take on our
website is also known as a conversion.

Getting ready

Before you start spending money on AdWords, you will want to determine what you'd like your
visitors to do once they come to your website. It's important to understand your end goal so
you can properly track and measure results of your ad campaigns.

Sz
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How to do it...

Think about what you would like your visitors to do once they come to your website. The
following are some common conversion goals advertisers have:

» Sales
» Registrations
» Leads

» Downloads (whitepapers and apps)
» Sign-ups
» Visits to a particular page, such as the contact page

The goal of online ads is to get as many visitors as possible to take the actions you previously
identified. In essence, you'll try to maximize clicks that result in conversions and optimize the
ad to increase your conversion rate.

There's more...

Conversion rate is the number of conversions (sales, leads, and so on) divided by the number
of clicks received during a set time period. For example, if you received 5 online leads
(conversions) out of 100 clicks from AdWords, your conversion rate would be 5 percent.

Conversion rate = Conversions / Clicks x 100

Conversion rates vary based on a variety of factors, including a website's look and feel and
how easy or difficult it is for visitors to get through the conversion process. You can get an idea
of how your website converts and how many visitors are completing your desired actions in
your Google Analytics account, or through other web analytics programs you may be using.

Simplicity is key, and you should aim to minimize distractions and website features that would
complicate or hinder the conversion process. For example, "Buy Now" buttons should be
prominent and easy to spot, contact options displayed prominently on the website, and lead
and registration forms as simple as possible.

| have heard industry experts throw around 2 percent as an AdWords average conversion

rate across different industries. Typically, websites with a higher level of commitment required
on a user's part (such as e-commerce) will have lower conversion rates than websites with
lower levels of commitment required (such as lead generation). The Fireclick Index,
http://index.fireclick.com/, can help provide some additional guidance on online
conversion rates by industry.

The simpler conversion goals such as lead generation or e-mail collection will usually convert
closer to 3 percent but can go as high as 5 to 15 percent. For lead generation, conversion
rates can be all over the place since the marketing offers, the value of the product, and costs
vary so widely.

]
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» The Predicting if AdWords will be profitable and calculating potential returns recipe

Predicting if AdWords will be profitable and

calculating potential returns

Use simple math to figure out how many clicks you can get with your target AdWords budget
by reviewing average CPCs for your industry. You can take this information a step further by
taking into consideration your current conversion rates to figure out what types of returns you
can expect from AdWords.

Getting ready

First, understand average CPCs for your target keywords by following the steps outlined in the
Analyzing budgets and bids to determine market saturation recipe.

How to do it...

1. Once you know the average CPCs for your keywords, pick a budget that you're
considering testing AdWords with. Next, you can calculate potential returns using
some assumptions about conversion rates across different industries, or even better,
using conversion rates from other online marketing efforts you may have tried.

2. If you've done some advertising online and have an idea of how your website
converts, you can use that number to make some initial assumptions about potential
AdWords returns. However, keep in mind that different sources of traffic do tend to
convert differently as well. For example, you'll likely see higher conversion rates from
repeat visitors who are returning to your website after bookmarking it than you would
from first-time visitors who are researching a product.

3. If you are not sure how many of your visitors tend to convert, you can use more
general and conservative assumptions. Start with 2 percent until you gather some
data specific to your industry or specific to your website.

4. Let's now try to calculate potential return from AdWords. Let's say our average CPC is
$1 and we have a budget of $100 with which we'll get 100 clicks. With an assumed
conversion rate of 2 percent, we'll get 2 conversions for each $100 spent on AdWords
with each conversion costing us $50.
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5. Even if we are not sure what your conversion rates will be like, you can use average
CPCs to figure out if AdWords is a viable way to advertise online. If average CPCs
for your industry are high, say $10, and you are only willing to pay $20 for each
conversion, then AdWords is most likely not going to bring the returns you expect,
since you would need a 50 percent conversion rate for the math to work in your favor,
and such conversion rates are very unlikely.

6. The next important question is how much each conversion is worth to you. If you
are paying $50 for each conversion, but make $1,000 from each conversion, then
AdWords is obviously profitable. However, if it costs you $50 to convert a visitor but
that visitors buys a $10 product and tends to never to come back to your site again,
you are likely losing money with a 2 percent conversion rate on AdWords.

One of the most important metrics you'll want to set for yourself is how much you are willing to
pay for each conversion and then optimize AdWords campaigns with that goal in mind.

The cost-per-conversion is often referred to in the PPC world as your CPA.

Cost-per-action (CPA) = Total Cost / Conversions

CPA as cost-per-action usually corresponds to pay-per-lead,

while CPA as cost-per-acquisition usually corresponds to

pay-per-sale.

There is no such thing as high or low CPA that we can generalize across all advertisers. CPA
is relative and different business models will have different CPA thresholds. For example, a

lawyer could pay $400 for an AdWords lead but that lead could result in a case that brings

the firm millions of dollars, in which scenario a CPA of $400 would be a bargain.

Your returns will vary based on a variety of factors, including your website, how compelling
your products and services are, pricing, and special offers to name just a few. Your conversion
rates will also vary based on how you stack up in all of these considerations against similar
businesses online.

[}
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There's more...

I've had clients who said that one of their conversions could pay for a month of their
advertising costs due to the nature of their business, and I've had clients who were only willing
to pay a few dollars for each conversion, as the average value of each converted user was
much lower. How much you should pay for each conversion will be unique to your business
model, goals, and objectives.

See also

» The Analyzing budgets and bids to determine market saturation recipe
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In this chapter, we will cover the following:

>

>

Creating an AdWords account

Determining the right billing option for your needs
Inviting other users to access your account
Changing user access levels or removing users
Enabling auto-tagging at the account level

Changing your notification settings

Introduction

This chapter covers the basics of creating an AdWords account and customizing the various
key settings for easier management and navigation. You'll learn how to choose the right billing
option for you, invite others to access your account, change access levels, and personalize
views and notifications so that you can see the data you care about.

Creating an AdWords account

You can create an AdWords account and start showing your advertisements in minutes.
The AdWords interface is very user friendly and will walk you through the necessary steps
as you move through the signup process.
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Getting ready

AdWords is managed through an online interface, and to sign up and manage it you'll need
an Internet connection. You also need an e-mail address, which will be associated with your
account. If you do not have a Google account already, you'll need to sign up for one first.

How to do it...

1. To getstarted, goto http://www.adwords.google.com/ and click on the
signup prompt.

2. On the next screen, you will have the option to either use a Google account you
already have or to set up a new one. You can only use one e-mail address per
AdWords account, so if your e-mail address is already related to an AdWords
account you will need to use a different e-mail ID.

Which best describes you?

() I have an email address and password | already use with Google services like AdSense, Gmail, Orkut, or iGoogle.
(=) | do not use these other services.

Create a new Google Account for use with AdWords.
Make sure your email address is comect. You must receive email there in order to verify this account.

Email:

e.g. myname@example.com. This will be used to sign-in to your account.
Password:

Minimum of 8 characters in length. [?7]
Re-enter password:

Type the characters you see in the picture below.

QA

| &

Letters are not case-sensitive

By submitting this form, you agree to the Terms of Service & Privacy Policy

| Create Account » |

=]
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3. Select your time zone and choose a currency for your account. You will not be able
to change this information after you create your account; so review your choices
carefully before proceeding.

Select a permanent time zone for your account.
This will be the time zone for all your account reporting and billing

Time zone country or teritory: United States

a

Time zone: (GMT-0B:00) Pacific Time

a

Select a permanent currency for your account.
Review the available payment options for local currencies before you decide. Not all currencies are available in all areas

US Dollar (USD §) 5

M Choose a time zone that's in sync with your business hours
Q of operation. That way, you'll be able to schedule and adjust
when your campaigns should run more easily.

There's more...

After entering your billing information, you will be ready to start setting up your first campaign.
If you are daunted by the prospect of choosing keywords and writing ads, AdWords does offer
support for new advertisers. AdWords customer reps can answer any questions you may have
and can even offer free campaign setup support. Find the phone number for your country at
https://support.google.com/adwords/answer/8206?hl=en and call AdWords for
additional help, or goto http://www.google.com/ads/new/.

See also

» The Determining the right billing option for your needs recipe

Determining the right billing option for your

needs

AdWords offers three main options to pay for ads. Advertisers can choose to pay before
ads run (manual payments) or after clicks are accrued (automatic payments). Advertisers
can also apply for invoicing to get a line of credit from Google—an option typically used by
large advertisers.
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Getting ready

The following table explains the three payment options in more detail and for whom each
option is most appropriate:

How you pay

Billing option How it works

Manual payments Advertisers prepay and add funds manually to AdWords
before ads run.

Automatic payments AdWords charges you after ads run. You are billed either
30 days after your last payment or when you reach your
next billing threshold.

Monthly invoicing Google provides a line of credit and advertisers pay
via check or wire transfer after ads run. To be eligible,
businesses have to be registered for a minimum of one
year, and meet country-specific spending requirements.
AdWords will review your credit history and will send you
an e-mail with their payment terms and credit line offer.

What you pay with

Once you decide which payment setting is most appropriate for your needs, you'll be able

to pick from various methods of payment, including direct debit, credit card, and money
transfer. Payment methods vary by country and you'll need to check what options you'll have
by going to the billing page in your AdWords account or reviewing country-specific options at
http://support.google.com/adwords/bin/answer.py?hl=en&answer=2375433&
topic=1714069&ctx=topic#US.

How to do it...

Once you have created your AdWords account, you will need to go through the billing
preferences pages to complete the account setup.

1. Onyour billing page, choose your country, or where your billing address is located:
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Home Campaigns Opportunities Tools and Analysis ~ Billing ~ My account ~

Account Setup

1. Select the country or territory where your billing address is located.
This choice may affect the payment options you'll have in the next step.

United States

2. Clicking on payment options on this screen will bring up another page, which
will provide the option to select your currency and will highlight forms of payment
available to you.

Payment Opti and Mini Payment A
Payment options and minimum payment amounts vary accerding to the currency you use, the location of your billing address,
and the payment option you select. Use the interactive form below to display the information relevant to you.

I | wish to pay in:'[ US Dollars (USD §) | I

My billing address is located in:| | United States =
Selection: US Dollars and United States
Minimum cost per click (CPC):| $0.01 (%)
Mini cost per th d imp i (CPM):| $0.25 (%)
Forms of payment: Postpay (autematic payments): American Express, JCB, MasterCard, Visa, and debit cards with

a MasterCard or Visa logo
Prepay (manual payments): American Express, JCB, MasterCard, Visa, and debit cards with a

MasterCard or Visa logo
More about these options
Minimum payment: |$10.00
(applies to prepay only)

s
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3. Next, fill in your business name and contact information.

Business information

Address 2

Business name
Optional

Contact name 2

Street address

City

State v

Zip code

Country  United States

Phone number +1

4. Finally, you'll get the options to choose how you pay and what you'll pay with.
Remember that forms of payment vary by country and your payment options
might look different depending on where you are located.

How you pay
{E) Automatic payments « Your ads typically start running almost immediately after submitting your billing information.
Recommended « Pay only after you accrue costs, and make additional payments whenever you'd like.

.

We automatically charge you when you reach your billing threshold or 30 days after your
last automatic payment, whichever comes first. Learn more
Manual payments « Your ads typically start running after we process your first payment.

« We deduct charges from your prepaid balance each time your account accrues a cost.

» [fyour account runs out of funds, your ads will stop running until you make another
payment. Learn more

What you pay with

(_)Bank account Payments will be withdrawn from your bank account. Verification of your bank account takes
up to 10 days after you've entered it. Learn more

! |Credit card Payments will be charged to your credit card. Learn more

B wes =

Do you have a promotion code? (2) Enterit here

=
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AdWords distributes coupons to new advertisers that you can use
M towards free advertising. You may get a promotional credit in the
Q e-mail, through your hosting provider, such as GoDaddy, or you can
search on Google.com for AdWords coupons. Make sure to apply
the coupon code to your billing page and enjoy the free clicks.

There's more...

It is recommended to choose automatic payments rather than manual, since with manual
payments you'll need to remember to add funds to your account each time you run out.
Most advertisers will forget to add manual funds occasionally, resulting in your ads being
down and a loss of traffic. You can always switch from one payment setting to another (from
manual to automatic, for example), but you cannot change the account currency you select.

See also

» The Creating an AdWords account recipe

Inviting other users to access your account

As you continue to manage AdWords, you may need to invite other users, such as your
associates or employees, to access your account. Depending on the level of access you grant
other users, they may be able to review reports or help you make changes to campaigns.

Getting ready

Decide who you'd like to invite and what level of access they should have. For example,
should this person be able to make changes to your campaigns or just receive reports?

How to do it...

To invite other users to your AdWords account:

1. Go to the My account tab.

2. Select Account access.
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3. Click on Invite other users.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~

Account Access

h'::-‘;:;m’":; If you manage this AdWords account with of LInked accounts ign in. Invite others to create their own login email and password to access
ification setings this account by clicking 'Invite other users.'|  notiication settings

+ Invite other users / Preferences

Preferences

Help =

Enter the e-mail address of the user you'd like to invite.
5. Choose new user's access level and click on Send invitation.

Email address

Name
(optional)

Access evel

Ca Administrative access
Standard access

Read only access

Email only access

6. After the new user accepts your invitation, you'll receive an e-mail from AdWords.
You will need to review and confirm the request under your Account Access
section in AdWords. You'll see Pending invitations on your account access
page where you'll be able to take the appropriate action.

7. Click on Grant access to confirm and allow the invited user to access your account.

Pending invitations (z)

Invited user Invited on Access level () Actions
Jul 6,2010 Administrative access Actions ~
Expired Q
Jul 18, 2010 Administrative access Actions +
Expired
Jul 25,2012 Administrative acoess ]

Decline

=]
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There are four different levels of access you'll need to choose from:

» E-mail only: Users can receive e-mail notifications and reports, but will not be able
to sign in to AdWords, or make any changes to the account or campaigns.

» Read only: Users can log in to the account, view and run reports, and review the
campaigns, but are not able to make any changes to the account or campaigns.

» Standard access: Users can make changes to the account and have most of the
privileges of account admins. However, standard access users cannot invite,
change, or disable access levels. An exception here is that standard users can
add e-mail only users.

» Administrative access: Users can make changes to the account and campaigns,
add, and remove users or change user access levels.

There's more...

Note that account access invitations do expire, and you will need to resend them if they
have not been accepted in time. You can revoke a previously sent invite or re-send expired
invitations, which will be listed under your Pending invitations.

Pending invitations (7
Invited user Invited on Access level (7 Actions
May 9, 2011 Administrative access Actions
Expired S—
elete invitation
May 9, 2011 Administrative access invitafi
Expired Resend invitation

If you'd like to invite an AdWords agency to connect to your account, you will likely need
to follow different steps since agencies typically manage AdWords through a single login
AdWords interface called My Client Center (MCC). If your agency uses an MCC, you will
need to provide them with your 10-digit AdWords customer ID, which you can find at the
top-right corner of your AdWords screen.
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Next, the agency will request access to your account via your customer ID. You'll still need

to follow the same steps to accept a client manager request under your account access

page. You'll see a client manager access request right below the standard Users with account
access section.

Users with account access

AdWords user Last logged in (2 Access level 2 Actions

Jul 29, 2012 Administrative access Actions =

Client managers

You have client managers awaiting approval.

Client manager Linked on Access type Actions 7

User interface and API e 0

Decline

» The Changing user access levels or removing users recipe

Changing user access levels or removing

users

If you are an administrator on your AdWords account, you will be able to change access levels
or remove other users from being able to access your account.

How to do it..

To change user access levels or remove users, follow these steps:

Go to My account.

Select Account access where you'll be able to see all of the current users along
with their access levels.

3. Click on the Actions button next to the e-mail address whose access level you'd
like to change and click Terminate access.

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 2

Users with account access

AdWords user Last logged in (7) Access level (2} Actions
Jul 20, 2010 Administrative access Actions =
Standard access | Actions |

Terminate access | -
Notification settings

If you'd like to change access level rather than terminate account access completely, you will
need to invite this user again with a different access level assigned.

There's more...

Once you terminate a user's access to your account, AdWords will notify the user via e-mail
that the account access has been disabled.

See also

» The Inviting other users to access your account recipe

Enabling auto tagging at the account level

You are likely already using or planning to use a web analytics program to analyze your
website statistics. In order to get AdWords data properly fed into your web analytics program,
you should make sure to enable Auto-tagging in AdWords.

How to do it..

To enable Auto-tagging, follow these steps:

1. Navigate to the My account tab.
2. Choose the Preferences sub tab.
3. Make sure that the Auto-tagging checkbox is selected.

s

www.it-ebooks.info


http://www.it-ebooks.info/

Setting up Your Account

4. Click on Save changes.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~ Help
Account access

Account access

Linked accounts Preferences Linked accounts
Notification settings

Notification settings
Account preferences

Time zone

Help =

Help Center
Time zone (GMT-08:00) Pacific Time

Tracking

Auto-tagging @ Destination URL Auto-tagging
Automatically tag my ad destination URLs with additional information useful in analytics reports.
Savechanges  Cancel

Auto-tagging is a feature that helps you analyze performance in other analytics tracking
programs, such as Google Analytics, by adding extra parameters to your URLs. For example,
you'll be able to see in Google Analytics which campaigns, keywords, and ads led to visits,
as well as the associated cost data.

You can also choose to tag your keywords and ads manually by adding URL parameters
that are compatible with your analytics tracking tool. You'll need to make sure to tag all
of your ads and keywords in order to track properly. As this can be a time consuming
process, auto-tagging is the preferred method.

» The Linking AdWords to Google Analytics recipe in Chapter 3, Tracking beyond
the Click

Changing your notification settings

Worried about missing out on important communication about your AdWords account?
Review and customize your notification settings to ensure you get all of the relevant
e-mails from Google.

NED
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Getting ready

Think about what information is most relevant to the various users that have access to your
AdWords account. For example, you may wish to limit e-mails that are sent out about any
disapproved ads to only go out to those that manage the campaigns.

How to do it...

To change your notification settings:

1. Click on the Campaigns tab.

Go to the My account tab.

Select Notification settings.

Select the user whose notification settings you'd like to change.

ok 0N

You will see a list of all notifications a user currently receives. Click in the
Email column to change the notification for each particular alert and choose
the appropriate e-mail preference.

Notification topics
In additien to these alerts, when necessary, we may send you communications about your advertising agreement with Google.

Notification topics Email

Billing alerts
Disapproved ads and policy alerts m
Only critical

Campaign maintenance alerts

R All
eports |
P MNone s
Customized help and performance suggestions Yes
Newsletters No
Google market research No
Special offers No

AdWords allows you to customize what notifications you and other users that have access to
your account receive. You can change these settings any time to reduce unnecessary e-mail
or to ensure you are not missing any critical updates or opportunities.
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There's more...

If there are certain associates that should be receiving account updates but currently are
not, you may want to add them as users. Also, if you do not wish certain users to be able to
access all of the information in your account, you may wish to change their access levels.

See also

» The Inviting other users to access your account recipe
» The Changing user access levels or removing users recipe

» The Running and scheduling reports recipe in Chapter 10, Reporting and Analysis

=
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Tracking beyond
the Click

In this chapter, we will cover the following:

» Linking AdWords to Google Analytics

» Creating a conversion goal in AdWords to track leads or sales
» Importing goals from Google Analytics into AdWords

» Verifying that conversion tracking is working

» Analyzing how long it takes to convert customers

» Analyzing assist clicks and impressions

» Analyzing AdWords data in Google Analytics

» Analyzing time on site data and bounce rates

Introduction

This chapter discusses how to set up your account to track past the click, in order to truly
understand the returns you are getting from your advertising efforts. For most of you, simply
bringing visitors to your website will not be the end goal. You'll likely want those visitors to
purchase a product, fill out your lead form, sign up for a trial, or view a key page of your
website. AdWords allows you to track these actions via AdWords' conversion tracking and
Google Analytics. Setting up your account to incorporate the visitor behavior you care about
will be the key to optimizing AdWords for the maximum performance.
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Linking AdWords to Google Analytics

Linking AdWords and your Google Analytics accounts will help you better evaluate the results
of your ad efforts and will arm you with the necessary information to maximize ROI. You'll be
able to see how many pages are visited by the people who click on your AdWords ads, how
long they stay on your website, how many leave immediately, what pages they browse, and a
wealth of other useful information that will help you fine tune your ad campaigns.

After you link AdWords and Google Analytics, you will also be able to compare AdWords results
to traffic from other sources. For example, you might want to compare how long visitors from
AdWords and Bing Ads stay on your website.

Getting ready

In order to link your AdWords and Google Analytics accounts, you will need to be listed as an
administrator on both accounts. You should also have the Google Analytics tracking code
installed on your website. Make sure that the same e-mail address that you are using to log in
to AdWords is also an administrator user in your Google Analytics.

Of course, you'll also need a Google Analytics account. If you do not have one already, you can
create itat http://www.google.com/analytics/.

How to do it...

To link your AdWords account to Google Analytics, perform the following steps:
1. Sign in to your AdWords account. You will not be able to link AdWords and Google
Analytics unless you sign in to AdWords first.
2. Go to the Tools and Analysis tab, and click on Google Analytics.
3. Click on the Admin link at the top-right corner of the screen:

GOLJSle AdWords @gmailcom Announcements (1) Help Signout Manager D:

Home Campaigns ‘Opportunities Tools and Analysis ~ Billing My account v

Standard Reporting Custom Reporting
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4. Select the profile name that you'd like to link. If you are listed as a user on multiple
domains, you might see multiple accounts:

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~
. kristinacutura.com - hitp:/fkristinas...
Analytics KristinaCutura.com [DEFAULT] ~  Home Standard Reporting Custom Reporting
Help = Account list » KristinaCutura.com » kristinacutura.com +
Profiles
Create/Edit/Delete Profile kristinacutura.com
Assets Property ID:

Default URL: hitp:/fkristinacutura.com

5. Click on the Data Sources tab. If you do not see Data Sources, you might need to
navigate to the profile name right after the Account list heading.

Account list » KristinaCutura.com -

KristinaCutura.com
Account ID:

Properties Users Filters { Data Sources ) Account Settings

AdWords AdSense

Link your AdWords and Analytics accounts

6. Follow the link account prompts.
7. Select the profile(s) you'll want to link and save:

1. kristina@adwordscafe.com( )

AdWords Account 4 Usage in Analytics

1 Profile selected ~

[ Select all shown (1)

kristinacutura.com
[# KristinaCutura.com

/* Save Cancel

s
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Once you link AdWords to Google Analytics, the two will communicate, and your Google Analytics
account will reflect AdWords data in the Google Analytics interface. What's more, you'll be able
to customize data views in AdWords to include Google Analytics metrics directly in your AdWords
account, so there's less need for back-and-forth navigation. In order to see Google Analytics data
in your AdWords reports, go to My Account and click on Linked accounts. Choose the View
details option in your Google Analytics section and follow the prompts to add your property.

M Make sure that you have enabled auto tagging in your AdWords
Q account in order to see all of your AdWords data in your Google
Analytics reports.

There's more...

You and other users listed on your account will receive an e-mail confirmation that you have
linked your Google Analytics profile to AdWords.

See also

» The Enabling auto tagging at the account level recipe in Chapter 2, Setting up
Your Account

» The Customizing columns to personalize data views recipe in Chapter 10, Reporting
and Analysis

Creating a conversion goal in AdWords to

track leads or sales

| recommend setting up conversion tracking before you run any AdWords campaigns so that
you can properly measure them right from the start. Rather than optimizing for just clicks, you
should optimize your campaigns for conversions or visitor actions that you care about, such as
sales or leads.

Getting ready

First, decide what actions you'd like to track on your website. For many online businesses, sales
is the end goal. However, you could track a variety of other behaviors that signify engagement,
such as lead submissions, whitepaper downloads, sign ups, and views of key pages.

You can also track multiple conversions in AdWords by creating separate conversion actions in
your account.

NEQ
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How to do it...

To create a conversion in AdWords and generate the code, perform the following steps:

1. Navigate to the Tools and Analysis tab and click on Conversions.

2. Click on New Conversion and name your conversion:

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~
Conversions
B All conversions MNew Conversion Settings Generate code

Conversion name 7

Source 7/ (®)Webpage ()Call onsite () App download 7

Save and continue Cancel new conversion

3. Choose from the following three conversion location options:
o Webpage (most common)
o Call on-site
o App download
4. Click on Save and continue. In the next step you will be able to choose
your settings.
5. Choose your Conversion category from one of the following;:
o Other
o Purchase/sale
o Signup
o Lead
o View of a key page

6. Choose your Markup Language. In most cases, you'll choose HTML.

7. Conversion value is optional. If a conversion is worth a certain amount to you, say
$20, you can assign that value to the conversion.

www.it-ebooks.info


http://www.it-ebooks.info/

Tracking beyond the Click

8. You have the option to show or not to show Tracking indicator on your website. If
you choose to show it, a Google site stats notification will appear when someone
completes a conversion. You have the option to customize what this notification will
look like on your website. If you omit the Google site stats notification, be very clear in
you privacy policy that you track users' surfing behavior, especially in the EU because
of the "cookie law".

9. Click on Save and continue.

+ New Conversion Settings  Generate code

Settings

Conversion category 7 Purchase/Sale =

You will need to update the code on your webpage if you change these settings.

Markup Language 7 HTML =
Conversion value 7
Optional
Tracking indicator 7 (=) Add a 'Google Site Stats' notification to the code generated for my page

This notification will appear only on the page you add the conversion tracking code to.

Notification layout () Single line Preview:

(*) Two lines ! Google Site Stats
: leam mare

Page background color I:‘ $FFFFFF
Notification Language Englsh .
() Don't add a netification to the code generated for my page

Google recommends letting users know which pages you're tracking, either with a "Google Site Stats™ notification or in your site’s privacy policy.

Advanced options

If someone else will be placing the code on your website, you have the option to e-mail
them the code through AdWords. Or, if you make changes to your website's code, click the
appropriate button to get the code.

NED
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+ Conversion name + Settings Generate code
Who makes changes to the code on your website?

© someone else makes changes to the code

Choose this option to send an email with the code to your webmaster or someone elze

® | make changes to the code

Choose this option to copy and paste the code we generate into your webpage's HTML

Copy the code in the box below. Then, paste the code between the tags of the page you'd like to track. Leamn more

For example, paste this code into the webpage the user sees after signing up for your newsletter

<|-- Google Code for Sale Conversion Page —>

<script type="text/javascript">

™ <I[CDATAL*/

var google_conversion_id = 1036195130;

var google_conversion_language = "en";

var google_conversion_format = "2";

var google_conversion_color = "ffffff";

var google_conversion_label = "e2acCKzu0AMQuqggM7gM";

var google_conversion_value = 0;

e

<[script=>

<script type="text/javascript" src="http:/fwww_googleadservices.com/pagead/conversion.js"=
<[script=>

<noscript>

=div style="display:inline;">

<img height="1" width="1" style="border-style:none;" alt=""
src="http:/fwww.googleadservices_ com/pagead/conversion/1036195130/?
value=0&amp;label=e2acCKzulAMQuggM7gMé&amp;guid=ON&amp;script=0"/>
</div>

</noscript>

Copy and paste the code between the tags of the pages you will be tracking (between the
body tags of the page). The tracking pixel needs to show on your conversion confirmation
page when a user reaches that page, in order for conversions to be recorded.

It can take up to 24 hours before conversions appear in your AdWords account, so do not
worry if you do not see conversion data right away. Once you have enabled conversion tracking
and have added the code to your website, AdWords will start to attribute conversions to
individual campaigns, keywords, and ads.

M If you make any changes to the conversion Settings page, make
Q sure that you update the tracking code on your website as well.
Otherwise, conversions might no longer be tracked properly.
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There's more...

You might need to customize your data views in your AdWords Campaign Management page
to ensure you are seeing conversion data. | typically select the following conversion columns:
» Conv. (1-per-click)
» Cost/conv.(1-per-click)
» Conv. rate (1-per-click)
» View-through Conv.
Conversions (1-per-click) will count only one conversion per ad click. If more than one conversion
occurs after a click, only the first one will be counted. Conversions (many-per-click) will count

multiple conversions per click. View-through conversions are counted when someone views an
ad and converts without clicking on that ad.

» The Importing goals from Google Analytics into AdWords recipe

» The Setting advertising goals recipe in Chapter 1, Researching the Market and
Competition and Setting Goals

» The Customizing columns to personalize data views recipe in Chapter 10, Reporting
and Analysis

Importing goals from Google Analytics into

AdWords

Goals in Google Analytics are similar to conversions in AdWords, in that they can help you
track specific behaviors on your website, such as sign ups or sales. If you already have a
goal (or multiple goals) created in your Google Analytics account, you can import them into
AdWords as conversions. This will enable you to see how your ad efforts relate to specific
goals you already decided to track via Google Analytics, without needing to set up AdWords'
conversion tracking and add an additional pixel to your website.

Getting ready

In order to be able to import Analytics' goals into your AdWords account, your AdWords and
Google Analytics accounts will need to be linked first. You will need to enable auto tagging

in AdWords, and be opted into data sharing settings in your Google Analytics account under
the Account settings page in your Admin section. Finally, your AdWords ads will need to have
resulted in a goal completion.

=)

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 3

How to do it...

To import goals you created in Google Analytics to AdWords, perform the following steps:
1. Sign in to your AdWords account.

2. Go to Tools and Analysis and select Conversions.

3. If your conversions are eligible to import from Google Analytics, you will see the

following message:

Campaigns Opportunities Tools and Analysis - Billing ~

My account ~

Conversions All conversion Analytics conversions ready X

You have new conversions available for
Conversions | We IMport from Google Analytics.

EIETE o e :

E All conversion types
Book Online

4. Click on Import from Google Analytics and select the goals you'd like to track
via AdWords:

All conversion types

Conversions Webpages Settings Code Advanced
Import Analytics Conversions

Action Name Tracking Purpose

Time on Site ) < Select a tracking purpose
Other

_ PurchasefSale

" Free Estimate [ ) Signup
Lead

= Book Online | ) e b i |

5. Choose your tracking purpose and click on Import when you're done.

@l
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AdWords conversion tracking and Google Analytics are calculated differently, so do not be
surprised if you see some discrepancies between AdWords conversion tracking data and
goal completions in Google Analytics. The following are the three main reasons for the
discrepancies you might notice:

» Attribution: AdWords conversion tracking attributes the conversion to the last
AdWords click, while Google Analytics will attribute the conversion to the source of the
last visit. For example, if a visitor clicked on your AdWords ad, but did not convert, and
instead converted after finding your website via Google organic search the next day,
Analytics will attribute this conversion to organic. AdWords, on the other hand, would
still attribute this conversion to the appropriate AdWords keyword and ad, if you have
conversion tracking enabled.

» Cookie length: AdWords cookies expire after 30 days while Google Analytics
cookies last 6 months. This means that if a visitor converted 30 days after clicking
on your AdWords ad, AdWords conversion tracking would not count it but Google
Analytics would.

» Date of conversion: AdWords reports the conversion for the day the click that led to
the conversion happened, rather than when the conversion occurred. Analytics, on
the other hand, reports the conversion the day it actually occurred. For example, if
a visitor clicked on your ad on October 15th but did not convert until October 17th,
AdWords would report this conversion under October 15th and Google Analytics
under October 17th.

You can set up both AdWords conversion tracking and import goals from Google Analytics.

If you choose to do that, your Conv. (1-per-click) column in the reporting dashboard will de-
duplicate any of the same conversions and only count one conversion. However, your Conv.
(many-per-click) column will report both AdWords conversions and imported Google Analytics
goals. To see individual conversion metrics broken out further, go to Segment and choose
conversion action name from the Conversions segment.

» The Enabling auto-tagging at the account level recipe in Chapter 2, Setting up
Your Account

» The Creating a conversion goal in AdWords to track leads or sales recipe
» The Importing goals from Google Analytics into AdWords recipe
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Verifying that conversion tracking is working

After setting up AdWords conversion tracking, | recommend making sure that it's working
properly so you can start acting on your data as soon as possible.

Getting ready

You will need access to your AdWords account, your conversion actions in AdWords, as well as
the URL for your confirmation page.

How to do it...

There are a few steps you can take to verify conversions are being tracked.

Check the source code

First, | recommend checking that the code is indeed on the appropriate page and that the
code matches the tracking code in your AdWords account:

1. Inyour browser, go to your confirmation page URL, such as yourwebsite.com/
thank_you.

2. Click to view the source code. The following table entails the view page source
shortcuts for the Chrome and Firefox:

Command Windows Mac
Chrome Ctrl + U Command + Option + U
Firefox Ctrl+ U Command + U

3. Inyour AdWords account, go to Tools and Analysis and select Conversions.

4. Click on the conversion action you created and go to the Code tab. Choose the
I make changes to the code option to view the code you created.

5. Look for var google conversion_id inyour code and search for the value you
see in your account on your confirmation page's source code.

6. If you do not see it, the code was not added to the right page and will need to
be installed.

Wait for conversions to occur

Once you are confident that the conversion tracking code is on the proper pages, you can
simply wait for conversions to occur. | recommend checking back 24 hours after implementing
conversion tracking to see if any conversions have been attributed to your campaigns.

&1
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You should see them in your Campaign Management tab next to other performance data. If
you do not see any conversion columns in your AdWords Campaign Management page, you
may need to customize your views and columns to show conversion data.

Another place where you should see conversions in AdWords is under Conversions in Tools
and Analysis:

Conversions Webpages Settings Code Advanced

I L ] Conversion | 7 Conversion Category 7 Tracking Status 7 Conversions (many-per-
location 7 click) 7
. Signup Webpage Signup [ Reporting 3

Complete a test conversion
If you prefer testing conversion tracking on your end, you can do so by clicking on your own ad
and completing a fake conversion, as follows:

1. Do a Google search for one of your keywords.

2. Click on your ad. You will need to click on your AdWords own ad to do this.
3. Complete a test conversion.
4

Check your AdWords account to see if it's reporting conversions. Allow up to 24 hours
for a conversion to appear in your AdWords account.

Please note that AdWords reporting is not real time and is delayed by at least a few hours. It
can take up to 24 hours for AdWords to reflect a conversion in your account, so make sure to
allow for some time for reporting to sync.

If you are importing your goals from Google Analytics into AdWords, it can take up to 48
hours to see the conversion data in the AdWords interface. However, you can still see Google
Analytics goals in the Analytics interface, even though they may take longer to sync to AdWords.

=
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One common mistake when it comes to conversion tracking includes the code being pasted on
the wrong pages, such as on the landing page instead of on the confirmation page. A good hint
that you may have made this mistake is if you see an over-inflated number of conversions in
your AdWords account. In such an instance, you would be counting each visit as a conversion
and you would need to move the code from your landing page to your confirmation page.

Conversions are also not tracked properly if the tracking code is modified in any way, such
as with an extra space. To confirm that the code has been pasted exactly as it appears in

your AdWords account, copy the entire block of code in AdWords and search for it on your
confirmation page.

» The Creating a conversion goal in AdWords to track leads or sales recipe
» The Importing goals from Google Analytics into AdWords recipe

» The Customizing columns to personalize data views recipe in Chapter 10, Reporting
and Analysis

Analyzing how long it takes to convert

customers

Have you ever wondered how long it takes for your typical customer to convert after clicking on
your ad and browsing through your website? You likely have assumptions about this process,
but luckily AdWords has hard data that can help you better understand the time lag between a
click and a conversion.

Getting ready

You will need to have AdWords conversions enabled and tracking in your account. If you do,
AdWords automatically tracks the time lag for you, and you just need to dig up the data.
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How to do it...

To see how users convert and analyze conversion paths, perform the following steps:

1. Click on Conversions under the Tools and Analysis tab.

2. Click on Search Funnels to see how users convert. The main screen summary will
show you total conversions, as well as the average number of days it takes to convert:

Google AdWords

Campaigns Opportunities Tools and Analysis - Billing My account

Conversions All conversion types

E All conversion types
Conversions Webpages Settings Code Advancad

L [ ] Conversion 7 Conversion Categor|
location 7
Search Funnels 0 e contact Webpage Lead

See how users convert.

3. Click on Time Lag to see additional details, including conversions and percentage of
conversions completed by day:

Home Campaigns Opportunities Tools and Analysis ~ Billing - My account ~

+ SEARCH FUNNELS Export ¥ Al Conversions | History window: 30 Days ¥ | All Paths ¥
prem— Overview Sep 6, 2012-Oct 6, 2012
Top Conversions & 178 of 178 total conversions (100.00%)

Assist Clicks and Impressions
Assisted Conversions Conversions = V5. Selectamatric

First Click Analysis
® Conversions

Last Click Analysis Fl

Top Paths

Path Length

<

‘Conversion Tracking
Set up and manage conversion tracking.

Sep8 Sep 15 Sep22 Sep29

There were 178 total conversions

sArslhr - Gonversions: 178

M.~ mDays to conversion: 1.36

s Ad clicks per conversion: 1.24

A, Ad impressions per conversion: 1.84

=)
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4. Choose from Days to conversion or Hours to conversion to see the percentage of
total conversions completed by day or by hour:

Time Lag

e 178 of 178 total conversions (100.00%)

From first impression
Days to conversion

1.36

% of Total- 100.00% {1.36)

From first click  From last click

Primary D Days to conversion  Hours to

Days 0 conversion

<1 days

1-2 days

2.3 days

4-5 days

56 days

6-7 days

7-8 days

B8-9 days

9-10 days

12+ days

Conversions

162

% of Total- 100.00% {178)

Value

0.00

0.00

0.00

0.00

0.00

0.00

0.00

0.00

0.00

0.00

Conversions

Sep 6,2012-0ct 6, 2012

Value

178 0.00

% of Total: 0.00% (0.00)

Percentage of total
M Conversions Value

w0

0.00%

1.42% I
0.00%

281%
0.00%

0.56% I
0.00%

1.42% I
0.00%

0.56% |
0.00%

0.56% I
0.00%

225% ]
0.00%

1.42% I
0.00%

sa9% I

0.00%

AdWords analyzes impressions, clicks, and conversions your ads accrue over time and
aggregates this data for a snapshot of a search path. In addition to finding out how many days
your customers take to convert, you can also analyze average impressions and clicks before a
conversion. In other words, you'll learn how many times users will see your ads and how many
times they will click on it before finally taking the desired action.

The default history window in Search Funnels is 30 days. You have the option to change this
to 60 or 90 days at the top-right corner of the Search Funnels screen.

You can also choose to analyze time lag from one of the following options:

» From first impression

» From first click
» From last click
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If you have multiple conversions, you can analyze them separately by selecting the conversion
of interest from the All Conversions drop-down menu at the top-right corner of your Search
Funnels screen:

Export * History window: 30 Days * | All Paths «
Time Lag All Conversions 178 3012 . Oct 6, 2012
Eree Estimate 114
e 178 of 178 total conversions (100.00%) Book Online 57
Contact Us 7
From first impression  From first click From last click _—
Days to conversion Conversions Value
1.36 178 0.00

100.00% 100.00% 0.00%

» The Creating a conversion goal in AdWords to track leads or sales recipe
» The Analyzing assist clicks and impressions recipe

Analyzing assist clicks and impressions

Most of your customers will do a bit of research online before they finally settle on a product
they'd like to purchase or choose a service to commit to. In fact, many of your visitors will likely
see your ad multiple times and may even click on it more than once before finally converting,
and they'll probably use slightly different keywords to research during this process. Search
Funnels in AdWords, including assist click and impression reports help you analyze this
search path that leads up to a conversion.

Getting ready

You will need to have conversion tracking enabled in your account, and your campaigns will
need to have generated some conversions.

How to do it...

To analyze which keywords help guide your customers toward a conversion, perform the
following steps:

1. Log into your AdWords account. If you prefer the Google Analytics interface, Multi
Channel Funnels in your Google Analytics account will provide similar data.

2. In AdWords, select Conversions from the Tools and Analysis tab.

3. Click on Search Funnels.
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4. Take a look at the following reports:
o SEARCH FUNNELS | Top Paths | Keyword Path
o SEARCH FUNNELS | Top Paths | Query Path
o SEARCH FUNNELS | First Click Analysis
o SEARCH FUNNELS | Assist Clicks and Impressions

+~ SEARCH FUNNELS Export + Path Length: 2 or more v | Al Cj
Top Paths
Overview P
Top Conversions y 36 of 177 total conversions (20.34%) | Path Length: 2 or more
Assist Clicks and Impressions
Assisted Conversions Conversions
First Click Analysis
Conversions ¥ | V8. Selecta metric
Last Click Analysis
Top Paths @ Conversions
Time Lag 4
Path Length
Conversion Tracking 2
Set up and manage conversion tracking.
Sep 22 Sep 29 QctB
Conversions
36
% of Total: 20.34% (177) \
Primary Dimension: Campaign Path (Clicks)  Ad Group Path (Clicks) Keyword Path (Clicks) Query Path (Clicks)  Other

5. Sort by Assist Clicks and Impressions or Last Click Analysis. The larger the number,
the more often this campaign, ad group, or keyword contributes as an assist. If the
number is less than 1, then it's mostly a last click contributor.

AdWords relies on last click data to attribute conversions. This means that when someone
converts via AdWords, the conversion will be attributed to the keyword, which generated the
last click, even though that person may have originally clicked on your ad via a completely
different keyword. Here is an example:

Mary searches Google for contact lenses on Tuesday and clicks on your ad. She does
not convert.

Mary searches Google again on Wednesday, but this time types in buy contacts online
and converts via your ad.

@]
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Keyword buy contacts online is attributed a conversion in AdWords. You might conclude
that keyword contact lenses is too costly and does not convert, but you are not taking into
consideration that keyword contact lenses is in fact a team player keyword, which helps
generate sales through assist impressions and clicks.

This information can help you understand which keywords are good team players, and while
they may not show conversions, are worth advertising on.

You can adjust your history window up to 90 days to include more data in your analysis. You can
also choose to analyze by path by a specific conversion or the length of your conversion path:

Export = Path Length: 2 or more * | All Conversions ~
Top Paths Sep 1 30 Days 2012
60 Days
w 390f 177 total conversions (22.03%) | Path Length: 2 or more | History window: 90 90 Days

See also

» The Creating a conversion goal in AdWords to track leads or sales recipe

» The Analyzing how long it takes to convert customers recipe

Analyzing AdWords data in Google Analytics

Once you link your AdWords and Google Analytics accounts, you'll be able to easily analyze
AdWords data in your Analytics reports. For example, you'll be able to compare bounce rates
(percentage of visitors who view only a single page) or time spent on site by campaign. This
will help you better optimize your ad efforts based on user engagement.

Getting ready

The following are a few key Google Analytics definitions you'll need to know as you
analyze reports:
» Visits: The number of visits to your website.
» Pages / Visit: The average number of pages a user visits per session.
» Avg. Visit Duration: This specifies the length of time a visitor stays on your website.

» % New Visits: The percentage of visits from the first-time visitors who have never
been to your website before.

SNED
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» Bounce Rate: The percentage of visitors who view only a single page. For example, a
visitor who clicks on your ad and leaves after a few seconds without viewing any other
page but the landing page.

Please note that a visit is not the same as a click in AdWords
and you will likely see some discrepancies between the two
metrics. Clicks in AdWords are counted when a user clicks
on your ad, even if that person doesn't reach your site, such
as if they bounce and change their mind or if your site is
temporarily down. Visits in Analytics indicates the number of
% unique sessions initiated by your visitors. For example, if a
user clicks on your ad twice, Google Analytics will count that
as one visit. For a detailed breakdown of the key differences
between clicks and visits, refer to the following article:

http://support.google.com/analytics/bin/
answer .py?hl=en&answer=1257084

How to do it...

To view AdWords reports in your Google Analytics account, perform the following steps:

1. Go to Tools and Analysis and click on the Google Analytics tab.
2. Click on your website profile.

3. Click to expand Traffic Sources.

4. Go to the Advertising section, and then click on AdWords:

MY STUFF
Advanced Segments  +Add Widget = Emall  Export v Customize Dashboard
B5% Dashboards
r:' Shortcuts
New Visits Unique Visitors
X Intokigonoe Everts ® New Visits ® Unique Visitors
800 1,000
SIANDARD REPORTH MMN WW
) Rea-Time o 5
i Audience
£, Traffic Sources Mar 8 Mar 15 Mar 22 Mar 25 Mar 8 Mar 15 Mar 22 Mar 28
Overview
» Sources Visits Visits by Browser
¥ Search Engine Optimization B wEE Visits
o= Intemnet Explorer 8,835
Cost Analysis BETA Safari 5.501
R "\ Chrome 4,567
~ AdWords it
Firefox 2,644
Campaigns w
; b . Android Browser 1,265
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5. Here you will see a list of the numerous options you'll be able to drill down and
analyze further. | recommend starting with the Campaigns tab, which will give you a
summary of all your AdWords efforts combined:

_} Traffic Sources

Overview
* Sources
» Search Engine Optimization
¥ Social
Cost Analysis BETA
- Advertising
- AdWords

Keywords

Matched Search Queries
Day Parts

Destination URLs

Placements

Keyword Positions

6. Make sure to see if and how the data differs based on what device visitors use:

AdWords Campaigns

Ad d S c I Emall Export ~ Addto Dashboard Shortcut
MY STUFF

=== Dashboards All  Non-mobile High-end Mobile = Tablet

D Shortcuts
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7. Browse through the various AdWords options to see other levels of information
available to you, such as Keywords, Placements, or Destination URLs.

8.

Go to the Conversions section and click on Multi-Channel Funnels to review how paid

search contributes to your total conversions. Click further into Top Conversion Paths

to explore how the various traffic channels interact together along a conversion path.

Adjust the date range to note trends over time and note the various graph options

that Analytics provides based on your selection:

MY STUFF
§%% Dashboards
[ shorcuts

T Intelligence Events

STANDARD REPORTS
) Rear-Time

.

. Audience

= Trafiic Sources.
Overview
» Sources

» Search Engine Of

AdWords Campaigns e Mar 4, 2013- Apr 4, 2013

Advanced Segments Customize Emall Export- AddtoDashboard —Shortout

All | Non-moblle | High-end Mobile = Tablet

~ % of visiis: 10.08%

Explorer

Site Usage Goal Set1 GoalSet2 Ecommerce Clicks

Vists ~ V8. Selecta matric

Day Week Month | of %
+ Clicks

~ Ecommerce

Average Valus

Ecommerce (
Conversion Rate

Per Visit Valus

» Social

= Mar 15
Transactions

Visits. (

aes [\isit

Avn \isit Duratian o4 Neus Visits Baunce Rat Goal C:

Google Analytics imports click and cost data from your AdWords account and displays it

in Google Analytics reports, layering on additional information about visitor behavior. For
example, you can see how long AdWords visitors stay on your website, how many pages they
visit, and what pages they go on to peruse on your website among other useful statistics.

-
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There's more...

In addition to analyzing AdWords data, research where the rest of your traffic is coming from
and how the various sources of traffic compare. To check out the top drivers of traffic to your
website, go to tab Traffic Sources and click on All Traffic within Sources:

’L Traffic Sources

Owverview
¥ Sources
Direct
Referrals
¥ Search
Campaigns
b Search Engine Optimization

F Social
Cost Analysis BETA

» Advertising

Your top 10 traffic sources will appear in this view, though you can choose to show additional
rows. Make sure to find google / cpc to understand how much of your total traffic comes
from AdWords and how it compares to other sources of traffic, such as organic, which is web
traffic that comes from unpaid search listings.

See also

» The Linking AdWords to Google Analytics recipe
» The Analyzing time on site data and bounce rates recipe
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Analyzing time on site data and bounce rates

Understanding how visitors who have clicked on your ads interact with your products and
services is vital to optimizing to your marketing campaigns. Some of your campaigns might
generate low quality visits and bring users that immediately leave your site. You have an
opportunity to analyze this behavior and optimize to ensure that you are focusing your spend
on visitors that are interested in your website.

Getting ready

You can analyze AdWords visitor engagement either in Google Analytics directly, or by
customizing your column views in AdWords to include Google Analytics data. In order to
see AdWords data in Google Analytics, you will need to have first linked your accounts.

How to do it...

To analyze time on site data and bounce rates:

1. Log in to your Google Analytics account.

2. Navigate to the Advertising section.

3. Click on AdWords.
Start by reviewing campaign-level data first. | recommend initially analyzing the following
pieces of information:

» Bounce Rates

» Avg. Visit Duration

» Pages / Visit

» Goal Completions (if you set up goals)
Are you seeing differences in user engagement by campaign? If some of your campaigns are
bringing visitors who spend a lot less time on your website and are more likely to bounce, you
might want to revisit and optimize these campaigns. Similarly, if some of your campaigns are

showing really low bounce rates and engaged visitors, you might want to focus more of your
budget there.

Keep in mind that high bounce rates are not necessarily always a negative. Perhaps a visitor
is comparing shopping options and will return to your website after exploring other options.
Before turning off high bounce rate keywords or lowering your budgets and bids, review the
conversion data to ensure you are not de-prioritizing high bounce rate campaigns that are
actually converting.

s
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In the following example, Campaign Example 6 is showing higher bounce rates and less time
on site than other campaigns and should be further investigated:

Campaign Visits J Pages /Visit [ﬂg}r‘;ﬁn afrsrlﬂt:w BR":::“
1. Campaign Example 1 8,137 4.00 00:01:28 87.22% 53.93%
2. Campaign Example 2 6,515 6.03 00:02:05 73.42% 32.13%
3. Campaign Example 3 3,616 6.56 00:02:32 88.94% 42.42%
4. Campaign Example 4 2,968 5.06 00:01:40 81.57% 36.56%
5. Campaign Example 5 2,228 5.72 00:01:50 82.81% 36.09%
6. Campaign Example 6 789 2.81 85.93%

Clicking on any of your campaigns will take you to the ad group level view, so you can pin-point
any particular problem ad groups.

Within the AdWords tab in Google Analytics, you can analyze user engagement by the
following levels of detail:

» Campaigns

» Keywords

» Matched Search Queries

» Day Parts

» Destination URL

» Placements

» Keyword Positions
You can also drill down further and analyze additional dimensions within each category. The

idea is to identify your low performers, so you can eliminate or optimize them and focus your
budget on your top performers.

» The Linking AdWords to Google Analytics recipe

» The Customizing columns to personalize data views recipe in Chapter 10, Reporting
and Analysis

5]
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Structuring
Your Account

In this chapter, we will cover the following:

» Planning account structure

» Common ways to structure campaigns

» Deciding where to show your ads

» Device targeting options

» Choosing which locations to target

» Excluding locations from seeing your ads
» Selecting target languages

» Creating themed ad groups

» Renaming campaigns and ad groups

Introduction

Account structure is the fundamental basis of being able to write relevant ads, track and
optimize your campaigns, and keep your budget manageable. Poor account structure is one of
the most common reasons why advertisers fail, and it can make or break the success of your
account. Taking some time to properly plan out your campaigns can save you time and money
down the road.
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Planning account structure

Proper account structure will help you lay a solid foundation for your ad campaigns and will
simplify account management and reporting. Although there are many different ways to
structure an account, there are some best practices that have proven to work. Your account
structure will depend on your unique business and your goals, and it will likely change over
time as you optimize.

Getting ready

Before you start adding in keywords and ads you'd like to advertise on, think about the following:

» What products or services would you like to advertise?
» Are some of your product lines or services of greater priority?

» Where are your potential customers? What locations and regions would you like
to target?

» Do you have different budgets for your various products and services?

How to do it...

Before you start creating a campaign, consider the AdWords account hierarchy and how you
can best organize your offerings within that structure. An AdWords account has the following
major components:

1 per advertiser

10,000 per account 10,000 per account

20,000 per Ad Group: 20,000 per Ad Group

20,000 per ad group 4 million per account

NED
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An advertiser typically has one AdWords account with multiple campaigns. Each campaign
should have themed ad groups to further group keywords, placements, and other targets. In
addition to keywords and other targets, an ad group also contains ads that should reflect each
ad group's theme.

As you plan your structure, keep in mind the following best practices:

1. Organize your campaigns by themes. Create separate campaigns for different
products or services to take advantage of settings that you choose at the campaign
level. For example, as a retailer, you might want to create separate campaigns for the
different types of products you sell.

2. Split up your campaigns by Search and Display. Create separate campaigns for the
different networks, as they require different strategies.

3. Organize by spend. Create unique campaigns for sets of products that have separate
budgets. This will allow you to allocate and control ad spend for each category.

4. An AdWords account has a limit of 5 million targeting items per account, which could
include targets such as keywords or placements.

The following are some example campaigns a website that sells furniture might want to
start with:

Ad Group:
Lounge

Chairs

Ad Group: Ad Group:
Beds Cribs

Ad Group: Ad Group:
Nightstands Bunk Beds

Ad Group:
Hammaocks

You are not forever locked into the account structure that you choose when you first set up
your account. You can continue to restructure and refine your campaigns as you go and test.
The campaigns you'll develop over time will likely be structured differently than what you start
out with.

s
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There's more...

| recommend most advertisers start their initial campaigns by advertising on search only,
and to avoid display at first, while you learn more about AdWords and what will work for your
business. Once you have a solid understanding of the interface and the various options, |
recommend testing display with a smaller budget via a campaign separate from your search
campaigns. This way display ads do not dominate your overall spend.

See also

» The Common ways to structure campaigns recipe
» The Creating themed ad groups recipe

Common ways to structure campaigns

There is no one right or wrong way to structure an account. Each business is unique with
different advertising goals, budgets, and priorities. An account structure that works for one
advertiser may not work for another. Ultimately, proper account structure with intuitively
labeled campaigns will simplify account management and analysis, and will help you to
properly test and optimize.

Getting ready

Review your website's sitemap to determine if you can re-use it for AdWords. Many advertisers
choose to structure their campaigns according to their website's layout. You have probably
structured your website carefully by topics or product, and you'll have landing pages to reflect
these categories that you can use for your campaigns and ad groups.

Decide if you'd like to advertise on search, display, or on both networks.

How to do it...

The following are some common ways and best practices to structure your campaigns:

» By network: Always keep search and display networks separate. Create different
campaigns for search and display strategies so you can customize settings and use
different budgets.

o Halloween costumes - Search

o Halloween costumes - Display
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By location: If your business operates in different locations, you might want to
consider creating different campaigns targeting these locations so you can better
customize keywords and ads for each region. For example, if you sell Halloween
costumes in the United States and the United Kingdom, you could create separate
campaigns for each country, customizing ads within each campaign with country
specific offers, such as shipping.

o Halloween costumes - US
o Halloween costumes - UK
By types of products or services: You can create separate campaigns for sets

of products or similar services. For example, if you sell shoes, you can create the
following campaigns:

o Women's shoes

o Kid's shoes

o Men's shoes
By brand: Many businesses, especially retailers and e-commerce websites, sell a
variety of brands that can each have their own campaigns.

o Samsung

a Apple

o Nokia
By priority or ROI: If some of your products or services are higher priority than others

you may wish to keep them in their own campaigns. This will allow you to use a higher
budget for that strategic set of keywords. For example, you can have two campaigns:

o High priority keywords with a bigger chunk of your budget

o Low priority keywords with a smaller budget
By language: If your target audience speaks multiple languages, you can choose to
segment campaigns by language. For example:

o Kid's shoes - English

o Kid's shoes - Spanish

Name your campaigns to reflect the keywords and
\ settings you are choosing, so you can easily analyze the
~ data. You can rename your campaigns and ad groups
Q at any time. However, if you rename a campaign in
AdWords, it will be tracked as a brand new campaign in
your Google Analytics reports.

[ei-
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Keeping campaigns separate is important because you can allocate different budgets
for each campaign. It also helps you better analyze returns, prioritize ad budgets and
spending on what's working, and act based on changes to business inventory, priorities,
or customer demand.

For example, if you had separate campaigns for two different brands of shoes, you could turn
off the brand that is currently out of stock and increase the budget on a brand that came out
with a popular new model.

If you simply lumped all of your keywords into one campaign, the highest search volume
keywords which may not even be converting for you might end up dominating your spend
and might prevent your important keywords from showing up.

You will likely start with a more simple account structure that will develop and change as

you learn what works for you. You can always move keywords and ads from one campaign to
another and split up one campaign into multiple campaigns to a more precise target. If you
choose to re-organize your campaigns, your new campaigns will start out with fresh statistics,
but you will be able to access past reports and data at any time.

See also

» The Planning account structure recipe
» The Creating themed ad groups recipe

» The Renaming campaigns and ad groups recipe
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Deciding where to show your ads

As you are setting up your AdWords campaigns, you have the option to choose your targeting
preferences more broadly to maximize your ad reach, or to restrict targeting to ensure ads are
only showing to your very specific audience. Who will end up seeing your ads will depend on
the campaign settings you choose as you create your campaigns.

Getting ready

The first setting you'll need to consider when creating your campaigns will be which networks
you'd like to show ads on. Google has two main networks through which ads are served:

» Search network

o Includes Google. com, Google properties such as Google Maps, and search
partners, such as AOL. com.

o Ads are text based.
» Display network

o Includes Gmail, YouTube, and millions of partner websites, such as
nytimes.com, where your potential customers could be reading the news
or articles related to your products.

o Adformats include: text, image, video, and rich media.

How to do it...

If you are new to AdWords, | recommend you start with a search only campaign while you learn
the platform. If you'd still like to test display from the start, | recommend keeping it separate
from your search campaign:

1. Click on the Campaigns tab and click on the prompt to create a new campaign.

2. Choose either Search Network only or Display Network only. | do not recommend
choosing Search & Display Networks from within one campaign.

3. Ifyou'd like to target both search and display, create two separate campaigns,
choosing one network within each campaign.

(&5}
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4. |If you already have an AdWords campaign running, you can check which networks you
have opted to show on in your campaign Settings page under the Networks section:

Ad groups Settings Ads Keywords Ad extenslons Dimensions &

Campaign settings

General

Campaign name Search Edit

Type 7 . .
Choose a campaign type to switch to:

Switching between types may hide or expose some features and reports.

(O Standard (not recommended) ?

i Search & Display Networks i - All the features and options available for the Search Network 7

Best opporiunity to reach the most customers

E1 Search Network only ing ads (not recommended) 7

Google search and search partners sarch Ads (not recommended) 7

B Display Network only
Google's network of pariner websites + about campaign types

On the Search Network only option, AdWords ads are served based on a user's search query.
Users search for specific information and do so via keywords they type in to a search box. The
ads that are shown are driven by search queries, hence Search Network only.

On the Display Network only option, AdWords ads can be served based on the websites'
content or user interests. Users browse online information, such as news articles, and
AdWords ads appear alongside this content, which the AdWords system deems relevant based
on the keywords and themes you have chosen for your campaign. Advertiser can also choose
to target specific websites that they know are browsed by their target audience.

Users who are seeing your ads via the Google Search network or through the Display network
will tend to be in very different phases of the buying or decision cycle, and you should
consider this as you plan out your advertising strategies.

The Google Search network will generally bring you visitors who are more ready to purchase,
and they are searching for specific products and services.

=

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 4

On the Google Display network, users are browsing online for content and may not be looking
for your product or service at that moment. They are often not as likely to convert as visitors
who find you via search ads.

However, through Display, you can show your ads to users who are browsing websites that
are highly targeted to what you are offering or websites that are specific to your target
demographic. The Display network is a great way to boost traffic and reach those who may
not be even aware that they need your products.

For example, a country club in California looking to sell golf club memberships can show
an image ad with a beautiful golf course to a user who is reading an article about the latest
golf clubs.

For most businesses, the Search network will convert a bit better than the Display network.
However, this is not the case for all advertisers. In fact, for some, Display outperforms
Search, especially because the former has become quite saturated and competitive for many
industries. | recommend you test both networks to find how your audience responds.

» The Planning account structure recipe
» The Common ways to structure campaigns recipe

Device targeting options

Your customers are increasingly searching for you not just from their computers, but from
high-end mobile devices, such as smartphones and tablets. This rapid growth of mobile
necessitates custom strategies for the different ways users behave, depending on what device
they use. For example, people searching from their computer desks tend to use longer search
phrases than those searching on their smartphones. While you cannot opt out of tablet devices,
you can adjust mobile bids through each campaign and ad group. Savvy marketers track ROI
from each device and create tailored strategies to maximize the potential of each user base.

Getting ready

By default, each campaign is designed to be displayed on all devices. However, before you
spend money advertising on mobile phones, make sure that your website is mobile friendly.
Many advertisers invest in creating a mobile friendly version of their website, optimized for the
mobile browsing experience. Many visitors will not be willing to fill out a long contact form or
complete a transaction on their smartphones, so make sure you take that into consideration.

1
~ To check out what your website looks like on a mobile device and to
make it more mobile friendly, go to http://www.howtogomo . com.

]
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How to do it...

To choose and modify mobile device targeting, perform the following steps:
1. If your website loads properly on smartphones, target all devices to start with and
then adjust mobile bids based on performance.

2. Your default device targeting is preset so ads are shown on all devices as you create
your campaign:

Networks
Networks To choose different networks, edit the campaign type above, or create a new campaign.

+" Google Search Network
# Include search partners

Desktops & laptops, mobile devices and tablets

Devices Ads will show on all types of devices by default.

3. After you create your campaign, you can adjust mobile bids in your campaign's
Settings page. To opt out of mobile completely, use a -100% bid adjustment:

Ad groups Settings Ads Keywords Ad extensions

All settings Locations Ad schedule

Fitter + Columns ~ =~

Device Bid ad].
Computers

Mobile devices with full browsers - 100%

Tablets with full browsers

Total
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4. Mobile bids are adjusted at the campaign or at the ad group level, and you'll need to
repeat this process for each of your campaigns.

5. Your device settings page does not provide the option to opt out of computers or
tablets. However, you can set very low default ad group bids (for example, $0.01) and
use aggressive mobile bid adjustments (for example, increase by 500 percent) to
virtually opt a campaign out of computers and tablets and run mostly on mobile. You
may still get some traffic from computers and tablets, but with very low default bids,
such clicks should be minimal.

To help you better segment how your customers are finding you, AdWords offers the following
device targeting options:

» Desktop and laptop computers

» Mobile devices with full browsers

» Tablets with full browsers

Advertisers cannot opt campaigns out of computers or tablets, but you can adjust this by
increasing or decreasing mobile bids.

You can see each campaign's traffic segmented by device in your AdWords Campaign
Management page. Simply click on Segment and choose Device to see device-specific
performance breakdowns by campaign:

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network -

All but deleted campaigns + Filter + Columns + [ E3 Search
MCicks v vs Nonew | [MOne

Time 3

Conversions 3
Network

Network (with search partners)

* pEgn ~ Click type
[] % g Campaign mpr. 7. CTR Avg. Cost 7 Avg.  Conw.
7 CPC Paos. {1-per- co
Experiment ? 7| click) |7 per
Top vs. Other

+1 Annotations

&7}
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» The Planning account structure recipe
» The Creating themed ad groups recipe

Choosing which locations to target

Precise location targeting is one of the biggest selling points of AdWords, offering advertisers
the flexibility to reach their customers wherever they might be and to customize messaging
based on location. You can target as broadly as worldwide, or get as granular as targeting a
specific city or a predefined radius.

Your ads will appear to people you are targeting, avoiding irrelevant clicks and helping you to
zero in on the most targeted audience, but please note that location targeting may not always
be 100 percent accurate.

Getting ready

Think about where your target customers are located and who you'd like to see your ads. Ask
yourself the following questions:
» Do you ship products internationally or work with customers outside of your country?

» If you are a local business, how far of a radius are your customers willing to travel
from, or how far are you willing to travel to reach your customers?

» Are there specific metro areas or cities that you would like to focus on?
» Do you have multiple business locations that will require customized messaging?

How to do it...

You will choose your location targeting preferences as you set up each campaign. You can also
edit any location preferences you may have set up already:

1. Navigate from the campaign setting page to the Locations section.
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2. If you are a business that services worldwide clients, choose All countries
and territories:

Locations

Locations What locations would you like to target (or exclude) in your campaign?

(=) All countries and territories
(_Canada
(U Let me choose...

Advanced search

For example, a country, city, region or zip coda.

3. If your target audience is in a specific country, state, or metro area, type in your
search into the Let me choose... box to narrow down your focus. AdWords will start to
populate related available targets based on what you are typing in:

Locations

Locations What locations would you like to target (or exclude) in your campaign?
(Al countries and territories
()Canada

(*)Let me choose...

california| Advanced search

Matches Reach | 7

California, United States - state 26,600,000 Add | Exclude | Nearby
California City, California, United States - city 2,000 Add | Exclude | Nearby
California, Maryland, United States - city 5,000 Add | Exclude | Nearby
California, Pennsylvania, United States - city 5,000 Add | Exclude | Nearby
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4. Click on Add to add a specific location option from your search.

Locations

Locations What locations would you like to target (or exclude) in your campaign®?
(Al countries and teritories
(_)Canada

(*)Let me choose...

californial | Advanced search

Matches Reach |?

California, United States - state 26,600,000 Elude | Nearby
California City, California, United States - city 2,000 Add | Exclude | Nearby
California, Maryland, United States - city 5,000 Add | Exclude | Nearby
California, Pennsylvania, United States - city 5,000 Add | Exclude | Nearby

5. Click on Nearby if you'd like to see other options that are close to your search. A new
box will pop up with additional nearby options that you can choose to target.

6. To target around a radius, type into the search box your zip code, then click on
Nearby. Another screen will pop up that will allow you to choose a range in miles
around a specific radius. Click to add your chosen location, pick the number of miles
to target around, and save your selection:

Choose your locations x
Mineta San Jose . 3 n "’ .
o~ iternatinal g @f m Search | Radius targeting | Bulk locations
/ h z
' \Clara i i 95125 20 miv Search
2\ 2 Julian’s 4 7 ,
5 A L (@) Morthside ~<ulian = Reid-Hilly || Click the blue map marker above and select a point on the map, |7
b St James e of Santa C
2 oI San.lnse ¢ Naglss Park County Air | 85125, California, United States - postal code X
SSEN Inse ¢ Na s By
e S || | Reach:21,000 7 m Exclude
0 95125, California, United States (postal code) g
* Reach: 21,000 |7 i Nearby locations ~ Show all = Reach 7 Add all
0 t 1
=S Bu Add | Exclude | Nearby CA-17, Califonia, United States - 958,000 Add | Exclude | Nearby
= @5 Friitid congressional district
’ H Uit s —— . —
o California's 18th congressional district, 850,000 Add | Exclude | Nearby
i California, United States - congressional
Payrj Ave (@) district
2 e
5 & CA-19, California, United States - 108,000 Add | Exclude | Nearby
c bell 4 congressional district
omas EMp Seven Trees
inos. [} o Campbell, California, United States - city 34,000 Add | Exclude | Nearby
)
[ 4
gﬁ* oM cw.@& @Shaw locations on map 7
E@’- LS w
(?uamb“'iy % % Faknew Enclosing locations Reach |7
& MMuUnNI
%*w Cambri Rose - k4 Vista Park | | San Jose, Califomia, United States - city 762,000 Add | Exclude | Nearby
%M‘, agar:an Sartorete W :
T (as) W\’t‘* '“‘fo,k i San Francisco-Oakland-San Jose CA, 8,080,000 Add | Exclude | Nearby
f ; op o iy BT ealifomia, United States - Nislsen® DMAB
i ®! %’1 Coltopue aman -
£ Ly Selected locations
Los Galos Courty Highay 6\ SHag

©2012 Google -_llja?p'aaa ©2012 Google - Temms of Use  Report 8 map arror Targeted (0) Show locations

7

Send feedback
—{70]
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AdWords figures out a user's location and serves ads based on one of following factors:

>

Physical location (IP address): AdWords determines someone's physical location
based on their computer location, which is determined via an Internet protocol (IP)
address. An IP address is a unique number assigned by Internet service providers
(ISP) to each computer. Please note that some ISPs mask their users' IP addresses,
so IP address targeting is not 100 percent accurate.

Search intent: AdWords serves ads based on interest in geographic areas indicated
through searches. A user may indicate interest in a specific location via a search
query, even though that user could be located outside the target location. For
example, Mary from San Francisco is looking for a spa in New York. Even though Mary
is physically located in San Francisco, AdWords recognizes that she is interested in

a spa outside of her current physical location, because of her spa in new york
search query, and an AdWords ad targeting the New York area pops up.

Google domain: Each country has a unique URL that helps Google determine where
a user is located. For example, someone searching Google from France might be on
google. fr.

Mobile device location: If a user is searching from a high-end mobile device,
AdWords may be able to detect device location and serve relevant ads.

>

The Excluding locations from seeing your ads recipe

Excluding locations from seeing your ads

AdWords offers the ability to restrict whom your ads are shown to and exclude locations you
do not do business with, or cities and zip codes that are not profitable for you. By showing ads
only to locations you are interested in working with, you can improve your results and ROI.

Getting ready

The following is a list of who will benefit from excluding locations:

>

>

>

Business that do not ship to certain states or regions
Businesses that want to avoid working in specific cities or zip codes
Companies that may not be licensed to operate in all states
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How to do it...

To exclude locations within individual campaigns, perform the following steps:
1. Go to the Campaigns tab, click on the campaign you'd like to edit, and
choose Settings.
2. Choose the Locations sub-tab and click on Edit locations.
3. Type the location you'd like to exclude in the search box and click on Exclude:

Ad groups Settings Ads Keywords Ad extensions Auto targets Dimensions =

All settings Locations Ad schedule Devices

Filter Columns |~

Edit locations

In what locations do you want your ads to appear?

Targeted locations Reach Remove all

United States - country 374,000,000 Remove | Mearby
el | alaska Advanced search

Matches Reach

. Alaska, United States - state 536,000 Add NBEFU&'

Locations that enclose: Alaska, United States
United States - country 374,000,000 Added | Nearby

4. Save your selection.

Location exclusion ensures that your ads are not shown to people in cities or regions you
select. You can exclude a specific zip code, city, metro area, state, or entire country. Once you
add a location to exclude, AdWords will not serve your ads within that region.

See also

» The Choosing which locations to target recipe

=
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Selecting target languages

AdWords lets you choose the languages of the websites that your ads appear on. You can
choose to target specific languages or all available languages for greatest reach.

Getting ready

To determine if you should target multiple languages, consider the following:

» What languages do your customers speak or what languages are spoken in the areas

you'll target?

» s your website available in multiple languages?

» Is your business, such as your customer support and sales teams, equipped to

handle inquiries from multiple languages?

How to do it...

To edit your campaign language preferences:

1. Go to the Campaigns tab, click on the campaign you'd like to edit, and choose
Settings. You should be in the All settings sub-tab.

2. Scroll down to Languages and click on Edit.

3. Choose applicable languages and click on Save:

Languages

Languages

This setting determines whether your ad can show for a specific language setting on Google. Note that AdWords doesn't

What languages do your customers speak?

translate your ads.

All languages
Arabic German
Bulgarian Greek
Catalan Hebrew
Chinese (simplified) Hindi
Chinese Hungarian
(traditional) lcelandic
Croatian
Czech Indonesian
Danish Italian
Dutch Japanese
@Eng\ish Korean
Estonian Latvian
Filipino Lithuanian
Finnish Norwegian
French Polish

Cancel

Portuguese
Romanian
Russian
Serbian
Slovak
Slovenian
Spanish
Swedish
Thai
Turkish
Ukrainian
Urdu

Vietnamese
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AdWords decides where to show ads based on one of the following:

» Google language setting. Each Google domain has a default (for example,
Google. it defaults to Italian), but you can change your language settings via
http://www.google.com/preferences.

» Language of a user's search query, or in what language is the user searching
on Google.

» The language of the currently viewed page or recently viewed pages on Google's
Display network. For example, if a person is reading news in Italian, AdWords will
show ads targeted to Italian speakers.

Language targeting is chosen at the campaign level. You may wish to create separate
campaigns for different language targets, especially if you are considering using keywords in
different languages and have a website that's translated into multiple languages. For example,
you may wish to have the following campaigns:

» Campaign #1 - English

» Campaign #2 - Spanish

» The Choosing which locations to target recipe

Creating themed ad groups

An ad group should contain closely related keywords that all speak to a similar theme. Keeping
all keywords within a single, tightly themed ad group will allow you to create more targeted ads
that will generate a better response, bring more qualified visitors, and improve returns.

Getting ready

To help you get ready, following are some examples of ad groups that follow best practices as
well as ad groups that do not.
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Recommended ad group structure

The following three ad groups each have small, closely themed keyword lists, which will allow
us to write specific ad text for each group of keywords:

Keywords: Keywords: Keywords:

Sofa cleaning Carpet cleaning Rug cleaning

Sofa cleaning service Carpet cleaning service Rug cleaning service
Sofa cleaning services Carpet cleaning services Rug cleaning services

Poor ad group structure

If an ad group has several keywords, all with different themes, your ads are less likely to
be effectively targeted. The following is an example of a poorly themed ad group with only
keywords within that ad group loosely related:

Keywords:

Sofa cleaning

Carpet cleaning service
Stains

Drapery cleaning

A good test to double check if your themes are tight enough
is to ask yourself if each keyword within your ad group has
~ been reflected in your ad text. Make sure you find a balance
Q between relevant groupings and being too specific. Creating
a separate ad group for each individual keyword is likely not
the best use of your time!

(7]
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How to do it...

To create a new ad group within an AdWords campaign, perform the following steps:
1. Go to the Campaigns tab, and click on the campaign you'd like to create ad
groups for.
2. Click on + New ad group.
3. Name your ad group. Choose a name descriptive of the keywords that you will be
adding to this ad group.

4. Write a text ad. Your ads should point out what makes your business unique and
include some of your keywords, ideally in your headline:

Name this ad group

An ad group contains ene or more ads and a set of related keywords. For best results, try to focus all the ads and keywords in this ad group on cne preduct
or service. Learn more about how to structure your account.

Ad group name: Sofa Cleaning

Create an ad
(9)Textad ()lmagead ( )Display ad builder ( )Specialized - search  (_)WAP mobile ad () Product listingad () Dynamic search ad

To get started, just write your first ad below. Remember, you can always create more ads later. Help me write a great text ad.

Headline  carpet Cleaning 20% Off
Description line 1 certified Green Carpet Cleaning.
Description line 2 5ame Day Service. Book Online!
Display URL |7 example.com
Destination URL 7 (Thapuy %) |example.cum\ |

5. Enter your keywords. Start with small, targeted lists of 5 to 10 keywords.

Choose a default bid that will apply to this ad group. Refer to Chapter 1, Researching
the Market and Competition and Setting Goals, and research competitors to get
bid ideas.

7. Click on Save ad group:

7@
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Enter one keyword per line. Add keywords by spreadsheet
carpet cleaning [+ Category: Miscellaneous keywords
carpet cleaners

carpet cleaning service
carpet cleaning services

Estimate seanch traffic

Important nota: We cannot guarantes that these keywords will improve your cempaign performance. We meserve the right to did
salact and for ensuring that your use of the keywords does not violate any applicable laws.

Placements
+! Select managed placements

Ad group bids

Maximum cost per click (Max. CPC)

Default bid * 5 2
You can set keyword-level bids saparately.

Display Metwork bid (optional)

Laawe blank to use your default bid (or keyword bids i you sat them).

Save ad group Cancel new ad group

An ad group is a set of similar keywords and ads with a default bid. Within each campaign, you
can have multiple ad groups. Each campaign can house up to 20,000 ad groups.

(77}
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The following are some common themes to create ad groups around:

» Different products or services (such as carpet cleaning and furniture cleaning)

» Different ways to describe the same product or service (such as carpet cleaning and
rug cleaning)

» Multiple locations (such as San Jose carpet cleaning and Santa Clara carpet cleaning)
» Separate ad groups for each landing page, product, or service

» Separate ad groups for special offers or holiday promotions

» The Planning account structure recipe
» The Creating themed ad groups recipe

» The Using third-party tools to research competitors recipe in Chapter 1, Researching
the Market and Competition and Setting Goals

Renaming campaigns and ad groups

After you set up your campaigns and ad groups, you may wish to rename them to better reflect
the theme or promotion you are running. You can rename AdWords campaigns and ad groups
at any time.

Getting ready

Plan out your new naming convention. It's usually helpful to describe the campaign's theme as
well as the network you are targeting.
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How to do it...

1. Click on the Campaigns tab, hover next to the campaign or ad group you wish to
rename until you see a pencil icon, then click on it.

2. Enter the new name and click on Save:

Campaigns Ad groups Settings Ads Keywords i

All enabled campaigns Segment - Filtter Columns
] . Campalgn Budget -

=~ |SpaTreatment5 | Cancel

There's more...

You may wish to name your campaigns to reflect the products and services you are promoting,
which regions they target, or to indicate what networks you are running ads on. For example,
you could have a campaign named Printing Supplies - Search - USA. If you decide
to rename a campaign, keep in mind that it will start showing as a new campaign in your
Google Analytics reports, so try to avoid frequently changing campaign names.

See also

» The Planning account structure recipe

(7]
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Creating Relevant
Keywords

In this chapter, we will cover the following:

» Using keyword matching options effectively

» Finding relevant keywords

» Analyzing competitor keywords from spyfu.com and similar tools
» Generating negative keywords

» ldentifying keyword duplicates

» Multiplying keyword phrases

» Changing broad keywords to broad match modifier

» Adding new keywords to an existing ad group

» Editing, pausing, or deleting keywords

Introduction

Keywords are the backbone of your account, setting the stage for those who see your ads, as
well as those who do not. They're a powerful method to connect to potential customers at the
moment they are searching for you. Advertisers choose their own keywords in AdWords, and
this process of choosing relevant keywords is vital to marketing success.

Many advertisers think that adding as many keywords as possible will boost traffic and
generate more sales. However, that's not necessarily the case for AdWords, where adding too
many irrelevant keywords can actually hurt you in the long run.
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Keep in mind that some keywords are more relevant to your website than others and also
have different conversion potential. If you choose to run ads on irrelevant keywords you might
end up spending money on clicks that are unlikely to convert.

What's more, adding keywords in AdWords that are too general and irrelevant to your
website will likely lead to low Quality Scores and might hurt your chances of being profitable
on even the more specific keywords. AdWords punishes advertisers who historically choose
low quality keywords, in order to protect the user experience and ensure relevant ads are
shown on Google.

| recommend starting with smaller, targeted keywords lists, and adding to them as you learn
what works to build your Quality Scores.

Using keyword matching options effectively

Keyword matching options allow you to control who sees your ads by broadening or restricting
what searches your ads appear in. They range from broad to specific. The broader match types
are designed to generate more traffic and show your ads on related searches that you may not
have thought to add to your campaigns. The more specific match types restrict the queries that
your ads show on and typically bring fewer impressions, but potentially more targeted traffic.

How to do it...

To add keywords in different match types, perform the following steps:
1. Click on the Campaigns tab, go into a specific campaign and ad group where you
wish to add keywords.
2. Navigate to the Keywords tab and click on + Add keywords.

Add keywords according to the parameters outlined in the following table. For
example, if you wish to use exact match, add brackets around each keyword,
such as [red roses].

4. Click on Save.

The following is an example of how to enter the example keyword red roses in each of the
match types to your AdWords account:

Keyword match type How to use it
Broad red roses
Broad match modifier +red +roses
Phrase "red roses"
Exact [red roses]
Negative -pictures
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The following table explains how the different AdWords match types work, examples of how
they might trigger your ads, and recommended use cases:

Matching Option

How it works

Ads may show on

Best used when...

Broad:

red roses

Broad match
modifier:

+red +roses

Phrase:

"red roses"

Exact:

[red roses]

Negative:

-pictures

Ads will show on
synonyms, related
searches, and other
variations AdWords finds
relevant that you may
not have added to your
account.

Ads will show on close
variations but not
synonyms or related
searches.

Word order is preserved
and the phrase with

its close variants will
trigger your ads. Words
used before and after
the phrase you entered
might be eligible for the
auction.

The exact keyword and its
close variants will trigger
your ads. Your ads will
not show on synonyms
and other variations.

Prevent irrelevant
searches from triggering
your ads.

red flowers

cheap roses

find red roses

red beautiful
roses

buy red roses
redrozes

red roses for sale

red roses
redrozes

You want to maximize
traffic and do not have
time to generate extensive
lists of keywords.

Broad match is showing
your ads on irrelevant
queries and you need

to restrict traffic. Broad
match modifier is a great
in-between option when
broad is too general but
phrase too restrictive.

When you'd like to
preserve the word order
and take the keywords
out of the broad match
expansion.

When you'd like to limit
traffic to only the specific
search term you are
entering and do not want
your ads showing on any
other variations.

You are getting irrelevant
traffic and need to
improve ROI.

The default match type in AdWords is broad, and broad is what most advertisers use throughout
their accounts. However, you might find that you get better ROl from some of the more specific
match types, such as phrase and exact. If you are using broader keyword match types, you can
see what other queries your ads are appearing on by running a search terms report.
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u | recommend most advertisers start with mostly broad match
S combined with negative keywords. Over time, you can refine
Q and optimize your campaigns based on results and search
query reports.

| recommend using your most important keywords, as well as your highest traffic generating
keyword in various match types, so you can adjust bids based on performance. For example, you
might find that your exact match version of a particular keyword converts at a more profitable
CPA than broad match, and you can then increase the bid on that exact match keyword.

By default, AdWords will include plurals, misspellings, and other close variants of your phrase
and exact match keywords. However, you have the option to opt out of this in your campaign
Settings page, under Advanced settings for Keyword matching options. | do not recommend
excluding close variants, since the additional traffic will be very close to the keywords you
have chosen.

Advanced settings

Schedule: Start date, end date, ad scheduling
Ad delivery: Ad rotation, frequency capping
(=] Keyword matching options

Exact and phrase match 7 i ) i X
Search Network only (_JInclude plurals, misspellings, and other close variants

(*) Do not include close variants

Your ads may not receive as many impressions or clicks if you do not include close variants.
Including close variants is recommended for most advertisers. Learn more

“ Gancel

» The Finding relevant keywords recipe

» The Running search term reports to optimize keywords recipe in Chapter 11,
Optimizing Performance
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Finding relevant keywords

Choosing the right keywords to show your ads can make or break the success of your AdWords
account. The keywords you select, if properly researched and are relevant to your website,

can bring highly interested visitors to your website, or if too general, can cost you a lot without
generating any sales.

Getting ready

Ask your customers what terms they use on Google . com to find you. Note down the
top phrases that are used consistently and save them for future research and keyword
development.

Also, brainstorm key terms, which you think describe your business. Do not worry at this step if
they are too general or specific enough for AdWords. Simply note the general keyword ideas.

How to do it...

Once you have brainstormed a list of potential keywords, research and develop them further
with Google's keyword tool. The tool is free and is available to all advertisers within their
AdWords account.

If you do not yet have an AdWords account, you can access the keyword tool by visiting
https://adwords.google.com/o/KeywordTool. To access the tool via your AdWords
account, go to Tools and Analysis and choose the Keyword Tool option.

You can research keywords you brainstormed earlier via Google's Keyword Tool to find out
potential traffic, costs, and the level of competition:

1. Type in the keyword you're considering using in your account in the Word or phrase
box in the Keyword Tool window.

2. Choose your location under Advanced Options and Filters.
Select the Keyword ideas tab in Keyword Tool.

4. Click on Search to get data on your original search term and additional keyword
ideas. The keyword tool will provide you with additional phrases related to your
original search that can serve as ideas for new keywords to add to your campaigns.

&1
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5. If many of the related keywords suggested by the tool are not relevant to you, your
original search query may be too general. Instead, use some of the other, more
relevant suggestions from the keyword tool.

Find keywords

Word or phrase

Website

Category

Based on one or more of the following:

lawyer

Campaign: Click to select

Only show ideas closely related to my search terms 7

Advanced Options and Filters

Keyword ideas Ad group ideas (Beta)

Download «

+ saveal Search terms (1)

Keyword Competition
lawyer ~ Medium
« Saveal Keyword ideas (800)

Keyword Competition
mesotheliomna lawyer - High
mesothelioma lawyers - High

austin dwi lawyer - High
asbestos lawyers - High
asbestos lawyer ~ High
phoenix dui lawyer - High
tampa personal injury lawyer ~ High

dallas injury lawyer - High
criminal lawyer phoenix - High

aute injury lawyer - High

car wreck lawyer ~ High

Locations: United States % | Languages: Al | Davices: Deskiops and laptops

Global Monthly Searches 7

13,600,000

Global Monthly Searches 7

33,100
33,100
3,600
9,900
9,900
5,400
6,600
12,100
12,100
110,000
110,000

Ad group: Click to select

About this data ' ?

Sorted by Approximate CPC (Search) ~ Columns ~

Local Monthly Searches -

7,480,000

Local Monthly Searches 7

22,200
22,200
2,400
6,600
6,600
5,400
5,400
9,900
12,100
110,000
90,500

1-10f1 7

= Approximate CPC (Search)

$12.32

1-500f800 = >

» Approximate CPC (Search)

$172.77
$169.27
$117.72
$111.21
$106.80
$98.05
$88.33
$85.83
$83.93
$74.50
$74.38

6. Inthe previous example, a family lawyer looking for new customers is considering
running on keyword Lawyer. When we review the related keyword ideas in the
keyword tool, we can see them most of the related searches are not relevant to
a family lawyer. So, the keyword 1awyer is not the best choice for an attorney
specializing in family matters.

7. Next, we can refine our search by entering a more specific query, such as family
lawyer. The keyword tool provides additional suggestions, including keywords with
location pre-qualifiers and other ways of saying family lawyer, such as divorce
attorney. The list in the following screenshot is looking more relevant to a family

attorney and has some specific keyword options we can work with.

~[ee]
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Teols Find kEy'WQrdS Campaign: Click to select
Keyword Tool Based on one or more of the following:
Traffic Estimator
Word or phrase  family lawyer
Placement Tool
Contextual Targeting Tool
§ Website
w Include terms (0) 7
+ Category
 Exclude terms (3) 7 Only show ideas closely related to my search terms
| i Advanced Options and Filters  Locations: United States % Languages: Al - Devices: Desktops and laptops
personal
o s |
injury
Remove al Keyword ideas | Ad group Ideas (Beta)
+ Match Types |7
@ Broad Download + Sorted by Approximal
[Exact] v saveal Search terms (1)
"Phrase”
Keyword Competition Global Monthly Searches 7 Local Monthly Searches 7
Help Help Center = . .
family lawyer ~ High 368,000 246,000
Search help center Go v Saveal Keyword ideas (800)
aved ideas (0) = Keyword Competition Global Monthly Searches 7 Local Monthly Searches 7
HMy keyword ideas
FHMy ad group ideas
My ad group long island divorce lawyer + High 2,400 1,900
long island family lawyer ~ High 880 880
diverce lawyer long island ~ High 2,400 1,900
long island divorce attomey ~ High 2,400 1,900
divorce attormey long island High 2,400 1,900
family lawyers las vegas ~ High 2,800 2,900
divorce lawyers in las vegas ~ High 4,400 4,400
las vegas family law attomey + High 1,900 1,900
family lawyers in las vegas - High 2,900 2,900

8.

10.

11.

We can further pre-qualify our search by excluding terms from the keyword analysis.
Enter any words not applicable to your business in the Exclude terms box to leave
them out from the keyword ideas results.

Review the monthly search data and competition columns to get data on how

many people are searching related terms, and whether the competition on your
keywords will be Low, Medium, or High. If competition is high, there are a lot of other
advertisers bidding on those keywords.

The Approximate CPC (Search) column will give you an idea of how much each
keyword costs, or how much advertisers on average pay for each click. Keep in mind
that these are rough estimates and actual CPCs will vary greatly.

Sort by Global Monthly Searches or Local Monthly Searches to review the highest
traffic search terms first.

7}
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12. Check the box next to the keywords you like to save them to My keyword ideas.

Tools Find keyWQrdS Campaign: Click to select Ad)
Keyword Tool Based on one or more of the following:
Traffic Estimator

Word orphrase  family lawyer
Placement Tool
Contextual Targeting Tool

- Website
+ Include terms (0} 7
+ Cateqgory
w Exclude terms (2) 7 [) Only show ideas closely related to my search terms 7
o Advanced Options and Filters  Locations: United States %  Languages: All Devices: Desktops and laplops
dui
Remove all
w Match Types 7 Keyword ideas | Ad group Ideas (Beta)
o Broad - _ :
Add to account v Download + View as text + View in Traffic Estimator = Sorted by Approximate
[ [Exact]
[ "Phrase” -+ Saveal Search terms (1)
Keyword Competition Global Monthly Searches - Local Monthly Searches ¢ _|
Help Help Center =
[ family lawyer ~ High 368,000 246,000
Search help center Go .
- “Saveal Keyword ideas (800)
Saved ideas (5) _
5 My keyword ideas Keyword Competition Global Monthly Searches - Local Monthly Searches 7

divorce attorney long island

long island divorce attorney ™ long island divorce lawyer = High 2,400 1,900

ez T BT B @ long island family lawyer + High B8O 880
long island family lawyer

long island divoree lawyer @  divorce lawyer long island ~ High 2,400 1,900

[/My ad group ideas &  long island divorce attomey + High 2,400 1,900

o divorce attomey long island + High 2,400 1,900

(] family lawyers las vegas ~ High 2,900 2,900

(] divorce lawyers in las vegas ~ High 4,400 4,400

Lol | " Liial Annan 4nan

13. Once you have a list of keywords in your saved keyword ideas, you can add them to
your account directly, download them, view as text, or view in Traffic Estimator.

For those of you who are not sure where to start, the keyword tool will also provide keyword
suggestions based on the content of your website. Here is how to use this feature:

1. Type in your website's URL in the Website box in Google' Keyword Tool.
2. Click on Search.

(e
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Find kEyWQrdS Campaign: Click io select Ad group: Click to select
Based on one or more of the following:

Word or phrase

Website ~kristinacutura.com
Category

(") Only show ideas closely related to my search terms

Advanced Options and Filters  Locations: United States % = Languages: Al Devices: Desktops and laptops

Keyword ideas Ad group ideas (Beta)

About this data |7

Download ~ Sorted by Relevance Columns ~
~|  saveal Keyword ideas (100) 1-5007100 [=] >
Keyword Competition Global Monthly Searches @  Local Monthly Searches 7 Approximate CPC (Search)
[  pay perclick expert = High 480 260 $518.34
[ google pay per click management ~ High 390 260 $23.41
[ of apay perclick = High 201,000 90,500 $10.02
[ google pay per click accounts ~ High 46 =10 $4.09
[ google advertising expert ~ High 73 22 $14.05
(O] pay perclick account ~ Medium 590 320 $10.71
(| __google pay per click account ~ High 58 28 $7.48

Not all keywords suggested by the system will necessarily be right for your business. You
should still review them carefully and only add phrases that are relevant.

In general, one-word keywords tend to be too general, as we can often not be sure what

the users typing them in are actually searching for. For example, someone searching for
accountant on Google.com could be an actual accountant who is looking for salary
information or a new job. Or, it could also be a business that's looking for an accountant to hire.

The more general keywords will tend to have lower Quality Scores, they can be more
competitive with more advertisers eligible for the auction, and they will potentially cost more
than the specific keywords.

Two to three word keywords are generally a better choice for AdWords. They pre-qualify your
users better, tend to get better Quality Scores in AdWords, and may be less competitive with
fewer advertisers bidding on those terms.

M If you'd like to use one-word and more general keywords, start
Q by entering them in exact match to restrict any additional
expansions to irrelevant variations.

]
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There's more...

There are a number of tools outside of Google that help you research and develop keyword
lists. Following are a few options:
» WordStream - http://www.wordstream.com/keywords

» Bing Ads Intelligence - http://advertise.bingads.microsoft.com/en-
us/bingads-downloads/bingads-intelligence

» Wordtracker - https://freekeywords.wordtracker.com/

See also

» The Using keyword matching options effectively recipe
» The Generating negative keywords recipe

Analyzing competitor keywords from spyfu.

com and similar tools

AdWords does not provide information on what keywords your competitors are bidding on.
However, there are a number of tools outside of Google that can help you analyze who's
ranking on specific terms, as well as what keywords individual domains are showing up for.

Getting ready

Several competitor keyword tools provide free basic searches but do require monthly
subscriptions to access the full data. You'll need to sign up for the free trial, if available, or
purchase a subscription to download all of the keyword data.

The following are some competitor keyword tool options you may wish to consider:

» AdGooroo - http://www.adgooroo.com/

» Compete - http://www.compete.com/

» KeywordSpy - http://www.keywordspy.com/
» SEMrush - http://www.semrush.com/

» SpyFu - http://www.spyfu.com/

Not all of these tools will work well outside the US, so consult a few to find one that works for
your region.

5]
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Chapter 5

We shall use SpyFu's SEM keyword tool to demonstrate how to access and review a list of
keywords for a specific domain.

1. Gotohttp://www.spyfu.com/.

2. Enter a domain's URL into the Classic search box and click on SEARCH to see
keywords a specific domain's ads are showing up for.

SpyFu
Tools for SEM's

Classic

Resources
Blog, Tutorials & Videos

Recon Files
SEOQ & PPC Reports

Pricing
Pricing & Features

Kombat SmartSearch Ad History

Tracking

Groupie

N

adwords.google.com

=

us =

3. You'll get a general pay-per-click (PPC) summary with spend trends, as well as organic
and paid keywords this domain is showing up on.

Stats For: adwords.google.com

Daily Adwords (PPC) budget:
$192.46 - $585.83

Avg. Ad Position:
43

Total Clicks/Day:
33.0-515

# Advertisers
121

=4
[~
i
4

Organic Keywords (4,050)

Rank Term

1 ad words

1 ad words google

1 ad words log in

1 ad words login

1 ad words on google
1 ad words program
1 ad words select

1 adsense keywords
1 adword

1 adwords

1 adwords google

1 adwords login

1 adwords select

1 adwords google

1 adwords.googlecom
1 create adwords

1 google add

$15K
$11.25K
$7.5K
$3.75K
$0,

Oct 11

Mar 12

=+ AvgBudget ff; Budget Range

Paid Keywords (403)

Rank Term

anuncio clasificado
avisos publicitarios
campaas de publicidad
carteles publicitarios
enlaces patrocinados
motores de busqueda
posicionamiento en google
promociones inmobiliarias
publicidad

publicidad argentina
publicidad en mexico
publicidad exterior
publicidad subliminal
publicidad y mercadeo
publicidades

redaccion publicitaria

e bay marketing
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4. Choose to Export CSV at the bottom of the paid keywords list.

5. If you purchased a subscription, you'll be able to download a full list of keywords a
domain ran on.

6. You can sort this keyword list by clicks or cost per day to figure out a domain's best
keywords.

7. Not all of the keywords from these reports will necessarily make sense for you. Make
sure you scrub the list and only add the terms most applicable to our business.

Competitor keyword tools do not access private AdWords accounts, and individual domains
are certainly not sharing this data. Tools such as SpyFu gather public information provided by
Google based on what's showing up on their search results pages.

Remember that tools such as SpyFu do not have access to your competitors' accounts and
that their keyword reports may not be 100 percent accurate. If a competitor is using a lot of
broad match in their keyword list, keyword spy tools will pick up domain activity on keywords
that are not necessarily in your competitor's AdWords campaigns.

» The Finding relevant keywords recipe
» The Adding new keywords to an existing ad group recipe

Generating negative keywords

Adding negative keywords to your account is one of the best methods you have at your
disposal to improve your Quality Scores and weed out irrelevant clicks. A good list of negative
keywords will ensure you are not paying for traffic that you already know will not convert to
sales and leads.

Getting ready

You'll need to do some research to generate a thorough list of negative keywords. Part of this
process is using your common sense and thinking of potential related queries that will not be
relevant. Aside from brainstorming potential negatives, you can also use the following tools:
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Google's keyword tool: Type in the most general keywords you'll be running in your
campaigns to see other related terms that people are typing in. Anything that does

not apply to you is a good potential negative keyword.

Find keywords
Based on one or more of the following:

Word or phrase  accountants

Website

Category

] Only show ideas closely related to my search terms

+ Advanced Options and Filters

Keyword ideas Ad group ideas (Beta)

Download =

- zaweal Searchterms (1)

Keyword

O accountants -

- ' zaweal Keywordideas (B00)

Keyword
O accountant -
[ taxaccountant -
[ accounting -
[ accounting
[ accountingljobs - |
[  accounting
O accountants

[  accounting websites -

O accountancy -

Locations: United States X

Competition

Medium

Competition
Medium
Medium
Low

High

High

Low

Low

High

Medium
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» Google.com: Search your most general keywords and pay attention to both
ads and search results. Are some of the ads and search results that come up
related to products and services that are different from what you offer? Also, pay
attention to the search box as you type in your keywords. Are some of the suggested
searches irrelevant?

GO»S[G \accountingl ‘ “

accounting
accounting principles
accounting jobs
accounting equation

Press Enter to search.

» Search term reports: Once your campaigns are up and running, you can run search
term reports in AdWords to see actual search queries that triggered your ads. This
will be a great source of ongoing negative keyword ideas that directly relate to your
campaigns and keywords you have chosen.

M Run search query reports once a week to identify new negative
Q keywords to add to your campaigns. You'll get negative keyword
ideas from actual searches that triggered your ads.

How to do it...

You can add negative keywords to individual ad groups or to an entire campaign, if the
negative terms are applicable to all of the keywords within this campaign. To add negative
keywords, perform the following steps:

1. Go to the Campaigns tab, and click on the Keywords tab.

2. Scroll down to the bottom of the keyword list until you see Negative keywords.

= Negative keywords

A T Campaign level Keywords | Keyword lists

Add = 4 Download
] "Nagative keyword Ad group

] **MNegative keyword
There are no ad group level negative keywords.
There are no campaign level negative keywords.

3. Use the column on the left to enter ad group specific negatives and the column on
the right to enter campaign level negatives.

=
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4. If you are choosing to add negative keywords at the ad group level, clicking on
Add will prompt you to choose an ad group.

5. If you are adding negative keywords to an entire campaign, click on Add and choose
Add keywords.

Enter one negative keyword per line.
7. Click on Save when you are finished.

Campaign level Keywords | Keyword lists

Add campaign negative keywords

Megative keywords prevent your ads from appearing for queries containing
the word.

Enter one negative keyword per line:

job
jobs

If you would like to exclude all related job searches from seeing your ads, make sure that you
enter that word alone, rather than combined with your actual keyword, which may not exclude
all possible variations of the negative you are using.

Correct Incorrect
-job -accounting jobs
-jobs -accountant jobs

Negative keywords are phrases that prevent your ads from showing on certain search queries.
For example, if you add a negative keyword free to your campaign, any search that contains
the word free will not trigger your ad.

[55]-
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Negative keyword lists should be thorough and include all possible variations, since AdWords
does not include any variations of a negative phrase you add to your account. Expand your
initial list of negative keywords to include singulars and plurals, synonyms and similar words.
For example, if you decide that you would like to add the negative keyword jobs, you can add
the following additional negatives:

» Job

» Jobs

» Career
» Careers

» Employment
» Resume
» Resumes

You'll likely be able to utilize some of the negative keywords you generate across your campaigns
(such as free, images, and reviews). To automate the negative keyword generation process,
you can create campaign negative lists to add to your account's shared library. You can then
easily access these campaign negatives when you are creating new campaigns. In your AdWords
account, go to Shared library and click to view Campaign negative keywords. Here, you can
name your new negative keyword list and enter the specific terms that should be excluded.

Shared Iil::-ra_n.I > .
Campaign negative keywords

Create a negative keyword list that can be added to multiple campaigns. Learn more

New negative keyword list

Megative keyword list name  lllegal

Keywords |crack
crack
cracking
hack
hacks
hacking
illegal
pirate
pirated

5]
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» The Using keyword matching options effectively recipe

» The Running search term reports to optimize keywords recipe in Chapter 11,
Optimizing Performance

Identifying keyword duplicates

Having duplicate keywords in your AdWords account is generally not recommended, as they
compete against each other and make account management and analysis more difficult.

| recommend going through your account periodically to identify duplicates, clean up, and
get rid of any low performers to maximize performance.

Getting ready

The easiest way to identify if you have duplicate keywords in your account is by downloading
your account to AdWords Editor. AdWords Editor allows advertisers to easily manage
campaigns, keywords, and ads in bulk. You can do all of the work offline and typically much
faster than through the AdWords interface. You can download AdWords Editor by visiting
http://www.google.nl/intl/en/adwordseditor/.

How to do it...

To identify keyword duplicates:

1. Open up AdWords Editor and sign in to your account by entering your AdWords
customer login and password.

2. Make sure to get recent changes before you proceed to download the latest version
of your account. You can choose the Basic (faster) option. The download tends to be
pretty fast, so the basic option may not be necessary.

3. When you get the option to select which parts of the account to download, select
All campaigns and click on OK.
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4. Go to Tools and select Find duplicate keywords.
800 Find duplicate keywords
Specify your criteria for duplicate keywords. Deleted keywords aren't considered duplicates.
¥ [m]adWordsCafe Word order
b [vlBranding {#) Strict word order
» Display :
Lo, | Any word order (buy shoes = shoes buy)

b [v]Search Match types

b [v]sEM -
(*) Duplicates must have the same match type

P [v]Testing ]
| Duplicates can have different match types (even negatives)

_ Location of duplicates
* (_)In the same ad group
_ In the same campaign (across ad groups)
(*) Across selected campaigns
Optional: Hide duplicates
[ |In deleted and ended campaigns and ad groups
[]In paused campaigns and ad groups
|  Filter |
Select:  Active Paused [ Find duplicate keywords ] |  Cancel |
5. Choose the campaigns that you'd like to compare.

Decide if you'd like to preserve the Word order. It usually makes sense to choose
Strict word order.

Under Match types, select if you'd like to compare keywords with the same match
type or different match types.

Under Location of duplicates, choose if you'd like to analyze the same ad group, the
same campaign, or across selected campaigns. In most cases, you'll want to choose
Across selected campaigns.

Under Optional: Hide duplicates, you can choose to hide the deleted, paused, and
ended campaigns and ad groups. This will ensure any old campaigns or ad groups
that you decided to pause are ignored by the analysis.

5]
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10. On the next screen, you'll see all of your duplicates filtered out by campaign
and ad group. The Select duplicates by tool will allow you to select and delete
duplicates based on your chosen criteria, such as low CTR or average position.
If you have duplicate keywords and one is getting a better CTR, keep the better
performing instance.

View: | Duplicate keywords s | Advanced search

Ads Ad groups Targeting Extensions Campaigns |
m Negatives Select duplicates by - I%I Add keyword AA Make multiple changes ~ & Delete

lﬁ Revert selected chang  Max. CPC

| First page bid est. »

In some cases, no keyword  Top of page bid est. p Ig duplicates. Dismiss

A @S] & | Campa Quality Score > 'mup Keyword =
Avg. CRC a
Avg. CPM P hdshelp-staes adwords helpnewyork
CTR . » jrds Consultant - States adwords consultant new york
Impressions P irds Consultant - Cities adwords consultant new york
Avg. pos P irds Consultant - States  adwords consultants newyork
Caphtzlization P yrds Consultant - Cities adwords consultants rewyork

& Search Order of appearance P irds Consultant - States adwords consulting new york

11. You'll likely see some differences in performance between the duplicates in your
account, and you will want to go through this list and pause or delete lower CTR or
lower converting duplicates, so the better performing instances of your keywords get
more exposure.

AdWords discourages advertisers from using duplicate keywords across campaigns and ad
groups. Only one keyword can trigger an ad per search in the auction. Identical keywords
compete with each other, and the keyword with the higher ad rank will show and trigger the
ads it is associated with.

In some cases, it might make sense to have the same keyword in multiple campaigns, such
as if you have different campaigns targeting desktops and mobile devices, or different
campaigns for different location targets.

However, if the duplicate keyword is not on purpose and needs to be consolidated, use
performance data when deciding which instance of the keyword to keep or remove.

s
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» The Getting started with AdWords Editor recipe in Chapter 13, Managing AdWords

» The Making changes to campaign settings via AdWords Editor recipe in Chapter 13,
Managing AdWords

Multiplying keyword phrases

As you build your keywords lists, you will find that you'll continue to use some of the words
throughout your campaigns. For example, as a furniture business, you might combine the
word furniture with specific furniture brand names. This process can be time consuming
when done manually; however, there are a few free tools outside of Google that can help you
streamline keyword expansion.

Getting ready

Build out your core terms and modifiers that you'll want to combine. | usually do this in Excel
or Notepad, noting the structure, or what campaigns and ad groups the keywords should be
added to.

Following is an example of core terms and modifiers for a legal practice specializing
in bankruptcy:

Core Terms Modifiers

Bankruptcy Lawyer

Debt Lawyers
Attorney
Attorneys

Law firm

How to do it...

To multiply keywords:

1. Access one of the multiplier tools in your browser. For the purposes of this
example, | will use http://www.searchcommander.com/seo-tools/
keyword-list-mashup/.

Copy and paste your primary keyword phrases and desired words to multiply by.

The tool in the following example also allows you to select phrase and exact match
variations. Leave them checked, if you'd like the additional keyword match types
created, or uncheck if you'd like broad match only.

100
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4. Click on Create List of Keywords when done.

Primary Keyword Phrases Desired Variables (city, state Desired Variables (city, state Desired Variables (city, state
ate.) ate.) ate.)
Bankruptcy Lawyer
Chapter 7 Lawyers
Chapter 13 Attorney
Attorneys
Law firm
4 4 Vi Vi
g Add Phrase Match g Add Exact Match | Create List of Keywords | | Reset |
5. Copy and paste the newly created keywords into the desired campaigns and ad

groups in AdWords.

There are multiple free tools outside of Google that can help you multiply search terms with
a click of a button and will help you create hundreds of relevant keywords. Here are a few
options you can explore:

>

>

Keyword Multiplier Tool - http://www.searchcommander.com/seo-tools/
keyword-list-mashup/

Search Phrase Builder - http://kw.tre.sk/

Keyword List Generator - http://tools.seobook.com/keyword-1list/
generator.php

Keyword Deduper and Multiplier Tool - http://ppcwarehouse.com/login.html

The Keyword Combinations tool - http://www.ranks.nl/tools/
keyword combinations.html

Combine Keywords - http://www.searchenginepromotionhelp.com/m/
keywords-combiner/word-combinations.php

Keyword Lizard - http://www.keywordlizard.com/

Some of these tools may require you to create an account, while others do not even require a
log in and can be used instantly from within your browser.
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Before you create hundreds or thousands of keywords using all the possible variations, make
sure that you are not spending time adding keywords that people are not likely to search for.
Make sure that the phrases you are combining make sense when put together. You can also
check traffic patterns and if they will receive impressions using Google's keyword tool.

» The Finding relevant keywords recipe
» The Adding new keywords to an existing ad group recipe

Changing broad keywords to broad

match modifiers

Broad match modifier may be the right match type for customers who are seeing poor ROI from
their broad match keywords. It's also a good option for those who are mainly using phrase and
exact match and are not receiving enough traffic, but are wary of using broad match.

Getting ready

As a first step, | recommend running a search term report to see what actual queries your
ads are appearing on. In your Keywords tab, go to Details and select All from the SEARCH
TERMS drop-down menu. If the report shows a large percentage of irrelevant queries that are
triggering your ads, broad match modifier may me the right keyword option for you.

Settings Ads Keywords Ad extensions Dimensions v

All but deleted keywords Segment Fitter - umns - 1~

SEARCH TERMS CPC Clicks 7 In

Total - all ad group| AUCTION INSIGHTS 334 1

= . Keywaord

All

Keyword diagnosis

102
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How to do it...

To enter keywords in broad match modifier:

1. Add + before each word within your keyword string.

2. Make sure you do not enter in any extra spaces after the + sign; however, do add a
space after each word within a keyword phrase.

The following are examples of correctly broad match modified keywords:

» +buy +halloween +costumes

» +halloween +costumes
The following are examples of incorrectly broad match modified keywords:

» + halloween + costumes (extra spaces should not be used)

» Halloween+ costumes ( "+" should be used before each word you'd like to preserve,
not after)

» +halloween+costumes (you need to use a space between each word)

You can change keywords to broad match modifier in bulk by .
using Acquisio's free tool, available at the following link:

% http://www.acquisio.com/ppc/google-adwords-
i modified-broad-match-keyword-tool/

Paste the keywords you wish to modify and generate modified
- broad keywords with a click of a button. -

Broad match modifier is a match type in AdWords that gives you more control than the default
broad match, but is still less restrictive than phrase match. It will show your ads on very

close variations of your keywords, such as singulars, plurals, misspellings, abbreviations, and
acronyms. Synonyms are not considered close variants. For each word that you put a + sign
before, the user will have to type in a close variant in order to see your ad.
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Changing your keyword match type from broad to broad match modifier could potentially cut
down on some valuable relevant traffic, since broad match places you in auctions on keywords
you did not think to add to your account, and broad match modifier restricts this expanded
matching. To test the effects of implementing broad match modifier, you may want to run two
identical ad groups, one with broad match keywords and another with the same list of keywords
in broad match modifier. You can run both of these ad groups at the same time. Make sure that
they have the same bids and ads, so that you are not introducing other variables into this test
aside from the match type. Compare the two ad groups and review your key success metrics,
such as conversion rates and CPA, before you change all of your broad keywords to broad
match modifier. You can also test different match types with AdWords experiments.

» The Using keyword matching options effectively recipe

» The Running search term reports to optimize keywords recipe in Chapter 11,
Optimizing Performance

Adding new keywords to an existing

ad group

After you've set up an ad group, you may want to add additional keywords to boost clicks and
improve performance. Adding new keywords can help you generate more traffic from your
top performing ad groups, or it can help you boost clicks on ad groups that are not getting
enough traffic.

Getting ready

Prepare the list of keywords you'd like to add to your campaign, if you have specific terms in
mind. If not, AdWords will automatically suggest some new keyword options based on your
existing keywords.

How to do it...

If you already have a list of keywords you'd like to add to an existing ad group:

1. Click on the Campaigns tab, and select the campaign that you're looking to add
keywords to.

2. Click on the ad group you'd like to edit.
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3. Click on + Add keywords.

W=l | Search Q
. R « Settings Ads Key d Ad ext | Display Metwork 7
All online campaigns
1 Branding All keywords + Segment Filter Columns + 1~ £
Bl Display
B Placements Test M Clcks ~  vs | Nene =
B Search
EY SEM
Es Testing
test1
test 2
test3 - - Keyword details Automate + More at
Status 7 Max. Clicks *Impr. CTR  Avg. Cost A
CPC 7 [7] 7 CPC 7P
7 7
Total - all account 7 0 0 0.00% $0.00 $0.00
O e  parttime law program = ) $0.02 0 0 0.00% $0.00 $0.00
Campaign
paused
(] @~ |juris doctor program [} _ $0.02 0 0 0.00% $0.00 $0.00
Campaign

4. Type in the new keywords or copy and paste the keywords you developed.

Add keywords

Choose phrases that customers would use to search for your products and services.

Control how keywords match to searches with match types.

Enter one keyword per line. Add keywords by spreadsheet

top law schools
best law schooll

Estimate search traffic

Important note: We cannot guarantee that these keywords will improve your campaign performance. We reserve the right to disag
keywords you select and for ensuring that your use of the keywords does not violate any applicable laws.

5. Click on Save to save your new keywords.

www.it-ebooks.info


http://www.it-ebooks.info/

Creating Relevant Keywords

If you'd like to add new keywords to an ad group but are not sure what terms to add, AdWords
will provide suggestions based on the keywords that are already within your ad group.

1. Click on the Campaigns tab, and select the campaign that you're looking to add
keywords to.

2. Click on the ad group you'd like to edit.
Click on Add keywords.

4. On the right-hand side of the keyword box, you will see additional relevant keywords
that are similar to your current list.

5. Click on Add to add a keyword you like to your ad group.

Add keywords

Choose phrases that customers would use to search for your preducts and services. Need ideas? Try the Keyword Tool or check out
Control how keywords match to searches with match types. these.tﬁmp\e keywords based on a scan of your
website.

Enter one keyword per line. Add keywords by spreadshest
[ElCategory: law schools in california

. < . « Add all from this category
law schools in california == « Add  online law schools in california
«Add top law schools in california
«Add bestlaw schools in california
«Add accredited law schools in california

[F Category: law schools in

[F Category: law school

[F Category: online law school
[FCategory: school of law
[FCategory: law

Estimate search traffic

Important note: We cannct guarantee that these keywords will improve your campaign performance. We reserve the right to disapprove any keywords you add. You are responsible for the
kaywords you select and for ensuring that your use of the keywords does not violate any applicable laws

“ Gancel

6. Click on Save to save your selections when done.

See also

» The Finding relevant keywords recipe
» The Editing, pausing, or deleting keywords recipe
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Editing, pausing, or deleting keywords

After you've been running your keywords for some time and have accumulated impressions on
individual keywords, you may wish to pause or delete the low performing terms. You can also
edit your poor performers to make them more specific, such as by changing their match type
or by refining the search term with additional phrases.

Getting ready

First, analyze the current list of keywords to determine which keywords you may want to
remove or edit. Following are the keywords to pay special attention to:

» Keywords with low CTR. Low CTR means that users are not finding your ads relevant
to the search.

» Low Quality Score keywords. You'll need to add this column to your reports through
the Customize columns button in your Keywords tab. Optimize keywords that have
Quality Scores below 4.

» Keywords that are costing a lot but are not generating any sales.
» Keywords that have a high cost per conversion.

How to do it...

To pause or delete a keyword:

1. Click on the Campaigns tab, and go to your Keywords tab.
2. Mark the checkbox next to the keywords you'd like to pause or delete.
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3. Go to Change status and select pause or delete.

Ad groups Settings Ads Keywords Ad extensions
All keywords Segment - Filtter Columns - [l
e | - | [Crangosatn. = | Koyw
[| g Keyword Ad grou; ® Enable Wa.
Il Pause i ?
% Delete
Total - all
account 7
™ e google AdWords Expert  [1 %4.00
adwords Below
expert first
page
bid
First
page bid
estimate:
§4.35
| @ google AdWaords Help i $6.00
adwords help Eligible
™ e ppchelp PPC Help = $4.00
Eligible

4. You can also pause a keyword by clicking on the green button and selecting the
Paused status.
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To edit a keyword:

1. Click on the Campaigns tab, and go to your Keywords tab.

2. Mark the checkbox next to the keywords you'd like to edit.

3. From the Edit menu, select Edit in table or Edit in spreadsheet.

Ad groups

All keywords «

Settings Ads Keywords

Segment - Fitter -

Keyword Edit in table
Edit in spreadsheet

Total - all
account

google AdWords Expert

adwords
expert

google AdWoaords Help
adwards help

ppc help PPC Help

Ad extensions

Columns -

T

|
Below

first
page
bid

First
page bid

estimate:

54 .25

-
Eligible

!
Eligible

|

Max

CPC
T

54.00

$6.00

54.00

Chapter 5
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4. Next, make changes to the actual search phrase, match type, or bids.

Editing keywords (2} “ Cancel

® Keyword

Total - all account 7

Enabled & google adwaords expert

Enabled google adwaords help

Prefill all CPCs to first page bid

Broad maich

Broad match

-
-

"
-

Ad group

AdwWords Expert

AdWords Help

Max. CPC 7

5. Click on Save.

AdWords provides bid recommendations for any keywords that have below
first page bids. This means that some of your keywords may not be showing
on the first page of Google . com and your bids might need to be increased to
improve your ad rank or you need to work on improving your Quality Score. You
can edit any keywords with bids below first page estimates and have AdWords
automatically prefill CPCs to first page bids in the edit keywords table.

Pausing or deleting keywords will ensure that your ads are not showing for terms that did not
work for you. You can pause or delete poor performers, such as costly keywords that are not
generating any conversions or low-quality keywords to boost ROl and account performance.

After you edit a keyword, AdWords reads it as a new keyword and impressions are reset back
to zero. This includes editing the keyword's match type or altering the actual search phrase.

If you choose to delete a keyword, you will not be able to restore it if you wish to run it again,
and you'll need to re-add it as a new keyword, starting with a fresh history. Pausing a keyword
has the benefit of being able to restore it again, resuming its history.

If you move a poorly performing keyword to a new campaign or a new ad group with a unique
ad, you can boost Quality Score by achieving a better CTR with more targeted ad copy.

www.it-ebooks.info



http://www.it-ebooks.info/

Chapter 5

See also

» The Optimizing keywords to improve ROI recipe in Chapter 11,
Optimizing Performance

» The Improving relevance and Quality Score recipe in Chapter 11,
Optimizing Performance
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Writing Compelling Ads

In this chapter, we will cover the following:

» Researching competitors' ads

» Setting campaign ad rotation

» Creating effective ads

» Choosing landing pages

» Implementing dynamic keyword insertion in ads
» Avoiding common ad copy mistakes

» Split testing ad copy

» Editing your ad text

» Pausing or deleting ads

Introduction

Ads are your opportunity to describe your business to potential customers and entice them to
click through to your website. Since AdWords' ad character limits do not provide much space,
you must convey your message concisely and choose carefully what to communicate. The
most effective marketers test various messages and special offers to find the most effective
ad copy that attracts visitors most likely to convert.

www.it-ebooks.info


http://www.it-ebooks.info/

Writing Compelling Ads

Researching competitors’ ads

You likely already have some phrases and special terms in mind that you'd like to promote in
your ad text. However, | would advise you to research what your competition is highlighting in
their ad copy before you write your ads. If the specials and pricing you are considering are not
as compelling as what's offered by your competitors, you might want to pick other areas of
focus to make your ads stand apart.

Getting ready

Prepare a list of your most important keywords to research. Choose high-traffic keywords that
show the highest impression volumes to start with.

How to do it...

Perform the following steps for researching competition on Google:

1. Visithttps://www.google.com/ in your web browser.
2. Search your most important keywords and review the paid ads that show up.

3. Note the special offers, pricing, and calls-to-action that are being used in AdWords ads.

Ads related to san francisco dentist @ Map for san francisco dentist

San Francisco Dentist - drdavidsondental.com 'ecreation Area o haod

www.drdavidsondental.com/ £

San Francisco Cosmetic Dentist, All Services Offered, [Call Today! - B Qa

» Map of 2375 Ocean Avenue, San Francisco, CA gres\dlu [ : .@.

Services - Our Staff - About the Dr. - Contact Us = ‘%hrr@ﬂ . e + 1
&b @ Listnct A an o 4 Alameda Naval

E n

ancisco Cp ]
San Francisco Dentist ]Green Dentist. LEED Certiﬁedl ©2012 Google . Lncon WV o Map data ©2012 Google

www.sfgreendentists.com/
Best Experience in SF. Expert DDS. Call.
Ads @
Blende Dental {24/7 Dental Carelin San Francisco. Local Dentists Near Y
www.blendedentalgroup.com. W R R
The Treatment You Deserve. Call Us. w1 enllsl,clom - anFran:llscaDentlst
Pre-Screened Dentists in Your Zip.
Get Matched to a Local Dentist Now.
San Francisco » Health and Medical » Dentists - Yelp
www.yelp.com/c/sf/dentists John J Petrini DDS
The Best Dentists in San Francisco on Yelp. Read about places like: Jeremy J www.m-petrinismiles.com/
Velasco, DDS, Rebert Phong Ho, DDS, Union Square Endodontics, Washington m-pet ) .
4 ' " : ' Serving Union Square & Nob Hill

Cosmetic Dentists - Pediatric Dentists - Preston K Brown, DDS your smile is our top priority

San Francisco Dentist Dentist In San Francisco
www.drvaksman.com/ www.dentistinsanfranciscoca.net/
Irena Vaksman, DDS is a general and cosmetic dental office. Using state of the art Offering a Wide Variaty of Danta
technology, procedures performed include Invisalign, Veneers, Crowns, ... Services | Call Our Dental Office!
Blog - Cavities - Invisalign - Meet Our Staff 1) San Francisco, CA

(415) 578-1835 - Directions
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Research competition on third-party tools, such as KeywordSpy or SpyFu.
1. Visithttp://www.keywordspy.com/ Or http://www.spyfu.com/ in your
web browser.

2. Enter a keyword of interest into the search box and click on Search. For example,
search for San Francisco dentist to see what competitors are showing ads
on that term.

3. Scroll down to the Ad Overview list.

San Francisco Dantists Dantal Spa San Francisco Dantist Dantist San Francisco
Search by Insurance & heighbomood San Francisco Premier Dental Spa ot Your Typecal Dental Office. 5F City Dental Has Ewvening Apots.
Book for Free on ZocDoc™ Approved oy All Major Insurances hew Patient Specials, Call Today! Call For Mew Patient Specials. SF.
zocdoc.comiSan-Francisco Seredn l!-:‘_""la ISDE . COom oceanviewdental com sfc 1!-:‘3"1& L COIm

Dental Locum Tenens Locum Jobs in San Fran Dental Job Opportunities Mow Hiring Dentists

Leading Mational Locum Tenens LocumTenens.com Official Site. Partner with Aspen Dental to join ‘We Offer Amazing Benefits & Great
Staffing Firm. Get Started Today! Search Jobs & Apply Today. a team focused on your suCcess. Salanes. Join Our Famly Today!
aronassocistes. com ocumtenens. com'San-Francisco aspendentalions.com kootsmilesiobs.com

4. Note the special offers, pricing, and calls-to-action that are being used.

Each ad auction on Google. com is real time and the ads that you see might change as you
search on different days or from different locations. Your competitors are also continuing to
adjust and refine their ads, so the results you see on one day may be different from ads a
month later. | recommend regularly monitoring other advertisers in your industry to ensure
your ads are competitive.

There's more...

Avoid looking up your own ad on Google . com, Since you will accumulate unnecessary
impressions and lower your own Quality Scores, which are Google's measure of relevance.
Use the Ad Preview and Diagnosis tool in your AdWords account instead.

See also

» The Creating effective ads recipe

» The Using third-party tools to research competitors recipe in Chapter 1, Researching
the Market and Competition and Setting Goals

» The Troubleshooting why your ads are not showing recipe in Chapter 13,
Managing AdWords
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Setting campaign ad rotation

Each ad group can have multiple ads that will trigger the keywords within that ad group.
The ads will rotate and either be displayed evenly or start to be preferred and optimized by
AdWords, according to the settings you choose.

Getting ready

Here is what you'll need to consider when choosing ad rotation settings:
» If you are not tracking conversions and would like to maximize clicks, choose the
Optimize for clicks option. This is the default option when you create a new campaign.

» If you are tracking conversions and your goal is to maximize conversions within a
campaign, your best bet is to choose Optimize for conversions.

» Are you A/B split testing ads within this campaign? If so, you should choose either
Rotate evenly or Rotate indefinitely. A/B testing allows you to experiment and test
the impact of using different ad elements, requiring an even number of impressions
delivered to each ad.

How to do it...

To edit a campaign's ad rotation settings, perform the following steps:

1. Go to the Campaigns tab, and choose a specific campaign you'd like to edit.
Click on the Settings tab and stay in the All settings sub-tab.

Scroll down to the Advanced settings.

Under Ad delivery: Ad rotation, frequency capping, choose to edit Ad rotation.
After you select your ad rotation option, click on Save.

ok WD

Advanced settings

Schedule: Start date, end date, ad scheduling
] Ad delivery: Ad rotation, frequency capping

Ad rotation 7
(_)Optimize for clicks: Show ads expected to provide more clicks
Ideal for most advertisers
(=) Optimize for conversions: Show ads expected to provide more conversions
Ideal if you use AdWords or Google Analytice Conversion Tracking
(_)Rotate evenly: Show ads more evenly for at least 90 days, then optimize
May be appropriate if you eptimize ads using your own data
(_)Rotate indefinitely: Show lower performing ads more evenly with higher performing ads, and do not optimize

Mot recommended for most advertisers

m Gancel
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In ad groups that have multiple ads, AdWords rotates ads at first evenly, and then eventually
the more successful ads start to be preferred and will show more often. You have the option
to choose how AdWords optimizes and rotates ads from the following options:

» Optimize for clicks: This option shows ads that are expected to provide more clicks

» Optimize for conversions: This option shows ads that are expected to provide
more conversions

» Rotate evenly: This option shows ads evenly for at least 90 days, then
optimizes them

» Rotate indefinitely: This option shows low performing ads more evenly with high
performing ads, and does not optimize

When you first create a campaign, your ad rotation will by default be set to Optimize for
clicks, and you'll need to change this setting if you prefer to rotate ads evenly or optimize
them for conversions.

If you are tracking conversions, | recommend you change the
\ default AdWords setting to optimize ad rotation for conversions
~ across all of your campaigns. Ads that get the most clicks are not
Q necessarily ads that convert the best, yet they may monopolize
your budget and not allow the better converting ads to show if
you are using the optimize for clicks ad rotation setting.

There's more...

Ad rotation is set at the campaign level, rather than the account or ad group level. This means
that the ad rotation you choose will apply to all ad groups within a given campaign. AdWords
does not offer the option to change ad rotation within a single ad group.

See also

» The Split testing ad copy recipe

Creating effective ads

Your ad text is the only part of your account that users see. It is your opportunity to convey
what you offer and why your website is worth taking a look at. However, the amount of space
available for you to write your message in AdWords is limited, so you need to be careful in
choosing what to communicate.
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Getting ready

First, research your competition to understand how your pricing and special offers
compare. Next, make a list of all of your most compelling product or service features
you'd like to highlight.

Keep in mind the following five ad copy best practices:
» Use your keywords in your ad text, ideally in your headline. When you use keywords in
your ad text, they are made bold by Google, making the ad stand out more.

» Prequalify your products or services, so your visitors know what to expect when they
click on your ads. While attracting new visitors is important, you also do not want
to pay for clicks that will not convert. Here are some ways you can ensure the right
people are clicking:

o Display your prices: This will help you attract visitors who are already OK
with your price range.

o Explain who should not click on your ads: This might eliminate some
clicks but will help improve your ROI. For example, a mortgage lender can
say For loans over $100,000 to weed out anyone looking for a loan
of a lower amount.

» Mention any discounts or special offers, first making sure that these offers are
compelling in the industry and that your competitors are not offering more enticing
deals. Examples include:

o 20% off
a Free shipping
o Free consultation
o 24 hour service
o Free trial
» Instill confidence in your website with industry certifications, awards, accreditations,
and years in business. Here are some ideas for example:
o Serving San Francisco since 1951
o BBBrating A+
o Certified partner
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» Include calls-to-action that will communicate to your visitors what they need to do
once they visit your website.
o Download free whitepaper
o Call for a free consultation
o Get 20% for a limited time
o Sign up today
o Try it for free

How to do it...

To write an ad, perform the following steps:

1. Go to the Campaigns tab, and navigate to the Ads tab or first choose a specific
campaign and ad group you'd like to edit.

Ad groups Settings Ads Kaywords Ad extensions Dimensions

All enabled ads - Segment - Filter - Columns = *
e - | [ Ausomate - Labels +

App [/ digital content ad
WAP mobile ad

Product listing ad

Dynamic search ad

2. Click on the New ad button and choose Text ad from the list of possible ad formats.

If you did not choose a campaign and ad group already, you'll be able to do it on the
next screen.

4. Write a headline in the Headline field. Ideally, your headline should contain some of
your keywords.

5. Describe your product or service in Description line 1 and Description line 2. Mention
any special offers and use a call-to-action. | generally describe the product and special
offers in the first line and reserve the second line for a strong call-to-action.
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6. Enteryour URL in the Display URL ad text field.

7. Enter the address of your website where users will be redirected after they click on
your ad in the Destination URL field.

8. |If you would like an ad to be given preference on a mobile device check the Device
preference box. For example, you may want to promote your local store or office
with a mobile-preferred ad, which can be shown on desktops when there aren't any
normal ads defined. Also, the mobile-preferred ads are only preferred over normal
text ads—other kinds of ads (dynamic, image) may still show on mobile.

9. Click on Save ad.

An AdWords text ad contains the following components:

Headline  Need AdWords Help?
Description line 1 | optimize Your Account & You'll

Description line 2 Gat Mare For Less. Contact Me Now!

Display URL kristinacutura.com/AdWords Expert
Destination URL [ nttp:r 41 Kristinacutura.com/
Device preference || Mobile

The following table entails the components of the previous screenshot:

Ad component What it is? Character limit

Headline The first line of your ad. Usually the first thing 25 characters
customers look at when searching.

Description linel The second line of your ad text. Describes your 35 characters
product or service.

Description line 2  The third line of your ad text. Continues to describe 35 characters
your product or service along with any special offers or
calls-to-action.

Display URL The address of the website that you are promoting. 35 characters
Appears in green and does not have to match the
actual address that your visitors will be taken to when
they click on your ads.
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Ad component What it is? Character limit

Destination URL The address of the website the users are redirectedto  N/A
when clicking on your ad. Not visible in your ad but it
has to match the display URL's domain.

Device preference You can check the device preference mobile box to N/A
give an ad preference on mobile devices.

There's more...

You can write multiple ads within a single ad group and let them run at the same time to test
different messaging. | recommend running at least two ads within each ad group to give users
some options and test response. Avoid testing more than 3 ads at once within an ad group.

See also

» The Researching competitors' ads recipe
» The Split testing ad copy recipe

Choosing landing pages

Your landing page or the destination URL is the website's URL you choose to take visitors to
after they click on your ad. It should match the user's query and be as general or as specific
as the keyword it is matched up with. Most visitors only spend seconds on a website before
they decide if they should stay or leave. Taking your visitors to the right landing page helps you
ensure that they find what they are looking for and do not bounce after clicking on your ads.

Getting ready
Familiarize yourself with your website's URL structure. Next, match the list of your AdWords

keywords to the most relevant sections of your website. You can divide up your keywords into
groups or themes and pick a URL on your website that best matches each group or keyword.

How to do it...

Following are the guidelines to keep in mind when choosing landing pages.
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Pick a URL that best matches your keywords

Your landing page should be as general or as specific as your keywords. Here is an example of
landing pages you might want to pick for different sets of keywords if you sell mobile phones:

Keyword Correct Landing Page Incorrect Landing Page

Mobile phones Home page with all available brands. Specific brand or specific
phone model.

Samsung Samsung brand page with list of all Home page or specific

phones available Samsung phone models. Samsung phone model, such
as Galaxy S4.

Samsung Page highlighting the Samsung Galaxy Home page or a list of all

Galaxy S4 S4 phone, price, and link to buy. Samsung phones.

To check if you picked the right landing page, ask yourself the question, "Does this page
match the user's intent?" and monitor your bounce rates through Google Analytics.

Make sure your landing page is conversion friendly

Your landing page should be easy to navigate and conversion friendly. Visitors that arrive to
each landing page should easily be able to spot the next step, be it to purchase from you
online, download a whitepaper, sign up, or contact you.

The conversion activity should be prominently displayed on your landing page, ideally above
the fold. However, | would advise against taking visitors directly to the product signup page or
the checkout page as your AdWords destination URL, as most visitors will want to learn more
about your products or services first.

Your landing page is a part of your Quality Score. You can look up Quality Scores at the
keyword level and see if there are issues with your landing page by going to the Keywords
tab and hovering over the status box.

Keyword: premium coffee

Showing ads right now?
Yes

Quality score Learmn more

410 Expected clickthrough rate: Average
Ad relevance: Average
Landing page experience; Average
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When a landing page doesn't match a user's query, it leads to a poor user experience and low
quality ads that don't appeal to users and don't work for advertisers.

To determine your landing page experience, AdWords looks at the content of your page as well
as your design. The following are the three most important factors to focus on:

» Relevant and original content that's useful to visitors.

» Transparency about what you do with information you may collect from your visitors.
Easy to find contact and business information.

» Ease of navigation without too many links or ads that might be distracting
and confusing.

There's more...

You can choose to set landing pages or destination URLs either at the ad group level or at
the keyword level. If you properly structure your campaigns into themed ad groups, |
recommend you use ad group level destination URLs, rather than keyword level URLs.
However, every time you change an ad's destination URL, its history resets, while this is
not the case for keyword URLs.

If you are tracking conversions, you can test different landing pages and analyze conversion
rates by A/B testing to find the landing pages that work best.

See also

» The Creating themed ad groups recipe in Chapter 4, Structuring Your Account
» The Split testing ad copy recipe
» The Setting campaign ad rotation recipe

Implementing dynamic keyword insertion

in ads

Dynamic keyword insertion is a tool that allows AdWords advertisers to automate their

ads with a single piece of code in the ad copy. Keywords that users are searching on are
automatically populated into the ad text, making the ad more relevant, and saving you hours
of work. There are many benefits to using keyword insertion, but you should also be careful to
avoid ads that don't make sense or aren't converting for you.
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Getting ready

If you decide to use dynamic keyword insertion, scrub your keyword lists of the following:

» Misspelled keywords

» Grammatically awkward phrases

» Competitor terms

» Keywords that do not make sense when inserted into your ad text
Keyword insertion should not replace proper account structure or be used with thousands
of unrelated keywords all lumped into one ad group. Structure your keywords into relevant

themes, and then use keyword insertion to make the ads even more relevant to every
individual keyword within a well themed ad group.

How to do it...

To set up dynamic keyword insertion in your ad text, perform the following steps:

1. Enter the following piece of code into your ad: {KeyWord:Default Text}.

Headline  Buy {KeyWord:Red Shoes}
Description line 1 Hyge Selection of Stylish Shoes.
Description line 2 shop Today and Get 10% Off

Display URL 7 www.example.com

Destination URL " (Thypr '8 example.comiredshoes

2. Choose default text that will be inserted into the ad if any of your keywords are not
eligible. In the previous example, the default text is Red Shoes.

3. Keyword insertion is used most commonly in headlines. However, the code could also
be placed in the rest of your ad text, as well as in your display and destination URLs.
Keyword insertion in your destination URLs would be mainly used for reporting and
tracking purposes.

4. Create separate ad groups with static ads that do not feature dynamic keyword
insertion for any keywords that do not make sense when inserted into the ad text or
are misspelled.

5. Make sure your landing pages are still relevant to the numerous variations you'll create.
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Dynamic keyword insertion automatically inserts your keywords into a text ad with the
following snippet of code in your ad: {KeyWord:Default Text }. The tool can help you
generate hundreds or thousands of highly targeted ads instantly. Following is an example
of how your ads could appear:

Keyword Your ad

Red shoes Buy Red Shoes
Huge Selection of Stylish Shoes.
Shop Today and Get 10% Off!

www . example.com

Cheap red shoes Buy Cheap Red Shoes
Huge Selection of Stylish Shoes.
Shop Today and Get 10% Off!
www.example.com

Red designer shoes  Buy Red Designer Shoes
Huge Selection of Stylish Shoes.
Shop Today and Get 10% Off!

www . example.com

If the inserted term is too long for the AdWords character limits, the default word or phrase
you choose will be inserted. Also, Google will only insert keywords that are actually in your
account. For example, if your broad match keyword shoes generates an impression on term
tap shoes that you do not have in your account as a keyword, phrase tap shoes will not
appear in your ad.

There's more...

You can change the capitalization of the keyword that's inserted into the ad text by modifying
the keyword insertion code. Here are the guidelines:

Keyword insertion snippet How your ad will appear
{keyword: } red shoes

{Keyword:} Red shoes

{KeyWord: } Red Shoes

{KeyWORD: } Red SHOES

{kEYWOrd: } RED Shoes

{KEYWORD: } RED SHOES
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Standard AdWords editorial policies still apply, and you will most likely not be able to use
excessive capitalization, unless your keyword is an abbreviation, acronym, or a trademark.

>

The Creating effective ads recipe

Avoiding common ad copy mistakes

Many advertisers write ads that do not follow best practices and tend to get low clickthrough-
rates. Keeping in mind common ad copy mistakes can help you avoid learning the hard way.

How to do it...

The following mistakes can hinder your ad performance:

>

126

Not using a call-to-action: Your ads should motivate visitors to take the next step and
set the stage for what you would like them to do once they click on your ad.

Low Rate San Diego Movers Low Rate San Diego Movers
www.example.com www.example.com
Licensed & Insured Since 1962. Licensed & Insured Since 1962.
Full Service Local Movers! Full Service {Get a Free Quote!
\ J
|
No call-to-action Clear call-to-action with
2.04% CTR next step outlined
3.74% CTR

Using your company's name in your headline: Unless you are a prominent brand,
your company's name in a headline is wasting space that you could be using to
highlight your keywords or special offers. One of the recommended times to use your
company's name in a headline is if you are advertising company brand keywords.

Not using proper landing pages: Your ad destination URL should match your
keywords and there should not be a disconnect between what your users are
searching for and where they'll be taken when they click on your ad. Taking your
visitors to a landing page that's too general or too specific will cost you conversions.

Not differentiating your company: Many ads are generic, play it safe, and fail to
include why visitors should go with your business rather than a competitor's. If your
ads look just like everyone else's, users will have little motivation to click on them and
you'll suffer low CTRs.
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Not prequalifying visitors: Some advertisers are so focused on squeezing in special
offers that they forget to explain what the users will see once they click on an ad.
You can save costly clicks and improve your ROI by pre-qualifying your visitors and
weeding out those that are unlikely to convert. For example, if you sell high-end
furniture, you would benefit from setting the expectation rather than attracting
visitors who cannot afford your products.

Focusing on product features instead of benefits: Don't talk about the product
feature your customers are already aware of but how they will help their lives. If
someone is looking for a lawn mower, they already know that it cuts grass. Think
about the benefit to the consumer and play that up in your ads. Take some time to
think about what your customers are hoping to find and how to present the solution
to them.

Not understanding what's working: After setting up your campaigns, make sure to
review performance regularly and take a note of what ad copy is generating clicks
and conversions. You can re-use some of the phrases that worked in new ad copy
tests and combine them with new discounts or calls-to-action.

Not testing: AdWords can be time consuming and many advertisers are so relieved
when they set it up that they simply let the ads they initially created run without much
follow-up. However, your savvy competition will be testing and coming back

with their strongest offers, and so should you.

Ads that get low CTRs not only cost you potential customers but also negatively affect your
Quality Scores. Avoiding common pitfalls and writing compelling ads can help:

>

>

>

>

>

Improve CTR

Improve Quality Score
Lower average CPC
Increase conversion rates

Lower cost per conversion

>

>

The Creating effective ads recipe
The Split testing ad copy recipe
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Split testing ad copy

Split testing ad copy or A/B testing compares the effectiveness of two different ad variations.
Your first ad or the one that you find the most appealing will not necessarily be the one that
will attract most of your visitors. Luckily, you get instant feedback on AdWords, where people
vote through clicks and conversions to help you choose messaging that works best for you.

Getting ready

Brainstorm ad text elements you'd like to test, such as:

>

Different landing pages: If you are not sure what landing page would work better for
a certain group of keywords, you can run two identical ads that are taking visitors to
a different destination URL. Metrics such as conversion data can help you determine
which landing page generates a better ROI.

Calls-to-action: Test different phrases that entice users to take your desired
action after the click. For example, you can test Register Now against Sign-Up
For Free.

Headlines: You can try static headlines against dynamic keyword insertion. Or,
headlines that are phrased as a question.
Ad text descriptions: Test audience specific phrases, such as Family Friendly or

different ways to describe the product or its benefits. You can also compare different
special offers, or using a percentage discount versus a specific price discount.

Control ad Test ad

Jiu Jitsu Backpacks Jiu Jitsu Backpacks

Plenty Of Room For All Your Gear. Plenty Of Room For All Your Gear.
Save 20% For a Limited Time! ——»Get §5 Off When You Buy Today!

www.example.com www.example.com

Display URL: Add extra words to your display URL to squeeze in extra language
into a limited ad space. For example, you can test www . example . com against
www.example.com/Free Trial inyour display URL. If you do not have enough
characters, you can leave out www. from your display URL.

Determine your goals or what metric you will be evaluating,. If you are looking for more clicks,
CTR will be your metric to watch. If your goal is to increase conversions, you should evaluate
conversions, conversion rate, cost-per-conversion, and ROI.
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How to do it...

To run an A/B split test, perform the following:

1.

Choose the campaign and ad group where you would like to run the test. The
high-traffic ad groups are a good place to test. You can also create a new campaign
and ad group for the test.

Set your test campaign's ad rotation settings to Rotate evenly so the test ads get
even exposure.

Choose your control, and determine what ad you would like to use as a baseline. One
of your current top performers would be a good choice.

Create a test ad within the ad group where you are performing the test. This ad group
should only have two ads, your control and your test.

Keep the ads you are testing identical, except for the element that you are trying to
compare. So, if you are trying to evaluate if one call-to-action will perform better than
another, keep the headlines, ad descriptions, and the ad's destination URL the same,
except for the call-to-action you are A/B testing.

Let the ads compete. Accumulate enough data so the differences are significant. How
long you'll need to run the test will depend on how much traffic you'll get. If you'd like
to ensure that the data differences between your control and test ads are statistically
significant, you can enable Experiment settings in AdWords, which you can locate in
your campaign Settings page.

= Experiment2&T»

Steps for running an experiment Learn more

1. Specify experiment settings.
2. Make experimental changes to bids, keywords, and ad groups in your campaign.
3. Start experiment. As traffic accumulates, statistically significant differences may emerge.]

4. Evaluate experiment. Apply changes fully or remove changes.

Specify experiment settings.

Name

Control/experiment split |7/ | 50% control/ 50% experiment % |

Start 7| (#)No start date (Il start it manually)

End (7| ()30 days from start
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7. Measure test performance; if you are looking for more clicks, compare CTRs. The ad
that generates a better CTR will be your winner. If your primary goal is conversions,
evaluate conversion metrics.

8. Pause the loser and keep the winner. Decide for yourself what defines a winner. If you
have a 0.1 percent increase in CTR, it might not be good enough. Re-iterate and aim
for doubling your CTR.

9. Continue testing and refining to stay ahead of your competition.

An A/B test involves testing two versions of an ad to compare which ad generates more clicks
or more sales. You will see that 50 percent of your visitors are exposed to one version of your
ad, while the other 50 percent see another ad version. In the AdWords interface, you can
evaluate real time results of each ad to determine which one generates a better ROl. Some
tests will show great results, and others won't. However, testing is always better than guessing.

There's more...

Once you test different ad elements, you may wish to implement the winning ad phrases
across other ad groups in your account. For example, if you find through ad copy testing that
Save 20% works better than using Get $5 Off, you can apply that learning in your other
ads, as appropriate.

See also

» The Setting campaign ad rotation recipe
» The Writing effective ads recipe

» The Using experiments to test campaign changes recipe in Chapter 12, Advanced
Strategies and Features

Editing your ad text

One of the great features of AdWords is that you can change your ad copy at any time to
match the latest promotions. Unlike with traditional print advertising, changes you make
can go into effect within minutes.

If you have a high performing ad, do not edit it; pause it instead, creating new ads when you
want to run special promotions. If you edit a high-performing ad, that resets its history back
to zero.
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How to do it...

To edit a single ad, perform the following steps:

1. Navigate to the Campaigns tab and click on the Ads tab.

2. Hover over the ad you'd like to edit until you see a pencil icon, then click on it. This
will bring up the Edit window box, where you'll be able to edit any part of your text ad.

Ad groups Settings Ads Keywords

All but deleted ads Segment « Filter -

M Ciicks ~  vs Mone -

.

E = Christmas Gift Baskets »
Fresh Fruit, Cheese, Wine, & Mare.
Get Free Shipping Today Only!
Www.example.com

3. Make the necessary edits and click on Save to save your ad.
To edit ads in bulk, perform the following steps:

1. Sign in to your AdWords account.
2. Navigate to the Campaigns tab and click on the Ads tab.

3. Inthe search box, type in the phrase you'd like to edit. For example search for
Free Shipping.

Select the ads you'd like to edit by clicking the box in the menu bar.
5. Go to Edit and choose Change text ads....
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6. Choose the type of change you'd like to make. You can Set text, Find and replace,
Append text, or Change case.

Change text ads (2 ads selected)

Set text
Headline
Find and replace
Description line 1 Append text
Description line 2 Change case

Display URL <Nochange>
Destination URL | http:¥ | & | <Mo change>

Duplicate selected text ads and set text in duplicates

Keep in mind that any edit to an ad deletes the old ad and creates a new one.

Preview changes Cancel

7. You can Preview changes to see which ads will be edited and what they will look like.

8. Click on Make changes to implement your edits.

When you edit an ad, AdWords deletes your previous version and creates a new ad. All of your
statistics, such as impressions or clicks, start back at zero. The new ad may still need to go
through editorial approval.

» The Pausing or deleting ads recipe

Pausing or deleting ads

You can pause or delete ads in AdWords at any time. For example, you may need to pause
or delete ads that mention discounts or specials, which may be expiring. You should also
periodically review ad performance data and pause low performers, such as ads with low CTR.
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Getting ready

Decide if you'd like to pause or delete your ad. If you plan to run this ad again in the future, it
makes more sense to pause it, rather than to delete it.

How to do it...

To pause or delete ads, perform the following steps:

1.

2
3.
4

Sign in to your AdWords account.
Navigate to the Campaigns tab and click on the Ads tab.
Select the ads you'd like to pause or delete by clicking the box in the menu bar.

Go to Edit and choose Pause or Delete.

Ad groups Settings Ads Keywords

All but deleted ads Segment Filtter

M Clicks ~ vs None -

0 e Ad ® Enable

n Pause

® Delete

¥ e GiftB Change text ads...
Frest e

Copy to...

M e Gift B Recent bulk edits

Fresh Fruit, Cheese, Wine, & Mare.
Zet Free Shipping Today Only!
WWw.example.com
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When you pause or delete an ad, it stops that ad from showing. If you pause an ad, you can
un-pause it at any time. However, if you delete an ad, you will not be able to un-delete it. You
can still access a paused or deleted ad's history and performance data within the Ads tab.

See also

» The Editing your ad text recipe
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In this chapter, we will cover the following:

» Setting and adjusting campaign budgets

» Evaluating your current budget and potential impact of budget changes
» Setting and adjusting ad group level bids

» Setting and adjusting keyword level bids

» Enabling enhanced bidding

» Enabling conversion optimizer

» Adjusting CPA bids

» Setting separate bids for calls

» Predicting impact of bid changes using the Bid Simulator
» Modifying mobile bids

» Adjusting location bids

» Adjusting bids based on the day of the week and time of day
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Introduction

One of the great selling points of AdWords is that budgets are flexible and you can start
advertising and testing the system with only a few dollars. You also choose how much you
are willing to pay for individual clicks. Advertisers can lower or increase AdWords budgets
and bids at any time, based on changing business needs. This makes for an extremely cost
effective advertising solution that's flexible and easy to modify without long-term contracts
or budget commitments.

Setting and adjusting campaign budgets

All advertisers have budgets for their various marketing efforts, including AdWords. If you are
new to AdWords, your budget should be an amount you are comfortable testing with, while you
refine your campaigns and figure out what works for you.

Your AdWords budget controls how often your ads are shown. The greater your budget, the
more impressions your ads will receive. However, your budget should still be an amount you
are comfortable spending on AdWords.

M Start small while you test keywords and ads that generate the
Q best response. Once you figure out which campaigns convert,
you can easily increase your daily budgets.

Getting ready

Decide how much you would like to spend on each product category or service. Are some of
your products of greater priority to you? If so, make sure that you have the structure in place
to support separate budgets with unique campaigns for each category that should have its
own budget.

How to do it...

To set a budget for a new campaign, perform the following steps:

1. Click on + New campaign in the Campaigns tab.
2. Scroll to the Bidding and budget section of the campaign Settings page.
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3. Enter the daily budget you would like to set for your campaign in the Budget box.

Bidding and budget
Bidding option 7 Basic options | Advanced options

(=) Il manually set my bids for clicks

You'll set your maximum CPC bids in the next step.

(_)AdWords will set my bids to help maximize clicks within my target budget
Default bid 7 g

This bid applies to the first ad group in this campaign, which you'll create in the next step.

Budget $ per day

Actual daily spend may vary. |7

4. Click on Save and continue.
To adjust a campaign's budget, perform the following steps:

1. Sign in to your AdWords account, and click on the Campaigns tab.

2. Inthe campaign overview page, hover next to the campaign you'd like to edit and click
on the budget amount you'd like to adjust. In this example, we see a $10 daily budget
that we can change to a new amount.

Campalgns Ad groups Settings Ads Keywords Ad extensions Dim|

All but deleted campaigns Segment - Filter = Columns L= +

M impr.~ %5  None~

Cl + e Campalgn Budget 7 Status Clicks Impr. CTR  Awvg.
7 7 7 T CPC

O = 1 Search

Actual dally speand may vary.

O = Bl Placements
Test
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3. You can also adjust a campaign's budget by navigating to that campaign's
Settings page.
4. Enter the new amount and click on Save.

AdWords budgets are set per day, rather than per month. Multiply the daily budget amount
you choose by days in a month to figure out how much you'll spend in a given month.

Daily budgets are set per campaign and will apply to all ad groups and keywords within that
campaign. If you have multiple campaigns, add up each campaign's budget to figure out your
total AdWords budget. For example, if you have 5 campaigns with a $10 daily budget each, your
total daily budget would be $50 and you should be prepared to spend up to $1500 per month.

Because daily traffic patterns vary, AdWords may deliver more clicks and go over your actual
budgets on the busier days when there is more traffic available. This is to make up for the
slower days, when the system does not deliver enough traffic to maximize your daily budget.

There's more...

Your budget controls ad delivery or how often your ads will be shown. If your budget is more
conservative and less than the recommended amount, AdWords slows ad delivery and shows
your ads only intermittently, to avoid going over your set budget. This means that your ads
might not be displayed every time a user searches your keywords. Limited budget is one of the
most common reasons advertisers are not seeing their ads when searching on Google. com.

See also

» The Evaluating your current budget and potential impact of budget changes recipe

Evaluating your current budget and

potential impact of budget changes

Budget ideas is a tool in AdWords that can help you evaluate if there is more potential for
traffic within your campaigns, as well as how many more clicks you could get if you increased
your budget.

Getting ready

Most advertisers do not have unlimited budgets and will not be able to afford increasing
their spending to maximize all available clicks. Before you increase your budget, make sure
a campaign is profitable first. Review your conversions and cost-per-conversion data and
consider increasing your budget if the campaign is cost effective.
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How to do it...

To evaluate your current budget and potential impact of budget changes, perform the

following steps:

1. Click on the Campaigns tab, and check if any of your campaigns have the Limited by

budget message.

Campaigns

All enabled campaigns -

Ad groups

| @ ‘¥Campaign
(= e [ Shoes-

Settings Ads Keywords Ad extension
Segment Filter + Columns L~
Edit « Automate - -
Budget 7| Status 7
Search $41.00/day LLmited by budget [ul

2. Click on the graph icon to the right of the Limited by budget message to explore how
different budget increases can impact clicks and costs.

Medel and change budget on Shoes - Search

(*) Change existing budget 7

Estimated Daily
Dally Budget

Clicks
(*)575.10 (new) 105
()558.00 .
(0)$41.00 (current) 71
(530,70 53
(820,50 -

() Seta different budget:
5

(_) Keep current budget and use automatic bidding

Estimated Daily
Cost

$60.10

$55.50

$40.60

$30.30

$20.00

Your campaign has reached its daily budget on 7 of the last 7 days. It's likely that you missed out on potential clicks during those 7 days. This tool is
available when your campaign is “Limited by budget," because your daily budget is below the recommended budget.

Estimated CPC

$0.57

$0.57

$0.57

$0.57

$0.57

Estimates are based on this campaign's performance data from Dec 6, 2012 to Dec 12, 2012 assuming you used your current budget of $41.00. |7

Have our system try to get the moest clicks possible within your current budget ($41.00). 7

Wiew: Clicks |Impressions  m Current = Missed
1304
120

1101

120812 121212

1279712

3. Choose your new budget amount and click on Apply now to increase your budget.
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The AdWords Limited by budget message means that your ads are not shown as often as they
could be if your budget was higher. Your current budget is below the system-recommended
amount to maximize impressions and clicks. Your ad delivery slows throughout the day to avoid
going over your set budget, and your ads are not showing every time your potential customers
are running a search for your keywords.

If you are unable to increase your budget to the system-recommended amount, you can also
lower your bids to get more clicks out of a limited budget.

» The Setting and adjusting campaign budgets recipe
» The Setting and adjusting ad group level bids recipe

Setting and adjusting ad group level bids

Bidding competitively in an ad auction is a key ingredient in obtaining your desired ad position
and getting traffic to your website. While your budget controls how often your ads are shown,
your Max cost-per-click (CPC) controls your ad rank, or where your ads show on Google . com.

Getting ready

Decide how much you are willing to spend on each set of keywords. Analyze average CPCs
for similar terms using Google's keyword tool as well as third-party tools, such as SpyFu,
which you can access at http://www.spyfu.com/. Keep in mind that SpyFu only
provides data for the US and UK. If you need international data, try KeywordSpy at
http://www.keywordspy.com/ or SEMrush at http://www.semrush.com/.

How to do it...

To set an ad group bid in a new campaign, perform the following steps:

1. Click on + New campaign in the Campaigns tab.
2. Scroll to the Bidding and budget section of the campaign Settings page.
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3. Enter the Default bid value, which will apply to the first ad group you create.

Bidding and budget

Bidding option 7  Basic options | Advanced options
(®)1'l manually set my bids for clicks

You'll set your maximum CPC bids in the next step.

() AdWards will set my bids to help maximize clicks within my target budget

Default bid ? 5

This bid applies to the first ad group in this campaign, which you'll create in the next step.

Budget 7 $ per day

Actual daily spend may vary. |7

4. Click on Save and continue.
To adjust an ad group's bid, perform the following steps:

1. Click on the Campaigns tab.
2. And then click on the Ad Groups tab.

3. Navigate to the ad group you'd like to edit and click on the Default Max. CPC amount
you'd like to adjust.

4. Enter the new amount and click on Save.

Your ad group bid is the most that you are willing to pay per click for all of the ad group's
keywords. The ad group's max CPC will apply to all keywords within an ad group, unless you
set keyword level bids, which then override ad group bid defaults. The higher your max CPCs,
the greater your chances of achieving a better ad rank and a top spot.
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If you'd like to edit multiple ad groups, you can change bids in bulk. Select all of the ad groups
you'd like to adjust bids for and choose Change bids from the Edit menu. You'll be able to
preview changes before they go live.

Ad groups Settings Ads Keywords Ad extensions

All ad groups - Segment Filtter + Columns L

Change bids (2 ad groups selected)

Action Set + Default max. CPC ~  $
Preview changes Cancel

See also

» The Analyzing budgets and bids to determine market saturation recipe in Chapter 1,
Researching the Market and Competition and Setting Goals

» The Setting and adjusting keyword level bids recipe

Setting and adjusting keyword level bids

In addition to being able to set ad group level bids, which apply to all keywords within an ad
group, you can also set keyword level bids. Individual keywords within an ad group will perform
differently, and you'll want to consider increasing bids for low position keywords or decreasing
max CPCs for keywords that are not profitable.

Getting ready

Before you adjust bids, research keyword performance. Pay special attention to the
following keywords:

» Costly keywords with no conversions or few conversions: Decrease bids for
keywords that you are spending money on but that are not converting. For example,
with a target CPA of $10, decrease bids on keywords that are generating conversions
ata $15 CPA.
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» Keywords below first page bid: Consider increasing bids on keywords that are not
shown on the first page of Google's search results.

» Cost effective keywords: Increase bids for keywords that are generating profitable
conversions to boost ad rank and get more clicks. For example, with a target CPA of
$10, increase bids on keywords that are generating conversions at a $7 CPA.

How to do it...

To set or adjust keyword level bids, perform the following steps:

1. Click on the Campaigns tab.
2. Click on the Keywords tab.

3. Find the keyword you'd like to adjust the bid for and click on the Max. CPC field. Enter
a new max CPC value and click on Save.

Settings Ads Keywords Ad extensions Auto targets Dimensions w7

All but deleted keywords ~ Segment + Fittar Columng + 1~ 3 Sear
Edit - Keyword details - Automate -

B s Keyword Status 7 Max. CPC Clicks ¥ Impr. CTR 7

- ? ?

7 7
[ @ [cosmetic contacts] [ Eligible '-“ Cancel

[ Bid simulator
Set keyword specific bid.
[ @ +cosmetic+contact +lens I Eligible Leave blank to use default bid.

4. You can also adjust keyword bids by selecting one or multiple keywords and choosing
Change bids from the Edit menu.

Each ad group has a default bid, which applies to all of the keywords within an ad group,
unless you set keyword level bids. If you set a keyword specific max CPC, that bid overrides
the ad group level default values.

You can change keyword bids in bulk by selecting multiple keywords and choosing the Change
bids from the Edit option on your Campaign Management page.
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See also

» The Setting and adjusting ad group level bids recipe

Enabling enhanced bidding

AdWords offers several tools that help you maximize conversions and get more out of your
budget. Enhanced CPC (eCPC) changes your bids by lowering them on keywords that are less
likely to convert, and increasing bids on keywords that do convert.

Getting ready

You will need to have implemented conversion tracking in your AdWords account. There are no
minimum conversion requirements to start using eCPC, which means that you can enable this
feature as soon as your campaigns start generating conversions.

How to do it...

To enable enhanced bidding, perform the following steps:

1. Click on the Campaigns tab, and click on the campaign you'd like to enable eCPC in.
Navigate to the Settings tab.

Scroll to the Bidding and budget section of the campaign Settings page.

Under Bidding option, mark the checkbox under Enhanced CPC.

ok 0N

Click on Save.

Bidding and budget

Bidding option 7 a X
(*)Focus on clicks - use maximum CPC bids

(=)l manually set my bids for clicks

(_)AdWords will set my bids to help maximize clicks within my target budget

Enhanced CPC 7

™ Use my conversion tracking data and bids to optimize for conversions
nhanc will dynamically adjust your Max. up or down for each auction in an effort to acquire more
conversions while maintaining your current CPA. As a result, a given click could cost up to 30% more than your

Focus on conversions (Conversion Optimizer) - use CPA bids
Unavailable because this campaign doesn't have enough conversion data.

(_)Focus on impressions - use maximum CPM bids

“ Cancol
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Enhanced CPC automatically adjusts your max CPCs up or down for each auction with the
goal of increasing conversions while maintaining your CPA. If you enable eCPC, AdWords
could increase your bids up to 30 percent more than your original bid.

See also

» The Creating a conversion goal in AdWords to track leads or sales recipe in Chapter
3, Tracking beyond the Click

» The Enabling Conversion Optimizer recipe

Enabling Conversion Optimizer

Savvy advertisers measure conversions and adjust bids based on how much they are willing
to pay for each conversion. This can be done manually by regularly reviewing your conversion
data, or you can take advantage of Conversion Optimizer in AdWords. It uses historical data
to predict which clicks are more valuable to you and adjusts bids in real time to maximize
conversions without additional work on your part.

Getting ready

In order to use Conversion Optimizer, you will need to implement conversion tracking in your
AdWords account and your campaign will need to have received at least 15 conversions in the
last 30 days. If your campaign did not generate 15 conversions in the last 30 days, you will
not have the option to enable Conversion Optimizer and you will need to wait until you receive
the required number of conversions.

How to do it...

To enable Conversion Optimizer, perform the following steps:

1. Click on the Campaigns tab.

Click on the campaign that you'd like to enable Conversion Optimizer for.
Go to the Settings tab.

Scroll to the Bidding and budget section and click to edit Bidding option.

ok 0N

Select Focus on conversions (Conversion Optimizer). If the campaign is not eligible
to use Conversion Optimizer, you will not be able to select this option.
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6. Choose from:

o Start with recommended bid: AdWords will show you what target CPA it
recommends based on the last 30 days of conversion data. If you are new
to CPA bidding, | recommend you go with this option.

o Start with custom bid $: You can enter your own custom target CPA bid
you'd like AdWords to optimize for. Maybe you are OK with a slightly higher
CPA than the system-recommended bid. If you choose a higher bid than the
system-recommendation one, your CPA will increase and you'll also get more
clicks. On the other hand, if the most recent CPA average is too high, you
can enter a lower target CPA bid. Keep in mind that entering a bid lower than
the recommended amount may help lower your CPA but it will also limit your
traffic, since Conversion Optimizer will need to bid less to stay within your
lower target CPA.

o Starts with previous target CPA bids: If you previously used Conversion
Optimizer and disabled it, you can go back to your previous target CPA bids.

Bidding and budget

Bidding option 7 .
(_Focus on clicks - use maximum CPC bids

(1"l manually set my bids for clicks

(_AdWords will set my bids to help maximize clicks within my target budget

If you select autornatic bidding, ad scheduling will be turned off and your ads will show all week.

(=) Focus on conversions (Conversion Optimizer) - use CPA bids
Advanced options
Set an initial target CPA (1-per-click) bid for your ad groups
(+)Start with recommended bid: $12.00

This is approximately equivalent to a maximum CPC bid of $0.88
() Start with custom bid $ Target CPA

() Start with previous target CPA bids |7

When you click 'Save', your default bid will be set for all ad groups in this campaign. To edit
your bids later, navigate to the ad group you wish to update.
Your current maximum CPC bids will be saved so you can return to manual bidding later.

7. Click on Save after making your selection.

8. The target CPA bid you choose will be applied to all ad groups within your campaign.
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Conversion Optimizer adjusts your bids automatically with the goal of getting the most
possible conversions out of your budget. It lowers bids on less profitable keywords and
increases them on keywords that are more likely to convert.

Conversion Optimizer takes into account historical conversion information, such as the
customer's location and times of the day conversions are likely to take place. The more
historical conversion data you have, the better the tool is able to predict which clicks are
valuable. Advertisers with limited conversion data may not see the best results, so do not
rush into using the tool.

If you are not happy with the results that you get while using Conversion Optimizer, you can
disable it at any time. Your bids will revert back to the max CPCs you were using prior to
implementing Conversion Optimizer.

It will take a couple of weeks or longer, depending on how
. much traffic your campaign receives, before you'll be able
% to gauge the effects of using Conversion Optimizer. Analyze
K your CPA and conversion rate before and after enabling
Conversion Optimizer to assess its effectiveness and if you
should implement it across other campaigns.

There's more...

Your conversion rate and average CPA depend partly on other factors, besides the bidding option
you are using, such as seasonality, what your competition is doing, changes in your pricing,
website, or changes to your keywords and ads. Once you enable CPA bidding, do not make too
many changes to your campaign while you evaluate the effects of Conversion Optimizer.

See also

» The Adjusting CPA bids recipe

Adjusting CPA bids

If you are using the AdWords Conversion Optimizer, you should continue to adjust CPA bids to
get the traffic and results you desire.
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Getting ready

Review the ad group's performance within the campaign that's using Conversion Optimizer.
You can sort the performance data by various metrics to isolate ad groups that need

CPA adjustments.

Ad group performance trend

Recommended CPA change

Converting at a higher CPA than desired

Generating a lot of clicks and high costs without any conversions
Converting below CPA target

Not getting enough traffic

Appearing in a low average position within or below CPA target

Decrease CPA bid
Decrease CPA bid
Increase CPA bid
Increase CPA bid
Increase CPA bid

How to do it...

To edit ad group CPA bids, perform the following steps:

1. Click on the Campaigns tab and click on the campaign that's using

Conversion Optimizer.
2. Click on the Ad groups tab.

Identify the ad groups you'd like to adjust, for example, ad groups that are converting

at a higher than comfortable CPA.

4. Click on the Max. CPA or Target CPA field. Enter a new CPA bid and click on Save.

Ad groups Settings Ads Keywords Ad extensions Dimension
All enabled ad groups - Segment - Filter Columns - |~
+ New ad group Edit + Automate «
] . Ad group + Status  Max. CPA Max. Clicks Impr.
7 (1-per- CPP|? ? ?
click)
[ e Branding Eligible & 47.0q Cancel I

5. You can also change CPA bids by selecting one or multiple ad groups and choosing

Change bids from the Edit menu.
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Increasing CPA bids will signal to AdWords that you are comfortable with a higher CPA, and
AdWords will get you more clicks by increasing your max CPCs. You'll see an increase in
conversions at a higher CPA.

Decreasing CPA bids will result in AdWords lowering your max CPCs. You'll get less traffic and
fewer clicks but at a lower CPA.

The following advanced options are available in your bidding campaign settings for
Conversion Optimizer:

» Max. CPA: The most you are willing to pay for any particular conversion
» Target CPA: This is the average amount you would like to pay for each conversion

You can switch from Target CPA to Max. CPA at any time in your campaign Settings page,
depending on which metric you are more comfortable with.

» The Creating effective ads recipe in Chapter 6, Writing Compelling Ads

Setting separate bids for calls

For many businesses, calls are more important than clicks or even web-based leads.
Getting to talk to someone who's considering your product or service directly can make
the difference between converting that person to a lifelong customer or losing a sale to
a competitor. Because Google understands just how valuable phone calls are, AdWords
offers Max. CPP (cost-per-phone call), which is the option to set unique bids for calls.

Getting ready

You'll need to enable call extensions in AdWords and choose to use Google's call forwarding.
The feature is only available in select countries.

Before you are able to bid separately on calls, you'll also need to meet a number of calls that
came via your call extension. If you do not yet meet that threshold, you will see Ineligible Bid
in the CPP Bid column.
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How to do it...

To set max CPP bids, perform the following steps:
1. Click on the Campaigns tab, and then click on the campaign where you'd like to set
unique bids for calls.
2. Click on the Ad groups tab.

3. Click directly in the ad group table on the Max. CPP row and enter a new max CPP
amount for a specific ad group. Click on Save.

4. You can also select the ad groups you'd like to edit bids for and choose Change bids
from the Edit tab.

5. Click on Preview changes to see which ad groups will be edited, and choose Make
changes to implement bid edits.

Ad groups Settings Ads Keywords Ad extensions

All enabled ad groups Segment - Filter - Columns -

Change bids (1 ad groups selected)

Default max. CPC

Pre\  Display network max. CPC

Max. CPM

# @« Adgroup T& Target CPA (1-perclick) Impr.

| 7

Max. CPA (1-per-click)

Max CPP (cost-per-phone call) is the maximum amount you are willing to pay per phone call
through call forwarding. The minimum CPP you can use is $1. Your max CPC, or the most you
are willing to pay per click, can be less than your max CPP.
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In order to be able to set max CPPs, you'll need to use call extensions with Google's call
forwarding. With call forwarding, Google shows a toll free phone number in your ads, which
forwards to your business phone number.

There's more...

If you decide to use max CPP, you'll only pay if someone decides to call the call-forwarding
number from your ad. If a customer clicks through to your website and calls the customer
support number on your home page, you will not pay Google for that call.

See also

» The Setting up call extensions recipe in Chapter 12, Advanced Strategies and Features

Predicting impact of bid changes using the

Bid Simulator

Ever wonder how changing your bids might impact traffic? While there is no way to know for
sure, Google's Bid Simulator can help you make informed predictions based on your most
recent performance.

Getting ready

Choose an ad group or multiple ad groups you'd like to edit bids for. Here are the ad groups
you may wish to increase bids for:

» Ad groups appearing in a low position
» Ad groups generating profitable conversions

Ad Groups you may want to decrease bids for include the following;:

» Ad groups generating no conversions despite high costs
» Ad groups generating conversions at a high CPA

How to do it...

To use the Bid Simulator, perform the following steps:

1. Click on the Campaigns tab.
2. Click on the Ad groups tab.
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3. Click on the graph icon below an ad group's bid and explore how different bids could
have affected your traffic.

Bid Simulator x

Use this tool to explore how bid changes could impact your Search Network traffic. Changes can be made here and applied directly to your
ad group. Learn more

Model and change bid on Thailand Travel
Cost

Max. CPC 7 Estimated clicks Estimated cost Estimated impr.  Estimated top impr. |7 CAG46.80
(ICAS163 45 CA%$46.80 2430 B94

(ICAS1.37 a7 CA$31.90 1,960 575

(ICA31.16 H CA522.90 1,520 385

(®)CAS1.00 {curren) 24 CA$15.00 1,120 256

- CA$S.02
, 18 27 36 45

(_/CA3082 16 CA$9.02 806 160 Clicks

(O)Use a different bid: CAS

Simulation based on performance from Dec 13, 2012 to Dec 19, 2012. These estimates do not guarantee similar results in the future. Learn more

“ Cancel

4. Choose a new max CPC and click on Save to apply it directly to your ad group.

The Bid Simulator allows you to estimate how specific bid changes could impact your traffic.
The tool evaluates performance over the last seven days and computes what your performance
would have been like over the past week had you used a different bid. You can also see how
many top of the page impressions a different bid would have received.

There's more...

The estimates are restricted to the Search network and do not include the Display network.

The Bid Simulator does not work with campaigns that are using automatic bidding or
the Conversion Optimizer. It also is not available in limited budget campaigns that have
consistently reached the daily budget over the past seven days.

See also

» The Setting and adjusting ad group level bids recipe
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Modifying mobile bids

The default option for all new advertisers when creating accounts is to have all campaigns
opted into all devices, including computers, tablets, and mobile phones. However, you can and
should adjust bids for mobile, depending on what types of results you are getting.

Getting ready

Analyze past mobile performances to determine how much traffic you received from mobile
and how this traffic has historically converted for you. If conversion rates are on par with
computers and tablets, leave mobile bids the same as the default. If mobile conversion rates
are much lower, decrease the bids. On the other hand, if you get better performance from
mobile, you can also increase bids to capture even more mobile traffic.

Device Conversion rate Bid adjustment
Computers 3 percent Default

Tablets 3.5 percent Cannot be adjusted
Mobile 1.5 percent Decrease

Mobile 4 percent Increase

Visit your website on a mobile device to see if it's mobile friendly. If the user experience is not
ideal and it's difficult to navigate your website on a smartphone, decrease bids. Also, consider
investing in a mobile-optimized website, which will become increasingly vital as the mobile
user's base continues to grow. Explore http: //www.howtogomo.com/ to see how your
current website looks in mobile and to find additional resources.

How to do it...

To modify mobile bids, perform the following steps:

1. Go to the Campaigns tab.

2. Click on the specific campaign you'd like to edit.
3. Goto the Settings tab and select Devices.
4

The screen will show you your campaign's past performance for all three devices.
Adjust the date range to All time near the top of your Campaigns tab to include past
performance data.
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5. Next to Mobile devices with full browsers, click in the Bid adj. column.

Ad groups Settings Ads Keywords Ad extensions Dimensions 4

All settings Locations Ad schedule

Filter Columns L=
Device Bid ad]. + Clicks | - Impr.
Computers 104,323 G642 823

Mobile devices with full browsers %

. to see an example.
Tablets with full browsers Increase by P

Total Decrease by

6. Choose from Increase by or Decrease by and enter your % change.
7. To opt your campaign out of mobile completely, choose Decrease by and enter 100%.
8. Click on Save.

Mobile bid adjustments help you increase or decrease bids for mobile devices. Bid
adjustments are set as a percentage of your default bid.

Mobile bid adjustments are not compatible with Conversion Optimizer, so if your campaigns
are taking advantage of CPA bidding, modifying bids will not have any effect. However, you

can still opt for a Conversion-Optimizer-enabled campaign for mobile devices by using a
100-percent mobile bid decrease. Mobile bid adjustments are not compatible with Conversion
Optimizer since this feature already takes into consideration devices users are searching from
when adjusting bids.

There's more...

Currently, AdWords does not provide an option to modify tablet bids. They are the same as the
default computer bids.

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 7

» The Optimizing bids for ROI recipe in Chapter 11, Optimizing Performance

Adjusting location bids

With some recent improvements to AdWords, advertisers can now modify bids for different
locations all through a single campaign. Location-specific bids can help you achieve higher
ad rank in places where you get the best response and spend less in regions and cities that
don't work as well. For example, a retailer selling snow tires can set higher bids for customers
searching from snowy Colorado than for people who are located in sunny California.

Getting ready

First, you'll need to analyze the results you are getting from you current target locations.
To see location specific data, follow these steps:

1. Click on the Campaigns tab.

2. Choose a campaign to focus on and click on the Settings tab.
3. Click on Locations.
4

From the Location details drop-down menu choose What triggered your ad or
Where your users were. The option Where your users were reports on the physical
location of users that saw your ads. The option What triggered your ad also includes
locations users were searching for or viewing pages about.

Ad groups Settings Ads Keywords Ad extensions Dimensions

All zettings Locations Ad schedule Devices

Fitter - Columns L=
Delete Location details
| Location What triggered your ad  gj. +  Clicks

United States Where your users were N 4158
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5. Choose the geographic level of detail. Your options are:
o  Country/Territory
o Region
o City
o Most specific location

Ad groups Settings Ads Keywords Ad extensions Auto targets Dimensions v

All settings Locations Ad schedule Devices

View: Country/Territory - Filter + Columns
I Country/Territory
Region
City tions that triggered the ad to show based on where people were located,

Most specific location

6. Review performance data by geographic level of interest (such as by city), including
conversions. Are some regions performing better than others? If you do not have
historical data, think about where your products or services are the most successful.

How to do it...

Once you understand which locations are performing better, you'll be able to adjust bids
through the Locations setting of your campaign.

Ad groups Settings Ads Keywords Ad extensions Dimensions ik

All settings Locations Ad schedule Devices

1. Click on Locations to see location details.

2. Sort by performance metric of interest, such as Cost / conv. (1-per-click).
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3. Select low performing locations and go to Add targets and set bid adjustments.
For low performers, choose Decrease by and enter a % amount. Click on Add.

4. Next, select your high performing regions, go to Add targets and set bid
adjustments, and choose Increase by with a specific % amount. Click on Add.

Location bids are adjusted at the campaign level and this process will need to be repeated for
additional campaigns for which you wish to modify bids.

Add targets and set bid adjustment

Add the selected locations to your target list and adjust your bids for selected campaigns. Your bids will not be adjusted if you enter "0" (zero
the field below.

Adjust bids

Increase by %
Optional ¥ 20 R85

Example: A $10.00 bid will become $12.00.

n Cancel

(] Location Added/Excluded Clicks Impr. CTR Avg. +Cost *| Avg Conv. Cost/ Conv. rate
- CPC Pos. (1-per- conv. (1 (1-per-
click) per-click) elick)
™  Miami, Florida, Uniled States None B = i B 1 Bl [ | ] Bl
[.‘_.‘j New York, New York, United MNone u LT | = 1 [ | | EL=
States

Location bid adjustments allow you to increase or decrease bids for specific locations within a
single campaign. Bid adjustments are set as a percentage of your default bid.
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There's more...

In addition to increasing or decreasing bids, you can also exclude locations to prevent your
ads from serving in low performing geographic areas. The following screenshot highlights the
Exclude option in your Locations tab, where you can block specific locations:

All settings Locations Ad schedule Devices

View: City = Fitter = Columns
« Back to locations
What triggered your ad

This report shows the locations that triggered the ad to show based on wh
viewing pages about.

Add targets and set bid adjustment Exclude * Download

» The Modifying mobile bids recipe

Adjusting bids based on the day of the week

and time of day

If you find that certain days or times of the day bring more valuable web traffic, you can have
AdWords automatically adjust your bids to maximize on these patterns. For example, a coffee
shop may want to bid more aggressively during its peak morning hours.
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Getting ready

Figure out when you get the most valuable traffic. You can use the Dimensions tab in AdWords

to analyze performance by day of the week or by hour.

Ad groups Settings Ads Keywords Ad extensions Dimensions hd
View: Hour of day + Filter + Columns = +
Conversions " pr. CTR Avg. CPC Cost Avg. Pos. Conv. (1-per-click)
Reach and frequency  *
695  3.74% 5046 51198 28 2
Labels 3
ROT__ 3440 5050 51204 28 5
Time ¥ Day of the week
$048  $9.08 27 0
Destination URL Day
. $0.43 $6.40 27 2
Geographic Week
. 50.54 56.44 29 1
User locations Menth
Search terms Quarter 5042 §2.95 3 0
Free clicks Vear $0.56  $2.26 3 0
Call details Hour of day $047  $094 28 0
8 2 59 39% 5078 §1.56 29 a

Cost | conv. (1-per-click)

$5.99
$2.41
$0.00
$3.20
$6.44
$0.00
$0.00
$0.00

$0.00

Conv. rate (1-per-click)
7.69%
20.83%
0.00%
13.33%
B8.33%
0.00%
0.00%
0.00%

0.00%

You can also see performance data in your Ad schedule campaign settings page. Click on
Schedule details and choose Day of the week or Hour and day of the week.

Ad groups Settings Ads Keywords Ad extensions
All settings Locations Ad schedule Devices
Filter Columns I~

ooon [Sommon

Day of the week

(| Dayand time

Hour and day of the week

Dimensions 7

Impr.
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How to do it...

To adjust bids based on the day of the week or time of the day, perform the following steps:

1. Go to the Campaigns tab and click on the specific campaign you'd like to edit.

2. Go to the Settings tab.

3. Select Ad schedule.

4. Click on Edit ad schedule.

5. Click on + Create custom schedule.

6. Choose the days when you'd like your ads to run. To make different bid adjustments for
different hours of the day, you'll need to create multiple ad schedules and then adjust
bids for them. In our coffee shop example, we'll create three different time slots.

Time slot Bid adjustment
6:00 - 10:00 10 percent bid increase
10:00 - 15:00 No bid adjustment
15:00 - 18:00 10 percent bid decrease
Ad groups Settings Ads Keywords Ad extensions Dimensions
All settings Locations Ad schedule Davices
Filter Columns L~
Edit ad schedule
By default, eligible ads may be shown at any time within a 24-hour day, any day of the week.
All days - 06 ~ I |00 * to 10 b 00
All days - 10 - | 0D * to 156 - 00
Al days - 15 ~* | 0D * to 18 | 00
+ Add
Display cleck (_112-hour  (*)24-hour
Time zone America/New_York (cannot be changed)
160
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7. Click on Save after you have selected your desired days and hours.

8. Next, you'll see a list of the days and times your ads will be running. Clicking on the
Bid adj. column next to each time slot will allow you to increase or decrease bids.

Ad groups Settings Ads Keywords Ad extensions Dimensions -

All settings Locations Ad schedule Devices

Filter - Columns + |

Edit ad schedule Delete Schedule details «

= Day and time Bid ad]. + Clicks - Impr.

1 Monday, 06:00 AM - 10:00 AM ncreaseby ~ | 4] %

Example: A $10.00 bid will become $10.50.
(] Monday, 10:00 AM - 03:00 PM

Save Cancel

(] Monday, 03:00 PM - 06:00 PM [ seve GV

O Tuesday, 06:00 AM - 10:00 AM Setting multiple bid adjustments? Here's an example:
United States x Saturday = Result

[} Tuesday, 10:00 AM - 03:00 PM +20% (1.20) -5% (0.85) +14% (1.14)

9. Click on Save after modifying each time slot's bid. Bids you do not modify will remain
at 100 percent of the default.

Ad scheduling bid adjustments help you increase or decrease bids for certain days of the
week or hours of the day to maximize ad exposure during important time periods. Bid
adjustments are set as a percentage of your default bid.

There's more...

If you are using Conversion Optimizer as your bidding strategy, you will not be able to set up
ad-scheduling bid modifications. Conversion Optimizer is a robust AdWords tool that already
takes into account when your conversions are happening and optimizes bids to maximize ROL.
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See also

» The Enabling Conversion Optimizer recipe
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Running Display Ads

In this chapter, we will cover the following:

» Creating an automatic placements campaign

» Creating a managed placements display campaign

» Researching and adding display placements

» Targeting display sites based on topics

» Excluding irrelevant and poorly performing placements

» Avoid displaying your ads on certain pages

» Excluding categories of sites and potentially sensitive topics
» Adding image ads to display campaigns

» Creating rich image ads with Display Ad Builder

» Analyzing relative CTR to benchmark display performance

www.it-ebooks.info


http://www.it-ebooks.info/

Running Display Ads

Introduction

The Google's Display network (GDN) helps advertisers reach a greater audience through ads
that show on websites outside of Google . com, such as news, blogs, and a variety of popular
or niche websites. The Display network can be a great supplement to search campaigns.

It helps advertisers reach customers who may not be searching for products and services,
but can still be enticed by relevant ads as they browse the Internet. A well-executed display
campaign can lift your search performance and helps build trust as people move through the
purchase funnel.

Before creating display campaigns, define who you would like to reach. As a best practice,
always keep search and display campaigns separate, so that you can use separate budgets
and analyze and maximize each network's potential.

If you are mainly interested in branding, you have the option to pay for impressions on GDN
through maximum CPM (cost-per-thousand impressions) bidding. With CPM bids, you pay for
impressions rather than clicks. However, for advertisers who are interested in sales or leads
(most advertisers), max CPC bidding is the recommended bidding option for display.

Creating an automatic placements

campaign

If you are new to Google Display, | recommend you start with automatic placements. This

is where AdWords shows your ads on relevant websites based on your keywords and other
factors. You have the option to simply opt a search campaign into the Google Display network,
however, that is not the recommended setup. | recommend creating a new AdWords campaign
targeting Google Display only, so you can allocate a separate budget and customize other
settings for display.

Getting ready

Decide how much of your budget you'd like to allocate for testing display. Start with a smaller
budget until you evaluate if display will work for you while you optimize your campaign.
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How to do it...

To create an automatic placements display campaign, perform the following steps:

1.
2.
3.

10.

Click on the Campaigns tab.
Click on + New campaign to create a new campaign.

Choose Display Network only:

[d Search & Display Networks
Best opportunity to reach the most customers

1 Search Network only
Google search and search partners

EH Display Network only
zoogle's network of partner websites

Online video

Name your campaign. | recommend including Display in your naming convention for
easier reporting and analysis.

Choose your target locations and languages.

Choose your bidding option. | recommend you start with I'll manually set my bids for
clicks for greater control over how much you bid on each ad group.

Set a daily Budget. Start small while you optimize and evaluate the effectiveness
of display.

Click on Save and continue.

Next, you'll create your first display ad group. Choose an ad group name that reflects
the theme of the keywords you'll add.

Choose your Default bid value. This is the most you are willing to pay for clicks in
an ad group.
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11. Under Choose how to target your ads, select Display Keywords:

Ad Group name San Francisco Hotels

Default bid 7 g 1

Choose how to target your ads

(=) Display Keywords — show ads on sites related to your keywords.
() Interests & Remarketing — show ads to people based on their interests.

(_)Use a different targeting methad

12. Enter your keywords into the keyword box and click on Find related keywords for
additional ideas. Select a small, targeted keyword list of 3 to 5 keywords and no more
than 20 keywords. Smaller keyword lists tend to work better on the Display network.
Keywords are used to identify websites with similar themes and therefore function
very differently from keywords in your search campaigns. You do not need to use
misspellings or be too specific with your keyword lists, as this might filter out too
many relevant websites.

Display Keywords 7

Enter keywords one per line Selected keywords: 3
sfhotels « san francisco hotel deals
san francisco hotels
& cheap san francisco hotels
P
« san francisco hotels downtown

Find related keywords Add keywords
Or select from sample keywords
san francisco hotels union square »
san francisco hotels downtown
san francisco luxury hotels »
san francisco hotel deals
cheap san francisco hotels

san francisco boutique hotels »

Narrow your targeting further (optional)
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13. Click on Save and continue.

14. Next, create an ad. You can run image, display rich media, text, and video ads in your
display campaigns. If you have image or video ads, you can add them to your campaign.

15. If you do not have an image ad, you can use the Display ad builder feature to create
one. Keep your ad targeted to your keyword list and follow other ad copy best practices,
such as including calls-to-action and special offers. You do not need to add all ad
formats at once and can come back to add in additional ad formats at a later time.

16. Click on Save ads when you are done.

17. Create additional ad groups following the same guidelines of small keyword lists and
targeted ads. | recommend you start with several display ad groups, rather than just
one, as they will likely perform differently based on the keywords and ads you choose.

With automatic placements, AdWords uses your keywords and other factors to match your
ads to relevant placements that are part of Google's Display network. Rather than choosing
specific placements to show ads on, AdWords places your ads based on your ad group's
theme, matching it up to relevant websites on the Display network through contextual
targeting. For example, if you have an ad group with keywords related to dog toys, your ads
could show next to an article that discusses dog training techniques.

The easiest way to get started with AdWords display is to create a campaign that's a mirror
version of your search campaign, customized for the Display network. You can quickly create
a duplicate version of your search campaign with AdWords Editor. Copy and paste an existing
campaign and make sure to select the appropriate networks for your new display campaign
under the Campaigns tab. You might need to make some edits to your keywords, removing
keyword misspellings and keywords that are too specific, keeping your keyword lists small and
targeted. Keyword match types are not relevant for display campaigns, so you should just use
the broad match modifier.

» The Creating a managed placements display campaign recipe
» The Adding image ads to display campaigns recipe

» The Copying campaigns or ad groups with AdWords Editor recipe in Chapter 13,
Managing Campaigns
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Creating a managed placements campaign

In addition to letting AdWords contextually target ads based on your keywords (automatic
placements), you can choose specific websites you'd like to show ads on (managed
placements). This is a good strategy for advertisers who only want to show ads on specific
websites and want more control over where their ads are shown.

Getting ready

Brainstorm websites or types of websites where you'd like your ads to be shown. These
properties may or may not be part of Google's Display network, but you'll be able to research
them and find similar websites as you create your campaign.

How to do it...

To create a managed placements display campaign, perform the following steps:

1. Go to your Campaigns tab.

2. Click on + New campaign to create a new campaign.
3. Choose Display Network only.
4

After choosing all of the relevant campaign settings and your budget, click on
Save and continue.

5. Name your new ad group and choose the Default Bid value. This bid will apply to all
placements you choose within this ad group, unless you set placement-specific bids,
which will override the default ad group bid.

6. Under Choose how to target your ads, select Use a different targeting method and
select Placements:

168

www.it-ebooks.info


http://www.it-ebooks.info/

Ad Group name

Default bid

‘ Select a targeting method -

Topics

Placements

Age

. Gender

Relevant Websites

5

Choose how to target your ads

() Display Keywords — show ads on sites related to your keywords.
(JInterests & Remarketing — show ads to people based on their interests.
(*) Use a different targeting method

Show ads on pages about specific subjects

Show ads on websites that you choose

Chapter 8

7. Inthe next step, you'll be able to search for placement ideas by entering a word,
phrase, or website. The tool provides data on how many impressions each placement
receives as well as what ad types (text ad, image ad, audio ad, or In-Stream ad) each
placement accepts. The In-Stream ads are video ads that appear as an ad break

before or during YouTube partner videos.

Placements 7

Search for placement ideas

san francisco

travel.travelo... [EA1E|
cBbOfE000755a ... e
fd95506ad06aak... EE
pressdemocrat.com [EAIES|
bearinsider.com [ES1ES|
49erswebzone.com [ES1ES]
bearinsider.co... [ES1ES]
blog.sfgate.com [EA1ES]
sf.funcheap.com [EI]E]
gosur.com [EalE|
about.com » Wa_.. EE

Add multiple placements at once 7

500,000+

500,000+

500,000+

100,000 - 500,000
100,000 - 500,000
100,000 - 500,000
100,000 - 500,000
100,000 - 500,000
100,000 - 500,000
100,000 - 500,000
100,000 - 500,000

Search

Selected placements: 4

« examiner.com

L sfgate.com

« cnn.com::travel article, Bottom right
« hotelreservations.com
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8. Select the placements you'd like to add and click on Save and continue.

9. Add text, image, display, or video ads to your ad group. Add a combination of different
ad formats for greatest reach.

10. You can create additional ad groups with different placements or types of websites.

Placements are websites, specific pages on a website, app, or ad units within a webpage
where AdWords shows ads. A website needs to be part of Google's Display network to be
eligible as a placement. You'll also need to win a bid in each ad auction in order for your

ads to be shown.

targeting popular websites.

There's more...

In addition to selecting specific placements to show ads on, you can narrow your targeting
further by the following criteria:

1
[ ‘\Q To maximize reach, set competitive bids, especially if you are ]

» Display keywords: Ads will be shown on websites relevant to keywords you add

» Audiences: Ads will be shown to people based on their interests, types of websites
they visit, and if they previously visited your website (remarketing)

» Topics: Ads will be shown on pages about specific topics or sub-topics
» Age: Ads will be shown to people that fall into specific age ranges
» Gender: Ads will be shown to males or females

If you combine multiple display targets in one ad group, you restrict your ads to be shown
only to those users who meet all of your chosen targets. For example, if you use keywords
and placements in one ad group, your ads will only be shown on specific websites that you
selected when the content of a publisher's website is relevant to your keywords. Keep in
mind that if you layer on too many targets at once, you may be restricting your ad visibility to
a very narrow audience. In the following screenshot, you can see an example of how using
placements and keywords together in one ad group can restrict your reach:
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Change display targeting

Display ke ords Potential reach per week on
AT the Display Netwark
Choose terms related to your products or services to target relevant webpages. Leamn more *
Need more ideas? Try the Keyword Tool. 40M - 45M
impressions
Enter keywords one per line Selected keywords: 2

* Your potential reach may be

I : lower than shown because
g:g{ g;sgﬂg}m “ best dist products certain infermation, like keywords
. . or ad formats, isn't included in
3 diet product reviews these estimates. Learn more

-~
Find related keywords Add keywords

Or select from sample keywords

AN

dukan diet products »
. The shaded area indicates potential
lose weight fast * reach according to your targeting
settings.
how to lose weight fast »
Selected targetin
how to lose weight » . o
1 Display keywords
cambridge diet products » B Placements
losing weight »

Learn more about where your ads
might appear and what bid will be
used.

Your keywords are always used to target your ads.

Close

Placements

cooks.com, allrecipes.com Edit

» The Creating an automatic placements campaign recipe

» The Adding image ads to display campaigns recipe

Researching and adding display placements

If you are not yet ready to create a display campaign, but would like to research available
placements or check if specific websites are part of Google's Display network, you can use
Google's Placement Tool. You can also use this tool if you have already created a display
campaign that you'd like to build on and expand with additional placements.

Getting ready

Put together a list of websites you'd like to show ads on. Also, prepare keywords and product
categories to search for additional available placements.
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How to do it...

To find placements, perform the following steps:

1. Sign in to your AdWords account.
2. Go to Tools and Analysis and choose the Placement Tool option.
3. You can search for placement based on one of the following criteria:
o Word or phrase
o Website
o Category
4. Once you enter your search criteria, you can filter further by locations, languages, and
devices under Advanced Options and Filters.

5. Click on Search to see if the specific placement you are interested in is available, or
to find placements relevant to searched phrases and categories.

Find placements
Based on one or more of the following:

Word or phrase

Category

Advanced Options and Filters  Locations: United States % Languages: Al Devices: Desktops and laptops %

About this data ?

Downlead + Sorted by Relevance v Columns +

-] Saveal Results (29) 1-290f29 5]

Placement Placement Type Ad Types
[ sfgate.com + Site Bl
[ sfgate.com » Home & Garden, Top right = Site 5
[ sfgate.com » Home & Garden articles, Middle left ~ Site E]
[ sfgate.com » Home & Garden articles, Middle center ~ Site E]
[ efnata nom w Haalthy Ennd articlae Ton rinht = Sitg IEi
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6. You can further filter placements by type. Uncheck any that you are not interested in
showing your ads on. The following placement types are available:

o Site
o Video
o Feed
o Game
o Mobile App
o Audio
Tools
Keyword Tool

Traffic Estimator

Placement Tool
Contextual Targeting Tool

+ Placement Types
M Site

™ Video

™ Feed

™ Game

# Maobile App
™ Audio

Find placements

Based on one ar more of the fallowing:

Woard or phrase

Website

Category

Advanced Options and Filters

sfgate.com

Locations: United States »

7. If you'd like to find out more about a specific placement, click on it from within the
placement tool. You'll see additional information about it, such as what ad formats it
accepts, or an example page where your ads could show.

8. Select Impressions Per Day under the Columns drop-down button to see how many
daily impressions each placement receives:

Download ~

+ Baveal Results (29)

Placement

sfgate.com ~

sfgate.com » Home & Garden, Top right =

Sorted by Relevance
# All Columns

™ Placement Type
o Ad Types
=== @ Impressions Per Day

Apply Cancel

Columns =

9. Check the box next to the placements you would like to save to My placement ideas,
add them directly to your account, or download into a spreadsheet.
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The Placement Tool option helps you find websites on Google's Display network to show your
ads on. It provides example pages where your ads could appear, as well as the types of ad
formats each placement accepts. Once you find placements you like, you can add them to
your campaigns directly from the Placement Tool option.

See also

» The Creating a managed placements campaign recipe

Targeting display sites based on topics

If you would like to cast a wider net on display and show your ads to a collection of websites
related to certain topics, such as travel or news, you can do so through AdWords display. This
is a good option for those who are not sure what specific websites to target on display or may
not have the time to research and add individual placements to their campaigns. You may also
want to try this approach if you are not getting enough traffic from your display campaigns,
and if your CPA goals are more flexible.

Getting ready

Think about topics that would be relevant to your business. Do not limit yourself to just the
most specific topics, but try other, more loosely related topics as well as ones that your target
customers are likely to browse. For example, if you sell diet products, you may want to target:

» Weight Loss

» Fashion & Style

» Food & Drink

While you can add topics to an existing display campaign, | recommend creating a separate
campaign for topic targeting. This allows you to bid and use your budget more effectively.

How to do it...

To add topics to your display campaign, perform the following steps:

1. Click on the Campaigns tab.
2. Click on + New campaign to create a new campaign.
3. Choose Display Network only.
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4. After choosing the relevant campaign setting, including target locations, languages,
bidding options, and your budget, click on Save and continue.

5. Name your new ad group and choose the Default Bid value. This bid will apply to
all topics you choose within this ad group, unless you set topic—specific bids, which
override the default bid.

6. Under Choose how to target your ads, select Use a different targeting method and
select Topics.

7. On the next screen, you'll be able to search for topics with your key phrases, or you
can browse available topics. There are also numerous sub-topics that you can pick
and choose from:

Choose how to target your ads
(_) Display Keywords — show ads on sites related to your keywords.
() Interests & Remarketing — show ads to people based on their interests.
() Use a different targeting method
Topics
Topics 7
Enter a word or phrase Search Selected topics: 2
Arts & Entertainment » = Eﬁ:ﬁﬂ&&;gss
Autos & Vehicles ® « Beauty & Fitness
[= Beauty & Fitness » Fashion & Style
Beauty Pageants »
Body Art »
Cosmetic Procedures »
Cosmetology & Beauty Professionals »
Face & Body Care »
Fitness »
Hair Care »
Spas & Beauty Services »
Add topics using codes 7

8. Select the topics you want to add and click on Save and continue.
9. Add ads to your ad group.
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Topic targeting on the Google's Display network lets you show ads on websites related to
specific topics, such as finance or biotech. Google analyzes the keywords on a page to
determine the topic of the page, categorizing it into topics and sub-topics. If you choose to
target via topics, your ads will be shown on websites related to topics you choose to add to
your campaign.

There's more...

You can further pre-qualify topic targeting by layering on keywords or specific placements in
addition to topics. If you choose to use keywords in combination with topic targeting, your
ads will only show on pages that meet both criteria you selected. For example, if you choose
the Finance topic and add keywords about agriculture, your ads could show on the finance
section of a local news website featuring an article about agricultural stock prices.

See also

» The Creating an automatic placements campaign recipe

» The Creating a managed placements display campaign recipe

Excluding irrelevant and poorly performing

placements

If you are running display campaigns, you should periodically review performance on specific
placements to ensure that your ads are shown on quality pages that meet your goals. This is
especially important if you are running keyword-based, interest- or topic-targeted campaigns,
where AdWords places your ads on pages you may not have chosen. If your ads are shown on
low-quality placements, or placements that generate clicks without any conversions, you can
exclude them in AdWords and block such websites from displaying your ads.

Getting ready

Before you start excluding specific placements, review their performance. Specifically, pay
attention to the following;:

» High-cost placements that generated zero conversions.

» High CPA placements.

» Low-quality or irrelevant placements.

» Placements with high bounce rates and low time on site. You will need to access your
Google Analytics to find this data.
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How to do it...

To review and exclude placements, perform the following steps:

1. Go to your Campaigns tab.

2. Click on a display campaign you'd like to analyze.

3. Click the Display Network tab and select the Placements sub-tab.
4

Below, you will see a list of managed and automatic placements along with relevant
data, such as clicks, costs, and conversions.

5. Sort the results by clicks or cost, to first review the placements that generate
the most traffic. If a placement generated a large number of clicks without any
conversions, consider excluding it.

Ad groups Settings Ads Ad extenslons Auto targets Dimenslons Display waork*—'/

4+ Change display targeting Display keywords Placements Topics Interests & remarketing Gender Age

Al eligible placements Segment « Fitter = Columns 1~ * Search
Edit + See details «
O ° Placement

O . www thepalishaholic.com

O ° www.squidoo.comiwhere-to-buy-opi-nail-polish-cheap

O . www thepolishaholic.com/2012/1 1/new-picture-polish-gliter-swatches. html
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6. To exclude a placement, mark a checkbox on the left of a placement and choose
Exclude placements:

Ad groups Settings Ads Ad extensions Auto targets Dimensions Display Network

+ Change display targeting Display keywords Flacements Topics Interests & remarketing G
All eligible placements + Segment - Fitter + Columns - | L3
Edit - See details Exclude placements
- ° Placement

[ - www.thepolishaholic.com

O . www.squidoo.comiwhere-to-buy-opi-nail-polish-cheap

7. You'll get an option to exclude a placement from an entire campaign or just from
an ad group:

Exclude placements
These placements will be added to the Exclusions table. You will be able

Add placement to 7 ()Exclude for ad group

(=) Exclude for campaign
Placement Campaign
vampyvarnish.com Display Automatic Placements (US)

8. Click on Save.

178

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 8

By excluding a placement, you can ensure that your ads are not shown on specific websites.
You can exclude placements from an ad group or from a campaign, which will affect all ad
groups within a campaign.

M The display data for individual placements from the last
Q 48 hours may not be available. Select a wider date range
(such as last 7 days or last 30 days) in your analysis.

To see specific pages on various websites that your ads appeared on, click on See details.
Choose Selected to see pages related to a specific domain you selected or choose All to see
all pages:

Ad groups Settings Ads Ad extensions Auto targets Dimensions Display Network =

+ Change display targeting Display keywords Placements Topics Interests & remarketing Gender Age
All eligible placements Segment + Fittar Columns 1~ E3 Search
Edit See details =

Selected

See also

» The Creating an automatic placements campaign recipe

» The Targeting display sites based on topics recipe
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Avoid displaying your ads on certain pages

You can exclude an entire set of topics from showing your ads on Google's Display network.
This strategy can help you get more out of display by blocking all irrelevant websites related
to certain subjects at once.

Getting ready

Review the campaign's performance and individual display placements where your ads have
appeared. If you notice that certain types of websites, such as gaming websites, show your
ads but are not relevant to your audience, consider excluding gaming topics.

How to do it...

To exclude topics, perform the following steps:

1. Go to your Campaigns tab.

2. Click on the display campaign you'd like to add exclusions to.

3. Click the Display Network tab.

4. Scroll down to the bottom of the screen and click on Exclusions.

5. Select the Topics tab.

6. You can add exclusions at the ad group level or at the campaign level. If a certain
group of websites is not applicable to any ad group in your campaign, choose the
Campaign level option:

Bl Exclusions
Display Keywords = Placements =~ Topics  Interests & Remarketing = Gender Age  Categories

Ad group level Campaign level
Add exclusions Add exclusions

Excluded topic Ad group Excluded topic

Click the "Add exclusions" button to add exclusions te your ad group. Click the "Add exclusions" button to add exclusions to your campaign.

7. Click on Add exclusions.

180

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 8

8. Choose topics or sub-topics you'd like to exclude and click on Save:

Exclude topics
Prevent ads in this campaign from showing on pages about a specific topic. Learn more

Enter a word or phrase Search
B Games
Arcade & Coin-Op Games »
Board Games »
Card Games »
Computer & Video Games »
Dice Games »
Educaticnal Games »
Family-Oriented Games & Activities »
Online Games »
Party Games »
Puzzles & Brainteasers »
Roleplaying Games »

Add topics using codes 7

Selected topics: 2

@ Games

& Jobs & Education

By adding topic exclusions, you block all websites related to your excluded topics from showing
your ads. For example, as a lawyer who is advertising legal services to clients, you may want

to block all websites related to "jobs" to prevent irrelevant clicks from other lawyers looking

for employment.

See also

» The Excluding categories of sites and potentially sensitive topics recipe
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Excluding categories of sites and potentially

sensitive topics

If you are showing ads on the Display network, you can exclude entire categories of websites
and pages, which discuss potentially sensitive topics from showing your ads. Your display
traffic will be more efficiently targeted and you'll prevent your ads from appearing on
questionable pages.

Getting ready

The category exclusions that are most pressing to exclude are:

» Crime, police & emergency

» Death & tragedy

» Military & International Conflict
» Juvenile, gross & bizarre content
» Profanity & rough language

» Sexually suggestive content

You may also want to consider excluding the following:

» Error pages
» Parked domains

Review ad performance on Error pages and Parked domains before you decide to
exclude them.

How to do it...

To add negative categories, perform the following steps:

1. Click on the Campaigns tab.

2. Go into a campaign targeting display.
3. Navigate to the Display Network tab.
4. Scroll down to the bottom of the page and open up Exclusions.
5. Select the far right box that says Categories. Under Campaign level, click on the box
that says Add Exclusions:
182
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= Exclusions

Display Keywords Placements Topics Interests & Remarketing Gender Age Categories

Campaign level

P Add exclusions
J Excluded category

Parked domains
Error pages
Sexually suggestive content
Juvenile, gross & bizarre content
Profanity & rough language
Military & international conflict
Death & tragedy

Crime, police & emergency

6. Check the categories you would like to exclude and click on Save.
7. Repeat for each display campaign.

Excluding categories prevents your ads from showing on certain potentially sensitive
categories of web pages, such as pages about crime, death, and sexual content. You can also
block your ads from showing on certain types of websites, such as parked domains, error
pages, games, social networks, and more.

M AdWords cannot guarantee that your ads will never show on pages related
Q to the topics or categories you excluded. Review placement data regularly
and exclude individual pages you do not want your ads to show on.

» The Avoid displaying your ads on certain pages recipe

Adding image ads to display campaigns

One of the great benefits of Google's Display network is that you can run engaging and visually
powerful banners on websites that are part of Display network. Image ads can help you grab
the user's attention better than standard text ads, and they can help you boost your brand's
presence on many different websites across the Internet.
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Getting ready

If you already have image or flash ads that you'd like to add to AdWords, make sure they follow
the technical requirements outlined in the How it works... section of this recipe. Save them to
your computer from which you'll be able to upload them into your AdWords campaigns.

The images must be relevant and clear, and text must be legible. Blurry or poor quality images
are against policy, as are any ads that try to trick a user into clicking them, such as system
warnings or error messages.

How to do it...

To add image ads to your campaign, perform the following steps:

1.

NS o wDN

Click on the Campaigns tab.

Go into a campaign targeting display.

Click on the ad group to which you'd like to add image ads to.

Navigate to the Ads tab.

Click on + New ad and select Image ad from the drop-down menu.

Click on Upload an ad and locate the ad saved on your computer.

Write an Ad name value and enter your Display URL and Destination URL values:

MNew image ad

Upload an ad

See supported specs
Ad name

Free Demo 160=600

Display URL
WwWw.example.com

Destination URL
http:fwww.example.com

8. Click on Save.
9. To maximize reach, add image ads in various sizes.
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Image ads use a picture or interactive graphic to present your products and services visually.
They generally follow the same policies as text ads and also have the technical requirements
outlined at http://support.google.com/adwordspolicy/bin/answer.py?hl=en-
AU&answer=176108. The following table outlines some of those requirements:

File File size Image size Animation length and
type speed

Non- .Jpeg 150 Mobile leaderboard: 320 x 50

animated  j,4 KB or Banner: 468 x 60

image ads smaller

.png Leaderboard: 728 x 90

.gif Square: 250 x 250
Small square: 200 x 200
Large rectangle: 336 x 280
Inline rectangle: 300 x 250
Skyscraper: 120 x 600
Wide skyscraper: 160 x 600
Half-page: 300 x 600

Animated .gif 150 Banner: 468 x 60 Animation length must be

image ads KB or Leaderboard: 728 x 90 30 seconds or shorter.
smaller Square: 250 x 250 Animations can be looped,

but the animations must
Small square: 200 x 200 stop after 30 seconds.
Large rectangle: 336 x 280 Animated GIF ads must be
Inline rectangle: 300 x 250 5 fps or slower.
Skyscraper: 120 x 600 Animated GIFs cannot be
Wide skyscraper: 160 x 600 used in mobile or tablet
Half-page: 300 x 600 ads.

Flash ads .swf 150 Banner: 468 x 60 Animation length must be
KB or Leaderboard: 728 x 90 30 seconds or shorter.
smaller, Square: 250 x 250 Animations can be looped,
except Small - 200 x 200 but the animations must
forghalf— mall square: X stop after 30 seconds.
page .
nds Large rectangle: 336 x 280 Flash ads must be 20 fps
whir’:h Inline rectangle: 300 x 250 or slower.
can be Skyscraper: 120 x 600
aslarge  wide skyscraper: 160 x 600
f(SBQOO Half-page: 300 x 600
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There's more...

All image ads must be approved as family safe in order to show on GDN. Any ads containing
sexual content or nudity will be deemed as non-family or adult, and will not be eligible to

be shown. You do not need to take any action besides submitting your ad to get your ads
approved. If an ad is disapproved, you'll be notified via e-mail.

See also

» The Creating rich image ads with Display Ad Builder recipe

Creating rich image ads with Display Ad

Builder

Google's Display Ad Builder is a tool that helps you easily create image ads without any
prior graphic design experience. The tool is available for free to all advertisers using
Google AdWords.

Getting ready

Prepare product images or company logos you'd like to use. Make sure that you own or have
the necessary permissions to use the images you plan to leverage.

Review your search ad text performance to find descriptions, special offers, and call-to-action
phrases that perform best for you. You'll want to add these phrases to your image ads as you
build them with the Display Ad Builder tool.

How to do it...

To create image ads using Google's Display Ad Builder, perform the following steps:

1. Navigate to the Ads tab.

2. Click on + New ad and select Display ad builder from the drop-down menu. Here, you'll
be able to choose a template from one of the many different themes and formats.
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3. Choose one of the ad templates provided by AdWords. Search by Industries, Seasons
and events, or select General Purpose for more generic templates. The Advanced
section contains ad formats, which allow you to showcase multiple images with
different URLs or expandable ads that show additional information at the click of

a button:

» Featured 7
Starred
Suggested
Previously used
Show all

Media and Channels
Video |7
Mobile |7

Advanced

Product Showcase |7
Expandables

Themes

General Purpose

Seasons and Events 7
Chinese New Year
Valentine's Day
More -

Industries
Education
Entertainment
Financial
Retail
Technology
Travel

Sort by: Newest i

Blank Template

Headline

Goto page: 1 Show templates: 12~

All purpose 57

Elegant 4

Headline

All purpose 18

——

14 4 1-120f12 » ]

All purpose 50

Images

Praview sizes i »
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4. Once you have selected a template you'd like to use, follow the screen prompts to
create your ad. The elements you'll need to fill in will vary, depending on the template
you choose.

Ad Mame

Display Ad created 1/1213

Headline {optional)

Headline

Diescription {optional)

Yeemoriniion

LAEa G

Logo {optional)
default image
vaco] Inal ad sizes

Click butlon

Leam More

Product

Background

Dispiay URL

o your L.

Mo image selected.
In il ad sizes

T

Destination URL

ity -

v your L. com

Ad preview

|:| Select ad sizes
300 x 250

nange image -

0

Select image -

5. Generally, you'll need to first name your ad. Choose a name that's descriptive of the
products or offers you are promoting.
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6. Write a headline and description in the Headline and Description fields. Follow the
same best practices as for text ads. Be informative and descriptive and include special
offers and calls-to-action. You can customize text colors and fonts, if necessary.

7. Add a company logo.

Customize your Click button field with language that best fits your offer. You can also
change the button font and color.

9. Add a product image or multiple images, depending on your template.

10. Customize background colors, if you'd like to adjust the color scheme provided in
the template.

11. Write in your Display URL and Destination URL values.

12. Always use the Ad preview feature to see what your ads would look like in all
available ad sizes. Your images or logos might be difficult to see or even illegible
in some ad sizes, or the text might not fit properly together. Some of the templates
allow you to adjust the various text and image elements by ad size. Make sure to go
through each ad size in the Ad preview screen and make any necessary adjustments.

13. Click on Preview and Save. If you do not like how your ad appears in a specific ad
size, you can unselect that ad in the Ad preview screen.

14. Once you click on Save, AdWords will populate your ad group with all of the display ad
sizes you have chosen.

You can edit the ads you created with the Display Ad Builder tool at any time, if you need to
update your images or text. Continue to experiment with additional templates to test alternate
formats, colors, and messaging.

Google's Display Ad Builder is a free tool that helps advertisers create professional looking
display ads. Advertisers can choose from hundreds of available templates, different fonts,
colors, and images, or upload their own logos, images, and video. Each template also allows
for text to be customized and easily updated directly in your AdWords account.

The Suggested ads feature in the Display Ad Builder will scan your website and automatically
generate relevant ads by pulling in text and images into multiple ad variations you can choose
from. You can further refine and customize the ads by clicking on one of the suggested options.

» The Adding image ads to display campaigns recipe
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Analyzing relative CTR to benchmark

display performance

CTR on display is typically much lower than CTRs you're used to seeing from your search
campaigns. Instead of comparing your display CTR to your search CTR, a more useful metric
would be to understand how your display ads fare against other display campaigns. To help
you analyze and benchmark how your display CTR compares to other ads, AdWords provides
the Relative CTR metric in your account.

How to do it...

To view relative CTR, perform the following steps:

1. Click on the Campaigns tab. You can also view Relative CTR at the ad group level.
2. Click on Columns and choose Customize columns.

3. Under Competitive metrics, scroll until you see Relative CTR:

Campaigns Ad groups Settings Ads Keywords Ad extenslons Auto t

All enabled campaigns Segment = Filtar = Columng = L= 4

Customize columns

Select metrics

Performance > Search Lost IS (rank) Add
SN N *  Search Lost IS (budget) Add
Attributes
X Display Impr. share Add
Call details
Competitive metrics Display Lost IS {rank) Add
Display Lost IS (budget) Add
Impr. share Add
Exact match IS Add
Lost IS (budget) Added
Lost IS (rank) Add

Relative CTR
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4. Click on Add to add the metric to your dashboard and click on Apply to save
your settings.

5. You should now see Relative CTR as a metric in your campaign dashboard. The
average Relative CTR is 1x, and you should aim above that (such as 1.5x). If your
Relative CTR is under 1x (such as 0.5x), consider optimizing your display campaign.

Relative CTR is a measure of how your ads perform on Google's Display network when
compared to other ads appearing on the same pages. It's calculated by dividing your
CTR by the average CTR of all advertisers appearing on your placements.

The average Relative CTR is 1x, which means that your CTR equals the average CTR of all
advertisers on the same pages. If your Relative CTR is higher than 1x (such as 2x), your ads
are getting better clickthrough-rates than other ads on the same placements.

Relative CTR is available at the campaign and ad group levels, however, it doesn't work with
campaigns that use CPM bidding as a bidding strategy.

Search and Display Quality Scores are completely separate. On Google's Display network,
AdWords also considers your performance on a site, in addition to your ad's relevance and
your landing page. Like on Google Search, a more relevant and high CTR ad on the Google
Display network will help you be more competitive in an ad auction. If your CTR is lower than
average, you may want to take the following actions:

» Exclude low performing and irrelevant placements. These include any placements
that have lower CTRs than other placements, but make sure to not exclude
placements that are generating profitable conversions.

» Add new ads, pausing the lower performing ad copy.
» Add image and rich media ads, in addition to text ads.

» Create more themed ad groups to allow AdWords to better target your ads to
relevant placements.

» Pause low performing keywords, if you are running a display campaign that uses
keywords to target.
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See also

» The Customizing columns to personalize data views recipe
» The Excluding irrelevant and poorly performing placements recipe
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Remarketing to
Past Visitors

In this chapter, we will cover:

» Generating the remarketing code

» Creating remarketing audiences in AdWords

» Creating custom remarketing combinations via rules
» Setting up a remarketing campaign

» Setting remarketing bids

» Setting frequency caps to limit how often ads show
» Increasing traffic to your remarketing campaign

» Remarketing to YouTube viewers
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Introduction

Have you noticed ads that seem to just know what you want to buy, following you around the
Web? | recently searched for "tennis shoes," visiting various websites but did not buy from any
of them. Over the next few days, wherever | went on the Internet, be it my favorite news website
or a blog | regularly read, | kept seeing ads for tennis shoes that | recently researched. This is
called remarketing and is also referred to as retargeting in the world of online marketing.

Remarketing allows you to reconnect with users who previously visited your website as they go
on to browse the Display network, setting you up for a second chance to convert. Remarketing
can be an extremely powerful method of reminding your potential customers of your brand or
reconnecting with them as they click on your ads but navigate away from your website without
performing the desired action. This can help you look like a big brand, even if you are on a
small budget.

If you are advertising with Google, you can set up remarketing through your Google AdWords
campaigns. To get started, you'll need to place some code on your website, define your
audiences or who you'd like to target, and create a separate campaign for remarketing.

Generating the remarketing code

The first step of setting up remarketing is adding the remarketing code to your website. You'll
need to access this code in your AdWords account, where it might be pre-populated already
for you. If not, you can easily set it up.

You can also create remarketing lists through Google Analytics by editing your Analytics
tracking code. For additional details about setting up remarketing lists through

Google Analytics, see the article at https://support .google.com/analytics/
answer/2611270?hl=en&ref topic=2611283.

Getting ready

You'll need to have an AdWords account to use Google's remarketing. You'll also need to add
the code to your website, so make sure you have access to the website's code or get in touch
with your webmaster, if someone else edits your website for you.
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How to do it...

To generate the remarketing code in your AdWords account, follow these steps:

1. Sign in to your AdWords account.

2. Click on the Shared library link at the bottom-left corner of your campaign
management page.

3. Click to View the shared settings for Audiences.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~
Search Shared library
All online campaigns « Shared library contains things that can be shared with multiple campaigns and ad groups Learn more
Shared library To get started, select a shared setting from the left navigation bar or below.
[ Ads
Audiences Ads Audiences
[l Budgets Create an ad that can be used with Remarket to people who visited your
[+l Campaign negative keywords several ad groups. site before.
[t] Campaign placement exclusions
Budgets Campaign negative keywords
Share the same budget across Create a list of negative keywords for
different campaigns. use with several campaigns
View View

Campaign placement exclusions

Create a list of placement exclusions
for use with several campaigns.

Bulk operations
Reports and uploads View

Labels
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4. Click on the Set up remarketing prompt to set up remarketing.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~
Search Shared library >
Audiences

All online campaigns

Shared library
Bring your site visitors back with Remarketing

Ads
Audiences Reach pecple who previcusly visited your site, and show them ads while they're browsing the web.
Budgets
Campaign negative keywords Here's how it works:
Campaign placement exclusions ‘
Add a snippet of code (called a tag) to your website or mobile app.

Define remarketing lists based on webpages that pecple visited, such as
specific preduct pages, or a purchase confirmation page.

Create a remarketing campaign and target it to your remarketing lists.

Learn more about remarketing

Click below to get the remarketing tag that you can then add to your site.

Sst up remarketing

5. Next, AdWords will show you the code that you'll need to add to every page of your
website, right before the </body> tag. You can copy and save this code for later,
or send it to your webmaster. This is your Main list that AdWords automatically
generates for you.

1
‘\Q Do not use the code from the example below. Your

remarketing code is unique to your AdWords account.
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Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~
Search Shared lbrary >
Tag your site

All online campaigns Step 1: Check your privacy policy

Shared library Review the Remarketing program policy to find out what you need to include in your site's privacy
policy, and which sensitive categeries of sites can't use this feature.
[+ Ads
Audlences Step 2: Add th rketi de t: tire sit
|+l Budgets ep 2: e remarketing code to your entire site.

71 Campaign negative keywords If you want to find a link to this tag later, you can go to the Audiences page.

[l Campaign placement exclusions
Add this cede to your webpages, right before the </body> tag. Insertion guide

<|— Google Code for Remarketing tag —>

<l- Remarketing tags may not be associated with personally identifiable information or placed on pages related
to sensitive categories. For instructions on adding this tag and more information on the above requirements,
read the setup guide: google.com/ads/remarketingsetup —>

<script type="textfjavascript">

I <I[CDATA[*/
var google_conversion_id = & | s -
var google_conversion_label ="_==T a1y A"

var google_custom_params = window.google_tag_params;

var google_remarketing_only = true;

I

<Iscript> P

Next, create a remarketing list for specific sections of your site that your potential customers visit.
Bulk operations

Reports and uploads m Do this latar

6. Click on Continue to create specific audiences you'd like to reach with your ads.

AdWords automatically pre-populates a Main remarketing list that you can access in your
shared library. Once you add this single tag to your entire website, you'll be able to create as
many lists as you want based on sections of your site that people visit.

There's more...

If you don't see a Main list, you can create one by following these steps:

1. Click on the Shared library link at the bottom left of your campaign management page.
2. Click to View the shared settings for Audiences.

3. Choose + New audience and select Remarketing list.

4

Choose the second option, Define a list of site visitors by placing a new tag
on your site.
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5. Click the +New tag button.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~

Search Shared library > . .
New remarketing list

All online campaigns «“

Leamn about remarketing strategies
Shared library
List Definition 7 () Define a list of site visitors based on the selection below:

[H Ads
Audi Recommendad If you've already piaced a remarketing tag on all your wabpages. You can then create new lists
udiences without adding more tags to your site. Learn more
It Budgets

(=) Define a list of site visitors by placing a new tag on your site

Il Campaign negative keywords
Recommended only if you want a new remarketing tag. If you've already placed the remarketing tag across your
[Fl Campaign placement exclusions website, select the other option to create new lists. Learn more

Search by name Search m

6. Name your new list Main 1ist and choose your membership duration. Membership
duration refers to the number of days a cookie stays on your remarketing list with
the maximum being 540 days. You can leave the default 30 days and also enter an
optional list description, such as 211 visitors.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~

Search Shared library >
New remarketing list
All enline campaigns
Leamn about remarketing strategies
Shared library
List Definition |7 () Define a list of site visitors based on the selection below:

Ads
Audi Recommended If you've already placed a remarketing tag on all your webpages. You can then create new lists
udiences without adding more tags to your site. Learn more
Budgets

(=) Define a list of site visitors by placing a new tag on your site

Campaign negative keywords .
Recommended only if you want a new remarketing tag. If you've already placed the remarketing tag across your
Campaign placement exclusions website, select the other option o create new lists. Learn more

After you save this list, we'll create a new tag that you can find en the next page. Undo

Membership duration 7 30 days

Remarketing list name | pain list

Description | Al visitors

aptional

Important

Bulk operations Please review the Remarketing program policy to learn more about what you need to include in your

Reports and uploads site's privacy policy, and which sensitive categories of sites cannot use this feature.

7. Click on Save and you'll be taken to the screen where you can see your audiences
and access their tags. Click on the Main list [Tag] to copy and paste the remarketing
code snippet at the bottom of each webpage, just before the closing </body> tag in
your source code.
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» The Creating an AdWords account recipe in Chapter 2, Setting up Your Account
» The Creating remarketing audiences in AdWords recipe

Creating remarketing audiences in AdWords

With AdWords, you have the option to target broad as well as highly specific audiences via
your remarketing campaigns. For example, you can target all visitors or only those who
browsed certain product pages but did not convert. Segmenting who you remarket to allows
you to tailor your ads to visitors you already know are interested in your website. You can
further customize messaging with personalized ads based on what content someone browsed
on your website.

Getting ready

If you have not done so already, go through the prompts to enable remarketing in your account
and generate the Main list remarketing code. Add this code to all pages of your website.

Next, define your audiences or what segments of visitors you'd like your ads to reach. Here are
some recommended audiences:

» Allvisitors: Anyone who came to your website. This is the most basic and simple way
to set up remarketing but also the least targeted.

» By products or services: You could target users who visited specific pages on your
site with custom ads and messages. You could take this further and only target
visitors to specific pages who did not convert.

» Converters: You could target those who already purchased a product or became a
lead and continue to nurture your relationship with past customers.

» Non-converters: All visitors minus those that purchased a product or became a lead.
Targeting such audiences can remind your non-converting visitors of your brand and
entice them to come back to your site and convert.

» By membership duration: You can segment visitors by the number of days a
cookie stays on your remarketing list. For example, you could create a shorter 7-day
audience list to show one message, and a longer 30-day list audience for a different
message or offer.

How to do it...

In this section, I'll go through examples of how to create an audience of users who visited
specific product pages and an audience of all visitors who converted.
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To create a remarketing audience for users who visited specific product pages, follow
these steps:

1.

o o &~ wDd

Go to your Campaigns tab.

Click on Shared library at the bottom-left corner of your screen.

Click on View to view your Audiences.

Choose + New audience and select Remarketing list.

Select the first option, Define a list of site visitors based on the selection below.

Next, define what URLs should be included in this audience. You'll be able to choose
if your URL contains or does not contain the specified parameters. If your URLs are
descriptive and contain words such as "roses" or "tulips" you can use these words to
include all URLs with these terms in them. If your URLs are not descriptive, you can
still create audiences around common parameters within your URL structure. You can
also be more specific by including a specific URL for your audience by choosing the
equals option. Here are all of the available options to define your list:

Shared library =

New remarketing list

Learn about remarketing strategies

Membership duration |7 30 days does not contain

Remarketing list name

List Definition |7 (=) Define a list of site visitors based on the selection below:

Recommended If you've already placed a remarketing tag on all your webpages. You can then create new lists
without adding more tags to your site. Learn more

URL contains -
contains )
See more opl View examples
equals
(Define alistof ~ Starts with new tag on your site
Recommended « ends with arketing tag. If you've already placed the remarketing tag across your
website, select th sts. Learn more

does not equal

does not start with

does not end with

7.

200

After defining your URL parameters, choose your membership duration. The default is
30 days, but you can choose up to 540 days. Your membership duration should follow
your sales cycle. For example, if you have a short sales cycle of a few days, your ads
should not follow your customers long after they have decided not to buy. However, if
you have a typically longer sales cycle of a few months, such as expensive machinery,
longer remarketing membership duration is more appropriate.
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8. Name your list under Remarketing list name and write an optional description.

9. Under Initial list size, choose if you'd like to Include past visitors who match your
list definition or Start with an empty list. If you choose to include past visitors, the
list will include visitors from up to the past 30 days that still fit your list definition.

Initial list size 7 (=) Include past visitors who match your list definition.
() Start with an empty list

Click on Save.

If you track conversions in AdWords, you can easily create a remarketing audience for users
who converted:

1. Inyour shared library's Audiences section choose + New audience and select
Remarketing list.

2. Select the second option, Define a list of site visitors by placing a new tag on
your site.

3. Inthe box below, you'll see all of your current tags, including your conversion action.
Click on Add next to the tag that defines converted users. You might want to double-
check the name of your active conversions by going to Tools and Analysis and
choosing Conversions.

List Definition |7 () Define a list of site visitors based on the selection below:

Recommended If you've already placed a remarketing tag on al your webpages. You can then create new lists
without adding more tags to your site. Learn more

s (&) Define a list of site visitors by placing a new tag on your site

Recommendad only If you want a new remarketing tag. If you've already placed the remarketing tag across your
website, select the other option to create new lists. Learn more

Tags: 3 Selected tags
All Visits [Tag] Add

Sale @
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4. Choose your membership duration, name the list (such as "Converters" or "Sale"), and
write an optional description.

5. Click on Save.

Defining remarketing audiences allows you to show customized ads to visitors who browsed

specific pages on your website. You can choose specific parameters, such as URLs visited as
well as how long a cookie should stay on your remarketing list. Once you define remarketing

lists, you can create separate ad groups and show different ads to each audience.

» The Generating the remarketing code recipe

» The Setting up a remarketing campaign recipe

Creating custom remarketing combinations

via rules

Custom combinations enable advertisers to further define and segment visitors based on
multiple criteria. For example, they allow you to remove customers that already converted
from your remarketing list and avoid spamming existing customers who already purchased
your product.

Getting ready

You'll need to first enable remarketing in your AdWords account and add the code to your
website. Then, decide what custom audiences you'd like to target. | suggest you start with one
of the following:

» All visitors except for those that converted already.

» Visitors to specific pages or categories of pages except for those that converted already.

» Visitors who abandoned the shopping cart. This is one of the most effective ways to
target via remarketing, as you can reach someone that was already considering a
purchase but did not yet complete it.

If you'd like to create custom combinations for the above audiences who did not convert, you'll
first need to create remarketing lists for all visitors, visitors to specific pages, and shopping cart
visitors. Then, you'll exclude anyone that's already converted from your custom combination.
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How to do it...

To create a custom combination, follow these steps:

1. Go to your Campaigns tab.

Click on Shared library at the bottom-left corner of your screen.
Click on View to view your Audiences.

Choose + New audience and select Custom combination.

ok 0N

Name your new combination and write an optional description. For example,
Shopping cart abandoners.

6. Under Users included or interested in... choose each of these audiences (AND)
from the drop-down menu.

New custom combination

Combination name

Description
Optional P

Users included or
interested in... 7 each of these audiences (AND) = select audiences

and

Add another

7. Click on select audiences and from the drop-down menu choose Remarketing lists.

203

www.it-ebooks.info


http://www.it-ebooks.info/

Remarketing to Past Visitors

8. Click on the arrow to select the Shopping cart list or another list you'd like to create a
combination around. Click on OK.

Select Audiences

Remarketing lists

Interest categories Selected audiences: 1

Remarketing lists List size |7 @ Shopping cart

Converters —
Main list —

Non converting visitors —
Shopping cart ©

1-40f4

“ Canm'

9. Choose Add another to add another condition to Users included or interested in....

New custom combination

Combination name

Description
Optional s
Users included or
interested in... 7 each of these audiences (AND) ~ select audiences
Remove Shopping cart
and

el Add another

“ Canosl
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10. Select none of these audiences, proceed to select audiences, and switch to
Remarketing lists. Then, select Converters or however you named your list of
users who completed a purchase. Click on OK.

11. Now you have your custom combination with anyone that's visited your shopping cart
but did not convert.

New custom combination

Combination name  Shopping cartabandoners

Description  Visitors who added an item to the cart but did not

Optional ~ CONVert L

Users included or

interested in... 7 each of these audiences (AND) ~ @ select audiences
Remove Shopping cart
and
none of these audiences = | : select audiences
Remove Converters

and

Add another

“ Cancel

12. Click on Save.

Custom combinations allow you to create rules to include, exclude, or combine different
audiences. You can use the following combinations:

» Any of the audiences (OR)
» Each of these audiences (AND)
» None of these audiences

Using the above parameters, you can choose to create a custom combination to show ads to
users who visited the shopping cart but did not convert, for example.

» The Generating the remarketing code recipe

» The Creating remarketing audiences in AdWords recipe
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Setting up a remarketing campaign

In order to show remarketing ads, you'll need to set up a separate campaign in AdWords. This
campaign should target the Google Display network (rather than Google Search) and will not
require keywords, but should be built around audiences you'll add to individual ad groups.

Getting ready

Before setting up a remarketing campaign, you'll need to:

» Add the remarketing code to your website
» Create remarketing audiences for visitors you'd like to target

How to do it...

To create a remarketing campaign, follow these steps:

1. Click on the Campaigns tab.

Click on + New campaign to create a new campaign.
Choose Display Network only.

Name your campaigh and pick your locations and languages.

ok 0N

Under Bidding and budget in your campaign settings page, choose I'll manually set
my bids for clicks and enter your budget.

o

Click on Save and continue.

Next, create your first ad group. Your remarketing campaign should have separate ad
groups for your different remarketing audiences. For example, your campaign could
have the following remarketing ad groups:

o Ad group #1: All visitors
o Ad group #2: All visitors except for those who converted
o Ad group #3: All shopping cart abandoners
o Ad group #4: Specific product or category shopping cart abandoners
(for example, Levi's 501 jeans shopping cart abandoners)
8. Name each ad group after the remarketing audience you'll target. This will allow you
to prioritize bids and evaluate performance based on each remarketing segment.

9. Set a Default bid, keeping in mind that the higher your bid, the greater the likelihood
that your ads will show.

10. Under Choose how to target ads, select Interests & Remarketing.
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11. From the Remarketing lists section, choose the audience you wish to target. Do not
add multiple lists into one ad group.

Create ad group

An ad group contains one or more ads and targeting methods. For best results, try to focus all the ads and targeting
in this ad group on one product or service. Learn how to structure your account.

Ad Group name |Nor' converting visitors| |

Default bid $ 2

Choose how to target your ads

Display Keywords — show ads on sites related to your keywords.
@ Interests & Remarketing - show ads to people based on their interests.
Use a different targeting method

Interests & Remarketing

Interest categories Remarketing lists Custom combinations

Selected audiences: 1

Remarkating lists: 4 List size |7 # Non converting visitors

Convarters 2
Main list - >
Maon converting visitor

Shopping cart -

12. Click Save and continue.

13. Write a text ad on the next step. You can also add image or video ads, or build an ad
using Google's Display ad builder.

Use a combination of text and image ads for greatest reach. Your
M message should be customized to the audience you are trying
Q to reach. For example, if you are targeting visitors who did not
convert, your ads should remind them why your brand is awesome
or you can offer customers special discounts for coming back.

14. Create additional ad groups for other remarketing lists you wish to target.
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Remarketing allows you to show ads to users who previously visited your website after they
leave and go on to browse other websites on the web. After adding a piece of remarketing
code to your website, you can create custom lists to target specific segments of visitors and
deliver them customized messages.

The costs are the same as for other AdWords campaigns. You only pay when someone clicks
on your remarketing ads or sees them (depending on if you're using CPC or CPM bidding
methods) and you set your own bids and budgets.

There's more...

After you set up remarketing, continue to test and experiment with audiences and campaign
settings while keeping a close eye on results. As you tailor the campaign to your many unique
audience segments, you can make powerful connections with your customers and improve
your ROI.

See also

» The Generating the remarketing code recipe
» The Creating remarketing audiences in AdWords recipe

Setting remarketing bids

You'll need to bid competitively on your remarketing ad groups in order for your ads to show
on Google's Display network. You'll be competing against all of the other advertisers who are
running remarketing campaigns as well as against other ads targeting the Display network.
Keep in mind the purchase cycle and your different remarketing audiences as you decide how
much to bid on each segment.

Getting ready

You'll need to create a remarketing campaign and multiple ad groups for your different
audiences. Creating separate ad groups for each remarketing audience will allow you to
better segment and bid separately based on priority.
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How to do it...

1. First decide if you'd like to use Max Cost-Per-Click (CPC) or Cost Per 1000
Impressions (CPM) bids. | recommend going with CPC bids if you are direct response
focused. You can choose and adjust your bidding strategy at the campaign level in
your remarketing campaign setting page.

Bidding and budget

Bidding option 7 _ .
(=) Focus on clicks - use maximum CPC bids

(@)1l manually set my bids for clicks

(_)AdWords will set my bids to help maximize clicks within my target budget

Enhanced CPC 7

|| Use my conversion tracking data and bids to optimize for conversions
Enhanced CPC will dynamically adjust your Max. CPC bid up or down for each auction in an effort to acquire more
conversions while maintaining your current CPA. As a result, a given click could cost up to 30% more than your
bid.
Focus on conversions (Conversion Optimizer) - use CPA bids
Unavailable because this campaign doesn’t have encugh conversion data,

(_JFocus on impressions - use maximum CPM bids

“ Gancel

2. Once you have chosen your bidding strategy at the campaign level, you'll set actual
bids at the ad group level. Start with a higher initial bid to be competitive in the
ad auction.

3. Set different bids for individual ad groups with your different remarketing audiences.
Your bids should be lower for lower funnel audiences (such as 211 Visitors)and
higher for audiences further along the conversion cycle (such as Shopping cart
abandoners). Here is an example of how you might want to set your initial bids
based on the different remarketing segments:

Remarketing Ad Group Max CPC
All visitors $2

All visitors except for those who converted $2.1

All shopping cart abandoners $2.2
iPhone 5 shopping cart abandoners $2.3

4. Monitor impressions, clicks, and conversions, and adjust based on results. If you are
not getting enough impressions and clicks, try increasing your Max CPCs. If your ad
groups are getting a large number of clicks without any conversions, lower Max CPCs.
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The following bidding strategies are available for remarketing campaigns:

» Max CPC: The maximum amount you are willing to pay for each click. Your Max CPC
affects your ad rank on Google's Display network. Increasing Max CPC increases your
ad rank and improves your chances of ads appearing.

» Max CPM: The maximum amount you are willing to pay for 1,000 impressions.
You pay for impressions, rather than clicks. CPA bidding is most appropriate for
advertisers focused on branding.

» CPA: specify a Target or a Maximum CPA bid and Google's Conversion Optimizer will
help you maximize conversions within your targets based on historical information.
Your remarketing campaign will need to have received at least 15 conversions in the
last 30 days to be eligible.

» The Creating remarketing audiences in AdWords recipe
» The Setting up a remarketing campaign recipe

Setting frequency caps to limit how often

ads show

Many advertisers considering remarketing campaigns are concerned about inundating their
visitors. In fact, you could alienate your customers by spamming them with ads that constantly
follow them around. To protect your brand, you can set frequency caps in AdWords, which

by default Google does not enable in your campaigns. However, it's easy to set this up and

it can make the difference between a highly effective remarketing ad and a customer never
purchasing from you again.

Getting ready

Decide how often you'd like your ads to show to past visitors. Advertisers differ on how often
they like to show their ads to past visitors, and | recommend testing different frequency caps
to find what produces the best results. There is no right or wrong impression cap limit, and
you'll want to test to figure out what's most effective for you. | recommend starting with 3to 5
impressions per day and adjusting from there.

You can limit impressions by the following criteria:

» Campaign

» Ad group
» Ad
210
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| like to set my impressions caps per campaign to ensure all ads within a remarketing
campaign show only a predefined number of impressions. However, your strategy will differ
based on your goals, and | recommend you experiment with different settings.

\ Keep in mind that just because an impression was served, that
~ does not mean that someone actually saw your ad. The ad could
Q have appeared below the fold, or the person simply may not have
noticed it while browsing the Google Display network.

How to do it...

To set impressions caps in your remarketing campaign, follow these steps:

1. Click on the Campaigns tab.
2. Click on your remarketing campaign and go to Settings.

3. Scroll down to Advanced Settings and click to expand the section Ad delivery: Ad
rotation, frequency capping.
Click on the Edit option under Frequency capping.

5. Set your desired impression cap and choose if you'd like to limit impressions per day,

per week, or per month. Also choose if you'd like to limit impressions for the entire
campaign, an ad group, or per ad.

Frequency capping ) . .
[_IMNo cap on impressions

= 5 impressions  per day - for this campaign

6. Click on Save.

Frequency capping in AdWords limits the number of times your ads show to each user on
the Google Display network over a given time period. By limiting how often ads show to the
same person, you can protect your brand and ensure remarketing ads are not spamming
your customers.

You can set impression caps per day, per week, or per month. You can also cap impressions
by campaign, ad group, or an ad.
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» The Setting up a remarketing campaign recipe

Increasing traffic to your remarketing

campaign

If your remarketing campaign is not getting enough impressions and clicks, you can make
some changes to increase reach and ensure your ads are showing as much as possible. Since
with remarketing you are reaching users who already showed interest in your website, your
settings can be less restrictive while still reaching an extremely targeted set of visitors.

How to do it...

To ensure maximum visibility, try making some of the following changes:
» Budget: Is your remarketing campaign consistently reaching or is close to reaching its
daily budget? Try increasing it to get more impressions and clicks.
» Bids: Increase bids to be more competitive in the ad auction against other advertisers.
» Location and language targeting: Relax your location and language targeting settings.
» Frequency capping: Try increasing impression caps (if you have frequency capping
enabled) to increase impressions or how often ads show to each user.

» Ad scheduling: Review ad scheduling to make sure ads show all days and hours and
you are not restricting your remarketing campaign too much.

» Remarketing audiences: Consider creating new remarketing audiences to capture
additional visitors.

» Delivery method: Set your campaign's ad delivery method to Accelerated, so ads
show as soon as possible.

= Delivery method {advanced)

Delivery method 7
(_)Standard: Show ads evenly over time

(*) Accelerated: Show ads as quickly as reasonably possible

You may miss traffic later in the day if you choose accelerated delivery. Standard delivery is
recommended for most advertisers. Learn more
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By relaxing your remarketing campaign settings and increasing budgets and bids, you can
help increase overall impressions and clicks. Make sure to monitor conversions to ensure
any additional traffic results in positive ROL.

See also

» The Setting frequency caps to limit how often ads show recipe

Remarketing to YouTube viewers

AdWords remarketing now allows you to reach viewers who interacted with your YouTube
videos, helping you strengthen your brand and relationship with your YouTube audience.
By showing tailored ads to viewers who chose to interact with your videos or your YouTube
channel, you can increase ROI with custom ads unique to YouTube interactions.

Getting ready

To get started, you'll need to link your AdWords and YouTube accounts first, if you have not
already. To link your YouTube account to AdWords, choose to create a new online video
campaign in your AdWords account.

[d Search & Display Networks
Best opportunity to reach the most customers

1 Search Metwork only
Google search and search partners

E Display Network only
Google's network of partner websites

Online video
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After you choose this new campaign type, you'll see an option to link your YouTube account
to AdWords. You'll need to enter your YouTube credentials using the e-mail address and
password on the account that owns your YouTube channel.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~

All online campaigns .
Link YouTube Accounts
All video campaigns

Linking a YouTube account to your AdWerds acceunt gives you the fellowing

Shared library advantages:
& Linked YouTube accounts Engagement
= Video remarketing lists Get new metrics on how man le
9 @ engage with your vidsos and i Connectyour YouTube channel
Help after watching your video ads. to your AdWords account to
unlock more features and stats
B Getling Started Call to action

‘ Create, edit and view reporting on call-to-
action overlay that show within your

videos and drive users to your website. + Link YouTube account

Remarketing Click the link above and enter your YouTube
* Create and use remarketing lists from credentials
|

users who watch and engage with your
videos and channel.

Once you sign in, you'll be automatically redirected to AdWords, and you should see your
channel linked to your AdWords account.

How to do it...

Once your YouTube and AdWords accounts are linked, you'll need to access your video
remarketing lists.
1. Sign in to your AdWords account.

2. Click on All video campaigns at the bottom left of your campaign management page.
3. Access the Video remarketing lists under the Shared library section.

Home Campaigns Opportunities Tools and Analysis ~ Billing ~ My account ~

All online campaigns Create campaign and ad ~ Select targeting
All video campaigns

& New video campaign Create new video campaign

Shared library
General
2 Linked YouTube accounts

Video remarketing lists I Campaign name

Help
§ Getting Started

Budget 7§ per day (Fermat: 25.00)

Daily budget represents your average spend over the month, actual
may vary.

Delivery method (advanced)
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4. Click to create a new remarketing list and choose from one of the already defined
audiences, which AdWords automatically populates for you.

Create a remarketing list x

List type ¥ Viewed any video from a channel

Visited a channel page
Viewed any video (as an ad) from a channel
Select channel Liked any video from a channel
Disliked any video from a channel
Commented on any video from a channel
List name Shared any video from a channel
Subscribed to a channel
Unsubscribed from a channel
Membership Viewed certain video(s)
duration | ? Viewed certain video(s) as ad(s}
Liked certain video(s)
Disliked certain video(s)
Commented on certain videols)
Shared certain video(s)

Status

Thig list will be eligible to run when it contains 100 users.

5. After choosing your list type, click on Create list and fill in the list name, membership
duration, and any other necessary parameters.

6. Once you've decided who you'd like to remarket to and have created your audiences,
set up a new remarketing campaign, adding the YouTube audiences you just created
as your targets. Make sure to customize ad messaging for the audience you are
reaching and include relevant offers and calls-to-action.

YouTube remarketing helps you reach viewers based on their past interactions with your
videos and your YouTube channel. With YouTube remarketing you can automatically create
remarketing user lists without adding any additional pixels to your website. You can choose to
remarket to users who watched or liked specific videos, and subscribed or unsubscribed from
your channel. You can even create custom audiences and combinations to further subdivide
who sees what message. For example, you can remarket to anyone that's viewed a video but
did not yet convert through your site.
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See also

» The Setting up a remarketing campaign recipe
» The Creating remarketing audiences in AdWords recipe
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Reporting and Analysis

In this chapter, we will cover:

» Running and scheduling reports

» Customizing columns to personalize data views

» Analyzing the days and times when ads perform best
» Analyzing geographic performance

» Reviewing call details

» Finding out where on display your ads are appearing
» Segmenting performance reports

» Creating filters to customize reporting

» Viewing data in graph format

» Evaluating sitelink extensions

» Using impression share metrics to increase conversions

Introduction

AdWords offers rich and detailed reporting to help you analyze ad performance and get the
most out of your investment. For example, you can find out where your most valuable clicks
are coming from and use that data to set up regionally targeted campaigns. You can also
analyze how your website visitors using different devices (such as tablets versus mobile)
convert and make adjustments to your campaigns based on trends you observe. Successful
advertisers review their reports regularly and react to the traffic and conversion patterns. This
chapter highlights some of the key reports to pay attention to as well as ways to react to the
data to maximize your ROI.
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Running and scheduling reports

Running reports in AdWords is easy and can be done in the campaigh management section

of your account. In addition to seeing the data in the interface, you can choose to download
reports to one of the many available formats (such as .pdf or Excel. csv) as well as schedule
reports to be e-mailed on a regular basis to account users.

Getting ready

If you would like to schedule reports to be automatically e-mailed to specific e-mail addresses,
make sure they are listed as users on your AdWords account. If they are not, you will need to
invite them.

Here are the basic reports | recommend you run on a regular basis:

» Campaigns
» Ad groups
» Keywords
» Ads

How to do it...

To view, schedule, and download AdWords reports, follow these steps:

1. Navigate to the Campaigns tab.

2. One of the most basic reports you'll want to analyze on a regular basis is an account
summary of all of your campaigns. However, you can also run reports on your ad
groups, keywords, ads, and many other segments using the same steps outlined in
the following example.

3. Adjust the date range at the top-right corner of your campaign management page to
reflect the period you are interested in analyzing. You can choose to review all time
data, or most recent performance, such as this week or the last 30 days. You can
also enter custom date ranges and turn on the Compare dates feature to compare
recent performance to the same period last year, for example.
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Home Campaigns

Opportunities

Search

All online campaigns
&1 Campaign 1
&1 Campaign 2
B Campaign 3
(1 Campaign 4

Shared library
Bulk operations

Reports

Tools and Analysis ~ Billing My account ~
All online campaigns — P | This waek (Mon - Today) .
Jan 28, 2013 - Feb 3, 2013

Custom
Today

Campaigns || Adgroups | Settings | Ads | Keywords | Adextensions | Dimensions | Display Network Y esterday
This week (Sun - Today)

All enabled campaigns ¥ Segment v Filter + Columns v 4 L2 Sea _/ This week (Men - Today)
Last 7 days
Last week (Sun - Sat)

(] @ Campaign Budget|? Status 7 Clicks|7| ¥impr.[7| CTR(7| Avg. Cost|?  Avg Last week (Mon - Sun)

- cpc|? Pos. 7
Last business week (Mon - Fri)
Last 14 days

(J e B0 Campaign1 $20.00/day e 166 95388 0.16% 5086 514841 12 This month

by budget Last 30 days
2

Last month

(] e [ Campaign2 $23.23/day Eligible 1,088 6,986 15.14%  $0.09  §$90.29 12 T

) e [ Campaign3 $20.00/day ] 141 5054 279% $1.03 $14548 34

- Limited Go Compare dates OFF

by budget

4. Customize columns to include performance metrics you care about in your report,
such as conversions.

Campalgns Ad groups Settings Ads Keyword: Ad extensi Display Network hd
All enabled campaigns Segment Filter + |4 * Search
Customize columns
Select metrics Drag and drop to reorder
Performance » Add all columns Campaign
Conversions » Clicks Added o
Attributes »
Call details » | mpr Addec Clicks Remove
Competitive metrics »  CTR Added — Remove
Avg. CPC Added
Avg. CPM Add TR Remove
Cost Added Avg. CPC Remove
Avg. Pos. Added Cost Remove
Total cost Add Avg. Pos. Remove
Invalid clicks Add Conv. (1-per-click) Remove
Cost / conv. (1-perclick) Remove
Conv. rate (1-per-click) Remove
View-through Conv. Remove
Lost IS (budget) Remove
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5. Click on the Download Report button to bring up the option to export, e-mail, and
schedule your report.

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions

Al enabled campaigns Segment « Filter + Columns = +

Download and schedule report

Download the table statistics below as a report. You can also schedule the report to
automatically download in the future, using the same filters, segments, columns, and relatiy
date range. Manage your downloads in the Reports management »

Report name Campaign repor

Format Excel .csv -

Segment + Add segment
= Email and schedule report
Send to ()Mo one (no emails needed)
(_/Only me ( @gmail.com)
(=) All account users with access to view reports

() Specific account users and me | 7

Frequency onatime -

Name your report and choose the format you'd like to download it to, such as Excel.csv.

Click on + Add segment to layer on additional details, such as performance by network.
Choose Email and schedule report to select who should receive this report.

© ® N o

Select Frequency from one of the following options:
o Onetime
o Daily
o Every Monday
o First day of the month

10. Click on Create. If your report is a one-time report, it will download right away.
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Reporting is not real time. Clicks and impressions can be delayed by up to three hours, while
the following metrics are updated only once per day:

» Search terms

» Automatic placements
» Geographic

» Demographic

» Destination URL

Additionally, if you are importing Google Analytics goals as conversions into your AdWords
account, they may not be reflected in AdWords for 24 to 72 hours.

There's more...

You can adjust settings of previously scheduled reports at any time by clicking on Reports
at the bottom-left corner of your campaign management page. You can change the report
download format, adjust the date range, change who receives it, run the report again, create
a similar report, or delete a report.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account v Help
Search
All online campaigns « Al online campaigns | All fime v-
May 24, 2009 - Feb 3, 2013
3 Branding = B =
Bl Campaign #3 | Campaigns =~ Adgroups = Settings  Ads  Keywords  Adextensions | Dimensions || Display Network = ¥
[3 Search 5 =
Al enabled campaigns ~ Segment ~  Fiter» | Columns ~ ” | & Search
o | | -
O s ampaign| | Budget(7| Status(7| Clicks(?| impr.|7 CTR(7  Avg. Costl?| Avg Conv. GCost/ Conv.  View. Labeis|?|
cpc 7 Pos.?  (f-per- conv.(i- rate(i- through
click)} 7] per- per- Conv.|?|
click) 7| click) 7|
[] @ [ Branding §10.00/day Eligible 3 43 698% §162 §4.87 17 0 §0.00  0.00% Q=
O e B Campaign $0.50/day  Eligible 0 0 000% $0.00 $0.00 a 0 $0.00 0.00% [ RE
#3
Shared library ] e [ Search  $10.00/day Eligible 967 945910 0.10% $3.46 $3,341.04 29 BS $30.31 8.79% Bl
i Total - all
Bl operatians enabled 970 945953 0.10% $3.45 $3,34591 29 B5 $39.36 8.76% o
Reports campaigns
Leabiaiu ozl Secral 887 100908 089% $369 $331348 48 85 33898 9.48%

See also

» The Inviting other users to access your account recipe in Chapter 2, Setting up
Your Account

» The Customizing columns to personalize data views recipe
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Customizing columns to personalize

data views

Once your campaigns have been set up, there are many different pieces of data that you can
analyze in AdWords. AdWords allows rich customization of your campaign management page,
so that you are looking at data that is most pertinent to your analysis. The default view will
most likely not include all of the information that you'll need as you review performance and
optimize, and you'll need to customize the views to include the metrics of interest.

Getting ready

Think about what data is useful for a particular analysis. For example, you may wish to
review performance data at the campaign level so that you can decide which campaigns
are generating the most clicks and conversions.

How to do it...

To personalize your data views, follow these steps:

1. Click on the Campaigns tab.

2. Choose the sub tab you are interested in, such as Campaigns or Keywords.
3. Click on Columns and select Customize columns.
4

Select the metric you wish to further segment. The available metrics will be different
based on what sub tab you are looking at. For example, in your Campaign sub tab,
you will see the following options:

o Performance

o Conversions

o Attributes

o Call details

o Competitive metrics
o Google Analytics
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5. Once you select the metric of interest, you'll be able to further select columns within
each metric. Click on Add to see the data you are interested in.

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimen

All but deleted keywords Segment - Fitter - Columns - = 4+

Customize cclu@

_—

— : e— ]

Customize columns

Select metrics

Performance ” Add all columns

Conversions P Bounce rate Add

Attributes » -

Google Analytics b Pages / visi Add
Avg. visit duration (seconds) Add

It can be overwhelming and distracting to look at all possible columns at once, so limit your
views to the information that's most pertinent to the analysis at hand.

Users with access to your account have their own custom campaigh management views
based on their unique settings. You cannot customize data views for other users. However,
once you select your settings, you will see the same columns the next time you log in.

There's more...

You can save your preferred view or create multiple views for different types of goals and
toggle back and forth between those settings. This can be useful for different types of
analyses, such as analyzing Google Analytics data or analyzing competitive metrics.

223

www.it-ebooks.info


http://www.it-ebooks.info/

Reporting and Analysis

You can also remove certain data from being shown or re-order the metrics at any time so the
views reflect the data in the order that makes the most sense to you. Simply drag-and-drop
the individual columns.

Drag and drop to reorder

Campaign

Budget

Status
Clicks Remove
Impr. Remove
CTR Remove
Avg. CPC Remove
Cost Remove
Avg. Pos. Remove
Conv. (1-per-click) Remove
Cost [/ conv. [1-per-click) Remove
Conv. rate (1-per-click) Remove
View-through Conv. Remove
Labels Remove

» The Viewing or hiding paused or deleted items recipe in Chapter 12,
Managing AdWords

Analyzing the days and times when ads

perform best

Curious if your customers are searching for you more during the week or on weekends? How
people interact with your website likely depends on the day of the week and even the time of
the day. For example, if you sell pizzas, people are more likely to search for you in the evenings
than early in the morning. To help you figure out your traffic patterns, AdWords provides a
report where you can analyze impressions, clicks, and conversions by day and hour.
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Getting ready

In order to run this report, your campaigns will need to have accumulated some data. If you
are already restricting your campaigns to show only during certain days and hours via ad
scheduling, keep that in mind, as it will skew your totals.

How to do it...

To view performance by day or hour of the day, follow these steps:

1. Click on the Campaigns tab.
2. Go to the Dimensions tab.

3. From the View drop-down menu, choose Time and select from one of the
available options:

Day of the week
Day

Week

Month

Quarter

Year

Hour of day

0 0O 0 0o 0 0o o

All cnline campaigns All time
\ May 24, 2008 - Feb 9, 2013

Campaigns Ad groups Settings Ads Keywaords Ad extensions Dimensions Display Network -

" ——
' 7day ~ comparison ending Fiter v Columns | E 3
onversions ' “Impr. CTR Avg.CPC  Cost Avg. Pos. Conv. (1-par- Cost/ conv. (1-per- Conv. rate (1-per- View-through
Reach and frequeﬂcy N click) click) cliek) Conv.
Labels ) 2B6T46  0.01% $0.66 §11.14 15 1 511.14 5.88% 0
Time »  Dayofthewesk 3119 §2374 18 0 $0.00 0.00% 0
Destination URL Day $149 51339 22 1 513.39 1.41% 0
Geographic Week
‘ $1.26 $23.89 4.4 2 51194 10.53% 0
User locations Month
Search terms Quarter $1.14  $17.47 3 2 $6.56 13.33% 0
Automatic placements Year
Free clicks Hour of day 5088 §$5.29 43 0 $0.00 0.00% 0
Call details
. . 44,495 0.02% $147 51468 4.4 0 50.00 0.00% 0

4. Make sure to adjust the date range for the account at the top-right corner of the
campaign management page to reflect dates you are interested in analyzing.
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5. You can apply these segments to the entire account or select individual campaigns
and ad groups. You can view data for a specific campaign's ad groups by selecting
them from the left navigation menu in your campaign management page.

6. You can sort your data by your chosen time segment or by performance metrics, such
as impressions, clicks, or conversions. Customize your columns, adding additional
metrics of interest to see the data that's most important to you.

7. If you find that certain days of the week or hours of the day bring you more traffic or
convert better and your budget is limited, you can implement ad scheduling to take
advantage of these patterns and maximize clicks during high traffic periods. Schedule
ads to run during key days and times through your campaign settings page.

The Dimensions tab allows you to analyze data across different periods of time, such as by
day of the week or by hour of the day for your entire account or by campaign or ad group.

» The Analyzing geographic performance recipe
» The Customizing columns to personalize data views recipe

» The Scheduling ads to run during key days and times recipe in Chapter 11,
Optimizing Performance

Analyzing geographic performance

Wonder where your clicks are coming from? The geographic report can help you find out so
you can fine-tune your campaigns to maximize visibility in areas where ads perform better.

Getting ready

Your AdWords campaigns will need to have been running for some time and will need to have
accumulated some data first.

How to do it...

To view geographic performance, follow these steps:

1. Click on the Campaigns tab.

2. Go to the Dimensions tab.

3. Adjust the date range to reflect the period you are interested in analyzing.
4. From the View drop-down menu, choose Geographic.
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Campaigns Ad groups Settings Ads Keywords
: View: Geographlc ~ ,. Filter + Columns +
Country/Territory Region Metro area City
United States New York MNew York NY New York
United States California Los Angeles CA Los Angeles
United States Unspecified Unspecified
United States California San Francisco- San Francisco
Cakland-San Jose
CA
United States Georgia Allanta GA Atlanta
United States ‘Washington Seattle-Tacoma WA  Seattle
United States Florida Miami-Ft Miami

Lauderdale FL

Ad extensions

Dimensions

Most specific

location type
New York Physical
location
Los Angeles Physical
location
United States  Physical
location
San Francisco  Physical
location
Atlanta Physical
location
Seattle Physical
location
Miami Physical
location

Lecation ¥ Clicks

Display Network

Impr. CTR
70 37903 0.18%
29 27275 0.11%
18 173468 0.01%
v 9,739 0.17%
7 6,960 0.24%
7 5127 0.33%
16 3,528 0.45%

Avg.
CPC

$2.52

$3.60

$2.48

$2.92

$2.98

$1.27

$3.79

Cost Avg.
Pos.
$176.70 34
$104.50 27
$44.60 4.3
$49.66 3.5
$50.68 34
$21.63 3.2
$60.64 28

5. Next, customize Columns to include the level of detail you care about, such as region,
metro area, and city. Add all columns you would like to see in your report and click

on Apply.
Campaigns  Ad groups Settings = Ads Keywords  Ad extensions Dimensions Display Network x
View: Geographic = Fitter - Columns = 3
Customize columns
Select metrics Drag and drop to reorder
Level of detall » Add all columns Region Remove
ZZ::;T;::: : Campaign Add Metro area Remove
Ad group Add -
Region Added City Remove
Metro area Added Most specific location Remove
City Added Location type Remove
Mast specific location Added Clicks Remove
Location type Added Impr. Remove
CTR Remove
Avg. CPC Remove
Cost Remove
Avg. Pos. Remove
Caonv. (1-per-click) Remove
Cost/conv. (1-per-click) Remove
Caonv. rate (1-per-click) Remove
[ Save this set of columns
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6. Sort by impressions or clicks to figure out where most of the search activity is
concentrated. Sort by conversions to find out which geographic areas convert the best.

7. If you find that certain locations perform better for you, you can increase bids through
your campaign settings page. This can help you get a better ad position and even
more clicks from your most important locations.

The geographic report allows you to analyze performance across different countries, regions,
metro areas, or cities.

The Most specific location column shows the most detailed information available, such as
the postal code (the most specific location data varies by country).

The Location type column indicates whether an impression was matched by physical location
(where a user was physically located) or location of interest (location a user was searching for
or viewing content about).

Geographic performance data is available for the entire account or you can choose to analyze
individual campaigns and ad groups.

There's more...

The geographic report can help you fine tune performance by concentrating your budget
and bids on areas that produce the best results, For example, if you find that you get a lot
of clicks from a certain region but these clicks are not converting, you might want to exclude
this region.

See also

» The Analyzing the days and times ads perform best recipe
» The Adjusting location bids recipe in Chapter 7, Budgets and Bidding

Reviewing call details

Many people searching online prefer calling a business as they do their research. If you are
using AdWords call extensions with Google's call forwarding, AdWords will record call data
associated with the phone number that appeared in your AdWords ads. This information can
help you measure the effectiveness of your campaigns beyond just the click-based metrics.
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Getting ready

You'll need to be using call extensions with Google's call forwarding number to get detailed call
reports. Google's call forwarding extensions are currently only available to advertisers in the
UsS, UK, and Germany.

How to do it...

To review call details for calls that came through Google's call forwarding number:

1.

2.
3.
4

Click on the Campaigns tab.
Go to the Dimensions tab.
Adjust the date range to reflect the period you are interested in analyzing.

From the View drop-down menu, select Call details.

Campaigns

View: Call details

Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network -

Fitter + Columns + *

Start time | 7

Sep7,2012 1:08:59 PM
Sepd, 2012 3:42:41 PM
Oct 25, 2012 5:04:37 PM
Jul 26,2012 2:05:03 PM

Jul 26, 2012 2:05:49 PM

End time 7

Sep7,2012 1:09:08 PM
Sep 4, 2012 3:43:116 PM
Oct 25, 2012 5:06:50 PM
Jul 26,2012 2:05:27 PM

Jul 26,2012 2:06:19 PM

Status 7

Received

Received

Received

Received

Received

Duration (seconds) 7
g

35

73

24

30

+ Caller area code 7

985

973

g72

g72

g72

Phone cost 7
$0.00
§1.00
$0.00
$0.00

$1.00

Call type 7
Manually dialed
Manually dialed
Mobile click-to-call
Manually dialed

Manually dialed

The report will show you information, such as if and when the call was received, how
long it lasted, and the caller's area code.

You can analyze call details for all of your campaigns or select specific campaigns
and ad groups.

Call details are also available in your campaign and ad group tabs. You'll need to
customize columns to see call data in your dashboard summary page. The following
columns are available:

o Phone impressions: The number of times your ad was shown with a Google
call forwarding number

o Phone calls: The number of valid calls received through your Google call
forwarding number

o PTR: Phone-through-rate or the number of calls received divided by the
number of times your phone number was shown

o Phone cost: Total costs accrued for calls received through Google's
forwarding number
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o Avg. CPP: Average cost-per-phone-call is the average amount you pay for
each call received through Google's call forwarding number

Campaigns Ad groups Settings Ads y Ad I Di: I Display Metwork il

All enabled campaigns = Segment = Filter = Columns = I= k3 Search

Customize columns

Select metrics Drag and drop to reorder
Performance » Remove all columns Campaign
Eonyersions | Phone impressions Added Status
Aftributes » Ph I Added
e
Call detalls » one calls Clicks Remove
- y PTR Added
Competitive metrics » Impr. Remove
Phone cost Added
Avg. CPP Added CTR Remove
Avg. CPC Remove
Cost Remove
Avg. Pos. Remove
Phone impressions Remove
Phone calls Remove
PTR Remove
Phone cost Remove
Avg. CPP Remove

[ Save this set of columns

1
‘\Q Set Max CPP bids to Bid separately on calls, especially if calls

are more valuable to you than clicks.

The call details report provides data on calls received through a Google call forwarding
number via desktops, tablets or high-end mobile devices. You can access call details data in
your campaign or ad group reporting dashboards or through the dimensions tab.

» The Setting up call extensions recipe in Chapter 12, Advanced Strategies and Features
» The Setting separate bids for calls recipe in Chapter 7, Budgets and Bidding
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Finding out where on display your ads are

appearing

If you are running display campaigns, you'll want to periodically analyze where your ads are
appearing. You may want to pause or exclude some of the websites your ads appear on, such
as irrelevant placements or pages you are getting a lot of clicks on without any conversions.

Getting ready

You'll need to be running display campaigns to run this report.

How to do it...

To review domains and pages your ads have appeared on, follow these steps:

1. Go to the Campaigns tab.
2. Select your display campaign and go to the Display Network tab.

3. Click on sub tab Placements.

Ad groups Sattings Ads Keywords Ad extensions Auto targets Dimensions Display Netwark 4—/—

+ Change display targeting Display keywords Placements | Topics Interests & remarketing = Gender = Age
All eligible placements Segment + Fitter + Columns 1=~ 1 Search
Edit ~ See details ~
] . Placement Ad Status Max. CPC Clicks Impr. CTR 7 Avg. Avg. ¥ Cost

- group CPC CPM

° mortgagecalculator.org

° Zillow.com

° micalc.com

™ loan-mortgagebroker.com

° bankrate.com
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4. To find out even more information, such as the actual pages (rather than
just domains) your ads have shown on, click on the See details button and
choose All.

Ad groups Settings Ads Keywords Ad axtenslons Auto targets Dimenslons Display Network

+ Change display targeting Display keywords Placements | Topics Interests & remarketing = Gender  Age
All eligible placements Segment ~ Fitter + Columns « = || & Search
Edit See details

Selected

5. You can also see URLSs for specific placements rather than all by selecting the
checkbox next to a domain in your placements report and choosing Selected
from the See details drop-down menu.

6. Customize your columns to see additional data, such as conversions and
cost/conversion.

7. Consider excluding irrelevant and poorly performing placements.

8. Consider adding relevant placements and those that convert to your
managed placements.

9. You can choose to download your data into an excel file or schedule it to be
emailed to you on a recurring basis, so you can always stay on top of your
display performance.

The placements report shows you a list of domains and URLs where your ads have shown.

Reporting is not real time and placement data may not available until the next day.
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Reviewing a large number of websites and pages your ads appeared on can be a little
daunting as you look for opportunities to optimize. However, you can sort your data by
metrics that are important to you to identify opportunities. Here are a few ways you can
analyze placements:

» Sort placements data by impressions to see where your ads are appearing the most

» Sort placement data by cost to see which placements you are spending the most
money on

» Sort by conversions to analyze which placements are generating sales or leads

» The Excluding irrelevant and poorly performing placements recipe in Chapter 7,
Running Display Ads

Segmenting performance reports

Segments in AdWords allow you to further split up your performance data and take your
reporting to the next level. For example, you can segment how your campaigns perform on
Google Search versus Search Partners or compare performance by device. Segments arm you
with the tools necessary to pinpoint trouble areas or what's working for you.

How to do it...

To segment your AdWords data, follow these steps:

1. Go to the Campaigns tab.

2. Click on the tab you are interested in examining further. Most tabs have segments but
the available segments will vary depending on if you are analyzing your campaigns,
ad groups, ads, keywords, or display.
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3. Click on Segment and choose one of the available options, such as Network.

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network 2

All enabled campaigns + Segment - Fitter = Columns - [ 4 Search

None
.

Time 3

+ Campaign Impr. CTR Avg. Cost Avg. Conw. (1-
Conversions 3 CPC Pas. per-click)
Network

Metwork (with search partners)
Click type

Device

Experiment

Top vs. Other

+1 Annotations

Adjust the reporting date range to see data for the periods of time you are interested
in analyzing.

Select None from the Segment drop-down menu to remove the segment or apply a
different one.

Make changes based on what you learn from your segments. For example, if you find
out that clicks from mobile devices do not perform as well as clicks from computers,
decrease mobile device bids.

Segments allow you to split up reports into multiple rows to further analyze various aspects of
your AdWords performance. The segment options you'll see will vary depending on which tab
in your campaign management page you are analyzing.

The following segments are available:

>

Time: Analyze data by day, week, month, quarter, year, day of the week, or hour
of the day.

Conversions: Choose from action name or conversion tracking purpose.

Network: Find out if the impressions came from Google Search, Search partners,
or the Google Display network.

Keyword/Placement: Segment available for ads showing which keyword or
placement triggered impressions and clicks.
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» Search terms match type: See if the ad was triggered by broad, phrase, or
exact match.

» Click type: If you received clicks to your headline, sitelink, if it was a mobile
click-to-call, or a click on "Get direction" from your Google Places extension.

» Device: Performance data for computers, tablets, and mobile devices.

» Experiment: If you previously set up experiments, you can see how experimental ads
did against control ads, for example.

» Top vs. Other: Where you ads appeared on Google.com and search partner pages.
Ads that appear above organic search results are classified as "Top" while all other
ad positions are listed under "Other".

» +1 Annotations: How your ads performed when shown with different types of
social annotations.

Some of the segments are only available to be downloaded as a report rather than viewed in
the interface. When you make your selection, you'll get a notification and a message to use the
download report button, indicating a particular segment can be downloaded as a report only.

» The Running and scheduling reports recipe
» The Modifying mobile bids recipe in Chapter 7, Budgets and Bidding

Creating filters to customize reporting

Filters can help you further slice your reports to identify areas of improvement or to analyze
how certain sets of campaigns or strategies are performing. For example, you may wish

to filter out in your reports poorly performing keywords, evaluate how branded versus not
branded campaigns perform, or analyze ads featuring special promotions.

Getting ready

You'll need to name your campaigns by using common terms that will help you filter.

For example, name all campaigns that do not include non-branded keywords with NB.
Alternatively, you can create labels to group certain campaigns together and apply a label
to each campaign that should be included.

Evaluate your goals, such as desired CPA and maximum CPA you are willing to tolerate. Keep
these goals in mind when you set up various performance centered filters.
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How to do it...

To create a filter to isolate groups of campaigns, follow these steps:

1. Click on the Campaigns tab.

2. Adjust the date range at the top right of your campaign management page.
3. From the Filter drop-down menu choose Create filter.
4

In this example, we'll create a filter to analyze all non-branded campaigns. In the
previous step we renamed all campaigns that do not include branded keywords

by appending a common identifier such as NB to the campaign name. Next, after
clicking to create a filter, choose Campaign name, select contains, and write in NB or
any other words you wish to filter campaigns by. If you are using labels, you can also
filter just by your NB label.

5. Check Save filter to access it again at a later date and click on Apply.

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimenslens Display Network hd

All enabled campaigns « Segment v Filter Columns v 1= * Search
[=I Filter
Campaign name - contains + NB Remove

+ Add another # Save filter Campaign name contai

In the next example, we'll create a filter to isolate costly keywords that are not converting.

1. Go to your Keywords tab and click on Create filter.

2. From the Conversions drop-down choose Conversions (1-per-click), select <=, and
enter in O.
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3. Click on + Add another and from the Performance drop down choose Cost and write
in a specific amount. For example, if you target CPA is $10, you may wish to analyze
all keywords that have accumulated over $10 but have not converted.

Campaigns Ad groups Settings Ads Keywords Ad axtensions Dimensions Display Network &
Al but deleted keywords - Segment = Fitter + Columns - 1~ + Search
[=] Filter Saved: Costly keywords with no conversions

Conversions (1-per-click) v <= v 0 Remove

Cost v v 3 10 Remove

+ Add anocther & Save filter Conversions (1-per-clic

Save the filter if you plan to use it again, and click on Apply.

W Save your most commonly used filters to easily access them at
~ any time and use them with different date ranges. Filters you
Q create are user-specific and will not be available to another
user who has access to your account.

Filters help you isolate campaigns, ad groups, keywords, or other account segments by
predefined criteria to help you better analyze performance. AdWords may provide certain
predefined filters in your account or you can create custom filters to focus on metrics specific
to your goals.

You can add multiple layers to each filter and save these filters for future use and analysis.

There's more...

Here are a few common filters you may wish to set up and review regularly:

» Keywords below first page bid. This is a predefined filter that you can access in
your keywords tab. It shows you all of the keywords with ad rank below the first page.
Consider raising your bid and work on improving your Quality Score. For example,
refine your ad or add negative keywords to increase CTR.
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» Cost-effective keywords. Create a filter to review keywords that are converting within
your desired CPA. Consider raising your Max CPC to get more traffic out of keywords
that are working for you.

» Costly keywords without any conversions. Keywords that accumulate a certain
amount in spending without generating any conversions. Consider lowering bids,
creating new ads, adding negative keywords, or pausing these keywords.

» Keywords converting above your target CPA goal. Review keywords that are
generating conversions but are converting above your target cost/conversion.
Consider lowering bids, adding more negative keywords, restructuring with more
specific ad copy, or pausing these keywords.

» Campaign or ad group performance filters. Create filters to isolate campaigns and
ad groups converting above or within your target CPA. Use this data when budgeting
and to help you bid and prioritize optimization efforts.

» Ad filters. You can analyze how certain sets of ads performed against others. For
example, you may wish to review how ads featuring "Free Download" fared against
ads that used the call-to-action "Download Now."

» The Running and scheduling reports recipe
» The Creating filters to customize reporting recipe

Viewing data in graph format

Your AdWords campaign management page offers the option to view various performance
metrics in graph format. This visual analysis of performance trends can help you identify
issues as well as spot when your campaigns perform better.

How to do it...

To view performance graphs, follow these steps:

1. Click on the Campaigns tab.
2. Adjust the date range at the top-right of your campaign management page.

3. Click on the graph icon (see highlighted image in the following screenshot) above your
data summary table.

4. Choose the metrics you'd like the graph to display. You can choose one or two metrics
to see how they relate to one another. For example, you can compare click trends
versus conversions to zero in on days when your clicks are converting better or worse.
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Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network <

All enabled campaigns ~ Segment - Fitter ~ Columns k3 Search

M Cicks ~ wvs M Conv. (1-per-click) +

5. You can see graphs for your entire account or graph specific campaigns and ad groups.

6. If you notice important trends, such as an increase in conversions on Mondays,
for example, make changes to your settings to maximize on this information.

AdWords campaign management offers graphical data of your performance for your chosen
date ranges. You can select up to two metrics to compare trends in several campaign
management tabs. Available graph metrics include:

» Performance

» Conversions

» Competitive metrics

Graphs are available for the entire account, or specific campaigns and ad groups. You can also
use custom filters to only see graphs for sets of campaigns, such as all non-branded campaigns.

The following data trends are useful to note:

» Adecrease in CTR can signal the need to test new ad copy and add negative keywords.
» If you notice a decrease in Avg. Pos., consider raising your bids.
» Anincrease in Cost/Cov. may warrant re-examining your account structure.

» Aboostin conversions is a great sign that you are doing something right. Consider
testing similar strategies across your other campaigns.

» Consistent decrease in impressions over the weekend, for example, can mean
that people are searching for you more during the week. Adjust your bids and ad
scheduling to maximize this trend.

» The Creating filters to customize reporting recipe
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Evaluating sitelink extensions

Sitelink ad extensions can help boost your CTR and make your ads stand out with additional
relevant page links. However, some sitelinks perform better than others and there are some
sitelinks that may need to be re-worded or eliminated completely based on performance.

Getting ready

First, you'll need to set up sitelink extensions in at least one of your campaigns and your

extensions will need to have been approved to run. Your sitelinks may not show all the time,
depending on performance and ad position. Also, each sitelink needs to direct customers to
a unique landing page. If a sitelink stops showing, check if it was disapproved and make the

necessary edits.

How to do it...

Click on the Campaigns tab.
Go to the Ad Extensions tab.

P 0N PR

Select Sitelinks Extensions from the View drop-down menu.

Each of your sitelinks will have impression, click, cost, and other data you choose to

view. Make sure to customize columns to include conversion data and other metrics

on interest.

Campaigns Ad groups Settings Ads Keywords

View: Sitelinks Extensions + Upgraded + Segment +

Learn what your upgraded sitelink extensions can do.

Ad extensions

Fitter

Dimensions

Columns

3

Display Network

-

Sitelink Status *Clicks Impr. CTR Avg.CPC Cost Avg. Pos. Conv. (1-per- Cost / conv. (1-per- Conv. rate (1-per-
click) click) click)
=] Site Link 1 Approved 20 1,408 1.42% $160 $32.05 11 2 $16.02 10.00%
7 Site Link 2 Approved 20 1,353 1.48% $160 $32.05 11 2 $16.02 10.00%
i1 Site Link 3 Approved 18 1,344 1.41% §168 $31.95 11 2 $15.98 10.53%
L Site Link 4 Approved 10 1,117 0.90% $180 $17.96 1.2 0 $0.00 0.00%
Total - all sitelinks 32 3,612 089% $1.85 $59.24 11 3 $19.75 9.38%
240

www.it-ebooks.info



http://www.it-ebooks.info/

Chapter 10

5. Next, go to Segment and choose Click type to see sitelink specific data. Segmenting
by click type shows you how many people are choosing to click on a particular sitelink
versus your headline.

6. From the Segment drop-down menu, choose This Extension vs. Other to see how an
individual sitelink performs against another sitelink extension you are using.

If you notice that some of your sitelinks have low CTRs, consider
M rephrasing the sitelink text with more appealing descriptions
Q or calls-to-action. If a sitelink is getting plenty of clicks but no
conversions, consider deleting it, as it could be distracting
users from the desired conversion path.

AdWords sitelink ad extensions expand your text ads with additional page links, providing your
visitors with other navigation options. AdWords reports on the performance of each extension
you create so you can analyze the effectiveness of each sitelink.

» The Creating sitelinks recipe in Chapter 12, Advanced Strategies and Features

Using impression share metrics to

increase conversions

If your AdWords campaigns are profitable, make sure you are not losing impression share and
missing out on sales. Review your competitive metrics on a regular basis to identify if you are
losing traffic due to budgets and bids and to prioritize your optimization efforts.
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Getting ready

You'll need to customize columns to see competitive metrics, currently available in campaign
and ad group tabs.

Customize columns

Select metrics

Performance 2 Remove all columns

SR ” Search Impr. share Added

Attributes ¥

Call details > Search Exact match IS Added

Competitive metrics  »  Search Lost IS (rank) Added
Search Lost IS (budget) Added
Display Impr. share Added
Display Lost IS (rank) Added
Display Lost IS (budget) Added
Relative CTR Added

Once you customize your data columns to include competitive metrics, your campaign and ad
group tabs will include extra impression share (IS) columns for the metrics you have chosen.

How to do it...

Search Lost IS (budget) and Display Lost IS (budget):

The Search Lost IS (budget) and Display Lost IS (budget) columns help you identify if you
need to increase your campaign budgets. If the number is greater than O percent, this means
that your ads did not show on the Search or on the Display network because your budget was
low. For example, if your Search Lost IS (budget) is 50 percent, your ads were eligible but did
not show to 50 percent of the user searches because of your budget.

» Sort your campaigns by Search Lost IS (budget) or Display Lost IS (budget)
columns to see which campaigns are losing the greatest share of impressions.

242

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 10

Campaigns | Adgroups  Settings = Ads  Keywords = Adextensions | Dimensions  Display Network = 7
Al enabled campaigns + Segment v Fiter v Columns v E3 Search
[] e Campagn Budget | Status Enhanced © | Clicks Impr.
e @ Campaignl $122.00/day [ Legacy 256 19,796
Li
e B Campaign 2 $35.00/day . 50 1675

CTR

129%

299%

Avg
cPe

$8.96

$9.20

Avg
Pos.

48

4.1

Cost /
conv. (1-

per-
elick)

Cost

$5212 $2,293.28

$34.49

§$459.96

¥ Search

Lost IS
(budget)

15.77%

12.08%

» Next, review your Cost/Conv. data for all campaigns that have high percentages of
lost impressions due to budget. If a campaign is within your target Cost/Conv. but is
losing impression share, consider increasing budget.

» Segment data by hour of the day to analyze how your coverage varies throughout the
day or by device to analyze coverage for computers, tablets, and mobile devices.

s Campaign Budget Status Enhanced Clicks Impr. TR Avg. Cost/  Cost Awg. ¥ Search

CPC conv. (1- Pos. Lost IS
per- {budget)
click)
7 1 287 0.34% $16.36 $0.00 $16.36 45 6.81%
8 4 510 0.78% §7.84 $0.00 $31.37 49 7.56%
9 14 74 1.44% §9.36 $26.21 §131.03 49 8.91%
10 17 1,485  1.14% §7.37 s125.21 £125.21 49 5.84%
11 45 2223 z202% $6.78 S131.74 §385.23 48 262%
12 42 2801 1.50% $6.76  $40.86 $367.71 5 260%
13 23 25668 0.80% 8970 837.18 §223.07 51 474%
14 33 2621 1.26% §9.86 $65.10 £325.52 a7 5.75%
15 18 1,701 1.06% S510.84 $87.58 §185.17 49 15.38%
16 13 1437 0.80% §9.27  $60.26 §120.52 45 18.21%
17 1" 739 1.49% $10.00 $55.01 £110.02 45 30.14%
18 9 837 1.41% §7.03 S21.09 $83.27 a7 3351%
18 9 386 2.2TH §7.84 53571 §T1.42 45 44.0T%
20 3 282 1.06% §7.57 $11.35 §22.70 45 50.18%
21 5 as1 1.31% 84.82 $23.12 82312 47 48.72%
22 5 148 3.42% §7.58 $0.00 $37.90 51 84.22%

Search Lost IS (rank) and Display Lost IS (rank):

>

The Search Lost IS (rank) and Display Lost IS (rank) columns help you identify
impressions you're missing out on due to low ad rank. For example, if your Display
Lost IS (rank) number is high, such as 62%, this means that your ad was eligible
but did not show on Google's Display network 62% of the time due to low ad rank.

The actions you can take to improve lost impression share due to ad rank include
raising your bids and improving your Quality Score. However, if your Cost/Conv. is
outside your target CPA, raising your bids is not recommended. In that case, focus
on improving Quality Score by refining structure, keywords, and ads.
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Search Exact match IS:

Search Exact match IS helps you understand your impression share for just the keywords you
have chosen. If you are using broad match keywords, your ads could be showing on variations
of the keywords you have entered.

Sort campaigns or ad groups by Search Exact match IS and focus efforts where the number
is low. A high number means you're getting high quality clicks on keywords you obviously found
relevant enough to add to your campaigns.

If the number is low, run a search query report to analyze what queries are triggering clicks.
Add the relevant queries as keywords and add negative terms to weed out irrelevant clicks.

Impression Share (IS) is the number of impressions you received divided by impressions you
were eligible to receive in your AdWords campaigns and ad groups. IS helps you analyze your
share of voice with your current settings (such as your location targeting) and Quality Score.

Available IS metrics include:

Search Impression share: The percentage of time your ads were shown out of the times that
your ads were eligible to show on the Search network.

Search Exact Match IS: The percentage of time your ads were shown for queries that exactly
matched your keywords divided by exact match impressions you were eligible for.

Search Lost IS (rank): Search impressions you are missing out on due to low ad rank.

Search Lost IS (budget): How often your campaign's ads did not show on Google's Search
network because of a limited budget.

» Display Impression share: The percentage of time your ads were shown out of the
times that your ads were eligible to show on the Display network.

» Display Lost IS (rank): Display impressions you are missing out on due to low
ad rank.

» Display Lost IS (budget): How often your campaign's ads did not show on Google's
Display network because of a limited budget.

» The Customizing columns to personalize data views recipe

» The Analyzing relative CTR to benchmark display performance recipe in Chapter 10,
Running Display Ads
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Optimizing Performance

In this chapter, we will cover the following topics:

» Improving relevance and Quality Score

v

Improving ad rank

» Changing keyword match types

» Scheduling ads to run during key days and times

» Expanding your keyword list

» Analyzing ad copy performance and picking top performers
» Adjusting budgets to maximize traffic and conversions
» Tips to increase traffic

» Running search term reports to optimize keywords

» Optimizing bids for ROI

» Optimizing keywords to improve ROI

» Excluding IP addresses from seeing your ads

» Optimizing your landing pages

Introduction

The most successful advertisers continuously refine and optimize their campaigns to keep
them profitable. Your initial keywords and ads will need to be regularly updated, paused, and
refined to stay on top of the latest trends in your market. Also, you'll need to adjust bids and
other settings to keep on target with your goals such as a specific ad position or CPA.
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Improving relevance and Quality Score

AdWords rewards advertisers who choose relevant keywords and write compelling ads with good
Quality Scores. The better your Quality Scores, the less you'll need to pay for each click, resulting
in more profits for you. This ecosystem evolved to benefit users, Google, and advertisers. If the
ads on Google were irrelevant and of poor quality, users would get frustrated and not click on
them, and Google would lose revenue. From an advertiser's perspective, when users click on
irrelevant ads, they tend to leave your website, costing you money and not contributing to your
bottom line. AdWords was designed to encourage high-quality ads, and as an advertiser you'll
reap many benefits from optimizing them to improve relevance.

Getting ready

First, check your Quality Scores to identify low quality keywords to focus on.

1. Go to the Campaigns tab.

2. Click on the Keywords tab.

3. Go to Columns and choose Customize columns.
4. From the Attributes section, choose Qual. score.

Ad groups Settings Ads Keywords Ad extensions Dimensions ~
Al but deleted keywords + Segment ~ Fitter « Columns + I~ 3 Search
Customize columns
Select metrics Drag and drop to reorder
Performance d Add all columns Keyword
Attributes ¥ Labels Add e
Conversions »
Search Funnels » Dest. URL Add Status
Qual. score Added Max. CPC
Est. first page bid Add
Clicks Remove
Est. top page bid Add
Impr. Remove
Match type Add P
CTR Remove
Avg. CPC Remove
Cost Remove
Avg. Pos. Remove
Qual. score Remove
Save this set of columns
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Click on Apply and you will see an extra column with your Quality Scores.

In your Keywords tab, sort the Qual. score column to review low Quality Score
keywords. Generally, Quality Score 1 to 3 is considered low, 4 to 6 is average
with room for improvement, 7 to 9 is good, and 10 is considered great.

Another way you can identify low-quality keywords is with filters. Create a keyword
filter to see all keywords that are below a certain Quality Score. Download this report
to have an easy to refer to summary of all keywords you'll need to focus on.

Ad groups Settings Ads Keywords Ad extensions Dimensions 4
All but deleted keywords - Segment + Filter - Columns + L~ *

[=l Filter Qual. score <=4

Qual. score - <= - 4 Remove

+ Add another | | Save filter

How to do it...

To improve your Quality Scores, follow these 10 tips:

1.

Start with low Quality Score keywords that get the most impressions. This is where
you'll have the biggest impact.

Re-organize your keywords into more tightly themed ad groups. If a keyword has a
low Quality Score, try moving it to its own ad group with more specific ad text and
its own negative keywords.

Your broad match keywords may be getting expanded to irrelevant variations.
Try changing them to a more specific match type.

Add negative keywords to eliminate irrelevant impressions and increase your CTR.
For example, add free as a negative keyword to eliminate someone looking for
free products and services online. Run a search terms report to see what queries
are triggering clicks and get new negative keyword ideas.
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5.

10.

Some of your low quality keywords may not be relevant to your website. If a keyword
has a very low Quality Score and rarely shows, it could be negatively impacting the
rest of your account. Consider deleting it.

Write new ads for your low Quality Score keywords, placing each keyword in your
ad text, ideally in your headline.

Test multiple ad versions to see which one resonates better with your customers.
Experiment with different calls-to-action, promotions, and ways to describe the
unique benefits of your products and services.

Pause the lower performing ads in each ad group, if you are testing multiple
variations to ensure that ads getting a better CTR show more often.

Try implementing dynamic keyword insertion to have AdWords automatically insert
your keywords into the ad titles or description lines.

Choose more specific landing pages. Your landing page should be relevant to your
keywords and contain your keywords on the page. If it does not, consider creating
new landing pages for your most important keywords.

Quality Score is a measure of relevance and is calculated by taking into account the
following factors:

>

248

Your keyword's CTR: Your CTR is like an online voting system; people in the search
auction vote on how relevant your ads are with their clicks.

Your display URL's CTR: Your display URL's past CTR affects your Quality Scores.

How relevant your keywords are: Some keywords you choose will be more relevant to
your business than others. If you sell snowboards, but would like to run on a keyword
like "snow," a generic term that's not as relevant to your business, you will receive a
much lower Quality Score. Pick specific keywords that clearly describe your products
and stay away from general keywords that could apply to many different businesses.

The relevance of your ads to your keywords: Your ads need to include your keywords
in the ad text. If you have too many keywords for them all to be reflected in your ad
copy, create additional, smaller ad groups. When a searched keywords is included

in an ad text, that term is highlighted by Google in your ad, helping it stand out even
more on the Google search results page.

Landing page quality: The keywords you choose should be included in your ad text
and further mirrored on your landing page. In addition to your landing page being
relevant to your keywords, it also needs to be transparent and easy to navigate.
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» Historical account performance: Advertisers who continue to choose poor quality
keywords will receive low Quality Scores when adding new keywords. This system
helps Google discourage advertisers who continue to choose irrelevant keywords
and encourage advertisers who create relevant, quality keywords and ads.

» Performance in the regions you are targeting: The regions you target via your
campaign settings page will affect your Quality Scores.

» Performance on the devices you are targeting: You may get different Quality Scores
on mobile and tablet devices, if your keywords perform differently depending on device.

Keywords
Your history Ads
Landing page T:er%:ct::
Performance ;
i i Geographic
on a site :v Quality
(GDN) Score <: performance

Quality Score is dynamic and is calculated every time a search triggers your ad. In order
to achieve better Quality Scores, you'll need to focus on tying together all of the various
elements that comprise Quality Score. Increasing relevance helps you achieve a better
ad rank and pay less for each click. The Quality Score algorithm is designed to reward
relevancy and encourage advertisers to create high-quality accounts, which will in turn
help you achieve better ROl with AdWords.

The more general your keywords are, the more difficult it will be to obtain a high Quality Score
for them, even after following all of the recommended AdWords best practices. In such cases,
you'll need to weigh if the lower Quality Score is worth the traffic and conversions you get from
these keywords. Keep in mind that if you continue to choose low-quality keywords, this will
hurt your overall account performance.
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» The Generating negative keywords recipe in Chapter 5, Creating Relevant Keywords

» The Running search term reports to optimize keywords recipe

Improving ad rank

Your ad position is going to heavily impact visibility and traffic, with the top-ranked ads
receiving the most clicks. Obviously, the more competitive your keywords are, the more
costly it will be to have your ads show in the #1 spot. However, there are specific short-
and long-term strategies that will help you obtain the best possible ad rank.

Getting ready

First, isolate the keywords that are not ranked optimally:

» ldentify keywords that are not showing on the first page of Google's search results

» If you have a specific ad position in mind, use filters in your Keywords tab to see
which keywords are not meeting this criteria

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions -

All but deleted keywords + Segment + Filter + Columns + I~ * Search
[= Filter
Avg. position = worse than 5 Remove

+ Add another ¥ Save filter Avg. position worse tha

Quickly diagnose your keywords to figure out if they are showing or are restricted by
Quality Scores and bids. On your Keywords tab, click on Keyword details and select
Diagnose keywords.

250

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 11

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions

All but deleted keywords Segment - Filter + Columns ~ 1~ 4+
Edit = Keyword details Automate
[ @ Keyword Cam)| SEARCH TERMS Clicks *mpr. *
Selected
All

I Diagnose keywords I

Auction Insights (single keyword only)

Search

CTR Avg.
cPC

How to do it...

To improve your ad rank, you can:

1. Increase your bid
2. Improve your Quality Score

Increasing your bids is the easy fix short-term solution. However, continuing to increase
how much you spend on each click when your ad rank slips is not going to be profitable

in the long run.

The long-term strategy to improving ad position is to raise your Quality Scores. To improve

Quality Score, start with the following:

1. Refine your campaign structure, breaking out related keywords into their own

ad groups, which will help you write more relevant ads.
2. Refine ads with more compelling ad copy, using keywords in ad text.
Pause lower CTR ads if you are running multiple ad variations.

w

4. Add negative keywords to weed out impressions that are not relevant and are

weighing down your CTR.

Your ad rank determines your ad position, or where your ads show in relation to other

advertisers. The ad rank formula consists of your Quality Score and your bid:

Ad Rank = Quality Score x Max CPC
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Ad rank is calculated each time your ad enters the ad auction. This means that for each
new query your ads could appear in a different position.

There's more...

The higher your Quality Score, the less you'll need to bid to maintain your ad rank.
This strategy helps AdWords ensure high quality ads on Google.com and encourages
advertisers to optimize their accounts.

See also

» The Improving relevance and Quality Score recipe

Changing keyword match types

Keyword match types control who sees your ads and how the keywords you have chosen
are expanded to match other relevant queries. Using too many of your keywords in the
most restrictive match types can limit your traffic, while using too many broad keywords
can generate some or a lot of irrelevant clicks.

Getting ready

Determine which keywords you might want to change match types for. Here are a couple
of common edits advertisers make:

» Broad match keywords with low Quality Scores and no conversions.
Change to phrase or exact match to restrict variations.

» Exact match keywords with no impressions. Change to more general
match type to broaden reach.

How to do it...

To change a single keyword's match type:

1. Go to the Campaigns tab.
2. Click on the Keywords tab or click on a specific campaign and ad group first.
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In your keyword table, click on the keyword you'd like to edit. Before you can proceed,
you might need to agree to the system warning by clicking on Yes, | understand. The
system warns you that if you edit a keyword, it will be deleted and treated as a new
keyword in AdWords. You can check the Don't show this message again checkbox
so you don't have to see this warning each time you edit a keyword.

Settings Ads Keywords Ad extensions Dimensions 4

All but deleted keywords + Segment « Filter + Columns - L= *

Edit - Keyword details - Automate -

] . probiotic supplements ¥ Broad match Cancel

| ® Keyword Status Max. +Clicks Impr. CTR
CPC

Exact match

Phrase match
™ "probiotic L —— 6 7e4 080% %

5.

Next, you'll be able to choose a different match type from the drop-down menu.
In this screenshot, we are choosing to change a broad keyword to a more specific
match type.

Click on Save.

To change match types for multiple keywords:

P NP

From your Keywords tab, check all of the keywords you'd like to edit.
From the Edit drop-down menu, choose Change match type.
Choose what you'd like to change your match type from and to.

Since changing a match type deletes the old keyword and creates a new one, you
have the option to create duplicate versions of the keywords you have selected and
add them in the new match types. To use that option, check Duplicate keywords
and change match type in duplicates.

You can preview your changes before they go live by clicking on Preview changes.
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6. Click on Make changes.

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network e

All but deleted keywords - Segment ~ Filter + Columns 1 3 Search

Change match type (2 keywords selected)

Change match type from:
(=) Broad match
(_)Exact match
(_)Phrase match

Change match type to:
Broad match
(_)Exact match
(*)Phrase match

[_] Duplicate keywords and change match type in duplicates

Keep in mind that changing a keyword's match type deletes the old keyword and creates a new one.

Preview changes Cancel

Changing a keyword's match type deletes the old keyword and creates a brand new keyword
in your account. It also resets a keyword's history to 0, but performance data will still be
available for all deleted keywords.

See also

» The Improving relevance and Quality Score recipe

» The Optimizing keywords to improve ROI recipe
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Scheduling ads to run during key days and

times

Many advertisers choose to run AdWords campaigns only during hours when they have
customer support available. If you have a limited budget, you might want to focus your ad
budgets on days and times your customers are most likely to be looking for you.

Getting ready

Determine if ad scheduling is necessary and appropriate for your business. Advertisers that may
benefit from this include businesses that operate primarily during specific hours. For example,

a website with customer support available to take calls during business hours only, or a pizza
delivery service that only delivers evenings.

Review performance by day and hour of day, keeping in mind that you will see fewer clicks and
impressions during less busy times, so you have focus on conversion rates and CPA instead.
Some advertisers get great conversion rates during off peak hours, late at night and in the
early mornings, when fewer advertisers are competing in the ad auction.

Keep in mind how your customers interact with you. If you rely on calls and only have
customer support during specific hours, make sure your ads are focused on when you
have the proper support available.

How to do it...

To enable ad scheduling:

1. Go to the Campaigns tab.

2. Click on the specific campaign you'd like to edit.
3. Go to the Settings tab.

4. Select Ad schedule.

Ad groups Settings Ads Keywords Ad extensions Dimensions x

All zettings Locations Ad schedule | Devices
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5. Click on Edit ad schedule.
6. Click on + Create custom schedule.

7. From the drop-down menu, choose to create a schedule for all days, Monday
through Friday, or specific days of the week, and then set your hours.

8. Click on +Add to add additional parameters.

Edit ad schedule

By default, eligible ads may be shown at any time within a 24-hour day, any day of the week.

Monday to Friday > O0BAM -~ @ 00 * to O5PM == @ 00 - X
Saturday * 10AM ~ © 00 - to 03PM ~ : 00 - X
+ Add

Display clock (&)12-hour  ()24-hour
Time zone America/New York {cannot be changed)

9. Click on Save.

Ad scheduling helps you control when your ads appear to potential customers. Ad scheduling
is set at the campaign level, which means that it applies to all keywords and ads within a
single campaign. By default, AdWords campaigns are set to run all days of the week and

all hours of the day.

There's more...

When you set up ad scheduling, keep in mind your account's time zone. You can find out your
time zone by going to My Account | Preferences. AdWords will also reference your time zone
as you create a custom schedule for each campaign. You cannot change your time zone.
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See also

» The Analyzing days and times ads perform best recipe in Chapter 10, Reporting
and Analysis

Expanding your keyword list

Expanding your keywords will be one of your main strategies to increase clicks as well as
conversions. Just as markets evolve and search patterns change, your keywords also need
to be updated in order not to become stagnant. Here we will discuss several tools you can
use to build up and refresh your keyword list.

Getting ready

Review your website and compare your list of products and services to your AdWords account.
Are your current keywords covering all of the categories you specialize in? Are there other
ways to describe some of your key offerings? Who are your main competitors and are they
doing PPC?

How to do it...

To expand your keyword list, try one of the following strategies.

Automated keyword suggestions
To see automated keyword ideas relevant to your website, follow these steps:

1. Click on the Campaigns tab.

2. Go into a specific campaign and ad group.

3. Clock on + Add keywords above your ad group's current keyword summary.
4

AdWords will suggest new sample keywords based on a scan of your website
grouped into related categories.
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5.

Click to expand each category and review the suggested keywords. If you like a
keyword, click on Add to move it to the Add keywords box. Do not simply add all
of the automated suggestions, as not all of them will be specific enough. You as

a business owner know your audience best and should pick and choose only the
keywords that are the most relevant. Make sure that you are not adding keywords
that may be already present in your other campaigns or ad groups.

Add keywords

Choose phrases that customers would use to search for your products and services. Need ideas? Try the Keyword Tool or check out
Control how keywords match to searches with match types. 1h9§9 sample keywords based on a scan of your
website.

Enter one keyword per line. Add keywords by spreadsheet

[H Category: urgent care

urgent medical care [HCategory: Miscellaneous keywords

[E Category: care
« Add all from this category
« Add urgent health care
« Add emergency care
« Add  immediate care
« Add  care now
« Add quick care
« Add doctors care
« Add convenient care
A « Add walgreens take care clinic
« Add  family care
« Add  prompt care

Estimate search traffic « Add__care now locations:

“ Gancel

6.

Click on Save after adding all of the relevant keywords.

Search terms report

Review your search terms report regularly and add any relevant keywords that resulted in
clicks and conversions. Click on Add as keyword recipe after viewing your search terms to
add them to your account.
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Settings Ads Keywords Ad extensions Dimensions hd

Filter - Columns

3

Back to Keywords

Learn how customers are finding your ad! Here, you'll see the actual searches that triggered you
based on the keywords you chose.

To make sure you can see data in this report, choose a date range that includes clicks on your

Add as keywords
Keyword Specific bid Dest. URL

urgent care in florida jol $ httpatd +

Control how keywords match to searches with match types.

Competitor keywords

Use websites such as spyfu.com to see what keywords your competitors' ads are appearing
on and to download their keyword lists. Enter a competitor's URL into the search box to
uncover profitable keywords you missed.

You can download a competitor's full keyword list, sort, and filter it, or export it to an
AdWords-friendly format. The tool can even organize a domain's keywords into targeted
ad groups so you have less manual work to do.

@@ BestKeywordsontop v | Filter Keywords thatcontain... | Go | \ng:adsr:!eet ]

Keyword Feb Mar Apr May Jun Jul Aug Sep
shelf corporations for sale I e —

ote list I ) e I S —

pink sheet shells I R — —

how to start a reit I I I R R —

acquisition companies T S R R Il I Il

pink sheet list ﬁﬁﬁﬁﬁﬁﬁﬁ
pink sheet listing [~

merger attorneys ——————————— —
pink sheets list
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Google's keyword tool

In addition to entering your own domain into Google's keyword tool, try typing in a competitor's
website and see what keywords are being recommended.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~

Tools Find keywcrds Campaign: Click to select
Keyword Tool Based on one or mare of the following:
Traffic Estimator
‘Word or phrase
Placement Tool
Contextual Targeting Tool
- m——  Website
- Include terms (0) 7
+ Category
« Exclude terms (0} 7 Only show ideas closely related to my search terms 7
* Advanced Options and Filters  Locations: United States %  Languages: Al Devices: Desktops and laptops
Saved ideas (0) B m

Adding new relevant keywords to your AdWords account will help drive more impressions
and clicks. With new and unique keywords, you can capitalize on previously untapped
opportunities to drive new leads and sales.

» The Running search term reports to optimize keywords recipe
» The Finding relevant keywords recipe in Chapter 5, Creating Relevant Keywords

» The Analyzing competitor keywords from spyfu.com and similar tools recipe in
Chapter 5, Creating Relevant Keywords

Analyzing ad copy performance and picking

top performers

A big advantage of AdWords over traditional media is that you can easily set up and run
multiple ad versions in just minutes. Even better, you'll get fast responses via real-time
votes or clicks from your actual customers on what speaks to them so you can fine tune
your message to reach even more qualified visitors.
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Getting ready

In order to compare ads against one another, you'll need to set up multiple ads within an

ad group. Create no more than 2 to 3 ads per ad group while you are testing. Let your ads
accumulate some impressions and clicks before you make decisions about the effectiveness
of each ad.

How long you'll need to wait before analyzing your tests will vary greatly based on how many
impressions and clicks you receive, which will partly depend on your budgets. The general rule
of thumb is to have at least 1000 impressions per ad copy before analyzing performance.

Set your campaign's ad rotation to rotate evenly to get an even split in impressions to each ad.

How to do it...

To analyze multiple ads within an ad group:

1. Go to the Campaigns tab.

2. Click on the campaign you're looking to analyze and choose an ad group.

3. Click on the Ads tab.

4. If the ads you are analyzing are low in impressions and clicks, allow for more time,
until you have ~1000 impressions per ad version.

5. Review multiple metrics, rather than basing your decision on just one metric, such as
only CTR or just conversion rates. The following table shows an example of two ads
being tested within an ad group:

Ad Clicks Impress-ions CTR Avg Cost Avg Conver- Cost/ Cov.
CPC pos sions Cov rate

1 6,804 38,889 17.50% $0.39 $2,638 1 567 $4.65 8.33%

2 5,588 34,095 16.39% $0.54 $3,030 1 466 $6.50 8.34%

6. Inthe preceding example, Ad 1 is the winner. It has a higher CTR, lower average
CPC, and even though it's converting at about the same rate as Ad 1 it costs less
to convert a visitor through Ad 1.

7. In some instances, you'll see clear winners, such as ads that are clearly getting a

better CTR and are converting at better rates. However, the ad with the best CTR
will not always have a better conversion rate, and you'll need to review other metrics
to determine your next steps.
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8. Ifanad is getting a high CTR but no conversions, it might not pre-qualify visitors
enough and it might in fact be too appealing. Pausing it might lower your CTR,
but if another ad is converting better and your goal is to have more conversions,
pausing the high CTR ad without conversions might be a cost effective decision.

9. Once you determine a winner and a loser, pause the lower performing ad.

10. Some tests will have a major positive impact and others will fall flat. Continue
to add new ad text variations to keep your message fresh and learn about what
your customers will find compelling.

Pausing low-performing ads helps you get more impressions and clicks on ads that work
better. Even if you turn on Optimize for clicks or Optimize for conversions ad rotation
settings, your low performers will continue to show occasionally. Figuring out which ads are
meeting your goals and pausing the ones that don't ensures

that the ads that work are shown to more users.

» The Creating effective ads recipe in Chapter 6, Writing Compelling Ads
» The Split testing ad copy recipe in Chapter 6, Writing Compelling Ads

Adjusting budgets to maximize traffic and

conversions

Most advertisers, except for large companies with unlimited funds, have specific budgets
for AdWords that will need to be managed and redistributed among the different campaigns.
This section discusses the key considerations and data to review as you decide where to
focus your funds.

Getting ready

Keep in mind your overall ad budgets. Also, review your current performance and outline
your goals. Are your conversion rates and cost per conversion acceptable and you'd like to
get more such traffic? Or, are your current CPAs a bit outside your comfort zone and you
need to improve on that?
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How to do it...

First, determine which campaigns are limited by budgets.

In your main Campaigns tabs, some campaigns may show a Limited by budget
message, indicating that they could earn more impressions and clicks if you raised
your daily budget. Sort your campaigns by the Status column to see which campaigns
are limited by budget.

3. You can also review competitive metrics Search Lost IS (budget) and Display Lost IS
(budget) to find out which campaigns are losing impression share due to low budgets.
Customize your column views to see those metrics and sort the data to highlight
campaigns where ads are not capturing all possible impressions. The higher the
percent, the more impression share you are losing due to insufficient funds.

4. Next, analyze conversion rates and cost/conversion for each campaign that's limited
by budget.

5. If a campaign is within your target CPA and is losing impression share, move some
funds over from a less profitable campaign.

6. If a campaign is outside your target CPA and it's limited by budget, it might not make
sense to raise its budget, since this would further increase your overall CPA.

Here is an example of how you might want to redistribute a budget of $100/day based on
performance with a CPA goal of $10:

Current Limited by CPA Recommended budget action
budget budget

Campaign #1 $30 Yes $10 Increase budget
Campaign #2 $30 No $9 Leave budget as is
Campaign #3 $30 Yes $15 Decrease budget, move funds

to Campaign #1

With AdWords, you have the flexibility to adjust budgets across your different campaigns at any
time and as often as you would like. Performance varies and shifts all the time, which is why
budgets should be monitored and adjusted regularly to maximize returns.

263

www.it-ebooks.info


http://www.it-ebooks.info/

Optimizing Performance

There's more...

You can change your budgets in bulk if you have a large number of campaigns that will
need to be adjusted. After selecting your campaigns, click on the Edit button and choose
Change budget.

Then, choose to set your budgets to a specific amount, or increase or decrease budgets across
selected campaigns by a specific percent. You can set an upper or lower budget limit to make
sure your budget changes are not going above or below what you are comfortable with.

Campaigns Ad groups Settings Ads Keywords Ad axtensions Dimenslons Display Network =

All enabled campaigns ~ Segment + Fitter + Columns ~ [ 1 Search

Change budget (2 campaigns selected)

Action Increase budget by ~ 10 %+ (¥ Upper budget limit % 100

Preview changes Cancel
See also

» The Optimizing bids for ROI recipe

» The Using impression share metrics to increase conversions recipe in Chapter 10,
Reporting and Analysis

Tips to increase traffic

If you're getting great results from AdWords, chances are you would like more traffic.
Be cautious as you expand and implement the proposed strategies, focusing on a select
few at a time to keep your ROI steady.

Getting ready

Review your current campaigns and figure out which ones are meeting your ROI goals.
You'll want to start your optimization efforts there.
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Catalog your current strategies and campaigns:

» Are your campaigns targeting all of the relevant locations?
» Are you advertising all of your current products and services?
» Have you tried running ads on Google's Display network?

How to do it...

To increase traffic, try the following strategies:

1. Increase your budgets on campaigns that are restricted by budgets and not showing
ads as often as possible. Check lost impression share and move more funds to
campaigns that have high Lost IS (budget) percentages. Lost IS (budget) metrics
show you how often your campaign's ad did not show due to a limited budget.

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimansions

All enabled campaigns Segment Fitter Columns ~ | 4

Customize columns

Select metrics

Performance £ Add all columns

e ” Search Impr. share Add

Attributes »

Call details . Search Exact match IS Add

Competitive metrics  »  Search Lost IS (rank) Add

Search Funnels ¥ | Search Lost IS (budget) Added
Display Impr. share Add
Display Lost IS (rank) Add
Display Lost IS (budget) Added
Relative CTR Add
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2. Raise bids on ad groups that are losing impressions share (Lost IS (rank) metrics)
due to low ad rank. Focus on ad groups that are generating conversions within your
CPA goal.

Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions

All enabled ad groups Segment ~ Fitter + Columns - L~ +

Customize columns

Select metrics

Performance » Add all columns

Conversions ” | Search Impr. share Add

Call details »

Competitive mefrics  » Search Exact match IS Add

Attributes s | Search Lost IS (rank) Added

Search Funnels * | Display Impr. share Add
Display Lost IS (rank) Added
Relative CTR Add

3. Change your campaign's ad delivery from Standard to Accelerated, so ads are
displayed as soon as possible.

=l Delivery method (advanced)
Delivery method :
(_)Standard: Show ads evenly over time

(#) Accelerated: Show ads more quickly until budget is reached

You may miss traffic later in the day if you choose accelerated delivery. Standard delivery is
recommended for most advertisers. Learn more

“ Cancal

4. Expand your keywords with additional relevant terms. Create new ad groups for
the new keywords to stay organized and keep your campaigns themed and your
Quality Scores high.
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5. Add new campaigns and ad groups for products and services you are not currently
advertising. For example, if you sell car parts and are only advertising your Honda
car parts through AdWords, add campaigns for additional brands you feature, such
as Toyota or Mercedes.

6. Test the various targeting options available through Google's Display network. If you
are already running display campaigns, consider adding some of the less frequently
used campaign types. For example, you can target display ads through interest
categories to reach users visiting pages about specific topics.

Settings Ads

+ Change display targeting

Ad extensions

Dimensions

Display Keywords

Placements

Display Netwaork X

Topics Interests & Remarketing Gender

Age

7. Consider expanding your locations to additional relevant geographic locations where
your customers are located as well as targeting additional appropriate languages.

Languages

Languages

What languages do your customers speak?

This setting determines whether your ad can show for a specific language setting on Google. Note that AdWords

doesn't translate your ads.
_IAll languages

|| Arabic

|| Bulgarian

|| Catalan

I Chinese (simplified)
|| Chinese (traditicnal)
|| Croatian

[Czech

|| Danish

[ Dutch

@ English

|_|Esteonian

I Filipino

|_IFinnish

_IFrench

“ Gancel

|| German
|| Greek

|| Hebrew
I Hindi

|_J Hungarian
|_llcelandic
|_lIndonesian
[/ Italian

|| Japanese
|| Korean

|| Latvian

|_I Lithuanian
|| Nerwegian
|_I Polish

| Portuguese
|| Remanian
|_IRussian

|| Serbian

| Slovak

|_I Slovenian
@]Spanish

|| Swedish
I Thai

I Turkish

|| Ukrainian
| Urdu
|_IVietnamese
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Raising your bids and budgets helps you achieve a better ad rank and increases your ad
delivery with your ads showing more throughout the day.

Adding new campaigns and keywords helps to increase your impressions and clicks through
new terms that you were not previously bidding on.

Loosening some of your campaign settings, such as location and language targets, can help
you reach additional customers not captured through your previous settings.

See also

» The Expanding your keyword list recipe

» The Using impression share metrics to increase conversions recipe in Chapter 10,
Reporting and Analysis

Running search term reports to optimize

keywords

If you are using keywords in match types other than exact, your ads are showing on a number
of other variations that you should be aware of. You can find out what these variations are
through the search terms report and use it to add new relevant keywords or exclude the
irrelevant queries.

How to do it...

To run a search terms report:

1. Go to the Campaigns tab.

2. Go down into a specific search campaign or ad group. You can also run a search
terms report for keywords across all campaigns, but it might be overwhelming and
difficult to focus. It is recommended that you start with specific campaigns instead.

3. Go to the Keywords tab.

4. This recently changed in AdWords. This sentence should read "Click on the Details
button and select All under SEARCH TERMS.
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5.

6.

Settings Ads Keywords Ad extensions Dimensions
All but deleted keywords Segment - Fitter + Columns
SEARCH TERMS
Selectec
All

AUCTION INSIGHTS

@

lect

@
u

All

Keyword diagnosis

Next, you'll see a list of search terms that triggered your ads as well as CTRs and
other performance data.

Column Added/Excluded tells you if a keyword is already a part of your keyword
list (Added), if you previously excluded it (Excluded), or if it triggered your ads but
you have yet to add or exclude it (None).

Once you know what search terms are triggering your ads, you have three options:

1.

If a keyword has solid performance, such as a high CTR or has generated
conversions, add it to your account. You can do so easily from within the

AdWords interface by selecting the high performing keyword and clicking
on the Add as keyword button above the report.

If a keyword is irrelevant to your business, has low CTR, or has not generated any
conversions despite high costs, exclude it from your keyword list. Be careful not to
use negatives that could prevent your relevant keywords from showing. Select the
low performing keyword and click on the Add as negative keyword button. You will
need to select whether the exclusion should apply to just the individual ad group or
to an entire campaign.
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3. You can choose to download your search terms into an Excel file or other convenient
format as well as schedule it as an ongoing report that can be e-mailed to you.

Seitings Ads Keywords Ad extensions Auto targets Dimenslons i

Fitter - Columns «

« Back to Keywords

Learn how customers are finding your ad! Here, you'll see the actual searches that triggered Y
based on the keywords you chose.

To make sure you can see data in this report, choose a date range that includes clicks on yq

Add as keyword Add as negative keyword ¥ Download

[| Search term Match  Added/Excluded Clicks +Impr. | - CTR
type

[ nevada home loans Exact Added 2 17 11.76%
match

[| homeloanslasvegasnvy  Broad MNone 1 3 33.33%
match

The search terms report shows you the exact queries that triggered your ads and led to the
clicks. It is available for searches performed on Google.com and Google's Search Partners.

Search terms reports are not real time; they have a one-day delay before you see the data. You
will only see impression data if a search term generated at least one click in the last 30 days.

If you'd like to eliminate clutter in your search terms report and only focus on keywords that
you have not added or excluded already, you can create a filter after viewing your keyword
details. Saving this filter will allow you to access it again the next time you log in.
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Settings Ads Keywords Ad extensions Auto targets Dimensions b

Columns

« Back to Keywords

Learn how customers are finding your ad! Here, you'll see the actual searches that triggered your ad and led to a click.
based on the keywords you chose.

To make sure you can see data in this repert, choose a date range that includes clicks on your keywords.
=l Filter
Added/Excluded ) Added only | Excluded only 'Both ¥None Remove

+ Add another @ Save filter Added/Excluded: None

See also

» The Using keyword matching options effectively recipe in Chapter 5, Creating
Relevant Keywords

» The Generating negative keywords recipe in Chapter 5, Creating Relevant Keywords

Optimizing bids for ROI

ROI focused bid optimization is the key to keeping your conversion rates high and CPA as low
as possible. Many advertisers get distracted by ad position and keep increasing their bids to
stay above their competitors. That's not always the optimal strategy, when it comes to ROI.
This recipe focuses on identifying which keywords to adjust bids for and how to adjust them
based on conversions.

Getting ready

In order to optimize for ROI, you will need to implement conversion tracking and your keywords
will need to have accumulated some data that you can work with.

Also, keep in mind your overall CPA goal. That goal will help you identify ad groups and
keywords outside and within a profitable range.
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How to do it...

You can optimize bids at the ad group level as well as at the keyword level. The rule of thumb
is as follows:

» Increase bids on ad groups and keywords that are converting within your target CPA,
S0 you can get a better ad rank and more clicks.

» Decrease bids on ad groups and keywords that are converting outside of your target
CPA. This can help you lower your CPA on terms that are currently not cost effective.

For the purposes of this exercise, we'll focus on keyword bid strategy, but the same general
guidelines apply to ad groups as well. The following table outlines the recommended bid
adjustments for various performance scenarios with a CPA goal of $10.

Keyword CPA Recommended bid action
New car $15.34 Decrease bid

Honda dealership $12.67 Decrease bid

Honda civic $9.35 Leave the bid as is

Honda civic best price $5.36 Increase bid

Here are four ways you can interact with your AdWords data and use the various AdWords
tools to prioritize bid optimization efforts:

» Sort keywords by Cost/conv. (1-per-click) to see the most costly and highest CPA
terms first. Decrease bids on the worst offenders. You can start with a 20 percent
decrease, but if the CPA is way outside of your target, you might want to decrease
bids even more.

» Create afilter that isolates all cost effective keywords. Increase bids if the CPA is
well within your target.

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network =
All but deleted keywords ~ Segment v Fitter + Columns ~ 1~ ¥ Search
[=I Filter Saved: Cost-effective keywords

Conversions (1-per-click) + = 1 Remove

Cost / conv. (1-per-click) + < 3 10 Remove

+ Add another (¥ Save filter Conversions (1-per-clic
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» Create afilter to isolate all costly keywords with no conversions to see where you are
spending money without any results. Decrease bids on these terms or pause them.

-

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network

All but deleted keywords + Segment + Fittar - Columns - 1~ * Search

[=I Filter Saved: Costly keywords with no conversions

Conversions (1-per-click) + <= v 0 Remove

Cost > - ] 20 Remove

+ Add another & Save filter Conversions (1-per-clic

» Monitor and adjust bids on a regular basis to ensure CPAs stay within your targets.
You can even set up automated rules to increase and decrease bids regularly (such
as each week or every day) based on performance.

Increasing and decreasing your bids based on prior conversion data will help you bid more
on keywords that are working for you, and less on keywords that do not convert.

There's more...

To automate the process of adjusting bids, you can test CPA bidding in AdWords to let the
system adjust bids for you based on a specific CPA goal. Make sure to watch results closely
after you implement conversion optimizer, as it does not work for all advertisers. If CPA
bidding does not produce the desired results, you can also try enhanced bidding.

» The Creating filters to customize reporting recipe in Chapter 10, Reporting
and Analysis

» The Enabling Conversion Optimizer recipe in Chapter 7, Budgets and Bidding

» The Automating actions based on rules and goals recipe in Chapter 12, Advanced
Strategies and Features
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Optimizing keywords to improve ROI

You've set up your campaigns and added lots of keywords, and people have started clicking on
your ads. Now the ongoing work of fine tuning begins. A key aspect of optimization is making
sure that the keywords that work for you get the most possible exposure while the keywords
that do not are properly identified.

Getting ready

First, understand your low and high performers. Customize your keyword columns to include
conversion metrics.

Use filters and sorting to identify keywords that fall within and outside your CPA goals. Download
keyword data into an Excel file, or another easier to work with format.

How to do it...

First, focus on your top performers:

1. Create separate campaigns for your best keywords to set a unique budget for top
performers. This will help you ensure that your other, less profitable, keywords are
not taking impressions away from your highest ROl terms.

2. Increase bids on keywords that are profitable but are not appearing in the top
position. This will help you get a better ad rank and more clicks from keywords
that you know do well.

Next, make changes to keywords that are underperforming;:
1. Lower bids for keywords that are converting at high costs or on keywords

that have accumulated lots of clicks without any conversions.

2. Add negative keywords to improve CTR and quality of your low
performing keywords.

3. Restructure by moving poor performers into their own ad groups
with custom ads.
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Try using different, more specific landing pages that better match your keywords.

5. Change the keyword match type to a more specific keyword matching option.
This can help you reduce impressions and improve CTR.

6. If a keyword continues to under-perform, pause it. Click on the green status button
to the left of the keyword you wish to pause and change the status from Enabled
to Paused.

Optimizing keywords based on your historical conversion data helps you improve performance
and maximize ROI, since you can assume similar patterns from future searches. Optimizing
keywords for ROl involves maximizing ad visibility and ad rank on keywords that work and
refining keywords that have not performed well in the past.

» The Optimizing bids for ROI recipe

» The Editing, pausing, or deleting keywords recipe in Chapter 5, Creating
Relevant Keywords
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Excluding IP addresses from seeing

your ads

Are you worried that competitors are clicking on your ads? The good news is that AdWords
offers a comprehensive click-fraud system that will in most cases filter out those clicks from
your bill. However, you can also exclude competitors and other suspicious IPs from seeing your
ads to further protect yourself.

Getting ready

AdWords does not provide IP address data for impressions and clicks you receive. However,
you can get this information from your web logs.

How to do it...

To exclude specific IP addresses:

1. Go to the Campaigns tab.
2. Go to the Settings tab of a specific campaign you'd like to add IP exclusions to.

3. Scroll down to the Advanced Settings until you see + IP exclusions and click to
expand this section.

4. Click on the Edit link.

Advanced settings

Schedule: Start date, end date, ad scheduling
Ad delivery: Ad rotation, frequency capping
Keyword matching options

Experiment?=T

= IP exclusions

Manage IP exclusions

5. Enter one IP address you'd like excluded per line.
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IP address exclusion X

You can specify Internet Protocol (IP) addresses that you would like to exclude from seeing your ads. This list will apply
only to ads in this campaign

Note: You may still receive some impressions and clicks from excluded IP addresses if a Google Network site doesn't provide users'
IP information.

Enter one IP address per line

Format: 123.145.167.89
You can enter fully specified IP addresses or use the wildcard character (*) for the last 3

63.118.38.49 digits to specify blocks of addresses.
205.194.127.36 Example:

170.252.248.205

198.163.45.100 * 1234567
129.22.180.227 e 123.45*

132.183.13.8

147.58.157.182 * 123.45.167.1

148.87.67.212
130.89.108.201
152.33.51.1
170.109.16.2
203.126.217.44
212.36.36.10
128.146.182.78
193.9.13.138
66.252.66.162
193.24.88.77
132.183.13.+*
212.240.141.49
139.142.157.178
148.87.19.210 i

6. Click on Save.

IP address exclusion in AdWords blocks your ads from showing on related computers and
networks. You can exclude up to 500 addresses.

M Be careful about excluding certain generic IPs that internet
Q service providers (such as AOL) assign to a large number of
their users.

See also

» The Excluding locations from seeing your ads recipe in Chapter 4, Structuring
Your Account
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Optimizing your landing pages

Your landing pages are a key part of the sales process and need to convince the visitors who
clicked on your ads not only to stay, but to continue browsing your website and buy what you
are selling. A typical visitor stays on a website only a few seconds before deciding to bounce,
and it is the job of your landing page to keep potential customers from leaving. Even if you
have chosen the best keywords and ads, your online campaigns will not be a success without
an effective landing page.

Getting ready

Analyze your bounce rates and time on site through Google Analytics. Figure out if specific
campaigns and ad groups have higher bounce rates than others and zero in on the landing
pages you are using.

How to do it...

First, make sure that you are taking visitors to the most appropriate pages on your website.
Perhaps you are taking your visitors to a page that's too general or too specific, and there is a
section that is a better match for your keywords.

Next, consider some of the landing page optimization best practices to help improve
engagement and conversions:

» Customize your landing page's headline to your keywords. This will help reassure
the users that they have arrived at the right place and will help boost your AdWords
Quality Scores.

» Keep important information above the fold, including your heading and any other
important elements.

» Make your conversion activity prominent and easy to spot. If you are capturing
leads, your lead form should not be below the fold where many visitors might not
even look. If you sell products, the product "Buy" button should be big and enticing.

» Keep your forms short and only require users to fill out the most essential
information. Each additional form field you add reduces the chances that the form
will actually be completed.

» Include customer testimonials on your landing page to build trust and showcase
what others love about your business.

» Include affiliations, guarantees, awards, privacy, security statements, and other
reassurances that help build trust and reassure your customers of your credibility.
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» Focus on a single call-to-action. Your landing page should have a single purpose.
Do not distract visitors with too many options, such as a newsletter sign-up,
whitepaper download, and a demo request all at once.

» Experiment with "Submit" button text, trying more enticing and non-intimidating
language. For example, avoid the commitment-heavy "Subscribe Now" and try the
less committal "Unlimited Access" instead.

» Show your products and services being used in context.
» Reduce unnecessary language and navigation, keeping the steps to complete a
conversion short. Write succinct and to the point copy using easy-to-read bullets.

Keep testing and reiterating until you find what works best for you. There is no one size fits all
approach when it comes to landing pages.

Landing pages are a part of Google's Quality Score formula, affecting your overall ad
performance. Your landing pages need to reflect your keywords but also be transparent
and easy to navigate.

To test different versions of your website and the impact of changing various landing
page elements, set up Google Analytics Content Experiments. Content Experiments
help you figure out which landing page elements work better for your predefined goals,
such as signups or purchases. You can read more and find out how to get started at
http://support.google.com/analytics/answer/1745147?topic=1745207.

» The Analyzing time on site data and bounce rates recipe in Chapter 3, Tracking
beyond the Click

» The Choosing landing pages recipe in Chapter 6, Writing Compelling Ads
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Advanced Strategies
and Features

In this chapter, we will cover:

» Creating sitelinks

» Setting up call extensions

» Implementing social extensions

» Setting up location extensions

» Promoting application downloads

» Setting up dynamic search ads

» Creating product ads

» Using experiments to test campaign changes
» Using advanced negative match keywords

» Automating actions based on rules and goals

» Common AdWords mistakes

Introduction

AdWords offers a variety of advanced features many advertisers overlook, such as ad
extensions that show your business phone number or links to other relevant pages on your
website. You can also explore other ad formats such as product listings ads and video ads

to get more traffic and engage with your customers through different channels. Not all of the
advanced features and strategies will be applicable to your business, but hopefully a few can
help your ads stand out in a saturated marketplace and give your campaigns the edge over
your competition.
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Creating sitelinks

An AdWords ad can only have one destination URL where visitors are taken after clicking on
your ad. But, in many cases, there are actually multiple pages on your website that could
potentially be applicable and relevant to a list of keywords. AdWords sitelinks help solve for
that by allowing you to show alternate URL options in addition to your ad's main destination
URL. However, they can also distract visitors from your target conversion activity, so be careful
when adding sitelinks and monitor results after implementing them.

Getting ready

Brainstorm the additional page URLs you'd like to highlight in your ads. Here are some ideas
for pages on your website you can promote via sitelinks:

» About us

» Contact us

» Store locator

» Testimonials

» FAQ

» Signup page

» Related or similar products

» Link to coupons or special promotions

How to do it...

To set up sitelinks, follow these steps:

1. Click on the Campaigns tab.

2. Go into a campaign you wish to edit. Set up sitelinks at the campaign level or go into
a specific ad group if you wish to create sitelinks unique to an ad group.

3. Go to the Ad extensions tab.

282

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 12

4. From the View drop-down menu, select Sitelinks Extensions:

Campaigns Ad groups Settings Ads Keywords Ad extensions

View: Sitelinks Extensions Upgraded - Segment - Fitter Colur

Location Extensions
Call Extensions

Offer Extensions

| Sitelinks Extensions |

Product Extensions
Social Extensions
Dynamic Search Ad Extensions

App Extensions

5. Click on Edit to edit the Sitelink extension setting:

Ad groups Settings Ads Keywords Ad extensions Dimenslons 7

View: Sitelinks Extenslons - Upgraded « Segment « Filter Columns +
Learn what your upgraded sitelink extensions can do.
Sitelink extension setting No setting
6. Click on + New sitelink.
283
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7.  Write in the link text (25 character limit) and enter a link URL. Make your sitelinks
compelling and interesting. For example, if you plan to use your testimonials page as
a sitelink, say something like See Why Customers Love Us.

New sitelink x
Link text 7 get$20 Off
Link URL 7 hipli v
Device preference 7 [ Mobile
Description 7
Optional

Start/end dates, scheduling

Click on Save.

9. Create additional sitelinks for other URLs you wish to promote. Add as many sitelinks
as possible to increase your chances of sitelinks appearing.

10. Click on Save after creating multiple sitelinks.

Sitelinks allow you to show links to other pages on your website in addition to your main ad
destination URL. They only appear if your ad is ranked at the top or at the bottom of Google's
search results.

Sitelink text needs to be 25 characters or less. You can create sitelinks at the campaign level,
but can also set unique sitelinks for each ad group. You can add up to 10 sitelinks but not all
of them will show.
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You can customize your sitelinks for mobile devices if you prefer to show certain sitelinks

only on mobile devices.

Link text 7
Link URL 7 htpdl v
@pr&f&r&nce 7 o Mobile
Description
Optional

You can also enable ad scheduling to show sitelinks during certain days and times only. For
example, you can choose specific dates on which an ad extension can show up with your ad

(for example, only for special holiday promotions).

Link text 7
Link URL 7 S
Device preference 7 [ | Moebile
Description 7
Optional

[=] Start/end dates, scheduling

Start/end dates 7 -

Scheduling 7 12AM > @ 00v to 12ZAM
+ Add
Dizplay clock (#)12-hour () 24-hour

Time zone America/New_York (cannot be changed)

MR
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» The Evaluating sitelink extensions recipe in Chapter 10, Reporting and Analysis

Setting up call extensions

If you are in a business that values calls more than website visits, you should be taking
advantage of call extensions in AdWords. When you set up call extensions, your ad text

is extended with an extra line of text for your phone number on computers and tablets.
Additionally, when you set up "click-to-call", people searching for you on their mobile devices
have the option to call you instead of clicking through to your website, saving customers the
extra step of having to go to your website to look up your phone number.

Getting ready

Decide if you'd like to show your own business phone number or use Google's call forwarding.
If you use Google's call forwarding, Google will assign a toll-free number that will dial through
to your phone number. The advantage of using Google's free call forwarding is the ability to
see data about calls that are dialed through this call extension (such as call area code and
duration) and the option to track calls as conversions.

How to do it...

To set up call extensions, follow these steps:

1. Click on the Campaigns tab.

2. Go into a specific campaign. You can set-up call extensions at the campaign level and
at the ad group level. To set them up at the ad group level, go into a specific ad group.

3. Go to the Ad extensions tab.
4. From the View drop-down, select Call Extensions.
5. Click to Edit the Call extension setting:

Ad groups Settings Ads Keywords Ad extensions Dimensions 4

View: Call Extensions Upgraded « Segment « Filter Columns *

Learn what your upgraded call extensions can do.

Call extension setting  No setting

286

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 12

6. Click on + New phone number:

Ad groups Settings Ads Keywords Ad extensions Dimensions &

View: Call Extensions Upgraded « Segment ~ Fitter + Columns + +

Learn what your upgraded call extensions can do.

Edit call extension

Select phone numbers to use with this campaign.
Phone numbers Selected phone numbers:

No phone numbers are available. No phone numbers selected.

4 Mew phone number ‘__—

“ canoe'

7. Choose your country and enter the phone number.

Next, decide if you'd like to use Google's call forwarding or show your own
phone number.

9. Under Show the following links, pick if you would like to show both a link to your
website and your phone number, or just the phone number. The default is to show
both options, since that gives your customers more flexibility to choose what they
prefer. With the second option, only the phone number will be clickable when your
ad is shown on mobile devices capable of making phone calls. This option is most
appropriate for businesses that need to talk to their customers first, such as a salon
that makes all appointments over the phone.
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10. Under Report phone call conversions, you can choose to count any calls that last
longer than a certain amount of time as conversions. Keep this option checked and
adjust your desired call duration (default is 60 seconds). This option is only available
for call extensions using Google's call forwarding.

New phone number

Phone number United States -

Show my ad with (®) A Google forwarding phone number and use call reporting
By selecting this, you agree to the Google Veoice Terms of Service and Privacy Policy.

(_)My own phone number (don't use call reporting)

Show the following links (=) Both my website and the phone number
(_)Just the phone number

Report phone call @ Count calls as phone call conversions when they last longer than
conversions 60 seconds

Start/end dates, scheduling

11. Expand +Start/end dates, scheduling to choose when your call extensions can run.
Set a specific schedule when your phone number will show if you only have customer
support during set hours.

12. Click on Save to keep your call extension settings and then click on Save again to add
this call extension to your campaign.

Call extensions extend your text ads with an extra line of text that shows a phone number on
all devices. You can create call extensions at the campaign and ad group levels.

Advertisers can choose to show their business number in ads or use Google's free call
forwarding, which provides additional reporting to help you evaluate calls that are coming
through AdWords.
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See also

» The Reviewing call details recipe in Chapter 10, Reporting and Analysis

Implementing social extensions

If you have a Google+ page, you can link it to your AdWords campaigns to show Google+
endorsements in your ads. This feature can help your ads stand out, increase credibility if you
have a strong Google+ presence, and can help improve CTR.

Getting ready

You need to have a Google+ page. This page and your website need to be linked in order to
prove that the Google+ page belongs to you. You can link your Google+ page and your website
by adding your website's URL to your Google+ page. You will also need to add your Google+
URL to your website.

How to do it...

To set up social extensions, follow these steps:

1. Click on the Campaigns tab.

2. Go into a specific campaign and go to Ad extensions.

3. From the View drop-down menu, select Social Extensions.
4

Click on + New extension:

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimensions -

View: Social Extensions « All but deleted - Segment - Filter - Columns *

Review performance statistics for ads that have appeared with an ad extension. You'll only see stati
eligible ad extensions that have been triggered. Learmn more about ad extensions statistics
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5. Enter the URL of your Google+ page. To find your URL, go to your Google+ page and
copy the URL from your browser. It should include the domain https://plus.
google.com/, and your unique Google+ page ID.

Ad groups Settings Ads Keywords Ad extensions Dimensions 7

View: Social Extensions All but deleted Segment Fitter Columns ~ +

Review performance statistics for ads that have appeared with an ad extension. You'll only see statistics fof
eligible ad extensions that have been triggered. Learn more about ad extensions statistics

Add social extension

Increase the social relevance of my ads by associating them with my Google+ Page

Enter the URL for your Google+ page plus.google.com/ID

Before activating your extension, we'l check that your Google+ page and website are linked. Learn
more

6. Click on Save.

Social extensions allow you to associate your ads with your Google+ page and show Google+
endorsements in your ads. Social extensions are set up at the campaign level, show on all
networks, and are available in all countries.

See also

» The Setting up call extensions recipe
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Setting up location extensions

Location extensions highlight your business address and help you set yourself apart as a local
business. They show a link to Google Maps with your phone number and the option to get
directions to your location.

san francisco dentist “ Sign in

Web Images Maps Shopping More = Search tools ¢

Ads related to san francisco dentist @ Emeryvills) Moy
ol
San Francisco Dentist - drdavidsondental.com Oalgand
www.drdavidsondental.com/ Qe
San Francisco Cosmetic Dentist, All Services Offered, Call Today! L] AI@‘“ @
Services - Our Staff - About the Dr. - Contact Us Q- >
1) Map of 2375 Ocean Avenue, San Francisco, CA ©2013 Google = Ay m&m@zﬁa@&g.

(415) 239-2740 - Directions
Map for san francisco dentist

San Francisco Dentist - Find a Trusted Dentist in Your Zip
www.1800dentist.com/SanFranciscoDentist

Free Appointment Booking. Open 24/7 Ads @

Find San Francisco Dentists - Find Richmond Dentists - Find Berkeley Dentists John J Petrini DDS
www.m-petrinismiles.com/
San Francisco Dentist - Located Right in Union Square Serving Union Square & Nob Hil
www.sfgreendentists.com/ your smile is our top priority
Warm Friendly Dentist. Visit Us Today. 2) 500 Sutter St, Suite 600
Directions

Getting ready

Decide how you'd like to enable location extensions:

» By using addresses from Google Places
» By manually entering addresses
If you have a business listing with Google Places, you'll need your username and password

to connect it to your AdWords account. To create your listing for free on Google Places for
business, go to www.google.com/placesforbusiness.

If you do not have a Google Places account, you can still take advantage of location
extensions by entering your business address manually into AdWords.

How to do it...

To set up social extensions, follow these steps:

1. Click on the Campaigns tab.

2. Go into a specific campaign and go to the Ad extensions tab.
3. From the View drop-down menu, select Location Extensions.
4

Click on + New extension.
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5. To use your Google Places account, choose + Addresses from Google Places and
enter your Google Places username and password.

6. Pick a map icon to represent your industry from one of the existing icons or upload
your own.

7. If you have multiple businesses in Google Places but would only like to show certain
addresses with your ads, use the advanced Filter option to exclude business names,
categories, or countries and territories.

8. Click on Save.

Ad groups Settings Ads Keywords Ad extensions Dimensions -

View: Loeation Extensions - All but deleted - Segment Fitter - Columns - *

Review performance statistics for ads that have appeared with an ad extension. You'll only see statisti
eligible ad extensions that have been triggered. Learn more about ad extensions statistics

= Addresses from Google Places ‘f’
Add Google Places account
Extend my ads with addresses from a Google Places account

Email:

Password: | |

|_I Filter (advanced option)

Map lcon: Choose another | Upload new
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9. If you do not have a Google Places account, click on + Manually entered Addresses

and then click on + New extension.

Ad groups Settings Ads Keywords Ad extensions

View: Location Extensions ~ All but deleted ~ Segment -

Addresses from Google Places

=l Manually entered Addresses ‘/

Add location

Extend my ads with manually-entered addresses

Country or territory [ United States =)

Company name

Dimensions

Fitter +

Phone number (Optional)

Address line 1
Address line 2
City/Town

State
Zip

Map icon Choose another | Upload new

Business image Choose another | Upload new (Optional)

If you have enabled click-to-call, this ad extension works with that feature. Learn more

-

Columns -

10. Choose your country, enter your business name, phone number, and address.

11. Pick a Map icon and upload an optional Business image.
12. Click on Save.
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Location extensions help you promote your business address and shows an extra line of ad
text with a link to a Google map. If you have multiple business locations, the address most
relevant to each user will show up in your ads. Location extensions are set up at the campaign
level and you'll need to enable this option for each campaign.

See also

» The Setting up call extensions recipe

Promoting application downloads

Application promotion ads extend your AdWords ads with a link to your application to drive
downloads. Customers can choose to click on the application link instead of on your ad text
headline to learn more about the application and download it.

Getting ready

You'll need to have an iOS or an Android app live on iTunes or on the Google Play store. You
may also need your App ID (for iOS apps) or Package name (for Android apps), though you can
also look up this information as you're setting up the ad.

How to do it...

To set up app extensions:
1. Go to the Campaigns tab and click on a specific campaign and ad group where you'd
like to create an app ad.
2. Click on + New ad and choose App/digital content ad.
3. Select App promotion ad:
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Allads

Segment »

App promotion ad

Dimensions x

Filter + Columns | L +

Search

TrueView in-search ad

4. Select your App platform and enter your App ID or Package name. You can also look
up your app information by name, ID, or by publisher.

App platform
 Select an app platform
ios
Android

Ad preview

This ad will only show on devices where your app can be installed.

Package name

Headline and deseription

Headline
Description line 1

Description line 2

Destination URL

hitp:f ~ | www . yourUrl.com

with all

Mobile

Headline
App platform
Description line 1
Description line 2

Tablet

Headline
App platform
Description line 1 Description line 2

Back

Cancel

By creating this ad, you agree that you hava legal rights to distribute all content (including all images/videos) you have provided. You are responsible for
i laws and ons in it i

in which you have chosen to target your advertising.
Al anabled and paused ads are subject to review. We review all ads as quickly as possible, usually within 3 business days. Leam more

in the locat

5. Write a headline and description, and choose your destination URL.
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6. Click on Save.

7. Create additional ads following these steps if your app is available on both
app platforms.

Application promotion ads extend your text ads with a link to a mobile or a tablet application.
The ads you create will only show on devices that the app can be downloaded from. For
example, if a user is searching on an iPhone, only the ad you created for the iOS platform with
a link to your iTunes app download will show. If a user is searching on an Android device, only
the ad with an option to download your app from Google Play will show up.

» The Creating sitelinks recipe

Setting up Dynamic Search Ads

If you sell a large number of products and would like to automate the process of creating and
managing AdWords ads, you could benefit from a new campaign type called Dynamic Search
Ads. You do not need to pick keywords or write unique ads with custom landing pages for your
various products, and you don't need to pause products that are out of stock. AdWords does
this work automatically for you, matching up the appropriate keywords to the most relevant
landing pages based on your website's content.

Getting ready

Determine if Dynamic Search Ads are appropriate for you. This campaign type works best for
businesses that offer a large number of products or services that change frequently based

on inventory or seasonality. Dynamic Search Ads do not work as well for smaller websites with
fewer landing pages.

How to do it...

To set up Dynamic Search Ads, follow these steps:

1. Go to the Campaigns tab.

2. Click on + New campaign to create a new campaign and choose Search
Network only.

3. Choose Dynamic Search Ads from the list of available campaign types:
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Select campaign settings Create ad group

1 Type: Search Network only - Dynamic Search Ads

General

Campaign name  pynamic Search Ads

Type X Search Network only ~ () Standard - Keyword-targeted text ads showing on Google search results

() All features - All the features and options available for the Search Network

() Product listing ads - Ads promoting your product inventory from Google Merchant Center

(*) Dynamic Search Ads - Ads targeted based on your website content
Learn more about campaign types

or load settings frem  Existing campaigns ~

Networks

Networks To choose different networks, edit campaign type above, or create a new campaign.

+ Google Search Network
¥ Include search partners

4. Choose your target locations, languages, pick your bidding option (for greater
control, choose I'll manually set my bids for clicks), enter a default bid and set
your daily budget.

5. Under Ad extensions, leave Dynamic search ads checked to allow AdWords to use
your website content to target ads.

6. Enter your Website domain and choose your domain's language:

Ad extensions

You can use this optional feature to include relevant business information with your ads. Take a tour.

Dynamic search ads ™ Use my website content to target my ads
Website domain example.com R —
Language [ English )

Advanced settings

Schedule: Start date, end date, ad scheduling
Keyword matching options
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7. Click on Save and continue.

8. Now, create an ad group. You'll need to customize your description lines and your
display URL. Your headlines will be dynamically generated for you.

9. Under Auto targets, keep All pages checked to allow AdWords to include all pages
from your website domain:

+ Select campaign settings Create ad group

[1 Type: Search Network only - Dynamic Search Ads

Name this ad group

An ad group contains one or more ads and a set of related keywoerds. For best results, try to focus all the ads and keywords in this ad group on one product or
service. Learn more about how to structure your account.

Ad group name: All pages

Create an ad

To get started, just write your first dynamic search ad below. Remember, you can always create more ads later. Help me write a great dynamic search ad.

Headline Dynamically generated headline Ad preview
Description line 1 {Dvnamically generated headline’
Description line 2 Clean and close to subway.

Students save 20%!

Display URL www.example.com

Destination URL Dynamically selected landing page
Edit to add tracking

Auto targets

Dynamic ad targets ™ Al pages: Show my ads when users search for terms related to any of my web pages. Leamn more

10. Adjust your Default bid, if necessary, and click on Save ad group.

11. You can add multiple ads to dynamic ad groups to test how different description
lines perform.

12. Create additional ad groups if you'd like to target specific groups of pages and further
customize bids and ads for specific products. Go to the Auto targets tab and click on
+ Add dynamic ad target. Choose from the following available options:

o CATEGORY: AdWords may automatically pre-populate categories based on
your website's content, after you choose this target. This can help you bid
up or down based on the importance of a category.

o URL: Enter specific pages or a string of words and underscores to denote
a page.

o PAGE_TITLE: Use a specific page title to focus on a key product.
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o PAGE_CONTENT: Define what pages should be included with words
describing page content.

Settings Ads Keywords Ad extensions Dimensions

View: Dynamic ad targets « All but deleted - Segment v Filter Columns - 1~

4=

Add dynamic ad target
() Add all webpages
(=) Add a group of webpages. You can set up to three webpage attributes. Webpages that match all of the

| CATEGORY v = Remove

4+ CATEGORY
URL

. PAGE_TITLE

PAGE_CONTENT

Dynamic Search Ads automate AdWords campaign management by serving ads based on your
website's content. Unlike standard search ads, where you have to pick keywords and write
unique ads, with Dynamic Search Ads, Google determines which keywords are relevant and
matches them up to the appropriate landing pages.

Additionally, Google creates a custom headline for each ad using content from the landing
page being served. While the headline is generated dynamically, you still need to write ad
description lines.

You can choose if you would like AdWords to create ads for all of the products on your website
or just specific pages or categories.
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Continue to monitor search terms that are triggering your ads to ensure that the searches are
relevant to your website. Go to the Dimensions tab of your Dynamic Search Ads campaign and
review search terms data on an ongoing basis. If you find that some irrelevant searches are
triggering your ads, or certain searches are generating a lot of traffic without any conversions,
you can add them as negative keywords.

See also

» The Creating product ads recipe

Creating product ads

Product listing ads are a powerful ad format available through Google which allows retailers to
showcase merchandise through images on Google.com. Because users can already see what
the products look like and how much they cost, it's an extremely effective and profitable way
to advertise with often better conversion rates than your standard text ads.

Getting ready

You'll need to have an account and a data feed submitted with Google's Merchant Center. The
Merchant Center allows retailers to submit products, which show on Google Shopping, Product
Listing Ads, and on Google Commerce. If you do not have a Merchant Center account, you can
get started at www.google.com/merchants.

You'll need to create, upload, and regularly update a formatted feed with all of your products.
There are feed management companies that specialize in creating and optimizing your feeds,
including http://godatafeed.com/ and https://www.singlefeed.com.

300

www.it-ebooks.info


http://www.it-ebooks.info/

Chapter 12

How to do it...

First, you'll need to link your Merchant Center account to your Google AdWords account. To do
this, follow these steps:

1. Sign in to your Merchant Center account at www.google . com/merchants.
2. Click on + Settings.

3. Click on the AdWords link.

4. Add your 10-digit AdWords Customer ID and click on Link account:

Dashboard
Data feeds
Products
Data quality
Performance
AP| Dashboard
(=) Settings
General
FTP
Google Cloud Storage
Tax and shipping
Checkout

Trusted Stores

AdWords settings

Create a Preduct Listing Ads campaign to keep your Product Search listings active on Geogle.
Reach more customers and control when/where your products appear. Learn more

Option 1: Set up a Product Listing Ads campaign with your AdWords account “ge gy =

Option 2: Set up a Product Listing Ads campaign with an existing AdWords account Leam more

Link another AdWords account
AdWords Customer ID:

Link Account
Format: JO0C-000-X000(
Your AdWords 1D appears at the top of every page in AdWords.

Users

5. Next, you'll need to link the two accounts through AdWords.

6. Sign in to your AdWords account.

7. Go to the Campaigns tab and click on a specific campaign.

8. Click on the Ad extensions tab and from the View drop-down menu select

Product Extensions.
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Click on + New extension after which you should see the option to select your
Merchant Center ID:

Ad groups Settings Ads Keywords Ad extenslons Auto targets

View: Product Extensions - All but deleted - Segment Filter + Col

Review performance statistics for ads that have appeared with an ad extension.
eligible ad extensions that have been triggered. Learn more about ad extensions

Add product extension

Extend my ads with relevant product details from Google Merchant Center

Extensions Select extension v  afffs—"

9. Click on Save.

Now that your accounts are linked, you can set up Product Listing Ads and enable product
extensions in your AdWords account. Download your Merchant Center feed first to mirror
AdWords targets to your Merchant Center attributes.

1. To enable product extensions in your existing campaigns, follow the preceding
steps to link your Merchant Center ID to campaigns you are already running through
Ad extensions.

2. Next, create a separate campaign for Product Listing Ads. In your AdWords account,
go to the Campaigns tab and click on + New campaign.

3. Choose Search Network only.
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4. From the list of available campaign types, choose Product listing ads:

Select campaign settings Create ad group

[1 Type: Search Network only - Product listing ads

General

Campaign name  proguct listing ads

Type 1 Search Network only = () Standard - Keyword-targeted text ads showing on Google search results

() All features - All the features and options available for the Search Network

(=) Product listing ads - Ads promoting your product inventory from Google Merchant Center

(_) Dynamic Search Ads - Ads targeted based on your website content

Learn more about campaign types

5. Choose your target locations, languages, and select a bidding option (it is
recommended to select I'll manually set my bids for clicks). Enter a default bid and
set your daily budget.

6. Under Ad extensions, select your product extension, which should allow you to select
your Merchant Center ID.

Ad extensions

You can use this opticnal feature to include relevant business information with your ads. Take a tour.

Preduct ™ Extend my ads with relevant product details from Google Merchant Center
Extensions Select extension
Advanced settings

Schedule: Start date, end date, ad scheduling
Tracking URL for dynamic links

7. Click on Save and continue.

Next, you'll create your first ad group. This first ad group should capture all of your
data feed products. You can name it A11 products. This ad group ensures that all
of your products are eligible to show when users are searching for them.

9. Under Create an ad, write an optimal ad promotion, if you'd like to highlight any
special discounts and coupons.
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10. Under section Auto targets, keep All products checked.
11. Enter a default bid and click on Save ad group:

+ Select campaign settings Create ad group

1 Type: Search Network only - Product listing ads

Name this ad group

An ad group contains one or more ads and a set of related keywords. For best results,
service. Learmn more about how to structure your account.

Ad group name: All products
Create an ad

Product listing ads automatically include relevant product details from Google Merchg
variety of formats. In some cases, this ad may group multiple merchants selling the

Promotion | |

opticnal

Auto targets

o All products: Show my product listing ads automatically

Product targets feed.

Ad group bids
Maximum cost per click (Max. CPC)

You can influence your ad's position by setting its maximum cost-per-click (CPC) bid. This bi
You'll input an initial bid below, but you can change your bid as often as you like. Try & bid ng

Default bid % 010
You can set keyword-level bids separately.

Save ad group Cancel new ad group
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12. You do not need to add any keywords, as AdWords automates this for you based on
your data feed. Your ads are shown to users typing in relevant queries that match
your products.

13. Now that you have your main ad group for all products, you can create separate ad
groups for your different brands and products based on merchant center targets.

14. Use different product targets to tailor bids to a group of products based on priority.
Your A1l products ad groups should have lower bids than other targets' bids.

15. Here are the different ways you can target your data feed ad groups through the
Auto targets tab:

o All products

a ID

o Product type

o Brand

o Condition

o AdWords labels

o AdWords groupings

Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimensions 7
View: Product targets - Al but deleted - Segment - Fitter = Columns « 3 +
id
Selec

product type
Che  prand
Addt condition

(4 adwords labels

(=) ¢ adwords grouping - You can set up to three product criteria using Geegle Merchant Center feed attributes. Learn more

+ Add ancther

Validate

“ canm'
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Product ads include specific product information such as an image, price, and retailer's
domain. The data feed is managed through your Merchant Center account, while the ad
campaigns are managed through AdWords.

Ads include a product image, price, domain, and an optional promotional message, which is
limited to 45 characters.

As of this writing, product ads are not yet available in all countries. For a complete list of
countries, please see http://support.google.com/merchants/bin/answer.
py?hl=en&answer=160619

» The Setting up Dynamic Search Ads recipe

Using experiments to test campaign

changes

If you plan to make changes to your account, but are not sure how to analyze impact and
would like to make sure that the differences are actually significant, you can take advantage
of AdWords experiments.
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Getting ready

Decide what you'd like to change and measure. Here are a few ideas:

>

>

Create new ad variations to run against current ad text. You can experiment with
using special offers, discounts versus price points, different calls-to-action, extra
words in your Display URL, and many other ad elements.

Make changes to ad group or keyword bids. You can start with ad groups that are
losing impression share due to ad rank.

Add new keywords to existing ad groups. Focus on ad groups that are not getting
enough traffic.

Add new ad groups to an existing campaign. Try new categories or match types.

Keep in your mind your goal metrics that are important to your business, such as conversions.

How to do it...

To set up an experiment, follow these steps:

1.

Go to the Campaigns tab and click on a specific campaign that you plan to make
changes to.

Click on the Settings tab and choose All Settings.
Scroll down to Advanced settings and click to expand the + Experiment section.
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4. Click on + Specify experiment settings:

Advanced settings

Schedule: Start date, end date, ad scheduling
Ad delivery: Ad rotation, frequency capping
Keyword matching options
= Experiment3=™

Steps for running an experiment Learn more

1. Specify experiment settings.
2. Make experimental changes to bids, keywords, and ad groups in your campaign.
3. Start experiment. As traffic accumulates, statistically significant differences may emerge.
4. Evaluate experiment. Apply changes fully or remove changes.
4 Specify experiment settings

IP exclusions
Tracking URL for dynamic links

5. Give your experiment a name.

Choose your Control/experiment split or the percent of users exposed to your
control versus your experiment.

7. Choose your start and end dates or if you would like to start the experiment manually.
Click on Start running experiment if you did not choose a specific start date:

E Experiment®=™&

Steps for running an experiment Learn more

1. Specify experiment settings.
2. Make experimental changes to bids, keywords, ad groups, and ads in your campaign.
s Change keywords, ad groups, and ads.

3. Start experiment. As traffic accumulates, statistically significant differences may emerge.

4. Evaluate experiment. Apply changes fully or remove changes.

Mot started = Start running experiment Apply: Launch changes fully Delete: Remove changes
/' Mame ad copy test Edit
Controlfexperiment split 50% control / 50% experiment Edit
Start No start date (I'll start it manually) Edit

End 30 days from start Edit
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Next, go to your campaign and make changes to ad groups, bids, your keywords
or ads.

. For the purposes of this example, we'll create an experiment ad to test against the
current ad copy. Go into a specific ad group and click on the Ads tab. Click on +
New ad and write a new text ad. Before saving your experiment ad, mark Add as
experiment-only ad:

Settings Ads Keywords Ad extenslons Auto targets Dimenslons

All ads = Segmant = Filter = Columns = L= L 3

New text ad
Write your text ad below. Remember to be clear and specific. Help me write a

Headline  pathroom Cabinets Sale
Description line 1 Elegant and Practical Storage.

Description line 2 saye 25% For a Limited Time Only!

Display URL Www.example.com
Destination URL [hitpz | & | www.example.com
Device preference [ Mabile
H Character limits for ads targeting Eastern European and Asian countries

& & Add as experiment-only ad sffs—

Allenabled and paused ads ame subject to review.
We review all ads as quickly as possible, usually within 3 business days. Leam mane.
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11.

12.

13.

14.

Go back to your original ad and hover over it to change it to Control only:

Settings Ads Keywords Ad extensions Auto targets Dimensions

Al ads Segment « Fitter Columns L= +
ETE o« o o
0 » Ad Status Y Clicks Imp
- Served
i Bathroom Cabinets Sale = 0.00% 0
Elegant and Practical Storage. Eligible

Get $15 Off For a Limited Time Only
wWww.example.com

i Bathroom Cabinets Sale - 0.00% 0
) Je. Eligible
i Control and experiment e Only!
i Experiment only Q
1 Paused 0

Now that you have your experiment set up, monitor the results to see how your
experiment ad stacks up against your control. How long you'll need to let the
experiment run to get statistically significant data will depend on how much traffic you
get. The general rule of thumb is to allow for 2 to 4 weeks.

Under your Ads tab, go to Segment and choose the Experiment option to

see data for your control and experiment ads, as well as if the results are statistically
significant. Make sure that you are looking at a date range specific to when you
started the experiment, rather than at all time data, for example.

If you would like to stop the experiment or need more time to accumulate statistically
significant data, adjust the experiment end date in your campaign settings page.
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15. If the experiment was successful and you would like to implement the changes, click
on Apply: Launch changes fully. If the experiment underperformed and the control
did better, choose Delete: Remove changes. Choosing to delete the changes will
pause the experiment ad. If you apply the experiment changes, your control ad will
be paused and your experiment ad will remain active.

= Experiment2&T

Steps for running an experiment Learn more

1. Specify experiment settings.
2. Make experimental changes to bids, keywords, ad groups, and ads in your campaign.
+ Change keywords, ad groups, and ads.
3. Start experiment. As traffic accumulates, statistically significant differences may emerge.

4. Evaluate experiment. Apply changes fully or remove changes.

Rurlrlirlg Stop running experiment Apply: Launch changes fully Delete: Remove changes

Name Free shipping
Control/experiment split 50% control | 50% experiment
Start Mar 22, 2013
End Apr 21, 2013 Edit
Experiment last modified Mar 22, 2013

Experiments in AdWords allow you to test the impact of changes you are considering making
to your AdWords account. With experiments, you can evaluate if the differences you are seeing
are statistically significant, or unlikely to have occurred by chance. You can make experimental
changes to ad groups, bids, keywords, and ads. You can also choose how many people will be
exposed to your experimental changes with the option to start and stop your experiment at
any time.

» The Split testing ad copy recipe in Chapter 6, Writing Compelling Ads

» The Segmenting performance reports recipe in Chapter 10, Reporting and Analysis

Using advanced negative match keywords

Advanced negative keyword match types allow you to further refine and exclude irrelevant
traffic and get only the most relevant clicks. Negative match options include broad, phrase,
and exact match.
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Getting ready

Review your search terms reports to see what searches are triggering your ads. This is one of
the best sources of new negative keywords with data specific to your account.

If you are in the planning stages of your keyword lists, use Google's keyword tool to research
keywords and note any words or phrases that are irrelevant.

How to do it...

To add negative keywords, follow these steps:

1. Go to the Campaigns tab and click on a specific campaign that you'd like to add
negative keywords to.

2. Click on the Keywords tab.

3. Scroll all the way down to the bottom of your keyword list and click on + Negative
keywords.

4. Choose if you'd like to add ad group or campaign negatives.

5. Click on Add and enter your negatives as follows:

6. For Negative Broad, just enter the word or phrase.

7. For Negative Phrase, enter the phrase with quotations around it.

8. For Negative Exact, enter the word or phrase with brackets around it.

B Negative keywords

Campaign level Ki ords | Keyword lists
Add 4 Download g eyw I Key

7| T Negative keyword Ad group Add campaign negative keywords

Negative keywords prevent your ads from appearing for queries
containing the word.

There are no ad group level negative keywords. Enter one negative keyword per line:

it jobs
"it jobs"
[it jobs])

n Gancel

9. Click on Save.
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Negative Broad match is the default negative option that will exclude any query that includes
your negative broad terms. Word order does not matter but misspellings and variations are
not included. For example, if you have a negative broad keyword "it jobs" your ads would

not appear on a query like "jobs it" but traffic for another irrelevant query like "information
technology jobs" would not be filtered out. Ideally, you would add "jobs" as a negative broad
keyword to exclude any query containing that term.

Negative Phrase match allows you to exclude specific phrases from triggering your ads by
including quotations around the phrase. The word order is preserved, meaning if someone
searches for a negative keyword you are using in a different word order, your ads could still
appear. For example, if you have a negative phrase "it jobs," your ads would not show on query
"find it jobs," but could show on a query such as "jobs in it."

Negative Exact match allows you to exclude a specific phrase only by including brackets
around a word or phrase. Any additional words, variations or queries in a different order would
still potentially trigger your ads. For example, if you have [it jobs] as a negative exact, your ads
could still show on searches like "find it jobs" or "it job."

The following table highlights how the different match types would help you filter traffic and
what queries would and would not trigger your ads based on your negative match type:

Search Query

v/ Ads show Negative Negative  Negative Negative

X Ads do not show Broad Broad Phrase Exact
-jobs -it jobs it jobs"  -[it jobs]

It jobs X X X X

It job v v v v

Information X v v v

technology jobs

Jobs it X X v/ V4

Find it jobs X X X v/

Jobs in it X X v v

It career v v v v
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There's more...

Review your list of negative keywords regularly to ensure you are using negative match types
correctly and are not excluding any relevant traffic. Since misspellings, plurals, or other
variations are not included with any of the negative match types, expand your negatives by
including all related phrases.

See also

» The Running search terms reports to optimize keywords recipe in Chapter 11,
Optimizing Performance

» The Generating negative keywords recipe in Chapter 5, Creating Relevant Keywords

Automating actions based on rules

and goals

Automated rules in AdWords can save you time managing and optimizing your account by
performing changes to your campaigns based on the criteria you specify. For example, you
can adjust bids based on specific goals and latest performance or pause ads when a certain
promotion is set to end.

Getting ready

Plan how to best take advantage of automation. Here are a few ways you can use
automated rules:

» Adjust bids based on ad position, conversions, and other factors. For example, you
can increase bids on your top converting keywords.

» Pause or activate campaigns, keywords, or ads that feature special promotions. For
example, if you have a free shipping promotion running for a few days only, you can
activate and schedule ads to be paused automatically on specific start and end dates.

» Adjust campaign budgets based on performance. For example, you can schedule
campaign budgets to automatically increase when a campaign is losing impression
share due to budget.

» Pause low performing ad groups or keywords. For example, you can pause poor
Quality Score keywords that are not generating any conversions.
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How to do it...

To set up automated rules, follow these steps:

1.

Go to the Campaigns tab and click on a campaign where you'd like to set up
automated rules.

Go to the tab where you'd like to make changes. For example, if you would like to
automate budget changes, click on the Campaigns tab. To automate keyword bid
changes, click on the Keywords tab.

Here, we'll walk through how to schedule all ads containing a special promotion to be
paused on a specific date. To make changes to ads, we'll go to the Ads tab.

Click on Automate and choose Pause ads when...:

Campalgns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network

All but deleted ads + Segment - Fitter + Columns - 1~ * Search

TS - o Labos +

+Ad CREATE RULE FOR ADS Ad group Labels Status % Click

Pause ads when... 2o

Enable ads when...

Send email when...

Create rule for keywords b
Create rule for ad groups »

Create rule for campaigns ~ »

Manage rules »

Create and manage scripts »

Select your requirements. Click on + Add another to layer on additional criteria.

Choose your Frequency or when your rule will run. Our rule will be a one-time rule,
but you can set-up daily, weekly, or monthly rules as well.

Choose a Rule name, keeping it descriptive to the action that will be performed.

Under Email results, pick if and how you would like AdWords to notify you when
this rule runs.
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9. Preview the results to see what would change if your rule ran.

Campalgns Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimenslons

All enabled ads « Segment v Filter = Columns |4 E3 Search

Create rule: Pause ads

Automated rules can save you time by operating across your account based on criteria you specify. Learn how to create ru
Rules aren't guaranteed to run in some cases, =0 we recommend regulardy monitoring the rules you set up. Leam morme

Apply to

All enabled ads in all campaigns ~

Automatic action Pause ads

Requirements Adtaxt ~ TR o free shipping Remove
+ Add another
Frequency Onetme ~  Mar25,2013  09AM - using data from Same day =

(GMT-08:00) Pacific Time
date hour
Mote that a rule can start running at any time within the hour you select.

Rule name  pause free shipping ads

Email results Only if there are changes or errors -

Preview results Previewing is recommended before saving

“ Canm'

10. Click on Save.

Automated rules help you perform account changes based on criteria you specify. They can
save time and automate tasks based on your goals and changing business needs. You can edit
or pause your automated rules at any time. Additionally, you can view details of edits that were
made and undo the latest changes. If you are not comfortable with changes being implemented
in your account, you can instead choose to receive emails based on your requirements.
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There's more...

Monitor your rules on a regular basis and edit them when necessary. In your Campaigns tab,
click on Bulk operations at the bottom left of the screen and choose Manage rules. Click on
Edit rule to revise your settings.

Home Campaigns Opportunities Tools and Analysis ~ Billing My account ~

Search Bulk operations

All online campaigns
palg You can automate your AdWords account in various ways.
Shared library
Automated rules
Bulk operations

Automated rules can save you time by operating across your account based on criteria you specify.
Automated rules . . )
+ Control your bids on a recurring basis

Scripts + Schedule account updates for special promotions or events
Bulk edits + Pause low-performing ads and keywords

¢ Manage rules

Scripts

Write simple JavaScript code to programmatically control your account.

+ Fine-tune your bidding strategy
+ Create highly customized reports
+ Integrate with other Goegle services

Q Create and manage scripts

Bulk edits

Perform actions across large numbers of campaigns, ad groups, ads, and keywords. For example, you can:

+ Find and replace text within ads and keywords
+ Change the match type on a large number of keywords
+ Raise, lower or set bids across thousands of keywords

{J Manage bulk actions

Logs provide data on changes that were made and allow you to undo the latest changes.

Showing all logs ~

Start time Rule name Status View detalls Actions

Mar 19, 2013 5:55:25 PM Change max. CPC bids Completed View details ~Undo.. |
Ran in 3 secs 12 changes
Mar 18, 2013 9:29:42 AM Change ad group default max. CPC Completed View details  Undo...
Ran in 2 secs 24 changes

Mar 18, 2013 9:27.41 AM Change ad group default max. CPC Completed View details ~ Undo
Ran in 2 secs 7 changes
Mar12, 2013 5:55:24 PM Change max. CPC bids Completed View details

Ran in 3 secs 10 changes

See also

» The Setting and adjusting ad group level bids recipe in Chapter 6, Budgets and Bidding
» The Setting and adjusting keyword level bids recipe in Chapter 6, Budgets and Bidding
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Common AdWords mistakes

In this section, we'll discuss some of the common mistakes advertisers make with AdWords.
Google AdWords offers so many features and options that it's easy to overlook a few key
components. Review the following list and compare them to your campaigns to ensure you are
following AdWords best practices and not committing some of the common errors.

Getting ready

Review your campaigns and revisit of structure, keywords, budgets and bids. Prepare to take
note of any issues and opportunities based on the following list.

How to do it...

Here are 10 common mistakes | see advertisers make with AdWords:

» Not separating campaigns by network. Having separate campaigns for search and
display allows you to control your budget more precisely and help you ensure that the
network that's performing better gets more of your ad dollars.

» Poor ad group structure. Most businesses starting out with AdWords create one
campaign and one ad group with many only loosely related keywords. This practice
results in low Quality Scores and costly clicks.

» Picking the wrong keywords. Monitor conversion rates, bounce rates and time on site
to ensure keywords you have chosen bring engaged visitors to your website. Keywords
that are too general, such as one-word keywords, can use up a lot of your budget and
lower your Quality Scores.

» Forgetting about negative keywords. Negative keywords are a key tool you can use
to achieve better Quality Scores, CTR and conversion rates. Failing to add negative
keywords means you are paying for some unqualified clicks and losing money.

» Using a generic ad that is not customized to the ad group and keyword themes. Some
advertisers split up their keywords into multiple ad groups, but they often forget to
take that next step and customize the ads. Ads that are specific to your keywords get
better CTRs and help with your Quality Scores, reducing how much you need to pay
for each click.

» Setting default bids not adjusted based on actual performance. Ad group and
keyword bids should be modified regularly based on position, conversions and
other key metrics.

» Forgetting to implement ad extensions, such as sitelinks, social annotations or call
extensions. Adding these extra elements help your ads stand apart by adding extra
relevant lines to your ad text.
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Not monitoring your competition. Use third-party tools to keep track of any changes
to keywords and test any new terms your competition is trying out. Also keep track of
changes to competitors' ad copy to make sure your ads are unique and appealing.

Making changes to your account without keeping your end goal in mind. For example,
you might get distracted with the need to be in the #1 position for some of your
keywords, when those keywords might not be profitable for you. Keep your business
goals first and foremost as you make changes.

Set and forget it mentality. Not every campaign and strategy you try in AdWords
will actually work for you. After launching any new keywords, ads or other features,
monitor performance to ensure you're getting the traffic that you want. Schedule
reports to be emailed to you on a regular basis to help you stay on track.

Not following best practices and monitoring your campaigns can hurt your AdWords
performance. Go through the list of common errors periodically, to make sure you are not
committing some of the typical mistakes advertisers make.

>

The Common ways to structure campaigns recipe in Chapter 4, Structuring
Your Account

The Creating themed ad groups recipe in Chapter 4, Structuring Your Account

The Finding relevant keywords recipe in Chapter 5, Creating Relevant Keywords
The Generating negative keywords recipe in Chapter 5, Creating Relevant Keywords
The Creating effective ads recipe in Chapter 6, Writing Compelling Ads

The Running and scheduling reports recipe in Chapter 10, Reporting and Analysis

The Setting and adjusting ad group level bids recipe in Chapter 7, Budgets
and Bidding

The Setting and adjusting keyword level bids recipe in Chapter 7, Budgets
and Bidding
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Managing AdWords

In this chapter, we will cover:

>

Troubleshooting why your ads are not showing up
Finding out your ad's approval status

Creating custom alerts to monitor performance
Reviewing past changes and revisions

Viewing or hiding paused or deleted items

Getting started with AdWords Editor

Making changes to campaign settings via AdWords Editor
Reviewing account statistics through AdWords Editor
Copying campaigns or ad groups with AdWords Editor
Adding keywords in bulk using AdWords Editor
Updating ads in bulk using AdWords Editor

Introduction

The numerous account management tools in AdWords can help you troubleshoot and make
changes to your campaigns more efficiently. From figuring out why your ads are not showing,
to making large-scale edits to keywords and ads, there are free tools available to you that will
make day-to-day account tasks more manageable.
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Troubleshooting why your ads are not

showing up

There are a variety of reasons why your ads might not be showing on Google, with the most
common issue being a limited budget. To help you take the guesswork out of this process,
AdWords provides the Ad Preview and Diagnosis tool.

Getting ready

Take note of keywords that you are concerned about, as well as locations and devices you are
searching from.

How to do it...

To diagnose why your ads are not showing up on Google, follow these steps:

1. Click on Tools and Analysis and choose the Ad Preview and Diagnosis Tool.
2. Choose your domain, language, location, and device.

3. Enter your keyword into the search box and click on Preview.

4

Once you click on Preview, your diagnosis for the searched keyword will load and
you'll see if your ads are showing under Showing ads right now?.

5. If your ads are not showing you'll receive an explanation detailing what is causing this
(such as low ad rank or limited budget):

Home Campaigns Opportunities Tools and Analysis ~ Billing My account -~

Ad Preview and Diagnosis

With the Ad Preview and Diagnosis tool, you can search for your ad just like you would on a regular Google search results page, without acoruing any impressions. Use the drop-down menus below tol
configure additienal options for your search. Learn more

ElAdditional options
Domain  www.google. com -
Language  English -
Location San Francisco, California, United States Edit

Device  Desktop or laptop computer Edit

Showing ads right now? el

No Your ad is not showing for the keyword [lotions] ( )
+ Your keyword isnttriggering ads to appear on Google right now due to 2 low Ad Rank. Ads are ranked based on your bid and Quality Score. What can | do?

6. Clicking on the What can | do? link will take you to a help article with tips on how to
resolve your issue.

322
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At the bottom of the Ad Preview and Diagnosis tool, you'll see Google's search results for your
query. If your ad is currently showing up, you can preview your ad through this tool, rather than
searching on Google . com and accumulating impressions on your own keywords.

Ad Preview and Diagnosis tool is available to all AdWords advertisers to help preview ads and
troubleshoot performance issues. It diagnoses your budgets, bids, Quality Scores and other
settings to provide a custom analysis of why your ads are not showing. It's also helpful when
you'd like to see the ad position your ads are appearing on Google. com, Or see ads that are
appearing in multiple geographies.

» The Finding out your ad's approval status recipe

Finding out your ad’'s approval status

Each ad submitted to AdWords goes through editorial review to ensure that your ads and
website comply with Google's advertising policies. Depending on your approval status, your
ads might not be showing to all users, so make sure you understand your ad's status. An
automated AdWords check makes the ad "eligible" to show to users with safe search turned
off. Once the ads have been approved, they can be shown to all users.

How to do it...

To check the status of your ads:

1. Click on the Campaigns tab.
2. Click on the Ads tab.
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3. Check the Status column for each ad to see an ad's current approval status:

Ad groups Sattings Ads Keywords Ad axtenslons Dimensions

All but deleted ads - Segment Fitter + Columns - L= +
ET o Avone- | [+
] = Ad Ad group Labels Status

Total - all campalign

_J e SN RE N R a = =]
Er EEEE E I NN EE : Approved
- N o T = ™ I:I"Iﬂn—
family)
':' i D § R N B B AR J+ - [
] H N B ] N ] EE H ?DDFD‘."EU
= B non-
T — family)

4. If your ad is disapproved, you'll find out why your ad was rejected as you hover over
the disapproved status speech bubble.

5. Create a filter if you wish to easily access any disapproved ads or ads that are under
review. Go to your Ads tab and click on Create filter from the Filter drop-down menu.
Choose Approval Status from the available filter options, and select the ad statuses

you wish to monitor:
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Campaigns Ad groups Settings Ads Keywords Ad extensions Dimensions Display Network hd

All enabled ads Segment Filter + Columns I~ 3 Search
[=] Filter
Approval Status L Approved ! Approved (Iimited)'—'Eligible@Under review Remove
| Disapproved

+ Add another & Save filter Approval Status: Under

Your ad's status determines if your ad is eligible to run and who can see your ads. Ads that
have not yet been reviewed may not be showing up. If an ad does not meet the editorial and
product requirements, your ads are disapproved and you'll receive an e-mail. However, if your
ad has been approved or is still pending, you will not receive an e-mail and you'll need to
check your account to understand the status of your ads.

Possible approval statuses include:

» Under review: Your ad is in queue to be reviewed and is not currently running.
» Eligible: Your ad has still not been reviewed but it's eligible to show on Google.
» Approved: Your ad passed the editorial review and is eligible to run.

» Approved (limited): Your ad was approved but there are limitations on where or when
it can show. This is a common approval status for groups of restricted products like
alcohol or trademarks.

» Approved (non-family): Your ads and website content have adult themes and will not
appear to users who have activated safe search filters.

» Approved (adult): Your ads have nudity and other non-family safe content and will
only appear to select users searching for adult content. Your ads may not be eligible
to show up in all countries.

» Disapproved: Your ads violated advertising policies and are currently not running.

» Site suspended: Your website does not comply with AdWords policies and none of
your ads pointing to the suspended website are currently running.
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There's more...

If you submitted your ad and it's been under review for more than three days, you can contact
AdWords to expedite the review process. Click on the Help link at the top-right corner of your
AdWords account to get in touch with Google support.

See also

>

The Troubleshooting why your ads are not showing up recipe

Creating custom alerts to monitor

performance

If you're worried about missing key AdWords trends or issues related to your account, you can

schedule an automated e-mail to be sent to you when certain conditions are met. This feature
can help you stay on track with important developments and can help you quickly fix problems
before they become major issues.

Getting ready

Decide what you'd like to monitor. Here are some ideas on e-mail alerts you can set up for
potentially troublesome issues:

>

>

>

Campaigns or ad groups receive no impressions
Keyword CTR falls below a certain threshold

Keywords are not triggering ads or are not eligible to run
Keywords have below first page bids

Keywords have low Quality Scores

Ads are under review or disapproved

You are losing impression share

How to do it...

To set up e-mail alerts, follow these instructions:

1.
2.
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Click on the Campaigns tab.

Select the tab related to the alert you wish to receive. For example, if you'd like to
receive an alert about keywords, click on the Keywords tab. You can also go into a
specific campaign or ad group first.

From the Automate drown-down menu, choose Send email when....
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4. Choose what this rule should apply to. For example, all enabled keywords.

5. Select your Requirements or conditions that should be met. For example, your
condition could be a status alert for Keywords not triggering ads: critical issues:

Adgroups  Seftings  Ads | Keywords | Audiences = Ad extensions  Autofargets  Dimensions  ~

Al but deleted keywords Segment v  Fiter v Columns + Iz & Search

Create rule: Send email for keywords

Autornated rules can save you time by operating across your account based on criteria you specify. Learn how to create rules, and see examples of popular rules.
Rules aren’t guaranteed o run in some cases, so we recommend regularly monitoring the rules you set up. Leam more

Apply to All enabled keywords in this campaign «

Automatic action Send email for keywords

Baqtamees Status ~ @] Eligible a Eligible: limited ¥ Not triggering ads: critical issues ™ Not eligible to run Remove
[ Eligible " Low quality score ¥ Keyword disapproved M Keyword paused or delsted
| Low search volume gCampaign or ad group paused or deleted
| Below first page bid ] Campaign pending or ended

Show diagnosis status
+ Add another

Frequency Dally +  02AM ~ using data from  Same day ~
(GNT-08:00) Pacifc Time

hour
Nate that & rue can start running at any time within the hour you select

Rule name  send email for keywords

Preview results Previewing is recommended before saving

“ Gancel

6. Choose your Frequency, or how often your rule will run. Create multiple instances of
the same rule if you wish to run a rule multiple times a day.

7.  Name your rule and preview your results.

Click on Save.

Automated rules allow you to monitor performance trends and receive e-mail alerts when
certain conditions are met. You can create multiple e-mail alerts and pause or edit your
requirements at any time. To access and edit your rules, go to Bulk operations in your

AdWords account and choose Automated rules.

See also

» The Automating actions based on rules and goals recipe
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Reviewing past changes and revisions

Change history in AdWords allows you to access past revisions made within your AdWords
account. This tool can help you track edits made by multiple users, as well as help diagnose
changes to traffic patterns or performance.

How to do it...

To access your change history, follow these steps:

1. Go to Tools and Analysis and choose Change history:

Campaigns Opportunities Tools and Analysis ~ Billing My account ~

Change history

Conversions

Home

Account changes “

All changes
Google Analytics

Graph Google Merchant Center

M Clicks Keyword Tool
Traffic Estimator

Placement Tool

Contextual Targeting Tool

Ad Preview and Diagnosis
Ch A b il

2. Adjust your date range to reflect your desired dates with the same date selector you
use for all other tasks in AdWords.

3. You have the option to view a graph with traffic and conversion patterns, so you can
zero in on specific dates that show spikes or significant dips.

4. Under Changed by, you can view only the changes made by specific users:

All changes Last7 days
Mar 27, 2013 - Apr 2, 2013

Graph l= Download =

MCicks + vs  None v Manage campaigns

R —

Changed by Al users hd

I Change types: M All [l Budget |/ CPC |_|Keyword || Status || Distribution | Targeting || Ad I
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5. Under Change types, you can select what changes you would like to focus on.
The options include:

[m]

[m]

[m]

[m]

[m]

All

Budget
CPC
Keyword
Status
Distribution
Targeting
Ad

6. When you click on Show details next to a specific change, you can see additional
information, such as what new text ad was created.

7. If you hover over a specific campaign or ad group until you see a pencil icon, clicking
on it will take you directly into that campaign or ad group, so you can make any other
necessary changes.

8. Click on Download to export the changes to one of the following formats:

[m]

[m]

[m]

[m]

[m]

CSV for Excel
Csv
TSV
XML
GZipped CSV

Changed by Al users
Change types: & All

Date & time / User

Apr2, 2013 10:35:56 AM
[ LT o

Apr2, 2013 10:20:16 AM
e L a0

Graph = Download *

-

Budget |_/CPC || Keyword || Status || Distribution || Targeting || Ad

Refresh Show all details

Campalgn Ad group Changes
Example Campaign Example AdGroup Textad changed Show details
Example Campaign Example AdGroup Max CPC increased from $4.31 to $5.31

Change history is an AdWords tool that allows you to access changes made by various users.
You can see all changes made in the last two years or select specific dates of interest. A graph
helps you pinpoint traffic patterns, and a download button allows you to export all changes.
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» The Running and scheduling reports recipe in Chapter 9, Reporting and Analysis

Viewing or hiding paused or deleted items

The AdWords campaign management page can be customized so that you are only looking at
data of interest to you. One of the more basic features is viewing or hiding paused or deleted
items. For example, if you have a lot of campaigns you have been testing, you may choose

to hide deleted or paused campaigns so that you can focus on just the campaigns you are
currently running.

Getting ready

Before you can use this feature, you will need to have a few campaigns, keywords, or ads in
your account. Some of them should be active while others can be paused or deleted.

How to do it..

To hide paused or deleted items, follow these steps:

1. Click on the Campaigns tab.
2. Navigate to your sub-tab of interest. For example, click on Campaigns.

3. Select All enabled to only see active campaigns and hide paused or
deleted campaigns:

Home Campaigns Opportunities Tools and Analysis ~ Billing ~ My account ~

Search a  All online campaigns

I i «
All online campaigns Campalgns Ad groups Settings Ads Keywords Networks

All enabled campaigns v Segment v Fitter v Columns v I~

All

All enabled

All but deleted
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To view paused or deleted items:
1. Click on the Campaigns tab.

2. Navigate to your sub-tab of interest. For example, click on Keywords.
3. Select All to see active as well as previously deleted keywords:

Campaigns Ad groups Settings Ads Keywords

All but deleted keywords ~ Segment Fitter + Colum|

All but deleted

AdWords hides campaigns, ad groups, keywords and ads that you may not want to review
at this time. However, this information will still remain in your account should you want to
reference it at a later date.

In sub-tabs Campaigns and Ad Groups, choose from one of the three options:
» Al

» All enabled
» All but deleted

In all other sub-tabs, choose from the following two options:
» Al
» All but deleted

Here is an explanation of what the settings mean:

» AlIl: Lets you view all currently active and previously paused or deleted items.

» All enabled: Lets you view currently active items only. Any paused or deleted items
will not show.

» All but deleted: Lets you view currently active and paused items only. Any deleted
items will not show.
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There's more...

There is no way to permanently delete data from your account and have it disappear
completely from the interface. Deleted campaigns, ad groups, keywords, and ads will
continue to show up in the interface if you select to view all data.

See also

» The Reviewing past changes and revisions recipe

Getting started with AdWords Editor

AdWords Editor is a free Google tool that helps you manage and update your campaigns.

It's ideal for advertisers who need to make bulk changes to keywords or ads. This can be
done through AdWords Editor in just minutes. You can work offline and sync your changes to
AdWords, making daily management and updates much more efficient than working through
the AdWords online interface.

Getting ready

You'll need your AdWords account and username in order to download your account to
AdWords Editor.

How to do it...

To download your account to AdWords Editor:

1. Inyour browser, goto http://www.google.com/intl/en/adwordseditor/

2. Specify if you use Windows or a Mac, though the correct option should be
automatically checked for you.
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3. Click on Download AdWords Editor and follow the prompts to install the tool.

Welcome to the AdWords Editor 10.0.1 Installer

w Install AdWords Editor 10.0.1

& Introduction
@ Destination Sele
@ In stallatto?ﬁvp
@ rrrstal-’at'rfén

@ Summaty

You will be guided through the steps necessary to
install this software.

4. Once AdWords Editor has been downloaded, you'll need to open your AdWords
account. The prompt to do so should appear automatically after you download

AdWords Editor.
5. Click on Add account.

Enter your AdWords e-mail address and password. Check Remember this password

if you want to save it.
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7. Click on Next and choose which parts of the account you want to download. You can
choose all campaigns or select specific campaigns. Generally, you'll want to choose
All campaigns and click on OK:

Which part(s) of the account(s) would you like to download?
Learn more »

i@ All campaigns

Campaigns already downloaded

() Campaigns I select

QK l ’ Cancel

8. After downloading your account, get familiar with the various view and edit options.
Your campaigns will be listed out in the tree view on the left. Clicking on a specific
campaign will show you the individual ad groups.

9. The tabs in the middle of the AdWords Editor application allow you to edit keywords,
ads, ad groups, targeting, extensions, and campaigns. Clicking on any of these tabs
will show additional available options for that category, such as the various ad formats
you can add or edit. For example, you can update text ads or add new image ads.

@ Get recent changes +  (f Check changes @ Post changes - @) View staristics ~ 1001 Co gl
s view: | Al 3] Advanced search
F =
= | Keywords [IUA@S  Ad groups Targeting E C ]
N [ Text [IDynamicsearch ] Product listing Display Image WAP text WAP image |
> S Add dynamic searchad | AA Make multiple changes = i $ Delete : %% Revert selected changes
. ) : :
Av @ ©>| @ | Campaign Ad group Stat... Desc. line 1 Desc. line 2 Display URL 2

vYyvw

- Edit selected dynamic search ads

Headline Dynamically generated headline

Ad preview:
Description line 1

{Dynamically generated headline]

Description line 2

Display URL

Destination URL Status Device preference
# Enabled = All

Use a URL template to track performance. Learn more »

Replace text Append text Change text Advanced URL changes

10. The changes you make in AdWords Editor will be saved but not posted to your
account until you choose to post changes.
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AdWords Editor is a Google application that allows you to make changes to your AdWords
account offline. The changes you make in AdWords Editor are saved but are not live until you
choose to publish them to your account. The tool allows you to collaborate with others and
share proposed edits. You can export your entire account or specific campaigns, as well as
import files (such as new keywords) into your account.

There's more...

Before working on your account in AdWords Editor, or posting any changes to AdWords, make
sure you click on Get recent changes to have the latest version of your account downloaded
to your AdWords Editor application:

1001
[P Getrecentchanges = (@ Check changes 4@ postchanges @) view staistics + Googlf

=1 view: [ ANl | Advanced searc]

| Keywords Ads Ad groups — i & i |

_ Audiences Dynamic ads Products Locations |
ST veounes | b add pscement | Ay Make muiuple changes + - 9 Delere | By Revert selcted changes

Ar | @ 5| ® | Campaign | Ad group Stat... | Placement =]
Search  AdWords Expert Cam... mail.google.com
Placeme... test Cam... websitepublisher.net

ril=
»

v

v v

Placeme... test Cam... statcounter.com

|7 7 T TR T TR

yYvwvy

Placeme... test Cam... seoconsultants.com
Placeme... test Cam... creBasiteforums.com
Placeme... test Cam... mostpopularsites.net

Placeme... test Cam... wmtips.com

See also

» The Planning account structure recipe in Chapter 3, Structuring Your Account

» The Reviewing past changes and revisions recipe

Making changes to campaign settings via

AdWords Editor

If you need to make changes to campaign settings, like adjusting budgets or location targeting
across multiple campaigns, you can do so easily and quickly through AdWords Editor.

Getting ready

Download AdWords Editor and sync your account to the application. Next, decide what
changes you would like to implement across your campaigns and which campaigns you'll
need to edit.
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How to do it...

To adjust campaign settings through AdWords Editor:

1. Open up AdWords Editor.

2. Click on Get recent changes to ensure you are editing the current version of
your account.

Click on the Campaigns tab.
Select the campaigns you wish to edit.
Click to expand the Edit select campaigns panel.

o o &~ W

Here you can adjust campaign settings for multiple campaigns you select at once in
bulk. For example, you can change all selected campaigns' ad rotation to optimize for
conversions or adjust mobile bids across multiple campaigns.

H 10.0.1
@ Get recent changes ~ | (@ Check selected campaigns * Post selected campaigns | @) View statistics * Googl

S view: [an ™| Search within this account Advanced seard

r =
> aming { Kewords | Adi | Adgroups | Targeting o G
5 Campaign #3 e Add campaign + 4'% Add/update multiple campaigns 1% Revert selected changes
P [ Campaign #4
» [ Display A+ | @ | T> | & | Campaign Status Budget (USD) | Start date End date | 5
SIE CymmicS e Search Eligible X 5/24/09 None

Placements Test Eligible . 6/9/09  None

5 Managed Placements

Display Eligible . 12/2/09 None

b [z Placements Test .

» [ Search Il Branding Paused 10.00 4/24/10 None Ine|
I SEM Paused 0.50 5/1/10 None Inc|

P [SrsEM

N Il Testing Paused 0.50 1/29/12 None Ine|

» [ Testing
Il Campaign #3 Paused 0.50 1/5/13  None  Di
Il Managed Placements Paused 0.50 1/5/13 None Di:
Il Campaign #4 Paused 1.00 2/2/13  None  Di
Il Dynamic Search Ads Paused 10.00 3/17/13 None Ine|

~ Edit selected campaigns

| <varies> | [ @ Enabled :
Search Network Budget (USD)
[ <varies> || [<varies> | perday
Display Network Start date (M/D/Y) End date (M/D/Y) (None)
[ <varies> +]| [<varies> |5 [None =l
Enhanced campaign  Mobile bid adjustment Ad rotation
<varies> s ] [<varies> | s | [ Rotate evenly: Show ads mare evenly for at least 90 days, then optimize +)

Optimize for clicks: Show ads expected to provide more clicks
Optimize for conversions: Show ads expected to provide more conversions

Devices: All Edit Paste

Enhanced CPC ' Rotate evenly: Show ads more evenly for at least 90 days, then aptimize

| Disabled 1| Rowtei Show lower performing ads more evenly with higher perfor.

Deliverv method
» Comments

b Location extensions

» Dynamic search ad extension

7. The campaigns you edit will be highlighted in bold in the tree view on the left of your
AdWords Editor application. They'll also display a triangle icon in your Campaigns tab.

8. Click on Post selected campaigns when you are ready to make the changes live.
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AdWords Editor allows you to adjust campaign settings offline and later post your changes
to your account. You can edit multiple campaigns at once and make bulk changes in a
more scalable way than going through the AdWords interface. Examples of changes you
can make include:

» Pause or enable multiple campaigns at once

» Change campaign budgets

» Adjust mobile bids

» Enable or disable Enhanced CPC

» Change delivery method, which dictates if ads are shown evenly throughout the day
or as quickly as possible

» Adjust campaign start and end dates
» Edit network targeting
» Change ad rotation

» Edit location or language targeting

See also

» The Getting started with AdWords Editor recipe

Reviewing account statistics through

AdWords Editor

AdWords Editor allows users to view AdWords account statistics, such as ad position and
costs, within the application so you can make changes based on the latest data. Perhaps you
are considering making a change to bids or budgets, but want to first reference the latest
performance? Rather than switching back and forth between the AdWords user interface and
AdWords Editor, you can download data to AdWords Editor and see everything you need on
one screen.

How to do it...

To view account statistics in AdWords Editor:

1. Open up AdWords Editor.
2. Click on Get recent changes.
3. Click on View statistics at the top of your AdWords Editor application.
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4. Choose if you'd like to download statistics for your entire account or for selected
campaigns or ad groups.

5. Select one of the pre-set date range options or enter a custom date range:

P cetrecentchanges (P Check changes 4% Postchanges @) View statistics + s 081 Google
2 view: IE ¥ Don't show statistics Search within this account Advanced search
Download statistics for: - . -
Selected campaigns and ad groups (faster)... Targeting c J
Whole account (slower) » Select a date range: [T Y —
D ———— e Yesterday (4/2/13) [l ARimagese)
y
i Add dynamic searchad  Ap Make multiple changes ~ 38 Last 7 days (3/27/13 - 4/2/13)
A+ @ > @  Campaign|Adgroup Stat..|Desc. line 1 | Last30days (3/4/13 - 4/2/13) | Display URL =

All time (1/1/01 - 4/2/13)

Custom date ranges:
Create custom date range...

6. Once AdWords Editor has finished downloading the data, you'll see your statistics in
the various tabs.

7. Customize your column views so you are seeing the data you need, such
as conversions:

View: | all 3| search within this account Advanced search
! Ads Ad groups Targeting Extensions Campaigns |
m Negatives Iéi—:l Add keyword &A Make multiple changes ~ & Delete Iﬂ Revert selected changes
p Keyword Opportunities
Type Max. CPC (USD) Clic... [ Impr. = CTR Avg. CPC (USD)  Cost (USD) Avg.p... 5
Broad 4.00 9 1,395 Auto-size All Columns
Exact 5.00 11 1,299
Broad 4.00 1 1,218 v Campaign
Broad 4.00 3 1,169 + Ad group
Broad 5.00 6 1,054 Status
Phrase 4.00 2 1,013 v Keyword
Broad 4.00 14 992 Keyword word count
Broad 4.00 7 913 v Type
Bipad L Z P First page bid est. (USD)
Broad 4.00 6 818 Top of page bid est. (USD)
Exact 4.00 1 778 Quality Score
s Broad 4.00 1 628
B c - : — v Max. CPC (USD)
t 4. e
Exacd s 3 604 Max. CPC multiplier
roa .
Exact 5.00 6 602 ¥ EIE'SI:. YRL
Broad 4.00 15 582 Y f5IICKS
Broad 4.00 g8 580 ¥ Impr.
Broad 4.00 18 565 v CTR
| v Avg. CPC (USD)
~ Edit selected keywords Avg. CPM (USD)
| v Cost (USD)
Keyword Match type v Avg. pos
pay per click help | Broad i v Conv. (1-per-click)
Destination URL st v Conv. rate (1-per-click)
<default> (& v Cost/conv. (l—per—r.jllck) (USD)
—  Conv. (many-per-click)
Replace text Append text Advanced bid changes Advanced URL changes Keyword Opportuniti  Cony. rate (many—per—(li(k)
» Experimental bid Cost/conv. (many-per-click) (USD)
b | Restore Natural Order
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8. You can sort your statistics by various column headers, such as impressions and
CTR. Sorting can help you prioritize where to make changes by identifying low CTR
keywords, for example.

9. Make changes based on your data, such as bid and budget adjustments, and post
to AdWords.

The view statistics feature in AdWords Editor downloads performance data for selected
campaigns and ad groups or for your entire account. You can customize columns to see
statistics you care about and sort the data by various performance metrics, such as CTR
or average position.

» The Getting started with AdWords Editor recipe

Copying campaigns or ad groups with

AdWords Editor

Do you need to create mirror versions of your campaigns to target different locations? Or
perhaps you want to copy entire ad groups and simply replace certain phrases to create new,
unique ad groups? You can do all of that easily through AdWords Editor.

Getting ready

Decide which campaigns or ad groups you'll need to copy. Next, figure out what you'll need to
adjust once you copy a campaign or an ad group.

For example, if you are copying a campaign, you'll likely want to adjust a copied campaign's
target locations and budget.

How to do it...

To copy campaigns or ad groups in AdWords Editor:

1. Open up AdWords Editor.
2. Click on Get recent changes.

3. Click on the Campaigns tab. If you are planning to copy ad groups, click on the
Ad groups tab.
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4. Select the campaigns or ad groups you wish to copy.

5. Go to Edit and click on Copy, and then Paste. You can also use keyboard shortcuts.

AdWords Editor File mAccount Data Tools Help

e —

800 8 Revert ®Z |
@ Get recent changes RE!E(L SEIEC[E“ prgposats | campaigns ) showing statistics for: 1/1/01 - 4/2/13 + RS Google
Reject selected conflicting proposals
Cut aex ] Advanced search
¥ [ Account Copy 8C
» [ Branding Paste Fava ol ds Ads Ad groups Targeting E
5 Campaign #3 Copy special P iign v ‘ﬁ}, Add/update multiple campaigns [ Revert selected changes
» [ Campaign #4 i
> JD.SP\DQ,E Paste special = I Campaign Status Budget (USD) Start date End date 5
B \
P [ Dynamic Search Ads|  Delete fTesting Paused 1/29/12 None Inc
/5 Managed Placementy  Pause {38P
» [ Placements Test Activate THA
» [Eysearch
» CSEM Select all A
¥ [ETesting Replace text in selected items ~ {+3R
Etest 1 Append text to selected items ~ {38H
Sjrest 2 Change text capitalization N#H
= \ X .
Special Characters... T

6. Next, you'll want to rename your copied campaigns or ad groups and make any other
necessary adjustments. For example, if you copied an ad group, you might want to
replace keyword phrases or text in the copied ad groups. Go to Edit and click on

Replace text in selected items or use keyboard shortcuts:

W Getrecent changes (W Checkchanges  4gh Postchanges @) Showing statistics for: 1/1/01 - 4/2/13 *

sl View: [ Al il

v [ Account

v

o wanding DR Ad: | Adgous | Targeting

C

Advanced search

10.0.1 GOUSI

(= Campaign #3 W vesatives | ofm Addkeyword Ay Make multiple changes + §§ Delete

> [ Campaign #4

[ Revert selected changes

)

("I Match whole words only.

Replace with: |

[ Preserve capitalization

() Duplicate matching items and replace text in duplicates

Find matches | [ Cancel |

» [ Display P Keyword Opportunities
» [ Dynamic Search Ads A | & &1 | Keyword Max. CPC (USD)
Managed Placements
= 8,00 Replace text
» [ Placements Test
> [Eysearch Replace text in the selected items.
> ZsEm
¥ [ Testing Docier I‘

Stest 1 _—
S in: | Keyword &
Btest 2
= (" Match case

7. When you are confident that the changes are ready to go live, click on Post changes.

The copy and paste features in AdWords Editor help you expand your account in a scalable way.
The various elements of campaigns or ad groups being copied are duplicated in the application
and can be posted directly to your AdWords account. Keep an eye on Quality Scores when

copy-pasting a large amount of campaigns or ad groups.
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See also

» The Getting started with AdWords Editor recipe

Adding keywords in bulk using AdWords

Editor

If you have dozens, hundreds, or thousands of keywords that you need to add to your account,
AdWords Editor can be a great time saver. You can import your keywords from a spreadsheet
into the application, or copy and paste keyword lists you are working on into select campaigns
and ad groups.

Getting ready

Prepare your new keywords and figure out which campaigns and ad groups they should be
added to. You have the following options:

» Create an AdWords Editor-friendly CSV file and import it to AdWords Editor. The
easiest way to get started would be to export your current campaigns and then add
any new keywords you wish to create to the exported spreadsheet. In AdWords Editor,
go to File, choose Export spreadsheet (CSV) and select what you would like to
export. Click on Save to keep a copy of your file and choose where on your computer
you'd like to save it. Your new keywords should have campaign and ad group names
filled in so Editor knows where those keywords should go. Make sure you include
keyword match types as well as unique bids, if necessary.

AdWords Editor m Edit Account Data Tools Help C
806 Open account... ¥0 | .
@ Get recent chan g S e Ll A (&) | Export whole account...
_ Export spreadsheet with images (ZIP) 4 Export selected campaigns and ad groups...
l Export backup (AEA) > Export current campaign...
¥ [ Account Export changes for sharing (AES) >
» = Export summary (HTML) » l
> : ] Import account snapshot... I “ ‘N‘die"ces Dynami
» = Import CSV > .gatives I:—‘I-II,-:I Add placement AA Make multiple chang
> = arch Ads | I| N = - - .
A | @® | T>| & | Ad group Stat... | Placement

¥y vy
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» The other option is to copy and paste keywords you're working on directly into select
campaigns and ad groups. You do not need to create custom columns for your
campaigns and ad groups, and you can choose keyword match types after you add

your keywords to AdWords Editor.

How to do it...

To add keywords via AdWords Editor, follow these steps:

1. Open up AdWords Editor.
2. Click on Get recent changes.

3. If you have an AdWords Editor-ready CSV file to import, go to File, choose Import CSV,
and choose if you would like to paste text or import an actual file. Move through the

prompts to confirm and review your changes:

AdWords Editnrm Edit Account Data Tools Help

v

s Campaign #Import account snapshot...

800 | Open account... ®0 |
@ Getrecentchang  Export spreadsheet (CSV) » | campaigns ) showing statistics for: 1/1/01 - 2/2/13 ~ e GOIJS[
Export spreadst with images (ZIP) > —_—
‘: Export backup (AEA) » ¢ Advanced search
¥ [ Account Export changes for sharing (AES) » " -
» [Branding Export summary (HTML) » [ Keywords Ads Ad groups (@D Targeting Extensions _
5 Campaign #3 lign v ¢¢ Add fupdate multiple campaigns IE% Revert selected changes

i Display Import CSV > From file...

= Dynamic SearchAdS Paste text...
£ Managed Placements —

vv

Status

Budget (USD) Start date | End date
0.50 9

4. AdWords Editor will summarize the changes you are about to make for you, including
how many keywords you'll be adding and any other edits.

5. The new additions will be highlighted in green and you'll be able to keep or reject

the changes:

Color key: Proposed change
to Adwords account

Unposted local change

" (no conflict)

Proposed change (conflicts.
with unposted lacal change)

v

v
U

ynamic Search Ads "
changes, or export for sharing and additional review.
i Managed Placements

% Get recent changes @ Check selected campaigns Q Post selected campaigns @) showing statistics for: 1/1/01 - 4/2/13 ~ HRE G0L13|L
:) X & =
Review proposed changes to your AdWords account | Keep proposed changes | | Reject proposed changes |
Iv (= Account
»

Please follow these four steps: 1) Review the proposed changes by selecting "Proposed changes only” in the View menu. 2) Edit individual lines as you like.
To reject a proposed change, select the row and click "Reject” in the tab toolbar. To cancel an unposted change, select the row and click "Revert selected
changes” in the tab toolbar; this won't affect any proposed changes. 3} Keep or reject all proposed changes with one of the buttons above. 4) Past your

—_—

Advanced search

» [ Placements Test View: | All 3
> [Search
: 5 SEM | Keywords Ads Ad groups (D Targeting Extensions

E‘Fl Add campaign v B Revert selected changes Reject selected proposals

A+ | @ | <> | & | Campaign
" Testing

rest 3

Status.
Paused

Budget (USD) Start date | End date| &%
0.50 1/29/12 None Inc
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If you do not have a properly formatted CSV file, you can still add new keywords
through a simple copy and paste. Click on the Keywords tab. You can either add a
single keyword by clicking on + Add keyword, or you can add multiple keywords by
choosing Make multiple changes:

1091 Google|
advanced search

@ View statistics +

Qcﬂmemmgas v i @ Check changes Q Post changes

| view: [ All al
v [ Account
» £ Branding — [TKepwerds | Ads Ad groups (@) | Targeting E; Campai ]
= Campaign #3 ZEEEH negatives | - e Add keyword AA Make multiple changes + 9§ Delete - I Revert selected changes
P[5 Campaign #4
» [ Display P Keyword Opportunities
» [ Dynamic Search Ads A+ @G> @1 Ad group Ke *x Delete multiple keywords 3 Type Max. CPE2
. Managed Placements ® testl weight Toss products Broad 1.00
ERVEScamanisilqsy ® testl steaks online Broad L.00
> [Zrsearch ® testl alzheimer Broad L.00
P [ SEM & testl lip balms Broad 1.00
| Ty ® testl lip balm Broad 1.00
® testl flu season Broad L.00
® testl fluvirus Broad L.00
a 1 . brl Benad L

Select the campaigns and ad groups your keywords should be added to. Type or paste
your keywords into the keyword box. You can also set match types, maximum CPCs,
and unique destination URLs, as well as a keyword's status. Once your keywords have
been entered in, click on Process and then on Finish.

Add /update multiple keywords - Step 1 of 3
Add new keywords or update existing keywaords in bulk.
Destination:
|| My keyword information below includes columns for campaign and ad group names.
v [ Account Keywords:
» D Type or paste keywords here, one per line. Separate each field with a tab or comma, and
include column headings in English.
> D Required: Keyword
> D Optional: Type, Max. CPC, Dest. URL, Status
Example:
» O P
+ Keyword Type Max CPC Destination URL Keyword Status
> D example keyword Broad O0.35 http://www.example.com Paused
» O hair shampoo
» O hair shampoos|
E‘ best hair shampoo
b new hair shampoo
Dtest 1
[ test 2
I:‘test3
| Filter |
Select: Active Paused || Replace the entire contents of the destination ad groups with these keywords.
| preview | [ Process | | Cancel |
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8. If you do not set specific match types, you can change them in the Keywords tab after
you import the new terms:

g Ads Ad groups (! Targeting Extensions Campaigns |

Negatives I:%I Add keyword AA Make multiple changes - & Delete lﬁ Revert selected changes

p Keyword Opportunities

Ar| @ ‘x| % | Ad group Keyword Type Max. CP R
best hair shampoo
hair shampoo

hair shampoos
new hair shampoo

~ Edit selected keywords

Keyword Match type Max. CPC bid (USD)

<varies> Broad : <variess

Destination URL Status

<default> Phrase |7 | @ Enabled :
| Exact |

Replace text Append text Advanced bid changes Advanced URL changes Keyworowpwommmoes-(beta)

9. Review the changes highlighted in green and accept or reject them.

10. Click on Post selected campaigns to make the changes live in AdWords.

AdWords Editor allows you to import keyword lists from a spreadsheet to add or update
multiple keywords across your campaigns. You can review the new keywords before they go
live, set unique bids, destination URLs, choose match types and keyword statuses, and post
the new keywords to your AdWords account.

See also

» The Getting started with AdWords Editor recipe
» The Copying campaigns or ad groups with AdWords Editor recipe

Updating ads in bulk using AdWords Editor

Creating, editing, or pausing ads can be much more efficient through AdWords Editor,
especially if you need to update many ads at once. For example, AdWords Editor allows you
to update destination URLs across all of your campaigns and ad groups at once, without the
need to click into individual campaigns and ad groups in your AdWords online interface.
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Getting ready

Decide which campaigns and ad groups will need to be updated. If you would like to add new
ads, prepare the new ad copy elements, and plan out where they should go.

You can add, edit, pause, or delete ads either manually or by importing a CSV spreadsheet. If
you would like to use the spreadsheet option, download your current ads first. Go to File, choose
Export spreadsheet (CSV), and choose which parts of your account you'd like to work on. Click
on Save to keep a copy of your CSV file. Make sure to preserve all of the exported columns as
you work on your ads, so that the revised file remains compatible with AdWords Editor.

How to do it...

To update ads in bulk through AdWords Editor, follow these steps:

1. Open up AdWords Editor.
2. Click on Get recent changes.

3. Click on the Ads tab. Then, click on + Add text ad to add a single ad to a specific
campaign or ad group:

|_ Keywords - Ad groups (D) Targeting Extensions Campaigns |
—- Dynamic search Product listing Display Image WAP text WAP image )—

I{F Add text ad AA Make multiple changes ~ x Delete B Revert selected changes

IR AESITEY -, A dd/update multiple text ads Besoalinesl Des'£2
Fresh Fruit, Cheese, Wine, & Maore. Get Fre

il res *. Delete multiple text ads F )

il tes | Fresh Fruit, Cheese, Wine, & More. Get Fre
" test 1 ... Jiu Jitsu Backpacks Plenty Of Room For All Your Gear. Get §5
Il test2 Bathroom Cabinets Sale Elegant and Practical Storage. Save 25
® test2 ... Bathroom Cabinets Sale Elegant and Practical Storage. Ger 51!

~ Edit selected text ads

[
Headline iu Jitsu Backpacks 19
Jiy Jitsy p Ad preview:

Description line 1 [ Plenty Of Room For All Your Gear. 33 K
Jiu Jitsu Backpacks

Description line 2 IGet §5 Off When You Buy Today! 30 Plenty Of Room Far All Your Gear.
1 Get §5 Off When You Buy Today!

Display URL [ www.example.com 15
www.example.com
Destination URL Status Device preference
| http:/ fwww.example.com | [ 11 Paused s [an 3
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4. Click on Make multiple changes and choose Add/update multiple text ads to
create ads in multiple campaign and ad groups. Write your headline, description line

1 and 2, and set a display and destination URL.

5. If you would like your new ads to replace your current ads, check the Replace the
entire contents of the destination ad groups with these text ads checkbox:

Add multiple text ads - Step 1 of 3
Add new text ads or update existing text ads in bulk.

Destination:

(] My text ad information below includes columns for campaign and ad group names.

¥ [*] Account Text ads:

» [Bra

include column headings in English.

Example:

=

headline description 1

Type or paste text ads here, one per line. Separate each field with a tab or comma, and

Required: Headline, Desc. line 1, Desc. line 2
Optional: Display URL, Dest. URL, Device preference, Status.

Headline Description Line 1 Description Line 2 Diaplay URL Deat

description 2 www.example.com http

Sale Elegant and Practical Storage.
Sale Elegant and Practical Storage.

[V]test 2 .
test3

Filter |

Select:  Active Paused (/| Replace the entire cantents of the

Save 25% For a Limited Time Only!  www.example.co
Get £15 Off For a Limited Time Onlywww.example.co

destination ad groups with these text ads.

| Preview | [ Process ] | Cancel |

6. Click on Process, then on Finish, and review your
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7. If you would like to update all ads containing specific URLs or phrases, use the search
feature at the top-right corner of the tool above your Ads tab to filter out your desired
parameters. Then, highlight the ads you want to update and make the necessary
change, such as replacing text in the selected items:

View: | All 3| Iexample.ccm @2' Advanced search

| Keywords - Ad groups (1) Targeting Extensions Campaigns [
—- Dynamic search Product listing Display Image WAP text WAP image ]—-

I#i Add text ad A& Make multiple changes + & Delete E Revert selected changes

A+ | @ | ©>| & | Ad group ...| Headline Desc. line 1 Desi
Replace text Fresh Fruit, Cheese, Wine, & More.
Fresh Fruit, Cheese, Wine, & More.

Replace text in the selected items.

Plenty Of Room For All Your Gear.
Find text: I 1 Elegant and Practical Storage.

Elegant and Practical Storage.

in: | All text and URL fields

|_IMatch case

|_IMatch whole words only

Replace with: | |

|| Preserve capitalization

|_| Duplicate matching items and replace text in duplicates

d o I
———= Find matches | | Cancel |
- Ed|t{ Nt
Headline <varies> 1]
Ad preview:
Description line 1 [ <varies> I (] )
=varies>
Description line 2 | <varies> o <varies>
X r 1 <varies>
Display URL www.example.com 15
www.example.com
Destination URL Status Device preference
| http:/ fwww.example.com fic: | <varies> s (A B

Replace text Append text Change text capitalization Advanced URL changes

8. If you have an AdWords Editor-friendly CSV spreadsheet, where you made all of
your desired edits, go to File, choose Import CSV, select From file and find your
spreadsheet on your computer. Follow through the prompts to import and review
your edits or additions.

9. Click on Post changes to make the new ads live in your AdWords account.
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AdWords Editor helps you add, edit, pause, or delete multiple ads across your campaigns. You
can replace or append text, change text capitalization or edit URLs in bulk. The edits you make
are saved offline, and you can choose to sync them and post to your account when they are
ready to go live.

See also

» The Getting started with AdWords Editor recipe
» The Adding keywords in bulk using AdWords Editor recipe
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Symbols
% New Visits 50

A

A/B split test
about 128
running 129, 130
Account settings page 40
ad filters 238
AdGooroo
URL 90
ad group
copying, AdWords Editor used 339, 340
creating, within AdWords campaign 76-78
existing ad group, new keywords
adding to 104-106
in new campaign, adjusting 141
in new campaign, setting 140
level bids, adjusting 141
level bids, setting 140
multiple ads, analyzing within 261, 262
renaming 78, 79
structure 75
structure, poor 75
themed ad groups, creating 74
administrative access, user access level 27
ad rank
improving 250
improving, steps for 251, 252
ad rotation, campaigns
optimize for clicks option 117
optimize for conversions option 117
rotate evenly option 117
rotate indefinetly option 117
setting 116, 117

Index

ads

about 113
approval status, finding 323-326
bulk ads, editing 131, 132
competitors ads, researching on 114
copying mistakes, avoiding 126, 127
copy, split testing 128
deleting 132, 134
diagnosing 322, 323
displaying 63, 64
display network 63
domain appearance, reviewing 231, 232
dynamic keyword insertion,

implementing 123-125
effective ads, creating 117
geographic performance, analyzing 226
page appearance, reviewing 231, 232
pausing 133, 134
performance, by day 225, 226
performance, by hour of day 225, 226
search network 63
single ad, editing 131
updating in bulk, AdWords Editor

used 344-347
writing, steps for 119, 120

ads, approval status

Approved 325

Approved (adult) 325
Approved (limited) 325
Approved (non-family) 325
Disapproved 325

Eligible 325

Site suspended 325
Under review 325

ad scheduling
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about 255 automated keyword

enabling, steps for 255, 256 suggestions 257, 258
advertising goals automated rules
setting, steps for 14, 15 about 314
AdWords setting up, steps for 315, 316
conversion goal, creating 36-39 automatic payments 22
data in Google Analytics, analyzing 50-54 automatic placements campaign
Google Analytics goals, importing 40-42 creating 165-167
mistakes 318, 319 auto tagging
remarketing audience, creating 199-202 enabling, at account level 29, 30
returns, calculating 16 Avg. Visit Duration 50
AdWords account
accessing, by inviting users 25-27 B
auto tagging, enabling 29, 30
billing preferences page 22-25 bid optimization
creating 19-21 to improve ROl 271-273
downloading, to AdWords editor 332-334 bids
linking, to Google Analytics 34-36 day of week based, adjusting 158-161
notification setting, changing 31 remarketing bids, creating 208-210
payment options 21 strategies 210
remarketing code, generating 194-198 time of day based, adjusting 159-161
statistics reviewing, AdWords Editor used, for determining market saturation 12
used 337-339 Bid Simulator
structure, planning 58, 59 using, steps for 151, 152
URL 20 billing preferences pages 22-25
AdWords Editor Bing Ads Intelligence
about 332 URL 90
account, downloading to 334 bounce rates
AdWords account, downloading to 332 about 51
used, for adding keywords in bulk 341-344 time, analyzing 55, 56
used, for adjusting campaigns broad keywords
settings 335-337 changing, to broad match modifier 102, 103
used, for copying ad group 339 broad match modifier
used, for copying ad groups 339, 340 broad keywords, changing to 102, 103
used, for copying campaigns 339, 340 keywords, adding 103
used, for reviewing account statistics 337-339  keywords, example 103
used, for updating ads in bulk 344-347 option 83
AdWords keyword tool broad option 83
URL 13 budgets
Animated image ads 185 adjusting, to maximize conversions 262, 263
application extensions adjusting, to maximize traffic 262, 263
setting up, steps for 294-296 changes, impact evaluating 139, 140
assist clicks current budget, evaluating 139, 140
analyzing 48, 49 of campaign, adjusting 137, 138
attribution 42 of campaign, setting 136, 137
audiences used, for determining market saturation 12
remarketing audiences, creating 199-201 buy contacts online keyword 50
390
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C

call details
reviewing 229, 230
call extensions
setting up, steps for 286-288
Campaign Management page 40
Campaign Management tab 44
campaigns
ad rotation, setting 116
ad rotation settings, editing 116, 117
automatic placements campaign,
creating 165-167
budgets, adjusting 137, 138
budgets, setting 136, 137
copying, AdWords editor used 339, 340
image ads, adding 184-186
language preferences, editing 73, 74
managed placements campaign,
creating 168-170
remarketing campaign, creating 206-208
renaming 78, 79
settings adjusting, AdWords Editor
used 335-337
structuring 60-62
campaigns, structuring
by brand 61
by language 61
by location 61
by network 60
by products types 61
by services types 61
categories
negative categories, adding 182, 183
change history
accessing, steps for 328, 329
clicks
about 6
and visits, differences, URL 51
Clickthrough-rate. See CTR
combination
custom combination, creating 203-205
Combine Keywords
URL 101
Compete
URL 90

competition
researching, on third party tools 115
competitor keywords 259
competitor keyword tool, options
AdGooroo, URL 90
Compete, URL 90
KeywordSpy, URL 90
SEMrush, URL 90
SpyFu, URL 90
competitors
ads, researching on 114, 115
identifying, Google search results used 7-9
researching, third-party tools used 9-11
conversion date 42
Conversion Optimizer
about 145
enabling, steps for 145, 146
conversions
about 14
goal, creating in AdWords 36-39
increasing, impression share metrics
used 241-244
maximizing, budgets adjusted 262, 263
path, analyzing 46-48
rate 15
tracking, verifying 43
track, testing 44
user conversion 46-48
cookie length 42
Cost-per-click. See CTC
CPA 17
CPA bids
adjusting 147
editing 148, 149
CPC 6,17,140
CPM (cost-per-thousand impressions) 164
CPP bids
max CPP bids, setting 150, 151
CTC 6
CTR
about 6, 7,248
high CTR, achieving 6

D

data, AdWords
in Google Analytics, analyzing 50-54
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data trends 239

data views
personalizing 222-224

Display Ad Builder

used, for creating image ads 186-189

display campaign
topics, adding 174, 176

Display Impression share, IS metrics 244

Display Lost IS (budget), IS metrics
about 244
and Search Lost IS (budget) 242
Display Lost IS (rank), IS metrics
about 244
and Search Lost IS (rank) 243
display network 63
Display Network only option 64
display placements
adding 171-174
researching 171-174
dynamic keyword insertion
implementing, in ads 123-125
Dynamic Search Ads
about 296
setting up, steps for 296-299

E

e-mail alerts
setting up. to monitor performance
reports 326, 327
e-mail only, user access level 27
enhanced bidding
enhancing 144
Enhanced CPC (eCPC) 144
exact option 83
experiment
setting up, steps for 307-311

F

filter
ad filters 238
campaign or ad group performance
filters 238
cost-effective keywords 238

Keywords below first page bid 237

keywords converting above your target

CPA goal 238
Fireclick Index
URL 15
Flash ads 185

G

GDN 164
geographic performance
analyzing 226-228
goals, Google Analytics
importing, to AdWords 40-42
Google
keyword tool 260
Google Analytics
AdWords account, linking to 34-36
AdWords data, analyzing 50-54
goals, importing to AdWords 40-42
Google’s Display Network. See GDN
Google search

results, used for identifying competitors 7-9

Google’s keyword tool 93

image ads
adding, to campaign 184, 185

creating, Display Ad Builder used 186-189

impressions
about 6
analyzing 48-50
limiting 210, 211
impression share metrics

used, for increasing conversions 241-244

IP addresses
excluding 276, 277

IS metrics
about 244
Display Impression share 244
Display Lost IS (budget) 244
Display Lost IS (rank) 244
Search Exact Match IS 244
Search Impression share 244

costly keywords without any conversions 238 Search Lost IS (budget) 244
creating, to customize reports 235-237 Search Lost IS (rank) 244
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items
deleted, hiding 330
deleted, viewing 331
paused, hiding 330

K

Keyword Combinations tool
URL 101
Keyword Deduper and Multiplier Tool
URL 101
keyword duplicates
identifying 97, 99
Keyword List Generator
URL 101
Keyword Lizard
URL 101
Keyword Multiplier Tool
URL 101
keywords
about 6, 81, 82
adding in bulk, AdWords Editor used 341-344
adding, in different match types 82
adding, to broad match modifier 103
automated keyword, suggestions 257, 258
broad keywords, changing to broad match
modifier 102, 103
competitor keywords 259
competitor keywords, analyzing 90-92
deleting 107, 108
editing 109, 110
Googles keyword tool 260
level bids, adjusting 143
level bids, setting 142, 143
list, expanding 257
matching options 83
match types, changing 252, 253
multiplying 100, 101
negative keywords, generating 92-96
new keywords, adding to existing ad
group 104
pausing 107, 108
relevant keywords, finding 85-89
search terms report 258
tool, URL 85
keywords optimization
search term reports, running for 268-270

to improve ROl 274, 275
KeywordSpy
URL 9, 90
used, for researching competitors 10, 11

L

landing pages
about 278
guidelines, for selecting 121, 122
optimizing 278, 279
languages
target languages, selecting 73, 74
level bids, ad group
adjusting 141
setting 140
level bids, keyword
adjusting 142
setting 143
location
bids, adjusting 155-157
excluding, within individual campaigns 72
targeting 68
targeting, factors 71
targeting, preferences 68, 70
location extensions
setting up, steps for 291-294
Location type column 228
low quality keywords
identifying, Quality Scores checked 246, 247

managed placements campaign
creating 168-170
manual payments 22
market saturation
determining, bids used 12
determining, budgets used 12
matching options, keywords
about 83
broad match modifier option 83
broad option 83
exact option 83
negative option 83
phrase option 83
match type
changing, for multiple keywords 253

393

www.it-ebooks.info


http://www.it-ebooks.info/

Max. CPA 149 phrase option 83

Max. CPP 149 Physical location (IP address) 71
mobile bids placements

modifying, steps for 153, 154 finding, steps for 172, 173
mobile device irrelevant placements, excluding 176-179

targeting, options 65-67 poorly performing placements,

website on mobile, URL 65 excluding 176-179
multiple ads PPC

analyzing, within ad groups 261, 262 about 6
multiplier tool competitors 5

about 100 spy tools 9

Combine Keywords, URL 101 product ads

Keyword Combinations tool, URL 101 creating 300-305

Keyword List Generator, URL 101 enabling 306

Keyword Lizard, URL 101 URL 306

Keyword Multiplier Tool, URL 101

Search Phrase Builder, URL 101 Q

My Client Center (MCC) 27
Quality Scores

N about 6
checking, to identify low quality
negative keywords keywords 246, 247
about 92-96 factors, for calculating 248, 249
adding 312-314 improving, steps for 247, 248
negative option 83
notification settings R

changing 30, 32
read only, user access level 27

(o) Relative CTR
analyzing 190, 191
optimize for clicks option 117 remarketing
optimize for conversions option 117 about 194
audience, creating in AdWords 199-202
P bids, setting 208, 209
campaign, setting up 206-208
Pages / Visit 50 code, generating 194-198
payment options custom remarketing combinations, creating
about 21 via rules 202-205
automatic payments 22 to YouTube viewers 213-215
manual payments 22 traffic, increasing 212
Pay-per-click. See PPC remarketing campaign
performance graphs impressions cap, setting 211
viewing 238, 239 traffic , increasing 212
performance reports reports
monitoring, by setting e-mail alerts 326, 327 basic reports 218
segmenting 233, 234 running 218
phone number scheduling 218-220
finding for country, URL 21 viewing 218-220
354
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retargeting. See remarketing
return on investment (ROI)
about 14
improving, by bids optimization 271-273
improving, by keywords optimization 274, 275
rotate evenly option 117
rotate indefinitely option 117

S

Search Exact Match IS, IS metrics 244
Search Impression share, IS metrics 244
Search Lost IS (budget), IS metrics

about 244

and Display Lost IS (budget) 242
Search Lost IS (rank), IS metrics

about 244

and Display Lost IS (rank) 243
search network 63
Search Phrase Builder

URL 101
search term reports

about 258

running, to keywords optimization 268-270
segments 233, 234
SEMrush, URL 90
site data

time, analyzing 55, 56
sitelink

extensions 240, 241

setting up, steps for 282-285
social extensions

setting up, steps for 289, 290
SpyFu

URL 9, 90

used, for researching competitors 10, 11
spy tools, PPC

KeywordSpy 9

SpyFu 9
standard access, user access level 27

T

Target CPA 149
themed ad groups
creating 74
third-party tools
used, for researching competitors 9-11
topics
adding, to display campaign 174-176
excluding, steps for 180, 181
traffic
increasing, tips for 264-268
maximizing, budgets adjusted 262, 263

U

user access level
administrative access 27
e-mail only 27
read only 27
standard access 27
user conversion 45-48
users
access level, changing 28
inviting, to access AdWords account 25-28
removing 28

\'}
Visits 50

w

WordStream
URL 90
Wordtracker
URL 90

Y

YouTube viewers
remarketing to 213-215
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knowledge and power to customize the software and technologies you're using to get the job done.
Packt books are more specific and less general than the IT books you have seen in the past. Our
unique business model allows us to bring you more focused information, giving you more of what
you need to know, and less of what you don't.

Packt is a modern, yet unique publishing company, which focuses on producing quality,
cutting-edge books for communities of developers, administrators, and newbies alike.
For more information, please visit our website: www . PacktPub. com.

About Packt Enterprise

In 2010, Packt launched two new brands, Packt Enterprise and Packt Open Source, in order
to continue its focus on specialization. This book is part of the Packt Enterprise brand, home
to books published on enterprise software - software created by major vendors, including (but
not limited to) IBM, Microsoft and Oracle, often for use in other corporations. Its titles will offer
information relevant to a range of users of this software, including administrators, developers,
architects, and end users.

Writing for Packt

We welcome all inquiries from people who are interested in authoring. Book proposals should be
sent to author@packtpub. com. If your book idea is still at an early stage and you would like to
discuss it first before writing a formal book proposal, contact us; one of our commissioning editors
will get in touch with you.

We're not just looking for published authors; if you have strong technical skills but no writing
experience, our experienced editors can help you develop a writing career, or simply get some
additional reward for your expertise.
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Google Visualization
API Essentials

ISBN: 978-1-84969-436-0 Paperback: 252 pages

Make sense of your data: make it visual with the Google
Visualization API

1. Wrangle all sorts of data into a visual format,
without being an expert programmer

Google Visualization 2. Visualize new or existing spreadsheet data
API Essentials through charts, graphs, and maps

3. Full of diagrams, core concept explanations, best
practice tips, and links to working book examples

Instant Google Map Maker
Starter [Instant]

ISBN: 978-1-84969-528-2 Paperback: 50 pages
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Learn what you can do with Google Map Maker and get
started with building your fi rst map

T
-

1. Learn something new in an Instant! A short, fast,
et | W o't W E O focused guide delivering immediate results.

Google VY ETVELCH 2. Understand the basics of Google map maker

Starter ,
" _ 3. Add places of interest such as your hotels,
] cinemas, schools, and more

Limoke Oscar

4. Edit and update details for existing places

Please check www.PacktPub.com for information on our titles
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Instant Google Drive Starter
[Instant]

ISBN: 978-1-78216-048-9 Paperback: 82 pages

Use Google Drive to safely store and access your fi
les online in the cloud using your web browser, phone,
or tablet

1. Learn something new in an Instant! A short, fast,
focused guide delivering immediate results.

Google Drive Starter _ _
2. Use Google Drive to safely store, organize,

and access your files from anywhere with your
computer, phone, or tablet

Mike Procopio

3. Upload files and folders from your hard drive into
Google Drive

Google SketchUp for Game
Design: Beginner's Guide
ISBN: 978-1-84969-134-5 Paperback: 270 pages

Create 3D game worlds complete with textures, levels,
and props

1. Learn how to create realistic game worlds with
Google's easy 3D modeling tool

Google SketchUp for
Game Design 2. Populate your games with realistic terrain,
buildings, vehicles and objects

3. Import to game engines such as Unity 3D and
create a first person 3D game simulation

4. Learn the skills you need to sell low polygon 3D
objects in game asset stores

Please check www.PacktPub.com for information on our titles
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