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Welcome to the Hitchhiker’s Guide to eCommerce PPC (pay per click)

Management. I'm your guide Travis Phipps, PPC Expert to the stars.

This is a four part series intended to help owners of eCommerce businesses
use PPC (AdWords, Bing Ads, Facebook Ads, YouTube, etc) and create profitable
advertising campaigns.

Module One

I. Brief Introduction (done and done)

1. My Story and Why You Should Read This

lll. Average Order Value and Lifetime Value of a Customer

IV. Target Cost per Acquisition (CPA), Return on Ad Spend (ROAS)
V. Conversion Tracking and Keyword Research

V1. Competitive Analysis

VII. Basic Settings

Module Two

. Campaign Settings & Account Structure
Il. Ad Creation and Testing

Module Three

l. Bid Management
Il. A - Always, B - Be, T - Testing
Il. Bid Strategies .

Module Four
l. Google Shopping & Product Listing Ads
Il. Remarketing

l1l. Display Network Primer
IV. Running & Scheduling Reports
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Welcome to the Hitchhiker’s Guide to eCommerce PPC (pay per click)

Management. I'm your guide Travis Phipps, PPC Expert to the stars.

This is a four part series intended to help owners of eCommerce businesses
use PPC (AdWords, Bing Ads, Facebook Ads, YouTube, etc) and create profitable
advertising campaigns.

Travis Phipps-
Founder of Battle Bridge Labs

Hitchhiker's Guide- Module 1

The folks here at AmeriCommerce have been kind enough to let me ramble on about all things PPC, but
they did ask me to let you know who | am and why you should listen to me. In case you don't want to be

bored by the details, let me hit the high points:

1. I owned my own eCommerce company, and used my advanced PPC (and bowstaff) skills to take it

to $750k in annual revenue. In other words, I've been where you are.

2. Learned the ins and outs of PPC with my own money. | learned from the people who literally

wrote the book on PPC.

3. I manage hundreds of thousands of dollars in monthly ad spend for dozens of clients, and drive

millions of dollars in monthly revenue.

4. Nobody enjoys this stuff more than | do...I live, eat, and breathe building businesses. I'm here to

help you build yours.

5. I know that literally anyone can do this. You just need a guide (that's me), and the desire to learn

what it takes.
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My Story ="

-

How my eCommerce Company “Blew Up” (in a good way) using PPC

| want to share with you the exciting personal story of how | used PPC to grow our own eCommerce
store. | believe it will resonate with a lot of the readers, but it won't hurt my feelings if you skip to the

“good stuff”.

A little more than 5 years ago, my wife and | launched CherryLoop.com - Your Online Figure
Skating Store.

The startup | was working for at the time, was “starting down” if you know what | mean, and it was the
perfect opportunity to break out on our own. We were spending 20 to 30 hours per week at the rink
with our daughters, and we were having difficulty finding a good place to buy figure skating apparel
and equipment online. With my technology sales and advertising background, and my wife’s retail

experience, it seemed like a great opportunity.

FREE SHIPPING R 2 £ ' =
T i Black Friday-Cyber Monday JLW‘&@&‘P
NO MINIMUM Sl 1 d i .

ORDER J We have you covered! ‘

(A remarketing ad we ran in 2011)

We built the brand, bought the merchandise, developed the relationships, and dumped a good

portion of our savings into this little venture.

Then we launched the site, and waited for the cash register to start ringing. We were certain to be

Billionaires! Just like the movies...nothing to it...Watch out Bill Gates, here comes Travis.

Well, that first few months we opened were slow, but then we had a decent Holiday Season. Since
we had nothing to compare it to, a $5,000 December was awesome. This was going to work after all.
We had low overhead (ran the biz out of our house), no advertising costs (who needs ‘em), and two

employees. We just needed to increase sales. Piece of cake, right?

January 1st came, and | had to keep checking to make certain the site was still live. No sales. January
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2nd. Zero sales. January 3rd. Well you get the idea. February and March...more of the same. | started
looking for jobs. We had no idea that SEO (Search Engine Optimization) takes a long time to kick in,
regardless of how well you do it. Had no idea that you can make sales in ANY business over the Holiday
Season, and you certainly can't count on sales to be similar the rest of the year. As a matter of fact, it
turned out that 40% of our annual sales would come during the holiday season. We also didn't realize
the importance of Paid Advertising. You can't build a successful business fast enough on link building,

partnerships, blog posts, and social media alone...just can’t be done.

We took a leap of faith, dug into our savings, and invested heavily in AdWords. We hired a PPC
Consultant, because the small amount of PPC | managed didn’t go so well. | had no idea what | was
doing. If I would have had this guide (The Hitchhiker's Guide to PPC for eCommerce), | would have had the
confidence and ability to do it myself.

We allotted $10,000 for the AdWords experiment. It was a risk, but | truly believe if you are not willing
or don't have the money to advertise for your business...you might as well not even play. We gave our
PPC Consultant a good-sized budget, and he was able to build out some successful campaigns. The first

month we started running PPC ads we increased our revenue 20x. It only got better from there.

| had been studying “Pay Per Click” Marketing for years before this, but | wasn't in a position to “put my
money where my mouth was”. Once | realized what our consultant could do with AdWords, | spent the
next year studying everything about our internet marketing, taking hours and hours of courses, going
to seminars, buying every book | could get my hands on, studying from every expert in the country, and

eventually taking over our own accounts.

| dove head first into everything PPC. | loved everything about PPC. | had been in Marketing &
Advertising my whole adult life, but had never had this level of control before. It allowed us to write a
“blank check” for advertising every month, as long as we met certain targets. We'll learn all about that in

the next section.

That same small business that was on the verge of shutting down five years ago, is now the 3rd
largest online provider in the figure skating industry nationwide, and the number one reseller
for several lines apparel.

We were able to do this almost completely on the back of successful PPC advertising.

Leveraging the years of PPC experience | gained managing our campaigns at CherryLoop.com and my
marketing background, | launched my PPC Consulting Business early in 2012. | received my training
from the best minds in the business, Howie Jacobson and Joel McDonald, they literally wrote the book
on PPC (Google AdWords for Dummies, 3rd Ed).
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Our consulting business grew at a ridiculous pace thanks to the referrals of friends in the industry and

our existing client base.

We sold CherryLoop.com in March of 2014, so that we could focus on our PPC business. This is when
we launched BattleBridgeLabs.com. This is our community to help advertisers (like yourself) learn from

PPC Managers and Agencies.
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The Importance of Lifetime Customer Value

OK, now before we jump into to making you folks PPC experts, let's talk about some business theory
first. | know, | know, | can hear you now, “Mr. Phipps, | just want to make money...I don't want to learn
any of your old fashioned business theory. You're so boring!” Well, it probably doesn’t sound like that at
all, but that is what | imagined anyway.

Hop up on my knee and let me tell you a story. This is how | was able to beat my competitors to a pulp
and dominate market share in an already saturated market, and this is how my clients who “get it"
crush their competitors, and this is why Jeff Bezos is a Multi-Billionaire, and how Amazon can afford

to survive on 1% profit margins. If you don't read another word in this ridiculously long and valuable
series, read what | am about to tell you.

You must understand, know, and work hard to have the highest Customer Lifetime Value (CLV if you're nasty)
in your industry. What is CLV you ask? I'm glad you asked, because it is super important. We are going
to be using a very simplified version of CLV. The math gets pretty serious if we take into consideration
discount rate, retention rate, etc. For our purposes we are going to keep this at around 3rd grade level

math.

Let's say you own the website Ultimate Golf and you sell; you guessed it, Golf Equipment and Apparel.
Your average order value is $125. Now, the mistake most marketers and business owners make, but

one you will NOT make is to target AOV (average order value) in order to maintain profitability.

Did | mention there would be math?

We will be using some graphics to explain these ideas, and for the sake of simplicity here are some

definitions you will see in the graphics:

AOV: Average Order Value

Cost of Goods Sold: This is simply the cost to us to buy or manufacture the product. No other costs are

included in this figure.

Overhead: This includes shipping, salaries, rent, office supplies, etc.

Advertising Costs: This is just our online advertising costs.

Profit: What is left over after we deduct all of the above.

If we are trying to make 20% profit from each sale, then our numbers may look something like this:
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AQV:$125.00
CostofGoods Sold:50% = $62.50
Overhead, Shipping, etc:10% = $12.50

Advertising Costs:20% = $25.00 Profit:20% = $25.00

That means we can spend $25.00 to acquire a customer and still make 20% profit. Not bad. When we
get into bidding, keywords, and conversion rates, it is important to know what we are willing to pay
to acquire a customer. We want to know what our target CPA (cost per acquisition) is...in this case it is
$25.00.

However, let's say Golf Universe (your biggest and meanest competitor) also has an average order
value of $125.00. But every time you search for “Ping Golf Clubs”, Golf Universe is sitting in the #1 spot
in Google. They are getting all of the traffic, they are getting all of your customers, and they are just
leaving you the scraps. More than likely, the reason for this is that they are willing to pay more for a

customer than you are. Here's how it works:

Ultimate Golf (this is us)
AOV:$125.00
Costof Goods Sold: 50% = $62.50

Overhead, Shipping, etc:10% = $12.50

Advertising Costs: 20% = $25.00 Profit:20% = $25.00

Golf Universe (the bad guys)
A0V:$125.00
Costof Goods Sold:50% - $62.50
Overhead, Shipping, etc:10% = $12.50

4%

Advertising Costs: 36% - $45.00 Profit:4% - $6.25
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What?! Nobody can make a living off a mere 4% profit! How are the guys at Golf Universe doing it? The
answer is simple...They know the Customer Lifetime Value (CLV) is actually much higher than the AOV
(average order value). They are just willing to spend much more to acquire a customer than we are.

In this case, they can profitably spend 16% more than we can based on the Average Order Value. In this
example, the CLV is $200.00. It may take 18-24 months to realize the total revenue, but Golf Universe

knows that on average every customer will spend $200 NOT just $125.

So, here’s how it plays out. The bad guys get to spend $20 more than we do to acquire a customer.
They barely make any money of the first sale, a mere 4% net profit. However, in the long run they will

make much more money than we will because they will be making 17.5% off of a much larger customer base.
Obviously, you see where I'm going with this. The more we can spend to acquire a customer the better.

For the sake of argument, let's say we are stubborn and we want to target a 20% profit margin on our

AOV. Here is the good news:

We manage to rake in 10,000 sales this year acquiring each customer for $25. Remember that our CLV

is actually $200, so our numbers will eventually look more like this:

Ultimate Golf (the stubborn good guys) - This is still us

CLV:$200.00
Cost of Goods Sold:500%-$100

Overhead, Shipping, etc:10%=$20.00

ﬂd\'ﬂﬂiﬁiﬁg Costs: $25.00 (thisnumberst ays thesame, Profit:27.5% = $55.00
becauseweare using the AOV tocalculate ourtarget CPA) SR

We surprised ourselves with a fat 27.5% profit margin. We killed our revenue and profit goals with $2,000,000
and $550,000 respectively. Wow, high fives all around, let's light some cigars and pop the Cristal!

Not so fast my friend, here is the really, really bad news:

The bad guys targeted a slim 4% margin on the $125 AOV. For the same period they were able to sell
10X what the good guys were able to sell. If you ask me, that is a very conservative number. If you are

able to spend almost twice what someone else is to acquire a customer, the numbers sky rocket.

As a reminder, here is what our competitors were doing while we were playing it safe.
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Golf Galaxy
CLV:$200.00

CostofGoods Sold:50% - $100

Overhead, Shipping, etc:10% - $20.00 @

Advertising Costs: $45.00 Profit:17.5%-$35.00

With 10X the sales, the total revenue numbers come in at $20,000,000 and net profit of $3.5 million.

That is almost 6.5 times the amount of profit the good guys made.

Granted it may take 2+ years to realize the full 17.5% on our CLV, but you see where I'm going with this,
right? If they have $3.5 million in profit and 10 times the customer base, then they are in the driver’s

seat. Their competitors are biting, scratching, and scraping for what market share is left. It isn't pretty.

This is powerful stuff, and it can’t be understated.

The first lesson in competing for paid traffic or PPC is to be able to spend more than your competitors for the

same customer. You will win every time if this is the case.

There are only a handful of ways to increase what we are willing to spend to get a customer. Let

me list a few:

1. Increase Average Order Value: This is always a good idea, and | encourage doing everything you

can to do this.

2. Decrease Profit Margin: | don't suggest doing this -- unprofitable businesses are no fun. Boo.

3. Decrease overhead, shipping costs, etc: This is always a good idea, but sometimes you've cut back

as much as you can.

4. Increase your conversion rate: This doesn't really count, because this doesn’t change how much we
are willing to spend to acquire a customer...it just changes how many customers we get for the same

dollar (pound, yen, etc). We will dive deep into this in later modules, but | like the way you think!

5. Use CLV or Lifetime Value of a Customer: YES! That is what | am trying to say here...find out your

CLV, and find it out quickly. Increase this number if at all possible.
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Here are some FAQ's when understanding your CLV:

1. Can | afford to only make 4% (or some low profit percentage of your average order) on the

average order value, and still stay in business?

This is a very serious question. If the answer is No, then consider increasing the profit you make on the
CLV. For example, instead of 4% profit on the AOV, increase it to 10%. This still increases your target

CPA from $25.00 to $37.50. That is a 50% increase in what you are willing to pay to acquire a customer.

2. What if the AOV and my CLV are the same?

This goes for those of you selling coffins, wedding photos, tornado shelters, or other items that you

only get to sell once.

Here is the answer. There is ALWAYS a way to increase AOV or increase CLV.

Here are some examples of how we can increase our AOV or CLV:

COFFINS: We'll “upsell” the coffin with the silk lining. We can run a “buy one, get one half off” sale. Yes, |
realize that is uncomfortable, but we're all going to go sometime, right? You just increased your average
order value in both cases. Let's partner with the cemetery (or we own the cemetery), and we give away

coffins for free, because we know that cemetery plots are where the real money is.

WEDDING PHOTOS OR ALBUMS: We can sell a subscription service to access the photos online for a

period of time.

TORNADO SHELTERS (I live in Oklahoma): We can sell “first responder” memberships, or something

similar.

3. What if | don’t know what my AOV, CLV, or Target CPA is?

Then don't spend another dollar on your business until you figure it out. You at least need to make an

educated guess.

If you haven't already setup Google Analytics on your eCommerce Store, then now is a good time to do
this.

Here is an article in the AmeriCommerce Support Center that walks you through the setup:

http://support.americommerce.com/hc/en-us/articles/201903280-How-to-Install-Google-Analytics-

Tracking

I've included a worksheet here to help you understand all of this a little bit better.
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Understanding our CPA (Cost per Acquisition) and our ROAS (Return on Ad Spend)

Now that we've got CLV down, let’s talk more about your Target CPA (Cost per Acquisition) and ROAS
(Return on Ad Spend). Depending on the type of business you are in you have some choices to make
now. If you sell one item in your store and your average order value is pretty consistent...then you just

need to figure out your CLV and target your profit margin. Piece of cake.

Example A: One Item (or a bunch of items that all cost about the same price), Consistent AOV.

Consistent CLV AOV: [ ol
TV Mounts 'R Us $125.00 Y u_'j

You simply need to decide if you are going to target a profit margin off of AOV or CLV. Whatever works

best for your business. Using our example before we target 4% profit off of our AOV.

%
]
(3625,

We dominate the TV Mount market and go home.

Example B: One Item (or a bunch of items that all cost about the same price), Consistent AOV, CLV

and AOV are the same. Basically, this is a one-time sale.
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Awesome Coffins 'R Us

Costof Goods Sold:50% = $6,250.00

Overhead and Shipping:10% = $1,250.00 $2500

Advertising Costs: 20% = $2,500.00 Net Profit: 20% = $2.500.00

** | would desperately try to find a way to increase my AOV. It is important that your AOV be higher
than your competitors. If you don't find a way to do this, then it is difficult to compete. You will be
competing on price, or reducing your profit margins to get customers. This is not a good place to be.

You may want to start looking for a day job.

Example C: A bunch of items, all different prices, Consistent AOV, Consistent CLV.

Golf Balls: Golf Shirts:

$25.00 $55.00

Back to our Ultimate Golf example. This is a great example because in golf you may be selling items

that vary widely in cost.

This is when it gets a little hairy, and you have to do some serious soul searching. And by soul
searching, | mean digging deep into Google Analytics, your shopping cart stats, etc. I'm getting ready to
contradict myself, and | hate doing that. | made such a big deal about average CLV, and | meant it. BUT,
not all customers are created equal. Just because the CLV of your average customer is $200, that doesn't

necessarily mean you want to pay $45.00 to acquire a customer who is just buying some golf tees for $5.00.

You might want to...and in many cases | think it makes sense. In the business, we call this a “Trip
Wire”. I'm a big fan of the trip wire, but it must be used wisely. We will discuss the “trip wire” in future

modules.

At times like this, when we have a wide variety of products, a wide array of pricing, and often times a
dizzying amount of keywords to bids and manage...it can be advantageous to use the ROAS model.

ROAS stands for Return on Ad Spend. It is self explanatory. If you spend $1.00 on advertising and you
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make $5.00 in revenue...then your “Return on Ad Spend” is 5.0 or 500%. If you back into the math a
5.0 ROAS means you are spending 20% on advertising. Obviously, if you spend $20.00 and you make

$100.00 in revenue then that is a 20% of revenue on ad spend.

The reason this works so well in our Golf Equipment and Apparel example is that you are always
spending profitably. It is much more likely that someone searching for “Golf Clubs” will spend more
money than someone searching for “Golf Tees". So, if we target a 5.0 ROAS, we will only be spending
$1.00 to make $5.00 on some golf tees, but we may also be spending $100 to make $500 on a cheap set

of golf clubs.

You can use ROAS the same way you would use CPA. You just need to find out what ratio makes sense
for your business, and allows you to spend the most possible to acquire a customer profitably. Going

back to our original example, let's figure out what our ROAS would have been.

Golf Galaxy

Costof Goods Sold: 50% - $62.50
Overhead, Shipping, etc:10% = $12.50

4%

82,

Advertising Costs: $45.00 Profit:4% - $6.25
We spend $45 to make $125. 125/45-2.71

So, our ROAS would be 2.77. Just to make sure this horse is dead: Since the CLV was $200 then the long
term ROAS is actually: $200/$45 = 4.44

See how this works? If we target a 2.77 ROAS instead of a $45 CPA, our ad spend adjusts up or down

based on the revenue realized.

If we are targeting a 2.77 ROAS, then we are willing to spend $361.01 to make $1000.00.

$1000/2.77 = $361.01

Each business, market, and product is different from the next. So, these are decisions you will need to

make based on the type of business you have and your specific goals, projections, and profit needs.
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You can go to the resources section and download some worksheets to help you make these decisions

for your business.

To recap here are some acronyms | sprayed all over the place:
CLV = Customer Lifetime Value, Lifetime Value of a Customer
AOV = Average Order Value

CPA = Cost per Acquisition

ROAS = Return on Ad Spend
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Conversion Tracking - Do it!

Now that you have a firm understanding of CPA and ROAS, let's jump into tracking conversions and
revenue. As you probably know by now, | take my revenue and conversion tracking pretty seriously. |
highly suggest you do too. Let me make this very clear.

Do NOT spend one dime on PPC until you have conversion tracking set up.

A Google 4 Home | Campaigns  Opportuniies  Tools - -
- To get to the conversion tracking

) Change History section just go to the "tools" tab,
& All conversions All conversions Conversions and then select "conversions".

Accept Answer - Tip

Google Analy
Ask Question - Premium Conversions | Webpages s Google Analytics
Elite Signup Google Merchant Center
Tip + Subseription
g - [+ comvenson [EEREIEEEE Allbutremoved

Search Funnels

o Conversion Category Tracking Status Conversion window Count Repeat Rate (All/Unique)

Ad Preview and Diagnosis
®  Accept Answer- Tip Webpage Purchase/Sale 7 Reporting 30 days Al 1
@ AskQuestion - Premium Webpage Purthase/Sale J Reporting 30 days All 0
. Webpage Purchase/Sale [ Reporting 30 days Al 1
®  Tip+Subscription Webpage Other =] 30 days Unique 0

Totals - all but removed conversions

Totals - all conversions

It is not enough to have conversion tracking setup, you must also be tracking revenue.

Keywords Audis Ad i D Display Network *
Filter Columns ~ = 3 Search
Converted Clicks = Sales Total Conv. Value = Revenue
Bid strategy ~ Automate ~ \

Budget Status Clicks Impr. CTR Avg. Cost Avg. Converted + Cost/ Click View- Labels Total cost Cost [ Total Conv.
CPC Pos. clicks £ converted conversion through conv. conv. value
click rate conv. value I cost
$21,445.00/day 1,228,392 47,385,692 2.59% $0.21 $259,770.30 31 9,974 $26.04 0.81% 0 $259,770.30 $10.89 4943881 1.9

Now that | got that off my back, any questions?

It is very simple to setup conversion tracking. So, either do it yourself, or have a Google Analytics expert
do it for you. Drop me a line if you're having any problems with this. But don't launch any campaigns

until it is setup.
Keyword Research - Defined, Low Hanging Fruit, and Tricks of the Trade

Yes, you...in the back of the class, you have a question? Yep, you're in the right room, this is the Hitchhiker’s

Guide to PPC for eCommerce.
Finally, we're actually talking about something that has to do with PPC. A strong foundation is very

important, and | want you all to have a solid foundation before creating your campaigns.
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Keyword research, building, and development is a huge part of building a solid foundation for

your search campaigns.

There are a lot of great articles that discuss the importance of good keyword research. I'll link to some

of my favorite in the Resources (http://www.battlebridgelabs.com/AmeriCommerce). | will spare you the

long definitions and the excruciating detail...but just know...it's kind of a big deal.

Now you know that | believe good keyword research is important, BUT the way we are going to build
our campaigns, we will let our account structure do most of the “heavy lifting”. This is difficult to
understand right now, because we haven't gotten to account structure yet, but our structure will be

powerful in this regard.

Most people believe that you must go out and find all of the “long tail keywords” for your niche,
product, or service. Ahh, not so much (I'll explain below). In case you don't know what “long-tail” means,
you're not alone. It basically means a keyword or search term that is longer than 3 words. Don't let the

SEM geeks scare you by throwing this around.

Here is an example:

Keyword or Search Terms:

1. Golf Clubs

2. Coffins

3. Golf Shirts

4. Cemetery Plots

Long-tail Keyword:

1. Titleist Men's ap1 714 golf clubs

2. coffins for sale in New York City

3. Nike Golf Dri Fit Tiger Woods Shirts

4. cemetery plots for sale on craigslist

Like | said, there is a belief that has long been held that you need to know and bid on all the long-

tail terms. You may hear they convert better. You may hear that they are cheaper, because your
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http://www.battlebridgelabs.com/AmeriCommerce

competitors aren’t bidding on them. This may or may not be true, but we don't have to find them
ourselves. With our account structure (which | will teach you later), we're going to let Google and our

customers do that for us.

So, what we really need to do is find the short keywords or search terms that are most relevant to our product

or service. | suggest finding all of the relevant keywords that are only two-three words in length.
Here are some examples for Ultimate Golf:

golf clubs

golf shirts

nike golf balls

big bertha drivers

Titleist irons

ladies golf shirts

When doing preliminary keyword research try to keep it between 2-4 words in length. | don't want to get
all technical on you right now, but there are some changes coming down the pike regarding plurals.
Google has announced that they are going to remove the ability to break out keywords based on
plurals. There are some advanced techniques that can get around this if you convert one keyword

much more successfully as a plural or a singular. I've got your back on this.

However, don't hesitate to keep another list of long-tail keywords. That list may come in handy later,
but it isn't necessary right now (but if you are brainstorming your keywords and you come up with long
tail words, then keep them in a spreadsheet). It also is a good idea to export your entire product set.
Americommerce makes this very easy. The product names and/or titles often times make excellent

keywords (obviously).

When building this list think about what people are searching for when they are going to buy your
product. Don’t come up with keywords like “best online golf store”. Nobody searches for that. They are

searching for a product, and we want to bid on product based keywords.

"

Another handy trick is to use brand names. If you are in a niche and a specific brand is “up and coming
and can only be bought in a few places, that is a great keyword. When building our eCommerce store
we were able to hitchhike off the success of a new brand. The brand name was inexpensive to bid on,

and our conversion rates were through the roof.

If you already have some account history, let's start with the low hanging fruit.
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Check your Google Analytics Account. Depending on how long your GA account has been setup, you
can get a ton of relevant information from here. Simply open your GA account, drill down to Acquisition
< Keywords < Paid or Organic. You can sort this list by clicks, conversions, revenue, etc. You'll want to

find all of the keywords that have generated sales in the past.

ad (_‘:OOSiC Analytics Home Reporting Customization Admin
4
@ Sessions
300
» Behavior - \/—.——\ a P
» Technology
e 1= Drill Down to Acquisition < Keywords < Paid or Organic
or
» Custom AdWords < Search Queries
Users Flow L Atg 22
'!’ s rd  Maotfed Search Query  Source  Medium  Campaign  Other
% ondary dimen: +  SortType: | Default ~
verview
Channels Acquisition Behavior
All Traffic
Sessions < % New Sessions New Users Bounce Rate Pages / Session Ava.
All Referrals
Campaigns 5,866 89.86% 527
~ Keywords - 3) o ) o 2
Paid 1,275 (24.74%) 90.51% 1,154 (21.69% 50.51% 222
Crgaaic 17 2 1,101 (18.77%) 90.83% 1,000 (18:57% 41.69% 245
Cost Analysis BETA | —
S || s 908 (15.49%) 91.41% 830 (15.75% 47.25% 224
~ AdWords |
B 4 682 (11.63%) 91.50% 624 (11.24% 51.03% 225
Campaigns |
=l 5 291 (4.96%) 90.72% 264 (5.01% 35.74% 275
Bid Adjustments |
] 6. 167 (2.85%) 81.44% 136 (2.58% 31.14% 214
Keywords |
Search Queries L 13 (2.28%) 94 03% 126 239 38.81% 245
Hour of Day =l 8. 126 (2.15%) 84.92% 107 (2.03 40.48% 213
Dsumaion s A s 125 (213%) 100.80% 126 (230% 64.00% 138
Display Targetin _
R AL A 10 107 (1.82%) 86 92% 93 (176% 49 63% 208

Placements
Keyword Positions
Video Campaigns

» Social Analytics Home | Terms of Service | Privacy Policy | Contact us | Sen

Check your existing AdWords Campaigns if you already have AdWords setup, this is a no brainer.
Choose a specified period of time (“all time” for preliminary keyword research). Then Click on the

Keywords Tab. Then on the “Details” tab choose “All”
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All online campaigns M Make sure you're on the Keywords Tab

Campaigns Ad groups Settings Ads Keywords Audi Ad extensi Dimensicns Display Network 3t

All keywords - Segment « Filter = Columns I~ 4+ Search

|
m Edit ~ Details ~ id strategy ~ Automate +
[ ] Keyword SEARCH TEMp Status Max. CPC Clicks
2 . | Click the down arrow, and select "All"
AUCTION INSIGHT S

Total - all account 1,228,392
. . y_Pa 50.43 10,282
All {enhanced)
Keyword diagnosis
s omm oem xact $0.21 11,332
(enhanced)
road $0.68 7,878
(enhanced)
$0.07 6,657
(enhanced)
$0.12 8,853
(enhanced)
$0.58 8,642
(enhanced)
$0.03 6,552
(enhanced)
§0.62 3,004
(enhanced)
§0.08 6,636

(enhanced)

Export all of the keywords that have generated conversions, sales, etc. Start building a comprehensive
list. Don't do anything with this list just yet. We are going to build our account structure later using this

list and lists of keywords we get from other sources.

Now that we have pulled all of the keywords from our historical data (if we had any)...Don't worry if

your account is brand new, or your keyword list is really short. We are going to fix that right now.

Finding Keywords the Easy Way - Spying on our Competitors

My favorite tool, and the tool | use every single day to do my keyword research, build out campaigns,
and spy on my competitors is SpyFu. There are a lot of choices out there. iSpionage, KeywordSpy, SEM
Rush, etc. I've used them all and | like SpyFu best. If you go to the resources page on battlebridgelabs.
com/Resources you can sign up for a SpyFu account and get a lifetime 20% discount, and they've

graciously extended the free trial to 60 days (up from 30 days).

Here is what | do to find the best keywords for any market in about 5 minutes. | type in a search to

Google for the product or company | am building the campaigns for. Let's use the term “Golf Clubs” as
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https://www.spyfu.com/mainpurchase/?page=default&couponcode=Q1ZBU2KF
https://www.spyfu.com/mainpurchase/?page=default&couponcode=Q1ZBU2KF
http://battlebridgelabs.com/Resources
http://battlebridgelabs.com/Resources

an example. See the screen shot. Now use the top 3 competitors. In this case we have:
Golfsmith.com
Golfclubs.com
2ndswing.com

| type those competitors into SpyFu.com, and see what we get. As you can see from the screen shot,
those top 3 competitors have 659 keywords in common. It is a safe bet, that all 659 of those keywords

are profitable, because everyone is bidding on them. This is a great place to start. Export the list and

save it for later. We are going to dig through this list and build our campaigns around it!

NEW backlink tool shows you how to rank on specific keywords. Try it now.

Products Recon Files 2 ‘
Account  Live Chat
" Tools for SEMs SEO & PPC Reports Blog, Tutorials, & Videos
‘ \ Main Leads Kombat SmartSearch Ranking History Tracking Groupie
? golfsmith.com vs|golfclubs.com vs| 2ndswing.com = s m

AD KEYWORD UVERLAP\’/' RESULTS

A circle’s size represents the corresponding domain's

i keyword depth. Find exclusive terms within each circle
I can sort out My tOp 3 competltors and click on any overlap for shared keywords. Your
competitors’ overlap is your biggest opportunity to pounce.
keywords _
based on who ' ,
is biddi ads common to gelfsmith.com,
Is DI Ing on Ith. gelfclubs.com & 2ndswing.com (658)
2nds‘win9-com 1. golf clubs
(™ 2. buy golf clubs

3. golf equipment
4. golf club reviews
5. sell golf clubs

/ » Export all 659 keywords
» View in spreadsheet
The top 3 competitors are

bidding on 659 common
keywords.

For the purposes of preliminary keyword research, this is all we really need to do right now. However,
I highly suggest you play around with SpyFu for a while. You would be surprised what you can learn
about your competitors. We will also use SpyFu again when we get into Ad Creation. We will be able to

see exactly which ads have proVven successful for our competitors.

After you've mined all the data from your existing AdWords account (if any), your Google Analytics (if
any), and SpyFu.com (or your spy software of choice); you should have a nice healthy list of keywords.
You'll want to drop those into a spreadsheet. You will want it organized by short keyword search terms,
and longer tail search terms. Obviously, you'll want to focus on keywords that have produced for you in

the past. Your spreadsheet will look something like this:
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g Hitchhiker's Guide to PPC for AmeriCommerce E=
Fidg Edit View Insert Format Dala Tools Addons Halp

T e - T S Arial - 0 - B F & A. %.-H E-l-=5 oo HRv-E
ol clubs
& B [+ o E F

T KEYWORDS LOMG-TAIL KEYWORDS CONVERTED CLICKS COST PER CONVERSION CONVERSION RATE
2 [golf clubs l 58 13.96 121%
3 qolf sharts &9 1281 1.14%
4 golfchubs &5 25,03 2.03%
5 golftess &1 593 1.90%
E  qoif bags &9 6.39 345%
T ol sharts o4 03 201%
a ping irons 1 858 2. 64%
8 golf gear 49 176 2.28%
10 golfing apparel a6 .61 3 16%
W ping hyksids 44 1843 2.14%
12 scolty putters 41 25 57 0,98%
13 ping golichabs 40 16,79 4.02%
14 golf tees 1 T.38 2.30%
15 ping golichsbs k| 3.08 0.93%
18 qolf aquipment 38 20 46 245%
17 buy golf clubs 1 4441 0.86%
18 buy discownt goll clubs

18 callievay goll chubs for sale
i discount golf clubs Bor sale
21 discount golf clibs kas wegas
2 gol chabs for sale cheap
2 taylos made golf clubs
24 Inkchina. com golf clubs
=L womens discount golf cluts
e goll clubs fairway woods
n complete sel golf clubs
a8 discount cheveland golf clubs
- discount golf clubs australia

e discount goll clubs cleveland

H whate 1o buy cheap golf clubs

H cleenland lamncher golf clubs

1 whare can | buy discount golf clubs

4 tayloe made golf clubs for sale

king cobra golf clubs for sale
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Competitive Analysis - We're still spying on our competitors.

We'll be using SpyFu again, so fire go ahead and fire it up! | can’t believe I'm actually typing this out
right now. What | am about to show you is how | always surprise my clients and prospects with my mad
skills. This is like magic.

We've already used our competitors to find out which keywords we want to build our campaigns
around, and which keywords are profitable (and which ones aren't)...now, we can find out how much
they are spending on online advertising. Going back to our Golf example. Who wants to know how

much Golfsmith.com is spending on AdWords every month? Ooh, ooh...I do!
Check out this screen shot:

Golfsmith.com: $30,000 - $60,000 per month.

NEW backlink tool shows you how to rank on specific keywords. Try it now.

Products Recon Files

m )’_. Tools for SEMs SEO & PPC Reports Blog, Tutorials, & Videos
u E

Main Leads Kombat SmartSearch Ranking History Tracking Groupie

‘\ =R search |
golfsmith.com

Account Live Chat

$30-$60k per month! @

Q Overview @ SEO Keywords B SEO A PPC Keywords & PPC Reports @ Ad History % Leads 280 Left % Inbound Links [l Ranking History

© $EO Rank: 8,029 @PPC Rank: 71
TR . Seasonal? Maybe...

Monthly Adwords (PPC) Ad Budget: =
500k
3.8/11.0 ]
P

g

g
Avg. Ad Position / # Advertisers: H el
$3.95k - $118.48k =
Monthly Organic (SEO) Traffic Value: Ok

Oc'11 Mar'12 Aug"12 Jan"13 Jun 13 Nov 13 Apr'14 Sep 14
170,204 / 314,391
i : ,' H @ Budget Range -# Budger

Paid vs. Organic Clicks Per Month Number of g 9 9

Keywords 027 Eh2e7 Goor Ho @Bo B

. : Social metrics for this domain.
Organic Keywords (30,003) Organic vs. Paid Paid Keywords (29,630)

SEO Clicks Ranking Cost Per Daily Ad
R Brgya) PerMonth®  History R Click & Cost®  History
golf smith L edwinwatts
.97k History ful $3.03 $392 History
& www.golfsmith.com = Y & golfsmith.com o Y
olf smith tennis clothin
H S 1.52k History 5 delh $5.92 $389 History
& www.golfsmith.com/stores & golfsmith.com
golfsmith i adidas apparel
49.4k  History i 3 $2.01 260 Histor
& www.golfsmith.com Y  golfsmith.com $ Y
adidas golf hybrid reviews
195 Histor $8.43 337 Histor
& www.golfsmith.com/brand/adidas_golf Y & golfsmith.com : = ¥
olf smith olf cart parts
g 1.02k  History g P $1.51 $195 History

& www.galfsmith.com/category/golf-clubs  golfsmith.com

You need to take these numbers with a grain of salt. They can vary wildly, but in my experience, they
are fairly accurate. The reason they vary so much is that they take the average monthly spend over a 5

year period of time. During holidays or high times, the numbers can spike.
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This kind of knowledge can really help you determine whether or not you have the budget to enter a

market.

Top Ad Competitors (16)

Domain Name

globalgolf.com
tgw.com
rockbottomgolf.com
golfoutletsusa.com
pgatoursuperstore.com
golfclubs.com

budgetgolf.com

golfhg.com

callawaygolfpreowned.com

taylormadegolfpreowned.com

$17.757

$21.448
$15,435
$5.715
$20.692
35,866
$9,885
$6.254
$5.135

$4,375

View and Export More Ad Competitors

Here are the other top competitors:

PGATourSuperStore.com = $21k per month

GlobalGolf.com = $18k per month

RockBottomGolf.com = $15k per month

— 4 ~
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@ View All Organic Keywords

Most Profitable Ads and Keywords

Click any b show

5 years of Ad Copy Tes

= View All

Paid Keywords

etc.

Look at all of this information. The best
ad copy over the years. What position

each ad shows up in, exactly what
changed for each ad, the ad coverage,

See all (29,630) »

« Previous Montts g Change Uver Tme TOTE RECETT OIS
2013 2014
Keywurds, Daily Clicks Cost/ Click Coverage
Sept  Oct MNov Dec  Jan  Feb Mar  Apr  May Jun  Jul  Aug
golf shoes golf shoss B 11 1 1 1 1 T 11 + 1 Top Ads @ $5ort by Highliohtsd
1Golf Shoes Golf Shoes (Golf Shoes Golf Shoes Golf Shoes Golf Shoes Golf Shoes Golf Shoes
| http:/igolfsmith.comi 2 hitp:/igoifsmith. com/ 2 hitp:Higolfsmith.com/ I hitp-ifgalfsmith. com/ {KeyWord} Highlight
oif Shoes — | |Buy Top Rated Golf Shoes for [New Markdowns on Top Golf Shoes — | (New Markdowns on Top Golf Shoes — | |Buy Top Rated Golf Shoes for Less £ hitp:ifgolfsmith.com/
ver 8751 ‘LassRezd Reviews & Save at Free Shipping on Orders Over 575 Free Shipping on Orders Over 575! Read Reviews & Save at Golfsmith! Save up to $400 on Full Sets —
Golfsmith! Free Shipping on Orders Over 575! =
2 of 20 Avg Ad Position 6% of
i | Highlight | |Position: 3 Screenshot  Highlight | [Pasition: 4 Screenshot | Highlight | |Position: 2 Sereenshot | Highlight || Pasition: 1 Screenshot  Highlight 100% in Top of Fage Ads Served
footjoy golf shoes 5 5053 T T T T T T T |
golf clubs s s022 D S N D D S S A | {KevWord) | Highiight
3 z ey [# http:ifgolfsmith com/
buy golf clubs 1 5045 L T T T T T T T Rl
golf bags 158 5028 N I N S S S M M | (<eyior) Free Ground Shipping | _,_
Si 1967
goif equipment o1 019 [ T T T T T T 1 Nisaie P
f ! i
golrcluss sets 7 wn I T N S S W | 0% 4 Positon o
G o e wv GEDEEDEED W SHE SN S, | T 0 i
golf club reviews ey 1T 1 T 1T T T T T T © T N
in 5 TET =% KeyWord} Highlight
golfing equipment -y | 1 e [ 1T I T [ 1T [ Ner-rrees B
sell golf clubs R 1 1T T 1 ° 1T 1 - 1 & W
= - Free Shipping on Orders Qver 5751
gps golt DEEECEE 1 T 1T 1T T T ° T T T & Hahi
golf stores Y 1 1 B 1 1 1 T 1 1 BELebley 4% of
golf ackets o ses o EENEEEEE (D S D S S BN R R | 100% n Top of Page Ads Served

This tells you so much about your competitor's advertising history it is crazy.

You get to see up to 5 years of ad history. Every time an ad changes, you can see it.You can see what
the coverage for different keywords and ad copy is...If a keyword has 90% “coverage” then you know
that it is profitable for your competitor.You can tell what the average ad position is...once again, this is

excellent information!

There is so much competitive information you can get lost for days just deconstructing what your

competitors have done in the past. Since this information is readily available, you should be using it!
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Basic Settings

| know that a lot of you are anxious to get your campaigns setup. With that in mind, | highly suggest you
wait until we get through the account structure to setup your campaigns. However, | KNOW that some
of you won't listen, so | don't want you to go and screw everything up. Here is a list of basic settings if

you just can't wait until next week.

The Settings we are discussing today are only for Search. When creating a new campaign, ALWAYS
separate out Search and Display Campaigns. Network Settings - | usually include “search partners”
Locations - Under most circumstances separate campaigns by country. Bid Strategy - “Manually set my
bids for clicks”. Default Bid - $1.00 - We will bid by keyword or ad group, so this is just a default setting.
Budget - $50.00 per day. | will explain the importance of setting a high budget in later modules. Ad

Extensions - We'll cover these at great length in later modules.

Leave all of the other settings to their default state.

Basic Settings - Slide One

Client Center | | TR Phipps Consulting v | TR Phipps Consulting { Client ID: 636-591-9783 )
A Google AdWords Home  Campaigns  Opportunities  Tools
0 Select campaign settings Create an ad group

Search Network Only,
nd "All Features".

Type: Search Network only - All features

Campaigrvnarme tp_americommerce_us

Type B1 Search Network only + d-targeted text ads showing on Google search results

® All features - All the features and options available for the Search Network

Mobile app installs - Ads sending people to download your app
Dynamic Search Ads - Ads targeted based on your website content

Learn mere about campaign types

or load settings from Exizting campakone -
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Basic Settings - Slide Two

T nun Product Lisiing Ads, ink your Google Merchant Center account to this AdWords account. Leam how

Natworks

+ Googhe Search Network
+" Include saanch parners

Google Search
Devices Ads will showw on 3 ehgble devices by default NEMGr’k and
Par‘tners, Location
Separation, and
LHI'LQLHQE

Locatons Which locations do you want to target (or exchs campaign?
1 counines and lermiongs

Uirsted States and G

& Lrsted Siales

Lat me chocsa

Languages English Edit
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Basic Settings - Slide Three

A Gnoglc Home  Campaigns  Opportunities  Tools
o Select campaign settings Create an ad group
Bid strategy Basic options | Advanced options CheCk' FOCUS on

licks and I'll
manually set my
bids for clicks

@ Focus on clicks - use maximum CPC bids

@ ['ll manually set my bids for clicks

You'll set your maximum CPC bids in the next step.

AdWords will set my bids to help gnaxjga s within my target budget

[ Enable Enhanced CPC
Use my conversion tracking data and bids to optimize for my current conversion bid metric setting:
Converted clicks

Focus on conversions (Conversion Optimizer) - use CPA bids

Select a flexible bid strategy

We've set ad rotation to optimize for conversions. Learn more

Default bid $ 100

This bid applies to the first ad group in this campaign, which you'll create in the next step. Set your default b|d at
Budget B g 1000 per day % $1.00 and your budget
high (at least $50 per

Actual daily spend may vary.
day).

Delivery method (advanced)

Ad extensions

You can use this optional feature to include relevant business information with your ads. Take a tour

Location Extend my ads with location information
Sitelinks Extend my ads with links to sections of my site Leave thes_e blan k for
Call Extend my ads with a phone number ‘ —— now, we “_” ” visit
App Extend my ads with a link to a mobile/tablet app. these setti ngs next
Reviews Extend my ads with reviews week,
Callouts Extend my ads with additional descriptive text

That should get you started, but like | said before...please wait until we get through the account
structure module before launching any new campaigns. You will probably end up deleting or pausing

any campaigns until we setup the new structure.
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Wrap Up

Well, we've covered some important ground and we're establishing a nice foundation.

1. Determine your target CPA (cost per acquisition) or ROAS (Return on Ad Spend). You'll need to
work out if you are going to target a specific CPA for each product or group of products. If you're
going to target a CPA based on the CLV (Customer Lifetime Value). Or if you're going to use ROAS.

They are basically the same thing, it just depends on how you look at it.

2. Complete the AdWords/PPC Company Profile and Worksheet.

3. Do your keyword research and come armed with your spreadsheet.

4. Complete an in-depth Competitive Analysis if you feel like it will be beneficial to your business. |

don't suggest focusing on your competition, but it is always good to know what they are up to.

5. Create your AdWords Account (if you haven't done that already).

6. Ask questions on the BattleBridgelLabs.com/AmeriCommerce page

Share this ebook

00006


http://BattleBridgeLabs.com/AmeriCommerce
https://www.facebook.com/sharer/sharer.php?u=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
https://twitter.com/home?status=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
https://www.linkedin.com/shareArticle?mini=true&url=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC&title=HitchHikers%20Guide%20to%20PPC&summary=&source=
https://pinterest.com/pin/create/button/?url=&media=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC&description=
https://plus.google.com/share?url=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
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Hitchhiker's Guide- Module 2
Here is what we are looking to accomplish in Part 2:
I. More Advanced Campaign Settings
Il. Creating Your Account Structure
I1l. AdWords / Bing Ads Editor (Bonus Section)
IV. Ad Creation Tips and Tricks
It may not look like much, but things are about to get real.

Now, I'm going to assume that you've done the preliminary keyword research and have come to class
armed with your list of keywords. If not, stop reading, and put your keywords in a spreadsheet like
the example from last week. If on the other hand, you have done your keyword research, get out that

spreadsheet (you can even go old school and print it out...l highly suggest it).
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Campaign Settings and Account Structure

I walked you through some very basic settings last week, and | even posted a video on the resources
page: battlebridgelabs.com/americommerce . (I host an entire video series free of charge that
compliments this course and walks you through all of the concepts we learn here at Americommerce.
com). | gave out those settings with a very clear warning...basically, don't create any campaigns until

you understand the account structure.

There are some important reasons for this, and they will be very clear by the end of this module. In the

meantime, let's define some of the basics of a PPC Campaign in Google AdWords or Bing Ads.

Definitions

Account : This is the very top level. Continuing with our analogy from Part One, we own an Online
Golf store called Ultimate Golf. Our AdWords or Bing Ads account will have a unique email address,
password, and billing information associated with it. If you also own a knitting blog that you want to
send traffic (clicks) to then ideally you would want to create another account for your knitting blog. In
theory, you can use the same account, but | just don’t recommend it. You can also give different types
of access to your account to agencies, employees, or other undesirables (just joking...well, not about

the granting access part...that was serious).

If you haven't created an account yet, don't worry...I've got a video that walks you through that process,
and if you're interested we have promotion codes that that give you a free $125 of AdWords advertising

if you spend $125. Just click here to register for the free codes: battlebridgelabs.com/americommerce.

Campaign: This is the next level down. Campaigns consist of your settings, ad groups, and budget. That
really is all there is to it. We'll get into the reasons why we have more than one campaign later in the

course, but just remember that each campaign has its own settings, ad groups, and budget.

Ad Groups : Ad Groups contain a set of similar ads and keywords or search terms that will be used to
trigger our ads. The important thing to understand about Ad Groups is that each ad group serves up
its own ads (or creatives, as ads are sometimes called). For example, if we are selling Nike® Golf Shirts
and Adidas® Golf Shirts, it would be nice if our ad was customized to what the potential customer was

searching for.
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Client Center | :'__ai\pl_a_l::._r_igg_e_!__a_\l_}f_ '_f Battle Bridge Labs ( )

A (_;t_)t_)gl(‘ AdWoards Home  Campaigns  Opportunities  Tools
—
-I Searct All online campaigns >

Campaign: tp_battle_bridge_labs_us Campaigns

All online campaigns

B tp_battle_bridge_labs_us ed Type: Search Network only - All features Edit Budget: $1,000.00/day Edit Targeting: United States Edit

battle_bridge_labs_exact
battle_bridge_labs_modbroad

Ad groups Seftings Ads Keywords Audiences Ad extensions Dimensions o

All but removed ad groups + Segment Filter = Columns = || & Search

+ AD GROUP Edit = Details ~ Bid strategy + Automate +
Ad group Status Default Max. CPC Clicks &1 + Impr. CTR Avg. CPC Cost Avg. Pos. Conve
I click
battle_bridge_labs_exact Eligible §1.00 o 2 0.00% $0.00 $0.00 20
{enhanced)
Ad Groups battie_bridge_labs_modbroad  Eligible $1.00 0 0 o000% $000  $0.00 00
(enhanced)

Total - all but removed ad

groups 0 2 0.00% $0.00 $0.00 20

Total - Search 0 2 0.00% $0.00 $0.00 20

Total - Display Network 0 0 0.00% $0.00 $0.00 0.0

Total - all ad groups 0 2 0.00% $0.00 $0.00 20
for some metrics. Learn more

© 2014 Google | Editorial Guidelines | Privacy Policy

Shared library
Bulk operations
Reports

Labels

There is a way to “dynamically insert” specific keywords, so your ad could potentially have Nike® and
Adidas® in the same ad group (that is a little more advanced, and we will discuss that later). However,
for our purposes here, and for some other reasons...we like to have the Ad Groups match up closely
with our Keywords or Search Terms.
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Go gle le shirts

Web Shopping Images Bocks Mews More = Search tools

About 8,660,000 results (0.44 seconds)

'uw;. dickssportinggoods_com/Nike ~

4.5 ¥ |'3t|ng@' for dickssportinggoods.com

Shop Men's Nike Golf Apparel Mow. Free Shipping On Most Apparel!
Dick's Sporting Goods & has 4,319 followers on Google+

§ 7523 S Olympia Ave, Tulsa, OK

717
- (918) 447-1100

If Shirts - Nike.com @
"v.nike.com/Golf -

4.3 S rating @ for nike.com

Shop the Latest Nike Golf Shirts. Available Now at Nike com.

Nike @ has 2,805 650 followers on Google+

Nike+ FuelBand SE @ - Women's Golf @ - Gift Cards @ - New Zoom Structure @

pparel - Kohls.com@

w kohls.com/Nike -
4 5 Y¥¥cdk rating @ for kohls_.com
Shop Quality Nike Gear at Kohl's. Free Shipping on §75 Crders!
Ratings: Prices 10/10 - Selection 9.5/10 - Returns 910 - Store layout 910
Athletic Shoes @ - Kids' Collection @ - Women's Apparel @ - Activewear@
§ 9595 5 Delaware Ave, Tulsa, OK

@
- (918) 299-5073

Keywords (Search Terms): These are the actual words that people type into the search box. Pretty self
explanatory. It does get a little more complicated and tricky when we start dealing with the “Display

Network” on Google and the “Content Network” on Bing, because keywords are used differently.

You'll hear me use “search term” in place of “keyword” on occasion. They are similar and related but not
exactly the same. | will also explain that later in the course. We'll create “search term” reports to help

us control our campaigns, bidding, and other aspects of our account. Those will be explained in more

detail in our Account Maintenance Section.

New Account Structure

After you have created your account, it is time to build your first campaign. For the purposes of

simplicity | will explain some of the different ways to build out your campaigns, but we will be focusing
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on a way that | have found to be successful for eCommerce campaigns. This is not to say that it is the
only way, or that it is the way everyone should do it, or that it is the best way. For example, two years
ago we built our campaigns very differently, but because of some changes to AdWords and Bing Ads we
changed completely the way we structured our campaigns. So, with that disclaimer out there...let's do
this.

Campaign Naming Structure . | like to create all of my campaigns with the exact same name

structure. There are reasons for this we will learn later, but name your campaign something like this:

tp_golf_clubs_us

The “tp” is simply my initials (Travis Phipps). You can use anything you want, but it is nice to know

who created the campaign.

The “golf_clubs” is obviously what type of product we will have in this campaign.

The “us” is the location. This is extremely important. You want to identify what location you are

targeting. When we get to the actual settings, we'll discuss how you can target specific locations.

Ad Group Naming Structure . This is even more important. We are going to use some advanced
techniques later in the course, and it simply won't work if your Ad Groups aren’t named exactly the

same.

golf_clubs_exact

golf_clubs_modbroad

With Ad Groups | usually remove the initials (because we already know who created the campaign, and

the ad group is “under” the campaign).

In almost every circumstance | create a new Ad Group for every keyword group. In this case, the
keyword is [golf clubs] - | used the brackets around golf clubs to indicate an exact match, which is what

this is...we will also touch on match types later on.

The second Ad Group above has the match type modified broad. That is a match type that | am very
fond of, and it allows us to “mine” for keywords. However, you must use it correctly...or the method

doesn't work.
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A (;E}USIL’ AdWord Home  Campaigns  Opportunities  Tools
—

] cl All online campaigns = - =
Campaign: tp_golf_clubs_us — Eampaion Nanming

All online campaigns « Structure
=3 tp_battle_bridge_labs_us @ Enabled Type: Search Network only - All features Edit Budget: $1,000.00/day Edit Targeting: United States Edit

battle_bridge_labs_exact

Ad groups Settings Ads Keywords Audiences Ad extensions Dimensions o
battle_bridge_labs_modbroad il g A

EN tp_goir_clubs_us All but removed ad groups + Segment Filter + Columns + = | & Search
golf_clubs_exact

golf_clubs_modbroad 4+ ADGROUP Edit + Details + Bid strategy ~  Automate +

L] Ad group Status Default Max. CPC Clicks ] + Impr. CTR Ava. CPC Cost Avg. Pos. Conw
. golf_clubs_exact Eligible $1.00ienhanced) 0 0 0.00% $0.00 $0.00 0.0
L] golf_clubs_madbroad Eligible $1.00(enhanced) 0 0 0.00% §0.00 §0.00 0.0

Total - all but removed ad

groups 0 0 0.00% $0.00 $0.00 0.0

Total - Search 0 0 0.00% $0.00 $0.00 0.0

Total - Display Network Ad Grou p Na mi ng 0 V] 0.00% $0.00 $0.00 0.0
Structure

Total - all ad groups 0 0 0.00% $0.00 $0.00 0.0

That is really all there is to know about the naming structure. With this information we are armed with

the ability to create our first campaign.
Campaign Creation

Now let's determine exactly what warrants creating a separate campaign, and what doesn’t. Here some
general rules of thumb to go by. Once again, my disclaimer applies...this is not ALWAYS the best way,

nor do | recommend it for everyone, but it gives you a good guide to go by.

Search Campaigns vs. Display Campaigns. ALWAYS create separate campaigns for search and

display. | have yet to hear a good reason to have Search and Display in the same Campaign.

Since we are starting with Search in this series, most of our discussion will be based around creating

Search Campaigns, not Display Campaigns. We will get into Display later in the course.

Regional Differences. If you sell your items in multiple countries or expect vastly different conversion

rates in a region then you will need multiple campaign.
Here is our tp_golf_clubs_us example.
We want to create a campaign to sell golf clubs in the US.

If we decide to sell golf clubs in Canada, Australia, or the UK, we can easily “clone” (clone = copy) the US

campaign.

The benefit to having a separate campaign for each country or region, is that it provides us with greater

control over our bids.
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If someone searches for [golf clubs] in the US, and we convert at a much higher rate in the US than we

do in Australia...we don't want to bid the same amount for each keyword.

We can also break campaigns out by state/territory.

For example, if we know that California searchers convert at a much higher rate than the rest of the

country, we can give California its own campaign (and bids).

It is important to note that keywords can be bid on differently in each campaign (not at the Ad Group

level).

Number of Conversions. | used to create new campaigns for almost every keyword, or keyword
grouping. I've changed that philosophy recently, because Google is getting better at helping with bids

based on conversion data.

| suggest only breaking campaigns out into their own category if you get (or expect to get) at least 15

conversions per campaign in a 30 day period.

Let me explain. Take our Golf Clubs and Golf Shirts example. It would make sense to break Golf Clubs
and Golf Shirts into their campaigns if you expect at least 15 conversions in 30 days. There are a few

reasons for this.

You need at least 15 conversions in order for the “enhanced” bidding to work correctly.

This also allows you the flexibility to create what is called a “flexible bidding strategy”. You can tell

Google what you want your CPA or ROAS to be and it will adjust bids to help you hit those targets.

However, if you only receive 10 conversions per month with Golf Clubs and 10 conversions per month

with Golf Shirts, then | would suggest putting them in one “super campaign” called “tp_golf_stuff_us".

Vast Difference in Cost per Acquisition (CPA). Another advantage of breaking your campaigns out

into categories like Golf Shirts and Golf Clubs is for bid management purposes.

+ Ifyou use a “CPA" method then you may only want to pay $15/conversion for Golf Shirts, but you
are willing to pay $200/conversion for Golf Clubs. Then you can manage your bids by campaign very

easily.

+  However, if you choose to go with a ROAS model, then it won't make a difference. You'll just be

targeting a specific Return on Ad Spend.

If you are targeting a specific ROAS then you can manage your bids for all Ad Groups in a single
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Campaign regardless of what the CPA turns out to be.

For our example, | am going to create one campaign that encompasses all of our products, but break

the campaigns out by geographic region.

You may want to go back to Part One and review the Basic Campaign Settings at this time, and create

your first campaign.

A (‘xl\(\tgk’ AdWords Home  Campaigns  Opportunities  Tools
M| Search All online campaigns > %
it Here is our Golf
Campaign: tp_golf_stuff_us _ :
All online campaigns « StUﬁ: Campalgn

=3 tp_battie_bridge_labs_us @ Enabled Type: Search Network only - All features Edit Budget. $1,000.00iday Edit Targeting: United States Edit

battle_bridge_labs_exact

iattie. biidae labs morbrodd Adgroups | Seftings ~ Ads = Keywords | Audiences = Adextensions | Dimensions

i= tp_golf stuff_au All but removed ad groups + Segment + Filter + Columns + |l = Search

m tp_golf_stuff_us

golf_bags_exact + ADGROUP Edit = Details » Bid strategy Automate v

golf_bags_madbroad §
e ®  Adgroup Status [ Default Max. CPC  Clicks Bl + Impr.E] CTR Avg.CPC  Cost Avg.Pos.  Converted clicks ~ Cos

golf_clubs_modbroad
golf_shirts_exact . goli_clubs_modbroad Eligible §1.00(enhanced) 3 860  035% 50.91 5273 35 o
golf_shirts_modbroad
- golf_clubs_exact Eligible $1.00{enhanced) 0 189 0.00% $0.00 50.00 35 i)
. golf_shirts_exact Eligible $1.00(enhanced) o o 0.00% $0.00 5000 00 a
. golf_bags_modbroad Eligible §1.00(enhanced) o o 0.00% $0.00 $0.00 0.0 0
Here are some e  golf_bags_exact Eligible 51.00(enhanced) 0 0 000% 5000 80.00 0.0 a
example Ad
Grou pPs " golf_shirts_modbroad Eligible $1.00(enhanced) 0 0 000% §0.00 §0.00 00 i]
Total - all but removed ad
groups 3 1,049 0.29% $0.91 $2.73 35 0
Total - Search 3 1,049 0.29% $0.91 $2.73 35 0
Total - Display Network 0 0 0.00% 50.00 $0.00 0.0 0
Total - all ad groups 5 1,049 0.29% $0.91 $2.73 35 0

Now you need to make some decisions on how you want to structure your campaigns.

The safest (and easiest) way is to create just a few campaigns, and use the Ad Groups as your way of
making changes to the ad copy, bid management, etc. | do suggest creating separate campaigns for
different countries, especially in eCommerce. Your conversion rates should be very different if you are

shipping to Australia and charge $20 to ship, when your warehouse is based in New Jersey, USA.
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Ad Group Creation and Setup

Now we're getting somewhere folks. | know it has been a whip getting here, but momentarily we'll have

some campaigns up and running and watchin’ the Beniji's roll in.

Remember when | had you do all of that keyword research and put together a fancy spreadsheet
of “short tail” keywords? Now break that bad boy out, and let's get to work. We've created our first

campaign, and we are ready to add some Ad Groups to it.

In our example, we started with tp_golf_stuff_us . Let's add an Ad Group to Golf Stuff. Take out your
list of keywords (or search term) that has two or three words and you believe to the highest converting

keyword possible.

I'm going with Golf Shoes. Let's suppose we have a great deal with the manufacturer of our best selling
brand of shoes, and we can offer “Free Shipping” and still make a good profit. We're feeling good about
our chances with the search term “golf shoes”. You may have a specific brand that sells really well

for you, or you may have the inside track (or an exclusive) on a product, or the manufacturer may be
running ads on TV and you know it is going to convert well. Whatever the case, start with keywords or
products that are going to sell well for you. You want to get as much conversion (sales) data, search

data, and revenue from your campaigns as soon as possible.

In your AdWords Interface click on the + Ad Group Button:

A (}t\ush‘ AdWord Home  Campaigns  Opportunites  Tools

M| Se All online campaigns >

Campaign: tp_golf_stuff_us Click Here :).

All online campaigns «

51 tp_batte_bridge_labs_us @ Enabled  Type: Search Network only eatures Edit Budget $1,000.00/day Edit Targeting: United States Ecit

battle_bridge_labs_exact

Adgroups | Settings A Keywords | Audiences = Adextensions = Dimensions = ¥

battle_bridge_labs_modbroad

&3 tp_golf_stuft_au All but removed ad Segment ~ Filter + Columns + 1~ || & Search
E tp_golf_stuff_us
golf_bags_modbroad
e  Adgroup Status Default Max. CPC ~ Clicks [l 4 Impr. CTR Avg.CPC  Cost Avg.Pos.  Converted clicks  Cos
golf_shirts_exact " golf_clubs_modbroad Pauser $1.00(enhanced} 3 880  035% $0.91 5273 35 0
golf_shirts_modbroad
" golf_clubs_exact P §1.00(enhanced) 0 189 0.00% $0.00 50.00 35 o
. golf_shirts_exact Eligible §1.00(enhanced) 0 o 0.00% $0.00 50.00 0.0 0
™ golf_bags_modbroad Eligible $1.00(enhanced) 0 o 0.00% $0.00 $0.00 0.0 0
® golf_bags_exact Eligible $1.00(enhanced) 0 o 0.00% $0.00 $0.00 0.0 0
. golf_shirts_modbroad Eligible $1.00(enhanced) 0 a 0.00% $0.00 $0.00 0.0 0
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We are finally creating a new Ad Group and Ad (or creative). See the steps below:

Name this ad group

An ad group contains one 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 one product or service. Leam more about how to structure your account

Ad group name: goll_shoes_exact | _ this is our famous

naming structure

Create an ad
@ Text ad App / digital content ad WAP mebile ad Dynamic search ad

To get started, write your first ad below. Remember, you can always create more ads later. Learn how to write a great text ad

Headline | gattle Bridge Golf Shoes 25 Characters Ad preview: The following ad previews may be formatted slightly differently from what is shown to users. Learn more
Description line 1 | walk Like a Pro in These Shoes 35 Characters | | Batle Bridge Golf Shoes

battlebridgelabs com/Golf-Shoes

Description line 2 | ships Free in the US - Shop Now! 35 Characters | | Walk Like a Pro in These Shoes
Ships Free in the US - Shop Now!
Display URL BattleBridgeLabs.comiGol-Shoes 35 Characters

_— - EBattle Bridge Golf Shoes
Destination URL 1 | reps - battisbridgelas.comiresour | | 35 Characters | batlbridgelabs.com/Golf-Shoss
Walk Like 2 Pro in These Shoes Ships Fres in the US - Shop Now!

Ad extensions expand your ad with additional infermation like a business address or product images
Take a tour

So, as you can see this is super simple.
1. Use the keyword or search term as your ad group name, and add the match type at the end.
2. Create your text ad.
a. Headline allows 25 Characters.
i. Always test, but it doesn’t hurt to use the keyword in the headline.
b. Description line 1, allows 35 characters.
¢. Description line 2, allows 35 characters.
d. Display URL, also allows 35 Characters.

i. The Display URL must match where you are sending the click, but only this part:
battlebridgelabs.com

3. You can add whatever you want to the end like: battlebridgelabs.com/Golf-Shoes (that doesn't
have to be a real URL).

4. You can also add something to the beginning: Golf-Shoes.BattleBridgeLabs.com
5. It just needs to stay under 35 characters.

a. The destination url, this can be really long...I don’t even know what the restriction is.
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i. It is important to get this right. You want the click/ad to go directly to the product page.

ii. In this case, we'll send them to our Golf Shoes Catalog.

A (;nnglt’ AdwWord Home  Campaigns  Opportunities  Tools

Tips

« Start with 10-20 keywords.

« Be specific: avoid one-word keywords. Choose phrases that customers would use to search for your
products and services

« By default, keywords are broad matched to searches to help you capture a wider range of relevant traffic

Use match types to control this. This is our "money" ke\/WOI’d.
« Leam mere about cheosing effective keywords. Booyah |

Enter one keyword per line.
[golf shoes] [ElCategory: Cpa
1 all from this category
cpa advertising
cpa calculation

d calculate cpa
d how to calculate cpa
cpa online advertising
dd advertising cpa
o cpacost
dd cpa click per
d ppcepa
dd cpappc
d cpaclick
« Add costofcpa
Add cpaad
d adcpa
costofa cpa
cpa in ppe
cpa per
cpa video
cpa acquisition
cpa cheatsheet
Add costforcpa
d cpaadvertisars
« Add  video cpa

p [ Category: Calculator
| Reesmet scacn e | o —  Estimate your search traffic
Estimated traffic summary if youlre up to it.

The following are approximations for the keywords above.
Based on max CPC: $1.00 and budget: $1,000.00/day.

Avg CPC: $0.55-$067
Clicks/day: 13-16
Cost/day: [ $8.36 - $10.22

Naximum cost per click (Max. CPC)

You can influence your ad's position by sefting its maximum cost-per-click (CPC} bid. This bid is the highest price you're willing to pay when someone clicks on your ad. You'll input an initial bid below, but you can change your bid

Default bid 3 H
Fouomms oot 7L 150 | o —— Choose a bid.

4. Add your keyword.
a. Since we are starting out with an exact match ad group, all you'll need to do is add one keyword
b. Use the [brackets] to make certain that the keyword is exact match.
5. Choose a “default bid".
a. | like to bid on my keywords at the keyword level, so this number doesn't really matter.
b. However, if you don't have a bid at the keyword level, then it will default to the Ad Group bid.
6. Optional - But Fun - Estimate Search Traffic.

a. As you can see, AdWords will give us some traffic estimates including potential average costs/

click, clicks/day, and cost/day.
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7. Then Click - Save ad group.

“our updates have been saved. Dismiss

A (_‘.\)(_)Slt‘ AdWords Home  Campaigns  Opportunities  Tools
g | Sea All online campaigns > tp_golf_stuff_us >
=l Ad group: golf_shoes_exact o
All online campaigns « Qur bid is too low (at least that
EY to_battie_bridge_labs_us Battle Bridge Golf Shoes @ Enabled IS What GOOgle te”S US).
BattleBridgel abs_com/Golf-Shoes - .
battle_bridge_labs_exact Walk L\kega Pro in These Shoes Ad gmu.p bids {Max CPG), Edit
battle_bridge_labs_modbroad Ships Free in the US - Shop Now! Defaultbid $1.00

¥ tp_golf_stuff_au

[ Settings Ads Keywords Audiences Ad extensions Dimensions
=i tp_golf_stufi_us o W

Search

4=

All but removed keywords + Segment v Filter + Columns +

L] Keyword Status Max, CPC Clicks i + Impr. CTR Avg. CPC Cost Avg. Pos,
golf_shoes_exact i3 4 -
» [golf shoes] 1 Below f o 0 0.00% $0.00 $0.00 0o
First page bid
52.75
Total - all but removed
keywords 0 0 0.00% $0.00 $0.00 0.0
Total - Search 0 o 0.00% $0.00 $0.00 0.0
Total - Display Network 0 o 0.00% %0.00 $0.00 0.0
h_ s Total - all ad group § 0 o 0.00% %0.00 $0.00 0.0
This is our new P
o Do you see how it is
a roup. " "
et greyed" out? That means we

are using the default bid.

[ Negative keywords

Interesting notes you will see right after you create your Ad Group.

Under the Column “Max CPC” our Ad Group Default bid shows up. We can change that if we want...|

suggest you change it to at least the default bid.

Something else interesting...do you see how it is telling us that the first page bid estimate is $2.75, and
when we estimated our search on the previous screen it suggested a bid between $0.55-$0.67 and that
would get us 13-16 clicks per day. This may or may not have something to do with the Quality Score.
We'll discuss that later, but it may also be that the search estimate tool doesn't work all that well. It is

fun to review, and sometimes it can be helpful...but take that information with a grain of salt.
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Settings Ads Keywords Audiences Ad extensions Dimensions )

All but removed keywords ~ Segment Filter - Columns ~ 1= + Search
+ KEYWORDS Edit - Details Bid strategy Automate ~
& Keyword Status Max. CPC Clicks 5] + Impr. CTR Avg. CPC Cost Avg. Pos.
° [golf shoes] ! $275 0 0 0.00% $0.00 $0.00 0.0
Eligible {enhanced)

Total - all but removed keywords f 0 0 0.00% $0.00 $0.00 0.0

Total - Search 0 0.00% $0.00 $0.00 0.0
Since I raised the bid to the

minimum Google is happy and

will show my ad. We can
always lower it later.

Total - Display Network 0 0.00% $0.00 $0.00 0.0

=
=

Total - all ad group 0.00% $0.00 $0.00 0.0

Now that we changed the bid to the minimum first page bid...Google makes the ad/keyword eligible to

show on the network.

As a matter of fact, while | was typing this we received 3 clicks on our ad that isn't even going to a

product page. Doh!
Don't worry...if you raise the bid to the minimum and you get too much traffic, you can always lower it.
AdWords Editor (Bonus Section)

This wasn't on the original outline, but to be honest...it is much easier for me to show you guys this
using the Editor than doing it the hard way. It is your lucky day! Besides you're getting to do this exactly

how | launch campaigns. | like to create the first campaign and ad group using the online interface, then

fire up AdWords Editor. You can download it here: Google AdWords Editor- http://www.google.com/intl/

en_us/adwordseditor

Now that you have downloaded, installed, and entered in your credentials to the Editor...we're ready to

roll.

Once you sync up your account, you should now see everything in Editor that you have in your account,

including the new ad group we just created.
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http://www.google.com/intl/en_us/adwordseditor 
http://www.google.com/intl/en_us/adwordseditor 

Battle Bridge Labs [811-759-2330] =] || view: [a ‘w. This is our new
‘HJB:;‘:"T?;:;W Keywords | Ads | Ad groups *&tmg || Extensions | Compigns | Ad Group
ibsttle_bridge lsbs_eract & |
Add ad grou roups. changes:
Eibattle_bridge labs_modbroad LS group ‘ = groups | I o
4l tp_golf stuff_au A+ @ D @ Adgroup Status. Defautt max. CPC (USD) Max. CPM (USD)  Display Network custom bid type Mobile bid adjustment Bid strategy type Bid strategy
= golf_bags_exact A - Eligible 1.00 0.5 lone.
(2igolf_bags_modbroad A . Eligible 1.00 025
A . Eligible 100 05
A . ligile 100 025
A . Eligile 100 025
A o g roa Eiigible 100 0.5 c
A golf_shoes_exact Eligible 1.00 025 Manual CPC
Zigolf_bags. exact
I=Igolf_bags modbroad
(21golf_clubs_exact
This is our new
Ad Group This is our new
Ad Group
This is our new
Ad Group ~ Edit selected ad groups
Ad group name Status.
golf_shoes_exact ©Ensbled  +
Default max, CPC bid Display Network max. CPC bid Max. CPM bid CPabid
100 025 001
Bid strstegys Use campsign bid stategy it
Mobile bid adjustrent Display Network custom bid type Targeting optimization Ad group type
% [None -] [oisabled | [ oetaute
Allbids are shown in USD.
Replacetert Appendted Changs text capitalization
» FHexible reach
» Experimental bid
» Comments
Ad aroups selectedi1 of 7 100

We are going to copy (or clone) our new ad group. This is infinitely easier and faster than going through

the entire process of creating a brand new ad group. Watch how easy this is...
Step 1: Click on the campaign that contains the Ad Group you want to clone.
Step 2: Click on the Ad groups tab.
Step 3: Click on the Ad group you want to clone.
Step 4: Copy it. Right click and copy, or ctrl ¢, cmd c.
Step 5: Paste it.
Step 6: Change the name of the new one, to the following: golf_shoes_modbroad

Step 7: Click on the keywords tab, on the ad group. Change the keyword from an [exact match] to a
+modified +broad +match keyword. You simply need to add a + sign in front of the keywords, and

change the match type to broad.

Step 8: This is ninja stuff...click on the Negative Button, and add the exact match term as a negative. |
will explain later...but it is the secret to this whole process. Make absolutely certain that the negative

keyword is set to “Negative exact” as the match type.

Here are what the above steps look like.
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Battle Bridge Labs: v]

View: [ Al

=)

1[5 Battle Bridge Labs

4l tp_battle_bridge_labs_us
battle_bridge_labs_exact
battle_bridge_labs_modbroad
4[5 tp_golf _stuff_au

golf_bags_exact
golf_bags_modbroad

golf_clubs_exact
golf_clubs_modbroad

4[5 Battle Bridge Labs

4[5 tp_battle_bridge_labs_us
Zibattle_bridge_labs_exact
Zbattle_bridge_labs_modbroad
altp_goff stuff_au

| golf_bags_exact
golf_bags_modbroad
golf_clubs_exact
golf_clubs_modbroad
golf_shirts_exact
golf_shirts_modbroad

2| golf_bags_exact
golf_bags_modbroad
golf_clubs_exact
golf_clubs modbroad
golf shirts_exact
golf_shirts_modbroad

golf_shoes_exact

Zigolf_shoes_modbroad

Tr— | Ads | Ad groups @ | Tergeting | R | Campaigns |

= Add ad group ‘ . Add/update multiple ad groups

=% Revert selected changes

A+ @ ©> % Adgroup

golf_clubs_exact
golf shirts_exact

A

A ®
A [ ]
A L]
A ® golf_bags_exact
A [

golf_clubs_modbroad

golf_bags_modbroad

golf_shirts_modbroad

Status Default max. CPC (USD)
Eligible 1.00
Eligible 1.00
Eligible 1.00
Eligible 1.00
Eligible 1.00
Eligible 1.00

This is letting us know that we can't
have 2 ad groups with the same
name. So, change it :).

Max. CPM (USD)

0.25
0.25
0.25
0.25
0.25
0.25

Display Network custom bid type Mol
Nene
None
None
None
None
None

Messages: 1

~ Edit selected ad groups
Ad group name
golf_shoes_sract
Default max. CPC bid
100

Mobile bid adjustment

All bids are shawn in USD

Replacetext Append text

Change text capitalization

Display Network max. CPC bid

Bid strategy: Use campaign bid strategy  Edit

Display Network custom bid type

@ Error: This ad group has the same name as another ad group in the same campaign. Please use an original name for this ad group to ensure that your ads post correctly.

Status

Enabled

Max. CPM bid
025

Targeting optimization

Nene

| [Disabled

Advanced bid changes

Keywords | Ads | Ad groups | Targeting | Extensions | Campaigns |

Add ad group | i, Add/update multiple ad groups
group | Yo pe ple ad group

[%% Revert selected changes

*

i A

Ad group name
golf_shoes_modbroad

Default max. CPC bid
1.00

Bid strategy: Use campzign bid strategy

Mobile bid adjustment
%
All bids are shown in USD

Append tet
» Flexible reach

Replace text

Change text capitalization

Display Network max. CPC bid

Edit
Display Network custom bid type

A+ @ ©> @ Adgroup Status Default max. CPC (USD) Max. CPM (USD)  Display Network custom bid type Mobile bid ad
A ® golf_clubs_eact Eligible 1.00 025 Nene
A @ golf_clubs_modbroad Eligible 100 025 Nene
A ®  golf_shirts_exact Eligible 100 025 None
A ® golf bags_modbroad Eligible 1.00 0.25 None
A ® golf_bags_exact Eligible 1.00 025 None
A @ golf_shirts_modbroad Eligible 1.00 025 Nene
A ®  goif_shoes_exact Eligible 100 025 None
o If shoes modbroad Eligible 1.00 0.25 None

1 like to change it down here. Less mess.

Once you change the name, we need to fix

the keyword(s).
~ Edit selected ad groups
Status

Max.
0.25

Targ

CPM bid

eting optimization

None

- ‘ [ Disabled

Advanced bid changes
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4[5 Battle Bridge Labs
al5tp_battle bridge labs us
Eibattle_bridge labs_exact
(Zibattle bridge labs_modbroad
4lZ5tp_golf_stuff_au
If_bags_exact

Keywords | Ads | Ad groups | Targeting | Estensions | campaigns |

R Negatives ‘ S Add keyword ‘ A\ Make muttiple changes- ‘ 3 Remove ‘ % Revert selected changes ‘ P Keyword Opportunities

A+ @ N8 Status Keyword Max. CPC (USD)  ~ Type Quality Score First page bid est. (USD)
+

Dest. URL Top of page bid est. (USD)

If_bags modbroad
If_clubs_exact
If_clubs modbroad
Zigolf_shirts_exact
Eigolf_shirts_modbroad

=
. \ Highlight the correct ad
E group, then click on the

keywords tab.

Change this from an exact

keyword, to a +modified
+broad keyword.

i b

Keyword \ Mstchtype  Max. CPC bid (USD)
e — 200

Destination URL Status

@ | ® Enabled -

<1
~ Edit selected keywards

Bid strategy: Use campaign or ad group bid strategy ~Edit

Replacetext Appendted Advanced bid changes Advanced URL changes Keyword Opportunities (beta)

» Experimental bid
» Comments

5 v e Lts T

Positives [EEL ‘ & Addnegnwa" AL Make muttiple changes- ‘ * Ramova‘ 1% Revert selected changes
A @ © Adgroup Parent status Negative keyword Type =

Add the keyword that you have
in the exact match ad group.

After you add the negative
keyword, make certain it is
set to "Negative exact".

IMPORTANT.
~ Edit selected negatives
Negative keyword Watch type
golf shoes Negative exact -

Replacetext Appendted

» Comments

That's it...you have now created a solid ad group with your best keyword. Now let's move on to ad

creation.

Ad Copy and Creation

Dissecting the Google Search Ads

This is getting exciting...| love this stuff! If you've been following along you should now have created
your AdWords account, your first campaign, and 2 ad groups. We also created an ad (you have to add
an ad to the ad group for it to become active). We touched on the basics of ad creation earlier, but now

we're going to turn it up a notch.
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Here is a look at the paid ads “above the fold” (that just means what you see on the page without

scrolling) for a search based on our example: ‘big bertha golf driver’

g m et g e g m e e ¥ | \ —
Callaway Men's  Callaway Big Callaway Golf Callaway Golf
2015 Big Bertha Drivers - CallawayGolf.com Big Ber... Bertha Driver  Big Bertha Al...  Big Bertha Predict
p d Ad www.callawaygolf.com/2015-Big-Bertha ~ $399.99 $399.99 $208.99 $52.99 !’0 .uc
al Mew Big Bertha Drivers Available. Great Selection Available Online! Ihe Golf War...  Academy Sp...  Callaway Pre...  Callaway Pre... Lljtmg
#2 Free Shipping Over $100 - Free Return Shipping - Customization Available % Special offer Fk ki (8) Ads

Callaway Golf has 4,636 followers on Google+
Callaway Drivers - Callaway Apex Clubs - Free Shipping & Returns

Big Bertha Golf Driver - CallawayGolfPreOwned.com

.-

Pald Ad callawaygolfpreowned com/Big-Bertha ~
4.8 g for callawaygolfpreowned.com g B
#3 b2 kIO K reking b cal mviaypolfpreaums 7 P Callaway Golf  Callaway Men's  Callaway Golf  Callaway Big
Enjoy Faster Speeds & Adjustable Features. Shop Big Bertha Drivers! 2014 Big Bert... Big Ber... Big Bertha Di... Bertha Driver
Up to 30% Off Iron Sets - Big Bertha Driver - X2 Hot Drivers - Callaway Drivers $265.99 $399.98 $69.99 $399.99
Callaway Pre.. PGATOURS.. Callaway Pre.. (@ Global Golf
Big Bertha Driver - Callaway Golf Yok Aok () ¥ Special offer

www.callawaygolf. com/golf.. /drivers/drivers-2... * Callaway Golf Company
e Rating: 5 - 103 reviews - 5399.99 - In stock

Big Bertha - Our longest Total Performance Driver, faster speeds & Adjustable ... The
fade vs draw slider actually works even for an inconsistent weekend golfer. Big Bertha Drivers
www.carlsgolfland.com/CallawayDrivers ~

. ’ 4.8 koK rating for carlsgolfiand.com Paid Ad #4
Big Bertha Family - Callaway Golf sl b aslh S
2 . e Great Prices on Callaway Drivers.
www.callawaygolf.com/more/big-bertha-family/ ~ Callaway Golf Company Free Shinping Over 599 Order Nowl
Organic Big Bertha Alpha 815 Double Black Diamond Drivers. From $499.99. Big Bertha pping v
Listings Drivers ... Women's Big Bertha Drivers. From $339.99. Big Bertha udesign s s
Tl Ol river cC .
Y Paid Ad #5

. . www.thomasgolf.com/ ~
Big Bertha Drivers - Callaway Golf Pre-Owned New - Hybrid Golf Driver 10 5 Lot

www.callawaygolfpreowned.com » Golf Clubs » Drivers
Yok dok e Rating: 5 - 103 reviews
40+ items - Big Bertha Drivers Representative Photo. Golf Clubs /; Drivers / ...

w/ Free Custom Fitting. only $139

Golf drivers ratings
reviews_golfsmith. com/Clubs ~ Paid Ad #6
Online Reviews You Can Trust!

Low Prices and Free Ground Shinning

Mitsubishi Fubuki Zeta Driver Graphite Mens 5237 99. yhvd125472. Add To
Mitsubishi Fubuki Zeta Driver Graphite Mens  $237.99. yhv4125473. Add To

As you can see I've broken the Search Engine Results Page (aka: SERP, you'll often hear the search page

referred to as a SERP) down into the following categories:

Paid Ads Position #1, #2, and #3

We will discuss the importance of ad position later, but this is what | mean when | say ad position #1:

the first paid result on the page.

Product Listing Ads

These are very important for eCommerce campaigns. We will go into depth about the Product Listing
Ads (PLASs) later in the course.

Paid Ads Position #4, #5, and #6

In most cases, positions 4-10 show up on the right column of the page.

Organic Listings

These are the searches that are considered “organic”, meaning you can't pay for them. The Search
Engine has algorithms that decide what shows up in the organic listing. You'll hear this referred to as,

Search Engine Optimization (SEO).
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Now let's take a closer look at the actual ads that show up in the “Top 3" positions:

GO 8[6 big bertha golf driver “

Web Shopping Images Videos News More ~ Search tools

About 481,000 results (0.43 seconds

Headline and Description Line 1 Combined
) ) New Big Bertha Driver - Free Shipping, No Sales Tax _
Site Reviews

www.golfclubs.com/Callaway ~ ’
4.9 JcdH 3 rating for goliclubs com Display URL

Guaranteed Lowest Prices on Webl
Big Bertha Women's Driver Big Bertha V Series
| Big Bertha Alpha Driver Big Bertha Driver |_ S|te||nk5
Description Line 2

2015 Big Bertha Drivers - CallawayGolf.com
www.callawaygolf.com/2015-Big-Bertha ~
Mew Big Bertha Drivers Available. Great Selection Available Online!

Goog |e+ Free Shipping Over $100 - Free Return Shipping - Customization Available _ Ca”out Extensions

Callaway Golf has 4.636 followers on Google+

Callaway Drivers - Callaway Apex Clubs - Free Shipping & Returns

Big Bertha Golf Driver - CallawayGolfPreQwned.com
callawaygolfpreowned.com/Big-Bertha ~

4.8 J k%% rating for callawaygolfpreowned com

Enjoy Faster Speeds & Adjustable Features. Shop Big Bertha Drivers!

Up to 30% Off Iron Sets - Big Bertha Driver - X2 Hot Drivers - Callaway Drivers

Callawav Pre.. PGATOURS.. Callawav Pre.. (9 Global Golf

Ads in Position #1 and #2

In this example, the ad in the Number One position has the following headline:

New Big Bertha Driver

Notice that all of the words in our search show up in the ad bolded.

Big Bertha Driver in Ads Number 1 and 2, and Big Bertha Golf Driver in Ad Number 3.

In all 3 ads the Headline is also combined with Description Line Number 1.

This is one of the many benefits of having your ad show up in the Top 3 positions.

The 2nd line has the Display URL.

Remember that the display URL does not have to be an active URL.

Here is an example of what must be in the Display URL:
anything.yoursite.com/anything

The 3rd line is the site review. This uses 3rd party reviews of your site, and includes your ratings in the
ad. This is really cool. There are several 3rd party products that you can use to get site reviews, and that

are approved by Google and Bing.

BattleBridgeLabs.com has partnered with ShopperApproved.com to provide an extended trial period,

and a discounted monthly fee.

*
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http://ShopperApproved.com

There are other approved 3rd party review sites
The 4th line is Description Line #2
The 5th line includes their “Sitelinks”

Sitelinks are awesome, and easy to use. | will show you screen shots on how to get those included with
your ads. | also have a video explaining how to do this in detail.

The ad in the Number Two position has some extras

Check out line #4 - Those are callout extensions

Callout extensions are brand new and super easy to implement.

If you don't have them setup yet, you'll want to add them to your campaigns immediately
Line #5 has the number of Google+ followers.

Anything that adds to the real estate of your ad helps click thru rates.

Also, anything that shows “social proof”, not only gives the searcher more trust in your brand, but also

increases click thru rate, and ultimately conversion rate.
You simply need to “link” your Google+ business page to your AdWords account.

Here is the support page that explains how to do this: Link Google+ to AdWords and Your Website

The Basics of Ad Creation

Now that we understand most of the parts of an ad on Google and Bing, we can dive into the options

you have as an advertiser to get your product or service in front of your audience.
I'd like to hit on the basics of what makes up an ad, and how you can customize it to fit your needs.

1. Headline: The headline has a 25 character limit, and can't include an

exclamation point. You can use a period or question mark.
2. Description Lines 1 and 2: 35 Characters each, for a total of...drum roll please: 70 characters.
3. The Display URL also has a limit of 35 characters.

You can create new ads in the AdWords/Bing Ads web interface or in AdWords/Bing Editor.

*
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https://support.google.com/adwords/answer/1722132?hl=en

Home

A Google A

All online campaigns

tp_battle_bridge_labs_us

battle_bridge_labs_exact
baltle_bridge_labs_madbroad

golf_bags_exact

Shared library
Bulk operations
Reports
[ Battle Bridge Lobs
[ tp._battle bridge labs. us

b7 tp_golf_stuff_au
4L tp_golf stuff_us

golf_shoes_modbroad

Choose Your ad
group.

Campaigns

Opportunities

Tools

Allenline campaigns > tp_goll_stuff_us >

=l Ad group: golf_bags_exact

Batile Bridge Golf Bags

BattleBridgeLabs.com/Golf
These Bags Hold Everything
Ships Fast & Free - Order Now!

Settings | Ads

Keywords

1 Paused
Ad group bids (Max. CPC) Edit
Default bid §1.00

Audiences  Ad extensions | Dimensions | ¥

gment Eilter Column L e

Shows you what your ad
will look like.

Search

All but removed ads

New text ad

Just fill in the blanks. It tells you how
many characters you have remaining

Wiite your text ad below. Remember to be clear and specific. Leam how to write a great text ad

Headline
Description line 1
Description line 2

Display URL
Destination URL

Device preference

Battle Bridge Golf Bags
These Bags Hold Everything

Ships Fast & Free - Order Now!

BaltieBridgeLabs.com/Golf
hitp#f ¥ battlebridgelabs com/resour
Mobile

Ad preview: The following ad previews ‘@fammted htly differently from what is shown to users. Leamn more

Battle Bridge Golf Bags
BattleBridgeLabs com
These Bags Hold Everything
Ships Fast & Free - Order Nowl

olf

This is what your ad will
look like if you are on
the "top" of the page.

Battle Bridge Golf Bags - These Bags Hold Everything

BattleBridgeLabs.com/Golf
Ships Fast & Free - Order Now!

Ad extensions expand your ad with aditional information like a business address or product images

Take a tour

B

What happens next?
‘Vour new ad will be reviewed by Google, and might not run untithat review is complete. We review most ads within 1 business day. Learn more

m S

Keywords -Ad Adgroups | Targeting | Extensions | Campaigns
Click on the "Ads" tab
T2t @ | Dynamic Search | Product listing | Display | Image | WAP text | WAPimage

b Addtetad ‘ A Make multiple changes- ‘ R Remove ‘ 1Y Revert selected changes

Desc. line 2
Ships Fast & Free - Order Now!
<enter description>

Headline Desc. linel

<enter headiine> <enter description>

@ Pending revi

Select which ad you would
like to edit and/or create a
new one.

This is where you create your
new ad.

Display URL
BattieBridgeL abs.com/Golf
<enter display URL>

Dest. URL
gelabs.com/resources/
<enter destination URL>

~ Edit selected text ads

Headiine Batle Bridge Golf Bags

Description line 1 These Bags Hold Everything

B pg

preview:

Battle Bridge Golf Bags

Description line 2 Ships Fast & Free - Order Now! 30 | TheseBags Hold Everyhing.
Display URL BattleBridgelabs.com/Golf 25 | Ships Fasta Free - Order Now!
BattleBridgeLabs com/Golf
Destination URL Status Device preference
o [ s & =

http://battlebridgelabs. com/resources/

Replacetext Appendtet Change text capitalization Advanced URL changes
» Appinstall
» Comments

Here is how you create the extras that AdWords and Bing Ads let you create.

Sitelinks

Sitelinks are some of the best way to get more “real estate” for your ad. If your ad shows up in the top
of the page, Google will often times display your Sitelinks. You can add up to 10 Sitelinks for each ad
group. Google will display the most relevant Sitelinks based on the search. Each Sitelink must point to a

different destination url.

You want to point each Sitelink to a relevant part of your website, but | suggest pointing the Sitelinks to

pages that can still convert to sales.
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Some example Sitelinks we can use for our Online Golf Store include:

Golf Clubs

Men's Golf Avpparel
Women's Golf Apparel
Golf Shoes

Golf Bags

Irons

Drivers

Testimonials (this is good for “social proof”)

If you create these types of Sitelinks it allows the searcher to decide which link makes the most sense

for their purposes. It also allows the searcher to know what types of products and services you provide.

Google changed the layout of Sitelinks in 2013, and they allow us to write better descriptions and
provide a lot more detail on our Sitelinks. If you haven't updated yours in a while, it might be a good
time to do that.

Callout Extensions

Callout extensions are brand as of summer 2014. These are a great way to promote offers (like Free
Shipping, $100 Off, Fast Delivery, Halloween Specials, etc, etc.). As long as your ad is on the top, you can
use Callout Extensions instead of Description Ad Copy allowing you to use that space to explain your

Unique Selling Proposition, or describe your products better.
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M O | Search All onling campaigns = tp_golf_stuff_us =

=l Ad group: golf_bags_exact

All online campaigns <
3 tp_battle_bridge_labs_us Battle Bridge Golf Bags 1l Paused
BattleBridgeLabs.com/Golf Ad bids (Max. CPC) Ed
pattle_bridge_labs_exact T 2 orathi group bids (Max. ) it
hese Bags Hold Everything Default bid $1.00

Ships Fast & Free - Order Now!

Settings Ads Keywords Audiences Dimensions ¥

A View: Sitelinks extensions v All but removed Segment « Filter +

battle_bridge_labs_modbroad

4=

Columns -

Sitelink Status Clicks [ 4 Impr. CTR Avg. CPC Cost Avg. Pos.,

Your sitelink extensions don't have statist

golf_bags_exact

Edit ad group sitelink extension

Use ad group sitelink extension ~

Select at least 4 sitelinks to use with this ad group.

ted sitelinks

Sitelinks
No sitelinks selected

i1 PPC Consulting & Mgt »
The Best PPC Consulting in the US
We Manage All Types of PPC Ads

1 PPC Training for AdWords »
Online PPC Training - ek Course
AdWords, Bing, YouTube, Facebook

Shared library

Bulk operations

Mew sitelink

Link text

Link URL http:/i %
Device preference Mobile

Description
Opticnal

[H Start’end dates, scheduling
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There are free videos on the resources page that walk you through exactly how to add Sitelinks and

Callout Extensions.

Creative Ad Copy

You've got the basics of ad creation down, and even some fancy dancy extensions. Let's dig a little

All online campaigns = tp_golf_stuff_us =

£ Ad group: golf_bags_exact

Battle Bridge Golf Bags 11 Paused

BattleBndgelLabs.com/Golf f v
These Bags Held Everything. Ad gmu.p bids (Max. CPC) Edi
Ships Fast & Free - Order Now! ~ Defaultbid $1.00

Settings Ads Keywords Audiences Dimensions =

View: Callout extensions All but removed - Segment « Filter = Columns = 3
Callout status Clicks [l + Impr. CTR Avg. CPCE Cost Avg. Pos. Converted clicks [
Your callouts don't have statistics for the selected date range
Edit « Account extension Campaign extension Ad group extension
Ad group callout extension
Callout extensions haven't been added to this ad group.
Click '+ Extension’ to add an extension to this ad group.
Callout text Free Shipping Cver $99 2
Device preference Mobhile

[ Start/end dates, scheduling

deeper into some advanced ad copy writing and get creative.

When writing ads you want to find a way to stand out. This is easier said than done. The Sitelinks and
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Callout extensions are a great start, but you also have the Headline, Description Text, and Display URL

to get creative and battle for the clicks.

It is important to write ads that attract the customers you want. It doesn't help if you write an ad that
gets a lot of clicks (has a high click thru rate), if nobody is buying what you are selling. Writing relevant
ads is the best way to save money. For example, in our ‘golf clubs’ searches, we may run into a problem
competing with Golf Clubs (like country clubs, golf courses, etc, etc). So, you want to make certain that

the searcher knows you are selling golf clubs (drivers, irons, putters, etc).

That is why this can get challenging. You want to write relevant ad copy, you want to write copy that
explains your products, AND you want to write copy that stands out. This is where your Company
Profile and PPC Cheat Sheet that you filled out in Module One comes in handy. Hopefully, you

understand what your Unique Selling Proposition is, what you offer that your competitors don't.

This can come in many forms, here are some examples to think about:

Custom products

1 Day Delivery

Outstanding Personalized Customer Service

Patented Products

Exclusives

Guarantees

Unique Product Groupings

A community of like minded individuals

Try to write ads that will rise above the noise. Focus on Benefits as opposed to Features. For example:

There are entire marketing courses dedicated to the art of highlighting benefits as opposed to features.
Nobody cares if your driver has added ridges and titanium alloys, what they want is to drive the ball
further. If we can paint a picture of what that looks like...even better. Any golfer can imagine standing

on the tee out driving their golf buddies. This type of ad accomplishes at least three things:

1. We are standing out from the other boring ads
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Battle Brnidge Dnvers
BattleBndgelLabs.com/Golf

Out Drive Your Buddies Today!
Patented Tech Adds 50 Yards Fast.

Battle Bridge Drivers - Out Drive Your Buddies Today
BattleBndgelabs com/Golf
Patented Tech Adds 50 Yards Fast.

2. We are highlighting benefits (driving further) and not features (bigger club head).
3. We are appealing to the searchers emotions, and painting a picture for them.

We only have about 95 characters of text in our ad copy (not including Sitelinks, Display URL, Callout

Extensions, etc), so we must use it wisely Grasshopper!

| realize that | just said we need to “stand out” and “rise above the noise”. | truly believe that, and stand
by that assertion. However (it seems | use that word a lot), | also encourage you to see what your
competitors have been doing successfully. This is especially true if you are launching new campaigns
in a mature market. There is a very good possibility that your competitors have been running ad
campaigns for several years. Why waste all of that great data that they have collected? The answer is,

you shouldn't.

Enter SpyFu.com or a similar product. As you know, from previous Modules, | use SpyFu.com on a daily
basis. This is one of those times. Just type in your main competitor and see what ads they have been

running for years.

You can use this competitive information to see which ads your competitors have run for extended
periods of time. You can also see the exact changes they have made and when they made them. This is
all great, because if they changed their headline multiple times in 2013, but have stuck with the same
one for all of 2014...that tells you that the headline they have been using is probably the “winner”. Of
course, you have to test your own ad copy, but it doesn't hurt to know what has worked (and what

hasn't) for your competitors.
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http://SpyFu.com
http://SpyFu.com

NEW backlink tool shows you how to rank on specific keywords. Try it now.

Products Recon Files

Account  Live Chat
» Tools for SEMs SEO & PPC Reports Blog, Tutorials, & Videos

m

Click on a
keyword to
see which ad
is served up.

‘\ Main  Leads  Kombat  SmartSearch  Ranking History  Tracking  Groupie

=

I

golfclubs.com

QoOverview  @SEOKeywords —~ BSEORepors — &-PPCKeywords  (8PPCReports @AdHistory  tleads 20 Lett %lnbound Links (&l Ranking History

Choose the month
and see ad
changes. See the
exact ad your
competitors are
running.

Lots of great information:
Estimated Daily Clicks,

Most Profitable Ads and Keywords
S o il felubs o CPC, and Coverage.

w 5 years of Ad Capy Tesis for 'go)

Sort: Best Keywi

Ziport Top 2007

« Previous Months Ad Change OverTime _Wore Recent lig 2Sortby Highigia
2013207

Keywords

golfelubs

| [GotiCiubs.com IClubs.com
2 wodg=ady... | |2 om2do=aty...| |2 BT
|24-Hour Gof Club SaleGuaranteed | |24-Hour Golf Club SaleGuaranteed | [Guaranteed Lowest Prc e 9% o
Lowest Prices on Webl No Sales Tax, | |Lowest Prices on Web! No Sales Tax, | [Sales Tax, Al Chubs Ship
|4 Clubs Ship Free |4l Clubs Ship Free Ads Seved
»t| Highight | [Posiion:1  Screenshot Highight | [Posiion: 1 Screenshot | Highight | [Position:4  Sereenshot | Highight Highlight

More great info!

oot clubs 04 Average Ad Position,

Guaranteed Loy

unior golfclubs 1a W % at Top of Page,
asams golt El B 40121 Avg Ad Posiion and % served
unior golf sets 60%n Top of Page
ool club sets 2
ﬁ gorr gloves B sale Highiight
cams rons »
unior goifclub sets o
jdiscount golf clubs for sale 17 3 0721 Avg Ad Position 5% of
caiiaway ladies goltclubs 7% Top of Page Ads served
clicgear 14
jsenior golf clubs 6 ] Senior Golf Set Clearance Highlight
jbag boy golfbags 13
[adams idea irons 4

Ad Copy Tips & Tricks

Here are some tricks that | have learned over the years. | always suggest you test your own ads, but the

following tricks have performed well for different clients. You can use these when testing your own ads.

Dynamic Keyword Insertion (DKI)

You can use DKl in the headline, description, or even the display url. It simply inserts the keyword that

triggered the ad into the place you specify.

Here is an example of how to create an ad using DKI:

DKl is a great tool, but sometimes it can backfire on you. If the keyword inserted into the headline or

description causes bad grammar or weird text, it can make the ad look bad and decrease click thru

rate. Also, if you have tightly grouped ad groups, you don't really need DKI, because your ads will reflect
exactly what you want them to based on the keyword you are working with.

New text ad
Wite your text ad below. Remember to be clear and specific. Leam how to write a great text ad This ‘_5 how you create a dynamically inserted
headline.
Headline (Keyword:Golf Clubs} Ad preview: The following ad previews may be formatted slightly differently from what is shown to users. Leam more
{Keyword:G i} Y Y Y

Description line 1 &

Description line 2
Display URL
Destination URL

Device preference

Out Drive Your Buddies Today! {Keyword: Golf Clubs}

BattleBridgeLabs.com/Golf
Patented Tech Adds 50 Yards Fast Out Drive Your Buddies Today!
Patented Tech Adds 50 Yards Fast.

BattleBridgel abs.com/Galf d
{Keyword: Golf Clubs} - Out Drive Your Buddies Today

BattleBridgeLabs_com/Golf
Patented Tech Adds 50 Yards Fast

hitp#t v battlebridgelabs.comiresour
Mobile

Ad extensions expand your ad with additional information like a business address or product images
Take a tour
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New text ad

Write your text ad below. Remember to be clear and specific. Leamn how to write a great text ad

Headline Battle Bridge Golf Clubs tew: The following ad previews may be formatted slightly differently from what is shown to users

Description line 1 Huge Selection of {Keyword:Golf Clubs} Battle Bridge Golf Clubs You can also use DKI in the

battlebridgelabs.com/{keyword} description and display url

Descripticn line 2 Patented Tech Adds 50 Yards Fast. Huge Selection of {Keyword:Golf Clubs}
Patented Tech Adds 50 Yards Fast.

Display URL BattleBridgel abs comi{keyward} 0 ac
Battle Bridge Golf Clubs
Destination URL it il cam/ :
|| batebndgelatscom battlebridgelabs.com/{keyword}
Huge Selecticn of {Keyword: Golf Clubs} Patented Tech Adds 50 Yards Fast
Device preference Iobile

Ad extensions expand your ad with additional information like a business address or product images.
Take a tour

&3]

You can learn more about DKI on the resources page and on the AdWords site: DKI Information

Capitalization, Dollar Signs, Dashes, $!@*&, oh my!

In my experience using special characters, capitalization, and other things that stand out help increase
CTR. You have to be careful though, because you can't use more than one "' in your ad. You can use the

following though: ‘Fast & Free Shipping w/ $99 Order!

Do you see how we used the & (for and), w/ (for with), $ sign, and exclamation point. All on one line.
That can really draw the eye. You almost have to tie your hands behind your back to keep from clicking
on that.

You can use - to separate out thoughts, but you must use discretion.

| like to ask a question in the headline: Want to Drive Farther?

Google allows us to use a question mark in the headline. It draws the eye and it engages the searcher.
You can experiment with capitalizing every word: The Best Online Golf Shop

You can experiment with not capitalizing every word: The best online golf shop

Getting creative with ad copy can allow you to squeeze every character out of the allotted space. | like
to have a thesaurus handy and find shorter words that mean the same thing. | also use the & sign

instead of and, | almost always use w/ instead of with, and many other tricks you'll learn along the way.

Sometimes when all of your competitors ads are using all 35 characters and the 25 characters in the
headline, you can mix it up by writing very short ads. This can draw the eye to your ad, because it is

different than everything else on the page.

Compare:
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https://support.google.com/adwords/answer/2454041?hl=en

This is a very short ad and may stand out from your competitors. You sacrifice description and real
estate in order to draw the eye.

This is a longer ad that uses almost every character allowable. We get to be very descriptive, and it gives
our searcher a lot to see.

Test out both methods to see which works best for you.

Irons

battlebridgelabs.com!/
Huge Selection
Buy Today!

Irons

battlebndgelabs.com/
Huge Selection Buy Today!

Display URL Tricks:

One of the advantages of having a short domain name, is the ability to use a lot of space to describe

your product in the Display URL:
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Battle Bndge Golf Clubs
battlebridgelabs.com/Discount-lrons
Huge Selection of lrons - Shop Nowl
Fast & Free Shipping - Don't Delay.

Battle Bridge Golf Clubs - Huge Selection of Irons - Shop Now
battlebridgelabs .com/Discount-lrons
Fast & Free Shipping - Don't Delay.

Sub Domain Example
You can use anything you want before the first Dot.
Titelist .UltimateGolf.com

This is a great little trick that can increase click thru rate. Be careful though, your searcher may get
confused and think that you are the manufacturer and not a reseller. This can cause unwanted clicks

and angry customers.

Using the “resource ID" (this is just the part after the /)
www.UltimateGolf.com/Irons

Using Special Symbols: ©, ®, ™

If your product is a registered trademark, like Nike® you can use the registered trademark in your ad.

Once again, awesome trick for standing out.

Just do a search for whatever special symbol you want to use. The ® symbol can be made by holding

down the alt key and typing 0174. | love using this trick!
Use Seasonality - Current Themes

This is a way to mix-up your ad copy that | believe is under-utilized. It is super easy. Are you running a
Halloween promotion? Well then, create an ad for Halloween. Did something exciting just happen in

your industry? If so, then write an ad relevant to the news of the day.
This truly rises above the competition and shows that your site is fresh and in-touch.

The Don’ts / Can'ts
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You CAN'T use excessive capitalization, like: SHOP NOW!
You CAN'T use the words: Click Here
You CAN'T use trademarked terms you aren't authorized to use.
No gimmicky phrases like f-r-e-e!
Using numbers in place of letters or words.
Some examples:
Buy 2Day
We Work 4 Youl!
FR33 Today Only
We <3 our customers ?
Ad Copy / Creation Conclusion

You may have noticed that | use the term “you should test this” a million times in the above sections.
That is because | mean it. In my experience you should always have at least 2 ads running against each
other. Try to test out 2 distinctly different headlines, or messages. When you run that for awhile you
will determine which one has a better CTR (click thru rate) and which has a better conversion rate.
Then pause the “loser”, and create another ad to run against the winner. There are lot of ways to test
and even more theories as to when to declare a “winner”. Suffice it to say, that you should always be

running tests.

Why should you always be running tests? Well, click thru rate is HUGE! If your conversion rate remains
constant, but you double your CTR...guess what? That's right, you just doubled your revenue. Did | just

blow your mind? So, obviously...testing ads is important.

We've just touched the tip of the iceberg when it comes to Ad Copy and Creation. This is really where
the money is made. If you can write great ads that generate interest, have a call to action, or inspire
your customers then you have a golden goose. Everyone (and | do mean everyone) can create an
AdWords or Bing Ads campaign and spend money on clicks. It is the creative ad copy that separates the

“mediocre” from the “wildly successful”.

Do you want to be mediocre or wildly successful?
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Final Thoughts and Conclusions for Module Two

Wow, we did it again. We covered a ridiculous amount of ground in this Module.

1. Advanced Campaign Settings. So much can be accomplished by some very small (and not very
time consuming) settings. Use the settings in Module One and Two and customize them for your own

business.

2. Campaign Structure. This is super important. We will cover the reasons we setup our Account,

Campaigns, and Ad Groups this way in Module Three. You'll love it, and so will your bottom line.

3. AdWords Editor and Bing Ads Editor. Free software that can save hundreds of hours. Get familiar

with it.

4. Ad Creation and Testing. We are just learning the basics here. You'll need to write your own ads,

and see what works for you. The possibilities are endless!

Share this ebook

00006


https://www.facebook.com/sharer/sharer.php?u=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
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https://pinterest.com/pin/create/button/?url=&media=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC&description=
https://plus.google.com/share?url=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
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Hitchhiker's Guide- Module 3

Here is what we will cover in Part 3:

I. Bid Management

Il. Account Maintenance

L. (A, B, T) A - Always, B - Be, T - Testing

IV. Ad Extensions

V. Bid Strategies

Hopefully by now, you've created some campaigns, ad groups, and have been running your ads for
a while. While the sun is shining, it's time to make hay (as they say...somewhere?). By “make hay”, |
obviously mean: manage, optimize, and develop our search accounts to get (or keep) the money rollin’

in!

Since we went to great pains to setup our Account, Campaigns, Ad Groups, and Keywords just right, you
can't afford to just “set it and forget it”. You'll want to manage your account very carefully to make it as

profitable as possible.

You've already downloaded the AdWords and Bing Ads Editors when we created our Ad Groups. If you
haven't downloaded your Editors, go ahead and do that now. AdWords and Bing Ads have both made
it much easier in the last 2 years to manage accounts from the web interface, but | highly suggest using
the Editors.
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Bid Management

Let's discuss one of the most important PPC management tasks...Bid Management. It can seem
daunting and intimidating, but don't you worry! In my experience, if you follow some simple guidelines,

we can adjust bids across your entire account in just a few clicks and a few minutes.

For most accounts managing your bids should happen on a monthly basis. If you have an account that
receives more than 500 conversions per month, or more than 15 per day, you may want to increase
your bid management to a weekly basis. The point of managing your bids on a monthly bases helps

keep you from making rash bidding decisions based on too little data.

Since we are managing on a monthly basis, let's break it down into tasks that we will do on a schedule.
For all of our bid management tasks we are going to use either the AdWords Editor or the Bing Ads
Editor.

We're going to stick with AdWords Editor for our examples in this section.

1. So, open up AdWords Editor, click on the arrow that says “Get recent changes”, and choose the
“more data” option. This will “sync” your account, download any changes you've made on the web

interface, and get your Editor up-to-date.

File Edit Account Data Tools Help

Get recent changes~ | Check selected campaigns Post selected campaigns View statistics™
g paig paig

Alert(l of 1): Welco AdWords Editor 10.6  View Dismiss

Click on "Get recent
changes"”, and choose
"More Data (slower)

2. After you've done that, click on the “View statistics”, “Whole Account”, and then 30 Days.

File Edit Account Data Tools Help

@ View statistics™

@ Check selected campaigns @ Post selected campaigns

@ Get recent changes~

Click on "View statistics"
and choose "Whole Account
- Last 30 Days"

3. Now that we have all of the data for 30 period we can begin adjusting our keyword bids.

*
.
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Monthly Bid Management:

The best thing to do is break down your tasks by day. This serves dual purposes. One: This allows us to
break up our work, so we don't get bogged down with too many details. Two: Adjusting bids can have

a psychological effect on you. By separating out the tasks by different days, you take some of the sting
out of it. You want your bid management to be a data driven task, and not an emotional one. If we try
to manage bids too often, or bid up some keywords on the same day we are bidding down others...it
can cause us to look at the account and get emotional about it. We want to be objective, and cold as ice
when managing our account. Take those emotions, wad them up in a ball, and shove them deep down.
Now that I've undone all of the work you've been doing with your therapist over the years...let's get

started!

Day 1: Lowering Bids That Are Too High

So, are you ready to start saving some money? | thought so. When you first launch an account,
especially using the +modified +broad +match technique (and especially with broad matches), you're
bound to be spending some money on keywords that aren’t profitable. But that's ok! Yes, that is what
| said...not only is it ok, but it is expected. Unless we bid on a wide variety of keywords, we won't know

exactly how well they produce.

First, we'll need to set our columns up in AWE or BAE (AdWords Editor or Bing Ads Editor).

Here are the columns you need to have showing. Click on the Keyword tab, and then you will see the
default columns. Also, remember that you need to have downloaded the statistics in order for click and
conversion data to show up. We may need to add columns (or remove some) to make this easier on

you:

1. Campaign

N

. Ad group

w

. Keyword

4. Max. CPC

5. Converted Clicks

6. Cost/converted click

7. Click conversion rate

8. Cost

. L 4
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9. Clicks

10. CTR

11. Impressions
12. Avg. pos

13. Quality Score
14. Type

In order to add/edit/remove columns simply right click (or click on the column icon) while on the
column bar. Then you can check or uncheck any columns you like. Once you have all of the columns
you want showing, you can also rearrange them in the order you like by clicking (and holding the click)

and then dragging the column wherever you want it.

tistics for: T BN = - Gougle

View: [ Al - Search within this account

Keywords | Ads | Ad groups | Targeting | Extensions I Campaigns |

T Negatives ‘ e Add keyword | Ap Make multiple changes | §§ Remove | Iy Revert selected changes | O Keyword Opportunities
@ Campaign Ad group Keyword Max, CPC (USD)  Converted clicks  ~ Cost/converted click (USD) _ Click conver... Cost (USD) Clicks __ CTR Impr. |m
. - - - - - 0.3 3 1062 219% 41437 1783 3a5% 5020 ia

* fn ] = mEE § W - m— - 078 2 1094 4% 24078 467 1387% 3,366

There are also some very interesting columns you may want to keep track of, but for now, the above
columns is what we will be working with for bid management. Now that we have our columns in the

correct order we're going to sort and filter our data.

1. Click on the “Converted clicks” tab, so it turns blue and sorts the results from most converted

clicks, to least.

View: {Au - | i Search within this account Advanced searct
Sort by Converted clicks
Keywords | Ads | Ad groups | Targeting | Extensions | Campaigns ‘

[0l Negatives | | == Add keyword AA Make muttiple changes~ ‘ P Remove | Y Revert selected changes | JO Keyword ﬂppoﬁm
A+ @ > @ Campaign Ad group Keyword Max. CPC (USD) | Converted clicks |~ Cost/converted click (USD)  Click conver... Cost (USD) Clicks  CTR n
. u ¢ - i I 03 £ 1062 219% 41437 1,783 35.45% i
. = - = ] I 018 2 1094 47% 24078 467 1387% >
. = 010 17 1925 110% 32125 1,545 7.63%
. L ] 016 16 1999 102% 31977 1575 578%
& e s PRETEE T mcps EEm D 086 16 1216 681% 194.59 235 17.14%

2. Click on the Advanced search link, and then filter by the number of converted clicks.

In order to use relevant data you will only want to work with keywords that have at least 2 conversions
for a period of 30 days. So, choose the filter “converted clicks” and “is greater than: 1". You'll want to

save this search for future use. Name it Conv > 1 (you'll be using this search a lot). Then click “Search”.

*

HitchhikersGuidetoPPC.com

*

R —




ustom view... - J

\d groups | Targeting | Extensions | Campaigns

L m |oA Losn o Click here to fiter results.
Advanced search
Click conver... Cost (USD) Clicks  CTR Impr. "
Searchiin thees places 219% 1437 1783 345% 509 -
Currently selected campaign or ad group 47% 2078 467 1387% 3366 i
§ 110% 32725 155 763% 20,242
© Campaigns and ad groups where: i S i e
contains: 681% 19459 235 17.14% 137
113% 27840 1326 858% 15453
CamEaiilslalth: Choose this fiter 147% 2741 953 7.20% 13213
Search for items that match these criteria Lol ABzhe L Lot il
| 0.85% 30513 157 207% 74,403
Settings 219% 7136 547 203% 26910
e ] = Add 2.26% 195.29 531 20.08% 2640
258% 154.80 387 5.00% 7744
366% 26262 s 131% 20,79
0:89% 166.72 04 7% 13133
{Enter one word or phrase per ine) 1.48% n122 608 1.80% 33,706
Match type (select at least one) 2B dieo il A% 008
: 1.50% 16160 504 190% 10,279
i ; :
LAt B R @ Bt 126% 14045 637 541% 11,783
Status (select at least one) 085% 159.75 843 4% 18,967
- 181% 14680 435 5.50% 7,787
9| Enabled [ Paused [] Remaved ;
E o e Ll 221% 1173 317 423% 7,501
Pl [7] Ended 240% 167.56 292 6.06% 4820
137% 10630 512 093% 5155
Performance statistics (over currently selected date range) 228% 17865 307 375% 8183
Converted clicks v | [is greater than x| 1 Add APk 12565 a7 £ 10,35
392% 11655 153 3m% 1924
212% 98.78 283 7.58% 3735
7.79% 3400 bd 7.03% 1,09
= y
7] Save this search for reuse  Conv > 1 e s - v it
1.25% 17481 399 615% 6487
962% 3400 52 19.92% 261 U

3. Now you should only have keywords that have converted at least 2 times in the last 30 days.

We'll begin by sorting these results by Cost/converted click. If we are managing our bids by CPA (Cost
per Acquisition), then we want to lower all bids that are higher than what we are willing to pay for a

conversion.

For this example, let's assume we are targeting a $30.00 CPA. We have a total of 5 keywords above the
$30.00 amount we are willing to pay for a conversion. Now if you like, you can create a filter that you
can use in order to make finding and adjusting these bids easy. Click on “Advanced search” again, and

add a filter where all “Cost/converted click” are greater than $30.00. We'll want to save this search too.

1060

J Get recent changes- | (@ Check changes | 4B Post changes | @) Showing satistics for 2 Google

Alert(1 of 1): Welcome to AdWords Editor 10.6 View Dismiss ®

[ ) || S pmm—— = =l

i “| || keywords | ads | Adgroups | Targeting | Extensions | Campaigns |
Negatives ‘ P Add keyword ‘ Ap Make muttiple changes | § Remove | %) Revert selected changes ‘ P Keyword Opportunities
Keyword Max. CPC(USD)  Converted clicks Cost/converted click (USD) ~ | Click conver... Cost (USD) Cids  CTR Impr. Avg. pos Quality Score Type  Firstpagets
019 4 1059 0as% 10835 855 672% FEE) 20 9 Broad 021 -
015 2 3549 046% 7008 433 673% 643 24 7 Phrase 005
026 5 396 125% 17481 EX 615% 6487 26 6 Broad 084
- - 082 3 135 476% 9405 6 650% %9 24 6 Boad 001 |
p— = =) 3089 069% 9266 a5 318% 1369 34 9 Boad 02 |
S 7 BOL 116% 5802 173 w2% a7 32 2 Bact 131
e o e Pty 3 278 102% 8621 23 38% 760 33 7 Broad 044 =
3 200 059% 8400 512 38% 13436 43 7 Brosd 056
Currently selected campaign or ad group 2 %42 079% 5283 25 160% 15476 47 4 Bosd 052 |
© Campaigns and ad groups where: 2 %38 169% 5276 118 273% 4320 20 5 Brosd 083
10 226 366% 26262 B 131% 2079 59 6 Broad 089
i 5 e e oo @  ean mm o s Bod  oa2 |
amprtte 2 2579 140% 5158 14 220% 4470 24 8 Broad 064
7 55 228% 17865 07 375% 8183 29 7 Bact 050
Search for items that match these criteria 5 2536 195% 12682 27 310% 8289 35 7 Boad 085
4 %% 063% 9985 639 un%  sm 31 4 Boad 054
oo 3 29 286% 7470 105 163% 6434 29 9 Broad 104
Any text field + | [ contains: - 2dd 7 20 240% 16756 22 606% 4820 31 7 Brosd 032
4 265 093% 9461 a2 s01% 8561 13 9 Bact 003
9 261 203% 2252 07 433% 7008 20 5 Bact 083
T 13 247 085% 30513 157 20m% 74,403 40 4 Broad 059
9 247 148% mz 608 180% 3706 39 5 Brosd 036
Match type (select st least one) 2 215 219% 27176 547 203% 26910 44 7 Broad 080
[¥] Broad [¥] Phrase [¥] Baact 4 28 364% 9155 110 265% 2149 40 6 Baact 008
3 2035 121% 6104 8 470% 5211 37 9 Bact 009
Status select at least one) 8 220 159% 16160 504 490% 10279 31 6 Boad 068
@ ] Removed 3 215 080% 6045 375 865% 1309 15 9 Bact 005
F] Pending 16 1099 102% 31977 1575 smn 27457 29 4 Broad 05
s 1007 095% 15975 843 4m% 18967 36 7 Brosd 060
Performance tatistcs (over currently selected date range) 2 i o e i s e = 7 g
6 1055 130% 1729 a6 434% 10616 32 6 Broad 055
[ Converted dicks =] [is grester than: -1 Remove | Add - e nee e e SR SR s P st
[ costrconverted cice ~ ] [is greater than | 300 Remove | Add
Matchtype  Max. CPC bid (USD)
ave this search for reuse a ety
Status
L 2 [ @ Enabled
Replacetet Appendted Advanced bid changes Advanced URL changes Keyword Opportunities (beta)
» Experimental bid
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4. Now we can only see the keywords with CPA's higher than $30.

We have one keyword which is much higher than our target, it is costing us almost $50/conversion.
Let's tackle this keyword first. This keyword is actually 65% higher than we are willing to pay. In this
case, | will lower the bid by 40% and give it some time to adjust. We could lower it by 65%, but that is
such a drastic change that it might (and probably will) eliminate all of our conversions for this keyword.
Sometimes you have to make a judgment call. After making adjustments over time you'll get to know

the effects of making large and small bid adjustments. Let's make the bid change.

Highlight the offending keyword row, and click on the link that says “Advanced bid changes”. That will
pull up the bid adjustment window. Now simply choose by what percentage you want to decrease your
bid, and click change bids. You'll need to confirm you want to make the change by selecting “Apply

Changes”. Now let's take a look at the other high bids, and make some changes.

View: [ ‘Conv > 1, CPA » 30 -

Keywords | Ads | Ad groups | Targeting | Extensions | Campaigns |

g Remove @ Revert selected changes p Keyword Opportunities

Max. CPC (USD) Converted clicks Cost/converted click (USD) ~ Click conver... Cost (USD) Clicks CTR

l%l Add keyword AA Make multiple changes~

015 2 3549 0.46% 70.98 433 6.73%
0.26 5 3496 1.25% 17481 399 6.15%
0.82 3 3135 4.76% 94.05 63 6.50%
015 3 3089 0.69% 92.66 435 318%
r 3
Advanced bid changes w
Bid changes for selected items

() Increase bids by: percent /
@ Decrease bids by: 40| percent

1 Raise keyword maximum CPC bids to their first page bid estimates

) Raise keyword maximum CPC bids to their top of page bid estima

() Remove keyword bids and use ad group defaults
Additional constraints
[] Set bids no lower than:
Set bids no higher than:
[] Don't set keyword maximum CPC bids to val er than their first page bid estimates

[] Don't set keyword maximum CPC bids to val wer than their top of page bid estimates

Change bids ]I Cancel

4 |

bt selectedieyards

Keyword

Destination URL

Bid strategy: Use campaig i Edit

Replacetext Appendtext] Advanced bid changes JAdvanced URL changes Keyword Opportunities (beta
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5. We still have 4 other keywords that are above our target CPA; however, two of those are close

enough that | don't want to make any changes.

That leaves two keywords that are about 16% higher than our target. Once again, you need to make a
judgment call. | only want to drop these bids by about 10%. So, let's highlight both of those keywords
(by holding down ctrl/cmd or shift), and then selecting “Advance bid changes” again. This time we are
just decreasing the bids by 10%. Click “Change bids" and then “Apply changes”.

You're finished. Yep, that's it. The first time takes the longest because you have to save the searches/
filters, and get used to the process...but after that it becomes second nature. As mentioned earlier,
you should only do the bid management once per month to avoid “over correcting”. Does anyone
remember being taught in Driver's Education not to “over correct”. New drivers have a tendency to
over correct when their car is going into the other lane, or when something happens in the road ahead
of them. The same is true for new PPC accounts (and managers). It is natural to freak out if you are
spending too much on a keyword, and then bid it down. However, if you bid down a keyword too soon

(without enough data), then you risk potential revenue...and you'll never know that it is lost.
Day 2: Managing non-converting keywords:

This is pretty self explanatory. We're going to start bidding down keywords that just aren't producing.

It is obviously counterproductive (that is a real word, | just looked it up), to spend a bunch of money on
clicks that don't produce conversions. But instead of pausing these keywords, we're just going to bid
them down gradually until they get to the point where they produce conversions profitably OR our bids
are so low that they don't cost any money. We may eventually (after 6 months, or so) pause keywords
that don't produce any conversions...we only do this to preserve our CTR and help out our Quality

Score.
We are going to use the same filter as above, but with some slight modifications:

1. Click on “Advanced search” and open up the filter you saved before Conv > 1. Change converted
clicks to equal 0, and add cost > $1.00 (no reason to mess with keywords that cost you less than a
dollar). After you have created this search, save it as “Conv = 0", that way you can use it again next

month.

*
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] | View: [ Create or et custom view...

=)

Keywords | Ads | Ad groups | Targeting i

Extensions | Campaigns ‘

Sl Negatives | | = Add keyword | A4 Make muttiple changes- ‘ 3 Remove | Y Revert selected changes ‘ P Keyword Opportunities
Keyword Max. CPC (USD) Converted clicks Cost/converted click (USD)  Click conver.. Cost(USD) = Clicks  CTR Avg. pos Quality Score Ty
dait LE a oo 000% 7275 6 Broa ~
Advanced search - == -
N — — ggg: j;:: Click on Advanced search to change 5’ gm
i ; : our filters and customize your view -
Search in these places 0.00% 303 ¥ ¥ 8 Broa
") Currently selected campaign or ad group o ZEHE) - Eiac]
000% 204 22 267% 7942 18 7 Broa
S Gamnce i el ol glonips Whetes 0.00% 896 o 338% 2696 12 5 Phra
Compaignname  ~ | contains: 000% 2544 317 985% 3219 34 7 Broa
000% 509 6 266% 2369 38 6 Broa
Cempagn ztatiic |8 T 000% 2457 72 994% 24 25 9 Exac
’ - 0.00% 230 1 374% 2114 40 6 Bros
EE AN B R T 0.00% 2027 17 713% 1,640 45 7 Broa
Settings 000% 2022 02 210% 2968 31 9 Broa
= = Add 000% 1928 n 307% 2505 54 6 Broa
oy iodfickl ] | seplon 0.00% 18.96 102 2% 4,609 46 4 Broa
000% 1863 8 352% 2485 39 4 Broa
0.00% 1798 H 495% 1,495 17 9 Bxac
B ) 000% 166 102 328% 3109 47 7 Broa
R 0.00% 1611 o 301% 3120 45 6 Bros
S s S 000% 1605 85 489% 1739 27 7 Broa
- 000% 1586 E 242% 1,604 43 6 Broa
000% 1576 H 37% 1965 41 6 Broa
e 0.00% 1568 3 133% 2320 72 6 Bros
. Change Converted clicks to = 0 0.00% 1548 86 601% 1,831 47 6 EBac
[ Ended 0.00% 1546 80 422% 1,894 35 6 Broa
000% 1495 130 5.88% 2212 25 9 Bxac
Performance statistics (over currently selected date range) 0.00% 1483 134 543% 2468 35 5 Bros
[ converted clicks - | [cqual= -] o Remove | Add b A5 2 S 420 23 i B
0.00% 1457 o7 344% 2823 35 5 Broa
Cost - is greater than: - 1 Remove | Add 0.00% 1434 “u 477% 922 32 5 Broa
g
0.00% 123 [ 174% 4716 54 6 Bros
i Gt S 5 =
[7] Save this search forreuse  Conv =0
Change Converted Cost = $1.00
Cancel | Match type Max. CPC bid (USD)
Broad
Destination URL Status

2. Now sort this data by the Cost column in descending order (so the highest cost is at the top). You'll

want to bid down the most costly non-converting keywords first.

3. Any keywords that have cost more than 5 times your target CPA, bid down significantly. In this
example, we don't have any that meet this criteria; however, | suggest bidding them down at least
75%.

4. After you have bid those down, highlight all other keywords that have spent more money than
your target CPA without producing a conversion. In this example, | have one keyword that is
significantly more expensive than the others, so I'm going to lower it by 35% in order to drop the bid

quicker. Now we have 5 offending keywords.

5. Then follow the same procedure as when we lowered bids for converting keywords, and choose

“Advanced bid changes” and lower them by 25% (or a percentage you are comfortable with).

Finally, I'll bid down by a smaller percentage the keywords that have spent about half of our target CPA,
but not produced any conversions. In this example, we have 15 keywords that I'll lower the bids by
about 10%.
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View: ['CDHV:D' - I
Keywords | Ads | Adgroups | Targeting | Extensions | Compaigns | I

P Keyword Opportunities '

TS Negatives UE% Revert selected changes

A, Make multiple changes+ | W Remove

= Add keyword

Keyword Max. CPC (USD) Converted clicks Cost/converted click (USD) Click conver... Cost (USD) ~ Clicks CTR Impr. Avg. pos Quality Score
0.6 0 0.00 0.00% 7275 176 151% 11635 50 6
[} 6
0 7
0 8
0 3. 6
0 5 7
Advanced bid changes . 2
- 0% 2544 17 985% 329 34 7
Bid changes for selected items 0% 2509 63 2.66% 2,369 38 6
B 0% 2457 72 9.94% 724 25 9
©) Increase bids by: percent box el - i 2114 e :
_ IR 0% 2027 17 713% 1,640 45 T
@ Decrease bids by: | 2| 0% 022 92 310% 2968 31 9
© Raise keyword maximum C| their first page bid estimates 0% 1928 n 307% 2,505 54 6
.00 % 1896 102 21% 4,609 46 4
) Raise keyword maximum CPC bids to th f page bid estimates 0% 1863 86 352% 2445 39 4
x 0% 17.98 74 4.95% 1,495 17 9
() Remove keyword bids and use ad group defaults 0% 1656 102 328% 3100 47 7
Additional constraints L00% 1611 94 301% 3120 46 6
it e 0% 1605 85 420% 173 27 7
0% 1586 53 3.42% 1,604 43 6
Set bids no higher than: 0% 1576 74 377% 1565 41 5
[] Don't set keyword maximurmn CPC bids to values lower than their first page bid estimates L00% 1568 3 133% 2329 12 6
[ Don't set keyword maximum CPC bids to values lower than their top of page bid estimates o s L (A i Co o
0% 1546 80 4.22% 1,894 36 6
0% 1495 130 5.88% 2212 25 9
L00% 1483 134 543% 2,468 35 5
= 0% 1458 52 390% 1302 33 9
012 0 0.00 0.00% 14.57 97 3.44% 2823 35 A
0.07 0 0.00 0.00% 1434 44 4.77% 922 32 )
017 0 0.00 0.00% 1423 82 1.74% 4,716 54 6
- e > — — o o .
~ Edit selected keywords
Keyword Matchtype  Max. CPC bid (USD)

<varies> <varies> v <varies>

Destination URL Status
<default> % | @ Enabled -
Bid strategy: Use campaign or ad group bifiiategy Edit

Replacetext Appendtexdt Advanced bid changes Advanced URL changes Keyword Opportunities (beta)

It is important to note that in our example, our CPA is the same for each campaign across the board.
We are targeting a $30.00 CPA. So, if you have some campaigns with higher or lower CPA, you'll want to

go through each of the steps above for each set of campaigns with the same target CPA.

Day 15: Raising bids that are too low

Now this is where it gets fun. We are receiving conversions well below our target CPA, and we want to

increase these bids so we get more traffic and ultimately more revenue.

1. Using the same method as before (stats from the last 30 days), create a filter/view for keywords

you want to increase traffic for.

* Create a filter for “Converted clicks > 1

+ Create afilter for “Cost/converted click < [your target CPA]

+ Create afilter for “Avg. pos > 2.0

+  We don't want to raise bids for keywords that are already showing up in position 1, because we
can't them in a higher position. Sometimes, | will set this filter to > 1.5, it just depends on your

specific case.

« Now sort the keywords in descending order based on the Cost/converted click column.
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+ Using your best judgment, increase the bids by a certain percentage. In this example, | am going
to increase the bids on all keywords that have converted between $15.00 and $30.00 by 50%.
That means | am going to increase 39 keywords by 50%.

+ Then | am going to increase bids between $1.00 and $14.99 by 100%.

Campaigns Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimensions Display Network s

“ Segment = Filter = Columns «

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

To make sure you can see data in this report, choose a date range that includes clicks on your keywords.

~ Filter
Campaign name contains - aw_
Added / Excluded ~  Matches any 3 selected v

o

o 7

+ Add another

Clear Save filter | Enter filter name

* Download

Search term Match type 7 A_dded ! Excluded Campaign Ad group Clicks |7 Impr. | 7
5,167 176,135

Exact match Added 30 296
Exact match Added 324 2,486
Exact match None 1 A
Exact match None 1 3
Broad match None 6 38
Exact match Added 23 455
Exact match Added 69 448
Exact match MNone 314 17,017
Broad match None 3 39
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<] | view: [Creste orset custom view... - Search within this view prm—p—
‘i Keywords | Ads | Ad groups | Targeting | Extensions | Campaigns ‘
] ‘ S Add keyword ‘ AL Make muliple changes- | G Rermove | Y Revert selected changes | O Keyword Opportunities
Max. CPC (USD) Converted clicks Cost/converted click (USD) | Click conver... Cost(USD) - Clicks  CTR Impr. Avg.pos Quality Score TypE
. 010 1 1925 110% 2125 1585 163% 22 23 10 Broa
-— 016 16 1999 1.02% 977 1575 sm% 21457 29 4 Brog
- 015 13 347 o85% 30513 15 20% 74,403 ) I Brog
- 020 1 215 19% mms 517 203% 26,810 14 7 Bros
Advanced search - — - =) 26.26 3.66% 26262 m 131% 20,790 59 6 Broa
= 1767 1.47% 24741 953 720% 13243 30 6 Broa|
eaC S thesa places 1094 4T1% 24078 461 1387% 3366 24 9 Bxac
- B4 1.48% ma 608 180% e 38 5 Broa
- Comently selected campoign or 2d greup 1216 651% 18459 25 e 1m 26 8 Bros| =
© Campaigns and ad groups where: 1340 11.58% 18762 884 1073% 8,240 29 9 Broa
Campaign name contains: 2552 2.28% 17865 207 375% 8183 29 7 Exac
2304 240% 16756 22 606% 4520 21 7 Broz
Campaign status: 1852 089% 16672 e 1% 13,133 22 7 Broa
) . 2020 150% 16160 504 490% 10,279 31 6 Broa
S I R 1997 0.95% 15975 83 444% 18967 36 7 Broa
Settings 1548 2.58% 15480 387 5.00% 1744 26 7 Broa
Tas 18.35 1.84% 14680 435 550% 1,787 35 6 Broa
Anybet field - | [contais: 5 = 1756 1.26% 1406 &7 541% 1,783 24 6 Eac
2613 100% 13067 60 828% 5557 24 6 Bros
2536 195% 12682 7 310% 8280 35 7 Bros
o e s 1795 172% 12565 207 376% 10,835 36 6 Broa
e . P 16.82 2.21% u1mn 317 423% 7,501 24 7 Broa
e lype esiecta et one) 1955 130% w2 61 4% 10616 22 6 Broa
Phrase - P 1943 B.92% 11655 153 3% 4924 33 5 Broa
et 1519 137% 10630 12 993% 5155 30 4 Broa
e e 2096 0.63% %985 639 1221% 5,232 31 4 Broa
[ Paused 16.46 212% 0878 283 758% 3,735 29 5 Phra
[ Pending [ Ended 2289 3.54% 9155 1m0 265% 4149 0 6 Bac
2874 102% 8621 3 381% 76 33 7 Broa
Performance statistics (over currently selected date range) 00 B 490 2l o3 050 3 i B
— 2800 o50% 8400 512 381% 13.4% 43 7 Bros
[ Converted dlcks + | [isgrester then: B Remove | Add s s i s G i 5
|
[ Costiconverted dick v | [istess than: BE:| Remove | Add
[ Avg. pos + | [is greater tha: -] 0 Remove | Add Matchtype  Max CPC bid (USD)
Bosd | | |
Savethis search for reuse  Raising Bids - - Statie
1 |& | ®Enabled -
=>
Inities (beta)
) Experi wid
» Comments
View: I “Raising Bids' - I Search within this view
Keywords | Ads | Ad groups | Targeting | Extensions | Campaigns ‘ l

ives | ‘ = Add keyword | A\ Make mutiple changes+ | 8 Remove | B Revert selected changes | O l‘r«i Opportunities

Max. CPC (USD) Converted clicks | Costfconverted click (USD) ~ | Click conver... Cost (USD) Clicks  CTR Impr. Avg. pos Quality Score TypeR
— 027 2 16.54 152% 33.07 132 401% 3215 44 6 Broa ~
- = 039 6 1646 212% %878 283 7.58% 3735 29 5 Phra
- - 036 10 1548 258% 15480 387 500% 7744 26 7 Broa
033 2 1547 227% 3094 88 3.06% 2878 24 9 Bxac
— 016 o 1519 137% 106.30 512 9.93% 5155 30 4 Broa
033 2 1.75% 9
2 5
4
2

&

&
[ R

Lo bk

I T Y

n el
BN &y
o oo

o~ o

A -

©
0

T R

« i | b
~ Edit selected keywords

Keyword Match type Masx. CPC bid (USD)
<varies> <varies»
Destination URL Status

Bid strategy: Use campaign or ad g id strategy  Edit

Replacetext Appendtext Advanced bid changes Advanced URL changes Keyword Opportunities (beta)

» Experimental bid
» Comments

Keywords selected: 25 of 64 100%

2. That is it...super simple. Go through this same process in 30 days (or on the 15th of the month).

*

HitchhikersGuidetoPPC.com




Bid Management Biannually

Adjusting bids on a monthly basis is great, as long as there is enough conversion data, click data, and
cost data to work with. However, often times we have keywords that may take months to generate

statistically significant data. That is why we also do some major bid management twice per year.

On July 15th and December 31st (or some date that is 6 months apart) you'll want to dig into the data
that falls through the cracks. Go through the above 3 bid management steps (lowering high cost bids,
lowering non-converting bids, and raising bids that are too low), but change the stats days to a custom
date that includes at least 6 months of data. So, simply follow the same guidelines as the monthly bid
management, just use the stats for a 6 month period of time. | usually tweak it a little bit, and after
you've been managing bids month by month, you'll know which keywords need some care and feeding.
You'll also know what you can expect from profitable keywords, as far as conversion rate, impressions,
CTR, and CPA. So, your 6 month evaluation should be a much deeper dive into the details (taking a hard

look at keywords that don't get as many clicks).

Bid Management Conclusions

Bid management is really simple when you boil it down to the profitability of each keyword. Here are

the main points:

1. Choose your target CPA

2. Manage bids on a monthly basis

3. Once per month lower bids for keywords that result in conversions that are above your target CPA

4. Once per month lower bids for keywords that don’t produce conversions

5. Once per month increase bids for keywords that have a CPA lower than your target

6. Twice per year manage bids/keywords that fall through the cracks

If you follow those simple guidelines, your account will balance out nicely and your bids will fall
exactly where you want them to over time. There are obviously some exceptions, and as usual | have
a pretty serious disclaimer. Each and every account is different. Most accounts need eyes on it almost
daily (make sure those eyes are objective rather than subjective). The more time you spend inside of
your AdWords account looking at the data on keywords, ads, extensions, mobile effectiveness, and
working with time/day parting the more successful your account will be and the more profitable. Since
each account and industry is different, you will want to manage your account in the way that is most

profitable for you.
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Account Maintenance

Remember all of the work we did in Modules 1 and 2 in regards to naming our campaigns, keyword
research, and campaign settings? Well, this is where the magic happens. The naming conventions
weren't established just to keep your account clean and organized (although, that is a nice bonus), but

it serves a purpose. A very distinct, profit increasing purpose!

We now know how to manage our bids and we should be managing those bids on a monthly basis. We
also want to expand our keywords based on what people are actually searching for, and especially for
what is converting into sales, leads, or other goals.

Keyword Extraction

WARNING: This technique only works if you have named your Campaigns and Ad Groups according
to the naming convention we discussed in earlier Modules. If you have your own naming conventions,
it may still work, but the modified broad or broad match ad groups must match up exactly with your
exact match campaigns. You'll see why as soon as we start running reports and finding/replacing

columns.

You want to perform a keyword extraction once per month (just like bid management). | like to do

keyword extraction on the 7th or the 21st of the month.

You may be wondering, “Exactly, what is keyword extraction?” Well, that is a very timely question, and

I'm glad you asked!

Do you remember when we created a separate Ad group for each “short tail” modified match keyword,

and one for each exact match “short tail” keyword? It looked something like this:
tp_golf_clubs_exact
tp_golf_clubs_modbroad

It is important to keep only one keyword in the modified match ad group. And now we get to find out
why that is. Every time someone searches for the term [golf club], it will trigger our exact match ad.
The reason this is the case, is because we have also added [golf club] as a negative exact match to
our modified broad match ad group. So, this exact match keyword will only trigger one ad (the one
we want it to). We can create custom ads for keywords that produce a lot of impressions, clicks, and

conversions.

However, since we don't know exactly what people are searching for, we need to “go fishing”. That is
why we have our modified broad match ad group. So, if someone searches for taylor made golf clubs

in Beaumont texas, our modified broad match ad will be triggered. If we get enough impressions for
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a specific search phrase, we'll want to “extract” it from our modified ad group and add it to our exact
match group, so we can bid on it individually. If it generates enough conversions, we may even want to

give it its own ad group, so we can write a specific ad for it.
Here is how you can quickly and easily extract your keywords.

«  First open up your web interface for AdWords (or Bing Ads, if you are working in Bing), and choose

the last 30 days as your date range.
« Click on the keywords tab so you can see all of your keywords.

* Then click on the “Details” tab and select “all”.

All online campaigns Last 30 days: Nov 8,2014 - Dec 7,2014 ~
All online campaigns «
e = e || =

aw, ~ Filter

B cR = W = %
+ Add another
-
:

&N aw

SEARCH TERMS

aw ®  Keyword Ad group stat Max.  Campsign Campaign  Clicks impr. TR Avg.  Cost'7| Avg. Conversions|7| &  Cost/ Conv.  View.
- CPC  typel? subtype crC Pos. conv. 7 rate: through
aw J ? conv.
Al
aw
Total -allaccount o|CTION INSIGHTS 8923 505190  AT7% $087 §774445 14 162 $4781  1.82% 0
aw
. ) a5 act =] 5103  Searsh Al 336 2500 1297% 089 529836 13 8 sa7a0 238 0
= Eiigible [ Network  features
Al only
Brz
. Keyword diagnosis 3¢ sroad O Be 8080 Search Al 52 6805 078% 053 82780 14 8 343 15.38% 0
Go rstpage B Network features
only
wic
o
5108
3 Spy % a o $100 Search Al 2 332 1024% 5069 s2331 12 8 s201  2353% 0
. Eiigible @ Network features
only
Shared library
% modbroad P $100 Search Al 180 3239 556% 8076 S13TAT 19 8 51715 44d% 0
Eiigible: Network  features.
Bulk operations only
. oa =] 5080 Search Al 170 237 503% 063 10853 34 5 s213 294 o
Reports Eligible B Nework  features
only
Labei Search 25 684  365% 5104 52603 24 4 $651 16,00 0

. g E road HBelow  $1.15 Al
st page [ Network featurss

*  Now, we'll need to create some filters.

+  Filter out shopping campaigns, display, or any campaigns that you don’'t want included in the

extraction.

« In my example, | only want campaigns that | have “aw_" in the beginning. So, | create a filter for

these campaigns, by using “Campaign name - contains” = aw_

* Then click “Add another” - and create another filter: Select the “Added / Excluded” - De-select Exact.

We are trying to find all of the search terms that are not Exact Matches.

+ Then click “Add another” - and create the next and final filter: “Impressions” - Choose > or = 15.

L 4
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« Thereason we only want search terms that have created at least 15 impressions over a 30 day
period of time, is because Google will not allow us to bid on search terms with low volumes. So, it is

best not to add them as exact matches.
« | like to name this filter (just like we do in the Editor). We can name this “keyword extraction”.

«  Finally, click on the blue “Apply” button to activate these filters.

Campaigns Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimensions Display Network s

“ Segment = Filter = Columns «

Learn how customers are finding your ad. With the Search terms report, you can see the actual searches people entered on Google Search and other Search Network sites
that triggered your ad and led to a click. Depending on your keyword match types, this list might include terms other than exact matches to your keywords. |7

To make sure you can see data in this report, choose a date range that includes clicks on your keywords.

~ Filter
Campaign name - contains - aw_
Added / Excluded ~  matches any 3 selected ~
Impressions - = - 15
+ Add another

Clear Save filter Enter filter name

4 Download

Search term Match type 7 Agded ! Excluded Campaign Ad group Clicks | 7 Impr. | 7
5,167 176,135

Exact match Added 30 296
Exact match Added 324 2,486
Exact match None 1 A
Exact match None 1 3
Broad match None 6 38
Exact match Added 23 455
Exact match Added 69 448
Exact match MNone 314 17,017
Broad match None 3 39

Now, we have a very clean list of every search term in our account that generated at least 15
impressions, and is not included in our current exact match ad groups. This is some very powerful stuff!

What | like to do at this point, is scroll through these keywords and see what I find.

You may find some searches or some terms that you would like to add as a negative. You can do that
directly from the interface. Just click the checkbox and choose “add as negative keyword". As a matter
of personal preference | usually add my negative keywords separately, so | don't accidentally add a

negative that may reduce my “quality” traffic. This is probably just paranoia on my part, so handle this

however you are comfortable.
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We will dig much deeper into Negative Keywords later in this Module. But | did want to point this out

now, because you'll probably see some search terms that you want to put the kibosh on right away.

The next thing you want to do is download this file. Simply, click the download button, and you will get

some choices. | always download the file as Excel .csv.

Download and schedule report

Format

Segment (7| + Add segment

[ Email and schedule report

Save this report

Cancel
Search term Mateh type Added / Excluded  Campaign Ad group Clicks Impr. 7 CTR(7 Avg. CPC |7 Cost Avg. Pos. 7 Conversions & Cost/conv.|?
5,167 176,135 2.93% 5080 $4,12362 36 101 $40.83
Broad match None 6 38 15.79% 5099 8505 12 4 5143
Broad mateh None 3 k] 7.69% §1.59 $4.76 25 3 §159
Exactmatch None 5 109 450% 5046 §2.32 10 2 §1.16
(close variant)
Exactmatch None 21 150 14.00% 5091 519.15 £ 1 $19.15
(close variant)
Phrase match None 25 146 17.12% $1.17 520.14 15 1 $20.14
Broad match None 3 = 435% 3009 5208 62 1 §2.98
Phrase match None 8 58 13.79% 51.06 3645 14 1 §8.45

Once it has downloaded, open it up, and you'll see something like this:

Fagelayout  Fomulas  Data  Review  View  Acobat
B iy Calibri <l -] [ |Siwestet Ve i 3 jﬁi 4 | Normat | 8aa Good Neutral 2 = I il E:‘“‘t‘js“”' %?' &
paste P Farmat Pinter |81 41 0| [ oA Ellmergeaicenter - [ 8~ % > |[%8 8 chﬂﬂw‘v af“r;’ﬂi‘ Checkcen 2% ce Note - | et peete fomat | :‘.ﬁaf ;T:(

Clipboard - Font £ Alignment = Number 3 Styles Cells Editing
N3 - Fe| 0%
A B B ) £ F & H 1 J K T ™ N o

1 |search term report (Nov 8, 2014-Dec 7, 2014)

2 Match type Search term Added/Excluded  Campaign Ad group Clicks  Impressio CTR Avg. CPC Cost Aug. posit Conversio Cost / conv. Conv. rate

3 exact (close variant) | None aw_ es_exact 3 16 1875% 085 255 11 0 o[_o.00%]

4 exact (close variant] \ None aw_ es_exact 2 33 6.06% 0.53 1.86 13 0 0 0.00%

5 exact (close variant) 9 None aw_ es_exact pal 150 14.00% 0.91 19.15 1.9 1 19.15 4.76%

6 broad ) rogramming device  None aw. es_modbroa 1 2 a0% 113 1w 1 0 o 000%

7 phrase [ None aw_ es_modbroa 7 46 15.22% 11 ;s 12 0 0 000%

8 phrsss L None aw_ es_mudhma a 27 14.81% 121 4.34 33 o o 0.00%

9 phrase « None aw_ .es_modbroa 1 19 5.26% 1.06 1.06 14 o o 0.00%

10 phrase \ None aw. es_modbroa 3 w6 w11 294 15 1 214 400%

11 phrase . None aw. es_modbroa 1 u A% 138 138 21 0 o 0.00%

12 phrsss 1 None aw_ es_mudhma 2 142 1.41% 131 2.62 4.5 o o 0.00%

13 phrase v None aw_ .es_modbroa 5 32 15.62% 127 6.36 1.7 o o 0.00%

14 phrase : None aw. es_modbroa 2 68 aa% 15 37 12 0 o 000%

15 phrase [ None aw. es_modbroa 3 67 ads% 088 263 12 0 o 000%

16 phrase L None aw_ es_modbroa 2 45 4.41% 111 222 23 o o 0.00%

17 phrase L None aw_ .es_modbroa 1 17 5.88% 1.28 128 4.2 o o 0.00%

18 phrase (close variant)  © None aw. es_modbroa 1 2 am% 121 1a 15 0 0 000%

19 phrase (close variant) | None aw_ es_modbroa a 35 11.43% 135 541 18 0 0 0.00%

20 |phrase (closevariant) None aw_ es_modbroa 12 84 12.29% 132 1581 13 o 0 0.00%

21 | phrase (close variant) ¢ None aw. es_modbroa 0 3 0.00% 0 o 2 0 o 000%

2 | phrase (close variant) | None aw. es_modbroa 3 3 8sT% 134 402 17 0 0 000%

23 phrase (closevariant) None aw_ es_modbroa 3 23 13.00% 13 3.89 17 o 0 0.00%

24 broad ] None aw_ modbroad 6 38 15.79% 0.99 5.95 1.2 4 149 66.67%

25 |broad ) None aw. modbroad 2 6 435% 099 298 62 1 298 3233%

26 broad l None aw. modbroad 8 7 1uk 1 s 17 o o 0.00%

27 broad F None aw_ modbroad 0 34 0.00% 0 0 A5 o o 0.00%

28 phrase 1} None aw_ modbroad 8 58 13.79% 1.06 8.45 14 1 8.45 12.50%

29 phrase | None aw. modbroad 2 51 3% 109 218 19 0 o 000%

30 phrase l None aw. modbroad 0 3 0.00% 0 o 15 o o 0.00%

31 phrase 3 None aw_ modbroad 1 30 3.33% 117 117 24 o o 0.00%

32 phrase 1} None aw_ modbroad 1 15 6.67% 114 114 25| o o 0.00%

33 phrase I None aw_ modbroad 0 3 0.00% 3 o 17 0 0 000%

34 exact (close variant) ¥ None aw_ modbroad 4 60 6.67% 0.96 3.82 2.2 o o 0.00%

35 exact (close variant) I} None aw_ modbroad 3 17 17.65% 0.65 195 1 o o 0.00%

36 phrase ¢ None aw. nodbroad 2 19 1579% 088 283 25 0 o 000%

37 broad ¢ None aw. _modbroad 1 7 139%  om o7 13 0 0 000%

38 broad [ None aw_ _mudbruad a 255 1.57% 0.6 239 11 o o 0.00%

39 |phrase (closevariant) None aw_ _modbroad 0 0 0.00% 0 o 11 o 0 0.00%

40 exact (close variant] 3 None aw. _modbroad 1 52 le% 044 om 13 0 o 000%

41 exact(close variant]) = None aw. _modbroad 5 109 ase%  0as 232 1 2 116 40.00%

42 broad ¢ o =~y None aw, odbroad 0 31 0.00% 0 o 72 o 0 0.00%

This is where the magic of spreadsheets can save you hours upon hours of work. Let’s trim out the fat

on this spreadsheet and start deleting and renaming our columns.
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1. Delete Row 1 - The Title and Date of the Report.
2. Change the Column Header “Search term” to “keyword".
3. Delete the Column named “Added/Excluded".
4.Delete all columns EXCEPT the following:
a. Match Type
b. Keyword (this used to be Search Term)
c. Campaign
d. Ad group

It will now look something like this:

GANERCE T N search term report 50) - Microsoft Excel [N
:‘S/J Home Insert Page Layout Formulas Data Review View Acrobat
3 iz:;y Calibri = =5 Wrap Text General - :Ej; ig,jl | MNormal | Bad Good
Pﬂfte }Format Painter || B S £=| | b Merge & Center ~ ||+ % o || %8 5% 'Euor';'n‘l'&‘oﬂ”gﬂi af?_;"glﬂ:v lZI Explanatory ... IE
Clipboard F] Font iF] Alignment F] Number ] Styles
Cl13 - § fir| aw_voice_recorder_us
A B £ D E F
1 |Match type Keyword Campaign Ad group
2 |exact (close variant) =xact
3 |exact (close variant) axact
4 |exact (close variant) =xact
5 |broad modbroad
6 phrase modbroad
7 |phrase modbroad
8 |phrase modbroad
9 phrase 1 modbroad
10 |phrase modbroad
11 phrase modbroad
12 phrase modbroad
13 |phrase modbroad
14 phrase modbroad
15 |phrase modbroad

Now we get to make some changes to the data, so we can add each of these search terms as exact

match keywords.

1. In the first column which should be “Match Type”, type in exact in the first

row, and then drag it down so every search term says exact.
2. Highlight the “Ad group” column, and do a find and replace.
a. Find “modbroad” and replace with “exact”.

b. If you have any broad campaigns, find and replace those too.
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It will look something like this:

= - ~— -
( ‘:\\'\I\'W_L'_ﬂ - P % “m Search term report (50) - Microsoft
_g/ Home Insert Page Layout Formulas Data Review View Acrobat
j & St Calibri 1 A AT = =8| | 5Wap Ted General % E 5 |N0rma| : Bad
Paste A = = =||== ==| | E - _— || =0 .00 Condi?;;nal Format Explanc
- f Format Painter Ll L £ = == 5| | B Merge & Center $ o 7 ||%i0 s Formatting ~ as Table ~ IZI S
Clipboard (P Alignment (P Number F}
G19 bl -
A B & D
1 |Match type Keyword Campaign Ad group
2 |exact aw_ _us _exact
3 |exact aw_ _us _exact
4 |exact aw_| _us _exact
5 |exact aw_ _us _exact
6 |exact aw_ _us _exact
7 |exact aw_ _us _exact
8 exact aw_| _us _exact
9 exact aw_ _us _exact
10 exact aw_ _us _exact
11 exact aw_ _us _exact
12 |exact aw_| _us _exact
13 |exact aw_ | us _exact
14 exact aw_ _us _exact
15 exact aw_ _us _exact
16 (exact aw_ _us _exact
17 |exact aw_ | us _exact
13 |exact aw_ _us _exact
19 lexact aw_ _us _exact
20 |exact aw_ _us _exact
21 |exact aw_ _us _exact
22 |exact aw_ _us s B s viueo ,_exact
23 lexact aw_ us 1_exact
24 |exact aw_ us ) _exact
25 |exact aw_ us ) _exact
26 |exact aw_ us 1_exact
27 exact aw_ us 1_exact
28 exact aw_ us 1_exact
29 |exact aw_ us )_exact
30 |exact aw_ us 1_exact
31 exact aw_ us 1_exact
32 exact aw_ us 1_exact
33 |exact aw_ us )_exact
34 |exact aw_ us 1_exact
35 exact aw_ 15 _exact
36 exact aw_ ;_us by exact
37 [exact aw_ T us ty_exact
38 |exact aw_ ;s by_exact
39 |exact aw_ _us by_exact
40 |exact aw_ §_us by exact
41 |exact aw_c _us exact
42 |exact aw_c us exact

You are ready to save this file. You can save it as an Excel or .CSV. If you have less than 2,000 or so...|

usually just copy and paste this list.

Let's go back to our Editor, and add these bad boys.

*  Open up your Editor, and as always you'll want to sync your Editor by choosing “Get Recent
Changes - More Data". If you don't get the recent changes, you could cause some problems in your

account.

+ Go ahead and get the latest statistics for the last 30 days.

*
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& Adwords Editor s 10 P e |

File Edit Account Data Tools Help

@ Get recent changes~ @ Checkchanges!| @ Post changes

Alert(1 of 1): Welcome to AdWords Editor 10.6  View Dismiss

£ - - ﬂ View: IAII - ‘

A showing statistics for: 11/8/2014 - 12/7/2014-

Keywords I Ads I Ad groups@ | Targeting | Extensions | Campaigns |

N egatives

ﬁA Make multiple changes~ | % Remove @ Revert selected changes

p Keyword Opportunities

Max. CPC (USD) Conve

SiF Add keyword

1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00
1.00
F 1.00
115
115
115
115
115
138
115
115
115
115
115
115
115
115
115
115
115

To C 00D 0 000D KHOoooDoo00Doooooooo oS

R £ NS A e

Now - Highlight the Keywords Tab, and choose Make multiple changes - Add/update Multiple

Keywords.

* Then your add/update multiple keywords window will pop-up

* Make sure you check the box for “My keyword information below includes columns for campaign

and ad group names.

* Then paste all of your data from your spreadsheet into the box.

* Then click on Process.

* Then Finish and review changes. Sometimes you'll see an error message. Most of the time this error
occurs because we are adding duplicate keywords (this has to do with “close match variants”...|

won't get into that right now).

*
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. - -
Add/update multiple keywords o —— — w
Add/update multiple keywords - Step 3 of 2
See a summary of your changes below. Click "Finish and review changes” to exit the Add/update multiple tool and view, accept, or reject your changes in AdWords Editor.
+/ Add/update keywords is complete.
Campaigns processed: 0
Ad groups processed: 1
Keywords processed: 107 i
@ FErrors or warnings I
]
Keywords not processed: 5 (
]
Severity Reason Row number Campaign Ad group Keyword Type Max. CFR| |
1 @Notimpor‘ted Duplicate keyword. 9 aw_ Exact [l
2 @ Mot imported Duplicate keyword. 19 aw_ Exact
3 @Notimpor‘ted Duplicate keyword. 89 aw_ Exact
4 @ Not imported Duplicate keyword. 101 aw_ Exact
5 @Notimpor‘ted Duplicate keyword. 111 aw_ Exact
T L ¢
[7] Autonatically accept all imported changes I Back ‘ [ Finish and review changes ] I Revert and cancel I

You have just added a bunch of search terms that your potential customers are actually searching for!

These aren't keywords that you've created, or guessed that they will search, or have pulled from a tool...

these are actual searches. Like | said, incredibly powerful stuff here.

We still have one more step. Since we don't want these keywords to be triggered by our modified broad

match campaign, we need to add each of these keywords as a negative. We just have to make some

changes to our new spreadsheet.

1. Highlight the Column named “Match Type”

a. Find/Replace (ctrl h) - Find “exact” and Replace with “negative exact".

2. Highlight the Column named “Ad group”

"

a. Find/Replace (ctrl h) - Find “exact” and Replace with “modbroad".

3. Your data is read to add to the Editor.

*
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_ . — B e
@_ -— - Keyword Extraction 07DEC2014 - Micro
i

— Home Insert Page Layout Formulas Data Review View Acrobat
db Cut Calibri 11 <A AT = §||@w| S Wrap Text General - E i:n;al | MNormal ] Bad
=3 Copy _ e . i = =
Paste g ormat Fainter || PRI (ke Wi |5 iE i=| | B Merge & Center - ||| $ ~ % 9 |[%3 %) i Explana
Clipboard L] Font F} Alignment {F] Mumber Fl
A2 + ( fe | negative exact
_ A B c D

1 |Match type Keyword Campaign Ad group

2 |negative exact [ aw_| o5 us [ “we:_modbroad

3| |negative exact y aw_| 25 Us 1 ._modbroad

4} negative exact § aw_| 85 US 1 . modbroad

5| \negative exact I aw_| 25_Us 1 ._modbroad

6| \negative exact I aw_| 25_Us 1 _modbroad

7| |negative exact 5 aw_| BS_US 1 ._modbroad

8| negative exact i aw_| 85 US 1 . modbroad

9] negative exact \ aw_| 25_Us I ._modbroad

10 |negative exact s aw_| 25_US 1 _modbroad

18 |negative exact i aw_| 25 Us 1 ._modbroad

14 |negative exact i aw_| 85 US 1 . modbroad

13 negative exact H aw_| 25_Us | ._modbroad

14 |negative exact | aw_| 25_US 1 _modbroad

19 |negative exact H aw_| 25_Us 1 _modbroad

16 | negative exact i aw_| 25 US 1 . modbroad

174 negative exact H aw_| 25_Us 1 ._modbroad

14 |negative exact I aw_| 25_US 1 _modbroad

19 |negative exact H aw_| 25_Us 1 _modbroad

2( |negative exact 9 aw_| 25 Us 1 . modbroad

23 |negative exact I aw_| 85 US 1 ._modbroad

23 |negative exact [ ' aw_|iessmg S 25 US lisierinig ueviees modbroad

4. Follow the same steps as when you added the keywords above, EXCEPT change the keywords from

Positives to Negatives (see screen shot):

View: [ Al

Keywords | Ads | Adgroups

= I This is important.
Make sure you are

adding negative

O] | Targeting

Pasitives ‘Add negative |AA Makemu\bpla(hangﬂ’l‘ 9 Remove | B Revert selected keywords.
‘A:‘ @ 1> Campaign Ad group Parent status Negative keyword Type

Campaign-level

Campaign-level Eligible Negative phre

Campaign-level Eligible Negative exac
Campaign-level Campaign paused Negative exac
Campaign-level Eligible Negative phre
Campaign-level Eligible Negative exac

Campaign-level Eligible Negative phre

5. Choose “Make multiple changes” - and make certain you choose the “Add multiple negatives” (NOT

the add multiple campaign negatives, that would mess everything up!).

6. Now just copy all of the data from your spreadsheet, and paste it into the box.

7. Choose “Process” and then Review.

8. You may want to spot check each campaign to make certain that the negatives are only in the

modified broad match ad groups, and that your exact match ad groups have the correct keywords.

*
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9. That's it! You've successfully added every search term, and also have prevented your modified

broad match ad groups from triggering ads (since we added the negatives).

Do this every 30 days or so, and you will eventually have a very robust set of exact match ad groups.
Combing the keyword extraction with the monthly bid management and you will be able to control
each and every search term and optimize it for ROl and profitability. If you don't bid the keywords
up and or down based on effectiveness then this method is simply a waste of time. So use your new

powers wisely my friend.
Adding Negative Keywords

Another important part of Account Maintenance is adding negative keywords to your campaigns and
ad groups. Negative keywords are used when you have a keyword that you don't want to show up in
your campaign or ad group. So, you simply add the negative keyword where you don't want it to trigger

your ad. It is easy to add a negative keyword to your ad group or campaign.

Settings Ads Keywords Audiences Ad extensions Dimensions e

All but removed keywords - Segment - Filter = Columns - L= +

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.

—-resorts
—"ocountry clubs™

oo
" jacm
=

If you want to do this manually and through the website interface, just navigate to the campaign and ad
group you wish to add the negative, and then choose “Add Keywords". The match type rules apply the
same for negatives as they do with regular keywords. So, be very careful adding broad match negative

keywords.

In the above example, since we sell golf apparel and equipment we may not want to show up for a

search for ‘golf resorts'. Since we've added a broad match negative for resorts, our ad will not show up

L 4
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for golf resorts, golf resorts in palm beach, etc. It will still show up for ‘golf clubs in palm beach'.

We also added the phrase match negative for “country clubs”. This means that any search with the
words ‘country clubs’ together will not trigger our ad. Let's say we don't sell Titleist golf equipment or
apparel, so if we add the word titleist as a phrase match negative any searches with that term will not
trigger our ad.

The exact match negative is the safest in my opinion. In the above example a search for ‘taylor made
golf club’, will trigger our ad; however, a search for the exact term [taylor made driver] will NOT show
our ad. If any words are added to the front or back of the search, then our ad is eligible to run.

In my experience, if you do your keyword extraction and add negative keywords as you go, this step
becomes less and less time consuming. Also, if you follow the method of monthly bid management and
keyword extraction you will be bidding down unsuccessful keywords until they stop showing up (or you

pause them), and this prevents you from having to add negative keywords in many cases.

Negative keywords are a great way to save you money, and increase your click thru rate (also increasing
your Quality Score). That is why it is so important to run a Search Query report once per month, just
like we did in the keyword expansion section. If you run that report (and pay attention to it), you will see

any obvious negative keywords you may need to add.

A word of caution. It is very easy to add too many negatives and do harm to the overall health of your
account. If you accidentally add a broad match keyword to your campaign or ad group, you could
unknowingly be working against yourself. There is a lot of debate as to the importance of Negative
Keywords in the PPC community, and | am a big believer in carefully adding negatives and allowing your
bid management to control the frequency of when your ads are triggered for certain keywords. Many
people will suggest adding negatives like ‘cheap, discount, free, etc'...that may be a good idea; however,

| like to test out the terms before adding them as negatives across the board.

That is an excellent segue to our next topic. Always Be Testing.

*
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A = Always, B = Be, T = Testing

I'm going to keep this section short and sweet, because | have harped on this enough throughout all
3 Modules so far. You probably know that | take Testing as seriously as Alec Baldwin’s character takes

Closing in “Glengarry Glen Ross". Here are some good rules of thumb as far as testing goes:

« Make certain your tests are statistically significant.

« I'm not going to rehash your college stats course (mainly because | hated it, and have forgotten
everything about it), but suffice it to say that you need to have enough data to consider a test

conclusive.

* You need to have enough clicks, conversions, sales, leads, or whatever it is you are testing in order
to have a conclusive result. There are a variety of tools, websites, and resources that can help you

determine these numbers.

+ The big takeaway: Don't consider something you are testing to be the winner after a small data set

(like 10 clicks, or 2 conversions, or even 100 clicks if the race is close).

+ Try not to test too much

+ Best practice, never have more than 2 ads running in the same ad group. It simply takes too long to

find the winner, and you also don't know why that particular ad may have “won”.

+ Testone thing at a time.

+ Test the headline of your ad, and leave the rest of the copy the same.

*  When testing ads, send all traffic to the same landing page. This is obvious, because if you are also

testing 2 landing pages that will affect the outcome on conversions for your ad copy test!

* Never assume.,

+ I've been in marketing for more than 17 years. The only thing | have learned is that | NEVER know

which test is going to win.

+ As a matter of fact, almost every time | believe one thing will win...it is the other one.

+ Just because someone told you (that goes for anything | tell you too!) that something doesn’t work,

does NOT mean you shouldn't test it out. Test it out, and find out for yourself.

« This goes for keywords, ad copy, button color (everyone loves to talk about the best color for

buttons), landing pages, etc.
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« Determine in advance exactly what you are testing for.

« Areyou trying to improve conversion rate, click thru rate, average order value, customer lifetime

value, etc?
+ Decide ahead of time how long or what criteria it will take in order to call it a “winner”.
« Don't overwhelm yourself with testing.
+ This may seem like a contradiction, and it may be...but | believe it!

* You are not in the business of finding the best ad copy for your AdWords account. Nope...you are in
the business of selling stuff. So, sell stuff first, and try to always be running some sort of test while
you are doing it. If you have found an ad that works well for you, test against it with a small amount
of traffic. Or run it 100% of the time until you are confident you have the time to run a competent
test. If you try to change everything at once, you may end up causing more harm than good, and it

may be next to impossible to undo the damage.
More Ad Extensions and Retargeting

We covered Sitelinks and Callout Extensions in Module 2, so in this Module we'll cover some of the
other Extensions. Ad extensions are some of the easiest ways to increase your CTR, take impression

share away from your competitors, and drive more relevant traffic to the right pages.
Call Extensions:

If you do any kind of sales over the phone, then Call Extensions are a must. Call extensions allow you to
“extend” your ad with your phone number (or a forwarding phone number), so that people can call you

directly from the SERP (Search Engine Results Page). Here is an example:

TaylorMade Golf Irons - GolfGalaxy.com@ TaylorMade Irons @ W%
www.golfgalaxy.com/TaylorMadeGolf = www.golfsmith.com/TaylorMade ~

Shop TaylorMade Golf Club Irons. Free Shipping On Most Orders! (800) 813-6897

Golf Galaxy & has 1,196 followers on Google+ ’ Up to $700 Off TaylorMade Iron Sets

— Read Reviews & Save at Golfsmithl

Q@ 9121 E 71st St, Tulsa, OK Examp|e Ca”

(717} 2
- (616) 2401137 f— Extensions Shop TaylorMade Irons @

www_globalgolf.com/TaylorMadeGolflrons ~

TaylorMade Irons - The Official TaylorMade® Store@ 1 Day Only: Save Some Green. Plus,
www taylormadegolf com/lrons ~ Free Shipping With Code: SANTA

Buy Mow and Get Free Shipping!

Tay Golf @ has 8,644 followers on Google+ TaylorMade SpeedBlade @

TaylorMade® Irons @ - TaylorMade® Holiday @ - Taylorade® Drivers @ www.golfdiscount.com/ ~

hew TaularMadas SnecdRlads Irane

Call extensions help increase call volume and in many cases increase CTR (just extending the ad with
the phone number draws more attention to your ad over your competitor). They have also been known

to increase conversion rates. You have some choice when creating Call Extensions.
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You can either use your own phone number, or if you choose a “Google Forwarding Number” you will

benefit from advanced features. Some of those features include “click to call” and advanced reporting.

You can also choose whether or not you want to just show the phone number, or show the phone
number and website (this is only applicable for mobile devices).

It is super easy to add a Call Extension to your campaign. Here is how you add them:
1. Choose the Campaign you want to add the Call Extension
2. Click on the Ad extensions tab
3. Choose the drop down menu and select “Call extensions”

4, Click the red +Extension Button

All online campaigns

Campaigns Ad groups Settings Ads Keywords Audiences Ad extensions Dimensions Display Network s

View: Call extensions « All but removed « Segment ~ Filter = Columns + 4

Phone number Status Clicks 7| 4 Impr. 7 CTR|? Avg.CPC |7 Cost |7 Avg. Pos. |7 Ci
(1 8008684503 Approved 0 (] 0.00% $0.00 $0.00 1.3

Total - all phone numbers 0 6 0.00% $0.00 $0.00 s

Edit ~ Campaign extension Ad group extension

Campaign call extension Campaign

[J 8008654503 tp_battle_bridge_labs_ok

[J 8008654503 tp_battle_bridge_labs_us

Give feedback on upgraded extensions

for some metrics. Learn more

© 2014 Google | Editorial Guidelines | Privacy Policy

5. After you have clicked on the +Extension Button, then you can select a number already in your

account, or choose “add new number”.
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New phone number X

FPhone number  United States -

Phone number example: (201) 555-3555

Show my ad with 7 ‘@ A Google forwarding phone number and use call reporting
By selecting this, you agree to the Google Voice Terms of Service and Privacy Policy.

We'll add a new call conversion action called "Calls from ads” once we

record at least 1 conversion. Click "Advanced” to manage your call
conversion actions. Learn more

My own phone number (don't use call reporting)

Show the following links ‘e Both my website and the phone number
- Just the phone number

Device preference 7 Mobile

M Advanced

If you choose “A Google forwarding phone number”, then you have the benefit of their advanced
reporting. | always encourage this. Before the days of call reporting, you had no idea how much of your
call volume could be attributed to your PPC efforts and how much was from other sources. You can

even choose to count the length of a phone call as a conversion.

Google’s phone forwarding/tracking is free, it just costs you the same amount of the click. However,
there are some third party services like Mongoose Metrics, who also provide very granular call tracking
services. This comes in handy if you want to track the effectiveness of a campaign _after_ they have
clicked on your ad. Google is now also offering this service, but it is still in the early Beta stages. It does

have the added benefit of being free, so you may want to look into that!
Review Extensions

Review extensions are particularly useful for eCommerce sites. You can extend your ad with third party
reviews, awards, or write-ups. So, if you've been wanting to highlight the recent award you received at a
trade show, and you want to use the space in your ad copy for something else, then you've come to the

right place!

Here is an example of a great Review extension:
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GO 8[6 wooden sunglasses

o

[¥)]
]

Web Shopping Images Videos Mews More - earch tools

pout 2 830,000 results (0.33 seconds)

A
M

=
et

Wood Sunglasses at TOMS® - TOMS.com@
www toms_com/Eyewear ~
Shop TOMS Wood Sunglasses Today And Get Free Shipping Over $25!

Men's Sunglasses @ -Toms Passport Rewards & - TOMS Shades Under $100@

Wooden sunglasses - Limited Time Offer - 15% Off®@
wooedbywood com/Wooden-Sunglasses ~  (883) 360-3060

High Quality, Made in US, Shop Now!

Unigue Wooden Glasses - Wooden Sunglasses or RX - Handmade Quality

Ecofriendly shades hewn just for you — Daily Candy @

Wooed in the News \E! - Free Shipping Easy Retum 2’ - Super Easy Retums @

The Review extensions do need to be approved, and they must be from a reputable third party. Google
also chooses when (and if) they will show your Review extension. But, if you have some third party
reviews, it doesn't hurt or cost you anything to create some. Some early reports say they have been

known to increase click thru rate up to 10%.

To setup Review extensions follow the same directions for the other extensions except choose “Review

extensions”. Then choose +New review.
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New review x

Highlight positive third-party reviews in my ads with review extensions.

Format 7 '® Paraphrased Exact Quote
Text
Source |
Source URL (7| | htp:if =

[ Start/end dates, scheduling

This is a great addition to the extension line-up. If you're not already, you should be taking advantage of

Review extensions if at all possible!
Location and App Extensions

Location extensions are excellent if you also run a Brick & Mortar store. Location extensions, extend
your ad with business address, phone number, and map. You can add multiple addresses if necessary,
and these extensions show up in a variety of Googley places. You would be surprised where this stuff

shows up...I know | was!

You will need to link you “My Business” account with your AdWords account. It is a simple process if
you already have a “My Business” account. It is also very easy to set one up. It is _not_ easy to change
your “My Business” account or make profile changes if someone else set it up for you, or if you have
an agency running this side of your business. Learning the hard way, | know that it is important to just

setup one “My Business” account, and do NOT forget the password.

Follow the same directions as with the other extensions, and then choose “Location extensions”. You
will need to be logged into the correct Google account in order to link these accounts. Here is the

screen you will see if you haven't linked the two accounts yet:

*

X HitchhikersGuidetoPPC.com

*



Import your business locations

Link your My Business and AdWords accounts

Import the business locations from your Google My Business account into AdWerds for location
extensions and other loc ation-related features.
Leamn more

Google MyBusiness Google Adword

travisi@trphipps.com
Use a different account

m Cancel Set up a filter to limit the locations

As with other Ad extensions, you get the benefit of extending your ad...and supposedly up to 10%
increase in CTR. Once again, this is a free service and it only costs you the click. You have nothing to

lose.
App Extensions

OK, now l've been hearing through the grapevine since last spring that Google was going to be
rewarding Apps in not only SEO but also PPC. Now this is one extension that may do more harm than
good, especially for eCommerce store owners. The App extensions extend your ad, but they only

direct traffic directly to your app download in the iTunes store or Google Play store. So, if someone is
shopping for golf clubs, and they see an extension for your super cool shopping app...they will click and
be taken to download the app. If they are no longer in the mood for buying golf clubs, or downloading
apps...you've just lost a sale, and spent money on a worthless click. Boo! Not only do you have to have

an app to either sell or giveaway, but you risk diverting traffic from your site.

If you're still up for it. Here's how you do it. The same way as the other extensions, and then click on the

+New app button. Follow the directions from there. Here's a screen shot:
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New app
Mobile OS = Android -
Package Name 7 ok up by app name, id or publisher Look up app
Link text
Link URL (7  hitp:il 3
Device preference 7 Mobile

Start/end dates, scheduling

Extension Conclusions

Here is all I'm going to say about Extensions. Take advantage of as much “free” ad real estate as Google
and Bing will let you get away with. Add as many extensions as possible, because with most of them
you have nothing to lose and only CTR/Real Estate/Traffic to gain. They take almost no experience to
create and setup, so it is a win/win. Those types of scenarios don’t come around too often, so soak it up

when you can!
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Bidding Strategies

Now we're going to get into bidding strategies. We've covered strategies in a general sense in Module
One when we discussed CPA (Cost per Acquisition), ROAS (Return on Ad Spend), CLV (Customer Lifetime
Value), and other topics. | would consider those broad or general strategies. What we'll be working on
now are more specific as they relate to actually bidding on individual keywords and some relatively new
features that AdWords has implemented in the area of managed bidding.

Bid Strategies

After you have created a campaign (or while you are creating it), you will need to choose a “bid
strategy”. You have always been able to manually set your bids, and that is the default setting.
However, AdWords has added some new managed bid options called “flexible bid strategies”, and these

can be an excellent way of managing your bids.

Here are the choices you will have when choosing your bid management strategy:
1. Maximize clicks within a target budget
2. Focus on Conversions (Conversion Optimizer)
3. Enable Enhanced CPC (using conversion data to optimize bids)

| encourage most accounts to enable enhanced CPC, and we discuss this more in the Basic Settings

section of Module 2.
4. Flexible Bid Strategy Options
a. Maximize clicks
b. Target search page location
c. Target outranking share
d. Target cost-per-acquisition (CPA)
e. Target return on ad spend (ROAS)

First, you need to select the campaign you would like to apply the strategy to, and then choose the

settings tab.
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All online campaigns =

Campaign: aw_|

@& Enabled Type: Search Network only - All features Edit Budget $1,000.00/day Targeting: United States Active bid adjustments; Device

Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimensions o

All settings Locations Ad schedule Devices

Campaign settings

Campaign name aw_listening_devices us Edit

Type 7| Search Network only - All features Edit

Merchant identifier

Shopping settings (advanced)

Metworks 7 Google Search Edit

Devices 7/ All

Change mobile bid adjustment »

Locations (7| Targeted locations:
« United States (country)

Edit Wiew location info »

Location options (advanced)

Languages v English Edit

Bid strategy
® Focus on clicks - use maximum CPC bids 0
I'll manually set my bids for clicks e
® AdWords will set my bids to help maximize clicks within my target budget e

CPC bid limit (2] $

Enable Enhanced CPC 7 o

Use my conversion tracking data and bids to optimize for my current conversion bid metric setting:
Conversions.

Focus on conversions (Conversion Optimizer) - use CPA bids@

Unavailable because this campaign deesn't have enough conversion data.

Select a flexible bid strategy 7 @
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Now you can choose how you want to manage your bids.

I'll manually set my bids for clicks

Bid strategy

® Focus on clicks - use maximum CPC bids Check both

. . . boxes
® [l manually set my bids for clicks

AdWords will set my bids to help maximize clicks within my target budget

This is the default setting, and is also the setting you need to choose if you want to choose your own

bids. This is not as scary as it seems, even for beginners.

If you've been following along, you can simply estimate the Average CPC (cost-per-click) you believe will
work with your budget and your target CPA or ROAS. We calculated this by simply taking your target
CPA and multiplying by your conversion rate.

For example: $30 (target CPA) * 0.02 (2% conversion rate) = $0.60 (CPC).
There are some benefits and some disadvantages to managing your bids manually.
Pros:
More control over your bids
You have more visibility into each bid and keywords
Cons:
Time intensive
Room for error

Another thing to consider with the above method of choosing a bid when your first launch a campaign,
is the possibility that your bid will be too low and will not generate enough traffic. So, with that in mind,
| usually at least double my bid for each keyword so that | can generate some traffic and determine
how productive each keyword might be. | also want to get enough traffic for my +modified +broad

+match campaigns to get some good “long tail” exact match keywords.

If you choose to manually set your bids, you'll want to keep a close eye on your daily ad spend as it is
compared to your conversions. If your bids are too low, and you aren't receiving any impressions, then

you obviously want to increase your bids. If you're keywords are in the top 3 positions (average position

between 1 and 3), and you're cost per converted click is too high (or you haven't converted at all), then

*
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you'll want to bid them down.

If this is a brand new campaign, and you don't have any data at all, then you'll need to choose this bid
strategy or one of the flexible bid strategies that aren't dependent on conversion data. We'll review

those now.
AdWords will set my bids to help maximize clicks within my target budget

There are not many circumstances where | believe this is a good strategy. As a matter of fact, | can't
think of one. So, unless you just want to throw money at Google, then don't ever consider this a viable

strategy.
Target search page location
This is another one that rarely makes sense; however, it does make sense on occasion.

If you are building out a brand new campaign, and you want to make certain that your searches show
up in a specific spot, then this is the bid strategy for you! We'll get to some bid strategies down below
that require you have a certain number of conversions in 30 days, and if you don't have those numbers
yet...then you can use a “Target search page location” strategy until you get enough conversions to

change strategies.
Use this strategy carefully though, grasshopper. It can get very costly in a short period of time.

For each of these flexible bidding strategies you need to edit the “Bid Strategy” and Setup a “Flexible Bid

Strategy”, below is a series of screen shots that walk you through the process.

Shared library >
Bid strategies e

Use the table below to manage and track the impact of your bid strategies. To apply a strategy. click the "Bid strategy” butten on your Campaigne, Ad groups, or Keywords tabs. Learn more

All but removed = Segment ~ Filter = Columns = +

Enhanced CPC _ Bid strategy type Bid strategy stdtus 7 Campaigns Ad groups Keywords Clicks
Target search page location h
T 5 Usk the "New strategy” button to get started creating bid strategies
Taget CPA < — Choose your Flexible 2 2 2 2
Target outranking share I

e . Bid Strategy 0 . o e

Maximize clicks

‘ategies 0 0 0 0

Target return on ad spend

for some metrics. Learn more

© 2014 Google | Editonal Guidelines | Privacy Policy
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Bid strategy 7
@ Focus on clicks - use maximum CPC bids
@I'II manually set my bids for clicks

AdWords will set my bids to help maximize clicks within my target budget

| v Enable Enhanced CPC (7|

Use my conversion tracking data and bids te optimize for my current conversion bid metric setting:
Conversions.

AdWords will set my bids to help maximize clicks within my target budget

@ Focus on conversions (Conversion Optimizer) - use CPA bids

Use my conversion tracking data and bids to optimize for my current conversion bid metric setting:
Converted clicks

= Advanced options
Bid type
Max CPA: Most you would want to pay for any particular conversion

@Target CPA: Average amount you would like to pay for each conversion

Set an initial target CPA (1-per-click) bid for your ad groups
Start with recommended bid: $19.00

" This is approximately equivalent to a maximum CPC bid of $0.32
Start with custom target CPA bid %

Start with previous target CPA bids

Bid meodific ations in ad scheduling may not be used with this bidding option. Bids will be set to
100% of all time periods.
Your current maximum CPC bids will be saved so you can return to manual bidding later.

Select a flexible bid strategy

Target outranking share

This strategy is can be useful if you are trying to outrank a competitor. | don't see a lot of value in
this strategy personally, because | like to be in the position that is most profitable...NOT the position
above my competitor. | can think of some situations where it does make sense, but they are fairly

hypothetical. Suffice it to say, if you want to outrank a specific domain...then use this strategy!

Now, we are moving on to strategies that require conversion and/or revenue tracking, and in some

cases you have to have a certain number of conversions in a 30 day period.
Manually set bids for clicks and Enable Enhanced CPC

Now this is a strategy | can get behind. This is my default setting when creating brand new campaigns.

This gives you the flexibility of choosing your own bids, but also allows Google to increase bids (or

decrease them) up to 30% for clicks that seem more likely to generate a conversion. Obviously, you
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need to have conversion tracking installed. But we already covered how important that is in earlier

Modules.

If you follow our method for bid management from earlier in this Module, this is an excellent strategy

to choose!
Bid strategy # Focus on conversions (Conversion Optimizer), target CPA (many-per-click) bidding Edit
Change ad group bids »
Budget 7| $20.00/day Edit
Delivery method (advanced) Click Here

Focus on conversions (Conversion Optimizer) - use CPA bids

The next strategy we're going to explore is one of my personal favorites, The Conversion Optimizer.
This strategy is somewhat self explanatory...this is all about the conversions. Which, in our business, is a
good thing! There is some debate as to how effective the Conversion Optimizer is, but in my experience
it works pretty darn good. You need at least 15 conversions in the last 30 days to use the Conversion

Optimizer. Here is how it works:
1. Choose “Focus on conversions (Conversion Optimizer)

2. Choose Max or Target CPA (there is a rumor going around that Google is going to “get rid of” Max
CPA), so | always choose Target CPA. | prefer Target CPA anyway. That gives Google a little more
wiggle room to spend some money on keywords to find new conversions. If you use Max CPA, there

is less room for experimentation.
3. Then “Set an initial target CPA bid for your ad groups

a. You can start with the “recommended bid”. This is usually very close to what your Average CPA

has been in the last 30 days.
i. In the example below the recommended bid is a $19.00 CPA.

b. If this number is too high (meaning you are paying too much per conversion), then you can
choose “Start with custom target CPA bid”. The problem with choosing that option, is that if it is
drastically different from your previous average CPA, then your bids will change dramatically and
could reduce your conversions/revenue by a large percentage. It could potentially keep your ad

from showing at all (because Google may reduce your CPC so much that you don't compete).

4. The other option is to “Start with previous target CPA bids". Unless you have used the Conversion
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Optimizer on this campaign previously, this isn't really an option for you.

Focus on clicks - use maximum CPC bids
I'll manually set my bids for clicks

AdWords will set my bids to help maximize clicks within my target budget

Bid strategy |+

Unable to transition directly from the 'Focus on conversions’ option.

Focus on conversions (Conversion Optimizer) - use CPA bids
@Select a flexible bid strategy 7
Bid strategies: 0 Bid strategy type

You don't have any flexible bidding strategies in your library.
Create flexible bid strategy

Click Here

ﬂ Cance'

Change ad group bids »

Now that you've chosen your target CPA, all you have to do is sit back and watch the conversions roll
in! Seriously, this is awesome. You need to give it some time, and depending on how close your CPA bid
is to your previous average it may take some time for the CPA to adjust. However, in my experience,

if you choose a CPA bid that is reasonable, Google does a pretty decent job of hitting your target CPA

over time.

You want to know why this is even better than it seems? | know you do...Well, one of the many reasons
is, that Google also takes into consideration things like, time of day; day of week; devices; and locations!
Yeah, that means you don't need to make bid adjustments for each of these criteria that could have a

drastic affect on conversion rates.
Let me tell you, you're going to love this bid strategy.

Now, the only problem with this strategy is that you can't make changes to individual keyword bids.
That means that the strategy we discussed earlier in this module where we adjust bids up or down
based on their ROAS or CPA will NOT apply. So, you'll need to keep an eye on specific ad groups and/or
keywords. If they aren't performing the way you would like, then you'll want to pull them out, and bid

on them individually. If you choose to do that, you can still use “Enhanced CPC" at the keyword level.

You can; however, adjust CPA bids for different ad groups. That way you can set different CPA bids for
ad groups that either convert differently or you are willing to pay more for (example: higher CPA for
Golf Clubs compared to Golf Shirts).
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Now this doesn't mean you can “set it and forget it”. You ALWAYS want to try to increase your
conversion rate, your click thru rate, and your impression share (for profitable keywords). That means
making changes to ad copy, your landing pages, and everything in between. All of the work we did in
Module One really comes into play now. If you know your CPA or ROAS down to the penny you will
increase your profit. Also, if you can increase your average order value or the customer lifetime value,

you will increase revenue and profit.

Here is some bad news. You can't use Conversion Optimizer with Shopping campaigns. We'll learn
about those later, but this is a bummer. | suspect they will change this in the future, but for right now...

no dice on the Shopping campaigns.

PS: There is also a “Flexible” version of this bidding strategy.

Target Return on ad spend (ROAS)

This is another “Flexible Bid Strategy” and if you know anything at all about me. You know that | LOVE
this bid strategy. First of all, you'll need at least 15 conversions for a 30 day period. Then you follow the
same steps as one of the other “flexible bidding strategies”. Once you get to the create new bid strategy

screen it should look something like this:

Shared library > Bid strategies =

Create a new bid strategy: Target return on ad spend

You define your target retumn on ad spend (ROAS) and we'll automatically set your bids to help you get as much
conversion value as pessible. You can apply this strategy to keywoerds, ad groups, and Search and Display
campaigns.

Name

TargetROAS-5.0

Target return on ad spend (ROAS) -

500 %

To start, get "Conv. value / cost (opt.)" column data for the last 14 days and multiply
that number by 100.

= Advanced options

Max. bid limit 7
@ Don't set max. bid limit (Recommended)
Set max. hid limit

Min. bid limit |7

® Don't set min. bid limit (Recommended)
Set min. bid limit
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All you need to do is name your new bid strategy. You obviously want to name it something to describe
it. | got super creative and named this one “Target ROAS - 5.0". Anyone know why | named it that?
Bingo, because we are targeting a 5.0 ROAS, which means that for every $1.00 we spend we expect

$5.00 in revenue.

The next step is to choose your “Target return on ad spend (ROAS)". If you want a 5.0 ROAS, that is
equivalent to 500%. If you want to target a 6.3 ROAS, then you will put 630% in the target ROAS.

As you know from previous Modules, targeting a specific ROAS can be very useful. This allows you to
bid based on the amount of revenue, not just the target cost per acquisition. It is easy enough to “back
into” a target ROAS by figuring out your average revenue per sale for a specific Campaign or Ad Group,
and then dividing by your target return. However, with this strategy in place, we simply don’t have to do
that anymore. Strategies like this used to be only accessible with expensive Bid Management systems
or doing it manually. Now, anyone can do it as long as you have conversion/revenue tracking in place,

and enough conversions to begin.

For my money, this is the best strategy out there. Even if | am managing my bids manually, | am still
going to use a ROAS strategy. This just lets Google do it for us. However, in some cases (it happens a
lot), Google will not be able to meet your targets. If this is the case, then you will want to switch back
to manual bidding, and do some advanced work like time of day parting, day of week parting, geo
targeting, device targeting, etc, etc. Adjust bids using our systems we have in place from earlier in the
Module.

Bid Strategies Conclusion

Obviously, this is an important section. | do believe it is even more important to understand and grow
your business with Customer Lifetime Value, Average Order Value, ROI, Customer Retention, and most
importantly Profitability in mind. We covered most of that in Modules 1 and 2. At the beginning of this
Module we also discuss at length Bid Management. The reason | covered that first (even though in
some cases with Flexible Bidding Strategies you don't need it), is because of how important | believe it
is to the health of your business and to understanding your advertising needs. If you don’t understand
exactly why some keywords or search terms are profitable, then you are doomed to fail (or worse, be

driven out by your competitors).

With my stern warning in place, now you can use the power of Google and take advantage of their
behind the scenes systems to increase your conversions at a target ROAS or CPA that is profitable
for your business. Setup your accounts and campaigns correctly at first and you will be able easily

automate the management of your bids.

With all of these tools at the disposal of your competitors, your competitive advantage when it comes

to advertising will be understanding your customer, your business, and your unique value proposition.

*
+ v ' ..} HitchhikersGuidetoPPC.com




Final Thoughts

OK, so analogies aren't my strong suit. I'm trying to think of a good one for Module Three. The best | can
come up with is building a house...and | don't know how to build a house, so this might not be the best

analogy. But | can build some PPC Campaigns, so stick with me on this!

Module One we laid a solid foundation, and hopefully we looked at our PPC Accounts from a
philosophical perspective. Everyone knows you have to build an solid foundation and layout the vision
of the house first, right? So, we did that in Module One.

Module Two, we built some walls, laid some brick, and | guess we put a roof on? But we still had a lot of
work to do before this sucker started to look like a house. People driving down the street could tell that

we were building a house, but it didn't look like much.

Module Three, the electricians have been in, the plumbers have been in, and now it really looks like a

house. You just don't want to live in yet.

Wow, this analogy is even worse than | imagined when | started (and that is bad!).

Module Four is going to rock! We're going to put in huge Flat Screen TVs, a pool with a spa, some

landscaping, buy some artwork...by the time we're done...we may just sell this house for a profit!

Share this ebook

00006



https://www.facebook.com/sharer/sharer.php?u=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
https://twitter.com/home?status=www.americommerce.com/Hitchhikers-Guide-To-Ecommerce-PPC
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Hitchhiker's Guide- Module 4

We have been laser beam focused on AdWords search campaigns so far. Now, we're going to get out of

comfort zone, and start using some other forms of traffic that may even be more profitable.

Here is what we will cover in Part 4:

I. Google Shopping and Product Listing Ads

Il. Remarketing

Il. Display Network Primer

IV. Running and Scheduling Reports

V. Tips and Tricks
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Google Shopping and Product Listing Ads Defined

What exactly is Google Shopping? I'm glad you asked. Google Shopping and Product Listing Ads are
essentially the same thing as of October 2014. The old Product Listing Ads no longer serve on the
network, so all campaigns created as of October 2014 will be Google Shopping ads. Google Shopping
Ads are simply products that show up in searches for specific products or categories, and the ads are
taken directly from your Google Merchant Product Feed. Here is an example of a Google Shopping Ad

for a search on “taylormade driver”:

Go gle taylormade driver n

Web Shopping Images Videos News More = Search tools
About 976,000 results (036 seconds)
New TaylorMade® Driver - taylormadegolf.com @ Shop for taylormade driver on Google Sponsored @

www.taylormadegolf.com/SLDR ~

Top Rated TaylorMade® SLDR Driver. Order Now. Get Free Shipping! . = y
TaylorMade Golf has 8,705 followers on Google+ ) |
TaylorMade® Balls - TaylorMade® Holiday Nl
TaylorMade Driver Sldr - Shop our Sporting Goods store -
Regular ywww L S P P 9 TaylorMade R15  TaylorMade TaylorMade TaylorMade RBZ
Search S i 9 Driver - B... Men's SLDR... AeroBurner Dr...  Pro Driver
Ads Free Shipping on Qualified Orders.

$429.99 $249.98 $299.99 $99.98
Google Shopping Golf Galaxy Golf Galaxy Golf Galaxy Golf Galaxy
TaylorMade Preowned Clubs Ads
www.taylormadegolfpreowned.com/ ~ - e @ T
-

4.8 JdJdede rating for taylormadegolfpreowned.com

Official TaylorMade Preowned Site Save Over 60% On TM Clubs
M E
TaylorMade R15  New TaylorMade TaylorMade R1 TaylorMade
R

Trade To Upgrade - Certified PreOwned - Flat-Rate Shipping
Used TaylorMade Drivers - Used TaylorMade Irons - Used TaylorMade Hybrids

TaylorMade Golf | #1 Driver in Golf ik s ot i
Qrganic taylormadeqolf com/taylormade-drivers/ * Taylorhade-Adidas Golf Galaxy Humicane Golf | @Global Golf  Golfsmith
Search Results 1- 12 of 25 - Official TaylorMade Golf Online Store: Shop the widest selection Hede A (43)
Results of TaylorMade products, directly from the source!
SLDR - SLDR Driver - SLDR S - JetSpeed
o

You'll also notice in the above example that there is a “shopping” tab above the search results. Just

like if you are searching for images instead of web pages, you can choose just to search for “shopping
products”. This is another form of Google Shopping, but it uses the same Product Feed that you must
submit to Google in order for your products to show up in search results. Click on the Shopping tab and
this is what you will see:

Go gle taylormade drivers “ | WaysrgJS jrcthrf your

%} This is the "where you l

<
Web Images Maps | Shuppingl More ~ are”

Tulsa, OK Change Sort: Default ~  View: List ~ W My Shortlist (0) =
Merchant links are sponsored @

TaylorMade Golf RocketBallz Stage 2 Driver, 9.5, RH, Stiff

$169.99 from 5+ stores P E—
H k3 23 product reviews Product Listing Ad

Show only

Available nearby

New items

TaylorMade - Driver - Mens - Right Handed

Price

Hpita $150 Taylor Made Burner SuperFast TP 2.0 Men's Driver
§150 - 5300 § $89.99 from 20+ stares

Qver §300 TaylorMade - Driver - Mens - Right Handed

5

-

to

Go

o
<

Ways to filter your search results

Golf Clubs $199.99 from 4 stores

Golf Club TaylorMade - Driver - Mens - Right Handed

Headcovers >
i

. it

Golf Club Grips

Category Q TaylorMade RocketBallz TP Driver - Right Hand 9.5 Graphite Stiff Flex
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Google Shopping has been around for several years; however, in 2012 it became a source of revenue
for Google. That means, in order for your product feed (we'll get into this in a little bit) to show up in

a Google search you'll need to pay for the click...just like you do for a keyword in the search network.

In the old days, back when | had to walk to school uphill (both ways), the clicks were “free”. You simply
had to upload your product feed to the Google Merchant Center, and if your product was relevant for a
search...boom, you're in business. That is no longer the case, and since you are reading this right now...
you will be able to take advantage of this powerful source of traffic.

You'll also notice that there is a lot of information contained in a Product Listing Ad. We'll get into
exactly what a Product Listing Ad has when we cover the Merchant Feed, but you can see that it
includes a product description, product image, product price, product condition (new or used), and
product attributes.

When you are on the web search results and you click anywhere on the Product Listing Ad you will be
taken directly to the product page for that product and specific advertiser. In this example, if we click
the first result we'll be taken straight to the “Golf Galaxy page for TaylorMade R15 Driver”. You can see
how powerful this can be...the customer already knows what the product looks like, the price, shipping

information, and availability...all they need to do now is get out their credit card.

Here is a closeup view of the search results on the web search page:

=hop for taylormade drivers on Google Sponsored @

TaylorMade R15  TaylorMade TaylorMade TaylorMade RBZ
Driver - B... Men's SLDR. .. AeroBurner Dr._. Pro Driver
$429.99 $249.98 $299.99 $99.98

Golf Galaxy Golf Galaxy Golf Galaxy Golf Galaxy

TaylorMade TaylorMade R15  TaylorMade TaylorMade R1
SLDR S Drver TP Drniver Men's SLDR. .. Driver Golf Club
$329.99 $499.99 $229.99 $89.99
Golfsmith Golf Galaxy The Golf Ware.. () Global Golf
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It is a different experience when you are on the “Shopping” tab. If you click on the product title (the

title is a blue headline), it will expand the product to give you more information. This information also
includes different advertisers, pricing, availability, product reviews, seller ratings, comparison shopping,
and much more. This is much more like shopping for a product on eBay, Amazon, a comparison
shopping engine, or any other marketplace with multiple advertisers. Here is an example of what the
Google Shopping Tab looks like:

GO gle taylormade drivers “
Web Images Maps Shopping More =
Tulsa, OK nge Sort: Default ~  View: List = W My Shortlist (0)
Merchant links are sponsored @
Show only
Available nearby T = " :
aylorMade Golf RocketBallz Stage 2 Driver, 9.5, RH, Stiff i | Headiine 39
New items k3 23 product reviews
TaylorMade - Driver - Mens - Right Handed
Price The RBZ Stage 2 driver gives you a big, confidence-building clubface in a head engineered to promote fast swing speed. This driver
Up to $150 features a very large clubface and an . more »
$150 - $300
Over 300 $169.99 $71.93 2nd Swing Golf
" Free shipping. No tax $149.99 Rakuten com - Greater Golf Express Other
5 to Sport Chalet $149.99 Rakuten com - GolfEtail AidmHigas
5 Go Fhkkd seller rating Compare prices from 5+ stores
Category
Golf Clubs
Golf Club
Headcovers Related items  Reviews W save to Shortlist

Golf Club Grips

S Taylor Made Burner SuperFast TP 2.0 Men's Driver i
Ly i\ $89.99 from 20+ siores
TaylorMade - Driver - Mens - Right Handed
Department e
Mens '
Seniors

As you can see, if you are selling products, and | know you are because you're reading this at
AmeriCommerce.com the premier hosted eCommerce platform provider...then you definitely want to
consider promoting your products in the Google Shopping feed. However, as always, you'll want to test
the effectiveness of your product feed. There are some markets where Google Shopping is simply too
expensive compete profitably.

Now that we know exactly what Google Shopping is, let's jump into how we get setup.

Google Shopping and Merchant Center Setup

First login to your Google AdWords web interface or dashboard. Once you are logged in, click on create

a new campaign, and then choose the Google Shopping selection. See below:
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A Google A

Home  Campaigns  Opportunities  Tools

Adding a New Google Shopping Campaign.

All online campaigns

| All enline campaigns <«
Campaigns Ad groups as Ads Keywor Audiences Ad extensions Dimensions Display Network ot

EY tp_battle_bridge_labs_us

e Py e All but removed ca ns v Segment v Fil Columns + |3 3 Search View Change
battle_bridge_labs_modbroad
i Edit v || Details v gfBid strategy ~ || Automate +
i(=] Search Network with Display Select Budget 7 Status 7 Campaign type  Campaign Clicks 7 4 Impr. 7 CTR |7 A
Best opportunity to reach the most customers, ? subtype CcPC
Search Network onk
) $1,000.00/day Eligible Search All features 1] 118 0.00% 50
=i} Network anly

Shopping

Bestway to create Product Listi

Online video

campaigns 0 118 0.00% 50

Then you will be taken to the normal campaign creation screen. | suggest naming your campaign
according the same naming convention you have chosen for your other search and display campaigns.
First, you will need to link your Google Merchant Account with your AdWords account. If you haven't
created a Google Merchant Account, go ahead and do that now. Here is a link to create your Merchant

Account:

https://www.google.com/merchants/signup
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https://www.google.com/merchants/signup

Here is what the screen looks like to create your new Merchant Center Account:

Google Merchant Center

About your business Terms & Conditions

Sign up for Google Merchant Center

Google Merchant Center is the place to upload your store and product data to Google and make it available to
Google Shopping and other Google services. Please configure your account with the following information,
which may be displayed publicly. You can change this information later by visiting the Settings page of your
account.

About your business Where is your business based?

Select country %

What's the name of your store? 7

What's your website?

My site contains adult products as defined by Google's policy

Contact details Primary contact for account issues and updates 7

travis@trphipps.com

+| Send me updates with tips and best practices

Centact me to participate in Google surveys and opportunities to evaluate new features

Add a different contact for technical issues

Add a different contact for customer service issues

After you have successfully created your new Google Merchant Account, you will need to link your

AdWords account to your Merchant Account. You will do that inside the merchant center. Here is
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Google merchant center

— g S— -

Dashboard g
AdWords settings
Data feeds
Products Create a Shopping campaign in just a few steps to list your products on Google Shopping. The campaign
you create here will be managed and edited through your AdWaords account. Learn more
Diagnostics
API Dashboard
= Settings Your AdWords account
e Go to AdWords to manage Shopping campaigns for this account
FTP
Google Cloud Storage AdWords customer 1D Link status
AdWords Link your account right here. T
Tax
Shipping
Trusted Stares Other AdWords accounts

Automatic item updates
AdWords customer ID Link status

There are no other AdWords accounts linked to this Merchant Center account.

another screen shot of exactly how to link these two accounts together. You only have to do this once,

so don't get all worried that you have to do this every time you create a shopping campaign.

OK, we're not quite there yet. We still need to create our data feed. | know this is killing me too, but it is
a necessary evil. Fortunately, if you're on the AmeriCommerce platform they make this part easy peesy

(I've never in all my life used that phrase). Simply follow the directions in this support article:

http://support.americommerce.com/hc/en-us/articles/201903330-Google-Product-Feed-Set-Up

If you're not on the AmeriCommerce platform there are a lot of ways to create your data feed. It is
important to note the “required” information that must be in your feed in order for Google to accept it.
The requirements differ depending on what products you are selling. For example, the requirements
for apparel require more fields than for other types of products. However, it is considered best
practice to include as much information in your data field as possible. You will want to read through
this help article by Google completely before uploading and setting up your new feed. There is a lot of

information to get through, but you will need to understand it all.

When you are inside the Google Merchant Center you can create a new data feed by uploading your

own file or using Google Sheets. Below is a screen shot of a feed that Google will create for you, but you
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http://support.americommerce.com/hc/en-us/articles/201903330-Google-Product-Feed-Set-Up

E Google Merchant Center feed - Travis Test Feed [ |
Fie Edi View Inset Fomat Daia Tools Help Allchanges saved in Drive conmerss [T

e~ T 5 %3 A sl - B sA-®H E-1-5 HM z -

A B o D 3 F © H | 4 K L M N o [ a R s

- ~ ~ - - ~ ~ - - ~ Nt - b
1 igoogle product’ Accepted values:
i description  condition price availability link image ink gtin mpn brand category gender age group Kid:

- Kids
- Adult
ar the top right of th

s, legend, ine once you input your own items.
retum to the ‘Data feeds' tab of Google Merchant Center. Click the ‘Upload now’ link corresponding to this feed.

dragon design http:/Awww. black Clothingby ~ Accessories >
234 Black Shirt on the front. New 16.95 USD In Stock. http:/fwww blacl image1 Google: Clothing Female Adult s Black Cotton black1 us:c
Fitted black
hirt with Apparel &
dragon design hitp:/iww. blact Clothingby ~ Accessories >
235 Black Shirt on the front. New 16.95 USD In Stock http:/fwww.blacl image1 Google: Clothing Female Adult M Black Cotton black1

6 =REQUIRED
quired for

Sample Google Merchant Data Feed

10 =Recommendet

will need to manually enter the information. If you're doing this manually, this is a pretty good way to
go. You can create a schedule that will “fetch” the document from your Google Drive automagically at

any point in time (ie: daily, weekly, monthly).

It is extraordinarily important that you keep you data feed “fresh”. Funky fresh if you have the means.
Google wants to know that your price is up to date, your inventory is up to date, shipping fees, etc, etc.

The “cleaner” your data feed the better.

Finally, we are ready to complete our new campaign creation. Whew, | thought that would never end...

but here we are. Let's set this sucker up and launch our product feed out into the world!

After all of that we are back where we started, at the campaign creation page in AdWords. Let's go

through some basic settings.

Since this is our first Shopping Campaign | like to create a campaign that includes all of our products.
We can create new/different campaigns later, and we may also want to create Product Groups...but we

don't want to do that until after we see how our original product feed performs.

First, we need to name our campaign. Sticking with our original naming convention we can go with
something easy like tp_shopping_all_products_us. It isn't as important to keep a consistent naming

convention, but it doesn’t hurt when running filters and reports (which we'll do later on in this module).
Second, we choose the “Merchant identifier” will be the ID created in the Merchant Center.
Third, is choosing country of sale. This is required and is self explanatory.

Now we have “Shopping settings (advanced)”. And they do get a little advanced and difficult to

understand.

The first advanced setting is Campaign priority. The default setting is Low, and that is what all
products in your feed are originally set to. Since we are just launching a brand new campaign | like to
set it to at least Medium, and usually High. This will give our shopping campaigns higher priority, and

that is a good idea because we'll use this campaign to adjust bids for our new product groups (once
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we create them). However, if we come to find out that our shopping campaigns don't produce at a
profitable level, we can drop them back down to a lower priority. It is important to note that this setting

only comes into play if you have multiple campaigns advertising the same product.

The second advanced setting is the Inventory filter. This allows you to filter out some products you
don’t want to bid on, but they will remain in your feed. For example, let's say you also sell “used” Golf
Clubs. You could exclude all products that are Used from your Google Shopping Campaign. That way
you know you'll never have to worry about spending money on a set of products that you don't want to
bid on.

Now we move on to the other settings:

Networks: You can choose to “Include search partners”. | almost always include the search partners.

Unless you have a specific reason not to...go ahead and make this selection.

Locations: Choose the locations you want to serve your Shopping Ads.

Shopping Channels: If you have a brick and mortar store, then you can also select “Local”. This will show

your products at the local level, so people can come into the store and make a purchase.

Bid strategy: This is definitely a matter of personal preference, and should be determined by how well

your other campaigns produce. If you are creating the campaign from scratch, and don't have any data
then you will be forced to choose “I'll manually set my bids for clicks”. You'll want to set them manually
anyway until you have enough conversion data to make some bid adjustments. Also, | normally choose

“Enable Enhanced CPC”, just like we do for regular search campaigns.

If you already have conversion data, and you have at least 15 conversions in a 30 day period...then you
may want to consider using a flexible bid strategy. We discussed these strategies in Module 3. You can

go back and review and see if this makes sense for your Shopping Campaign.

Default bid: For new campaigns, just choose a bid that is consistent for your best producing search
keywords. You can adjust the bids as often as you like, so just make certain the bid is high enough to

get clicks.

Budget: Everyone should know by now that | don't like to limit a campaign by budget. So, | usually set
the budget at least $1,000 per day. However, if you're nervous or want to try it out first...go ahead and
set a more reasonable budget here. You can always raise it later (and it may save you some money and

a good night's sleep).

Advanced settings: | would leave everything alone here, unless you want to create a custom schedule. If
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Inventory filter

Metworks

Devices

Locaticns

Cheosing a Medium or High prierity for this Shopping campaign will alse prientize it over any existing
Search Metwork Only - Product Listing Ads campaigns.

® None — use all products in country of sale (recommended)

Create custom filter s If you want to limit

the products you
advertise, choose
this filter

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

+' Google Search Network 7

v Include search partners _

Ads will show on all eligible devices by default.

Which lecations do yeu want to target (or exclude) in your campaign?
All countries and territeries
United States and Canada

® United States

Let me choose. .

Enter a location to target or exclude Advanced search

E Location options (advanced)

Target

Exclude

Shopping channels

Bid strategy

@ People in, searching for, or viewing pages about my targeted location (recommended) 7
People in my targeted location 7

People searching for or viewing pages about my targeted location 7

® People in, searching for, or viewing pages about my excluded location (recommended) 7
People in my excluded location | 7

Show preducts from your online site, local stores, or both.

v Online

Local | ilfe— Choose local if you

sell products at your
brick and mortar
store.

Basic options | Advanced options
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Bid strategy |7/ Basic options | Advanced opticns

® Focus on clicks - use maximum CPC bids

e 'l manually set my bids for clicks

You'll set your maximum CPC bids in the next step.
Enable ‘ i

Enhanced CPC v/ Enable Enhanced CPC 7
|f you would ||ke Use my conversion tracking data and bids to optimize for my current conversion bid metric setting:
Conversions.
to use
conversion data Select a flexible bid strategy  *
to adjust bids.

$ 100 —— Choose a bid that is
This bid applies to the first ad group in this campaign, which you'll create in the next step. COI‘ISiStBI‘It With your best
selling search keywords.

Budget |7 3

1000 | per day

Actual daity spend may vary. |7

Choose a high daily budget,
unless you want to leave
money on the table.

B Delivery method (advanced)

Advanced sefiings
E Schedule: Start date, end date, ad scheduling

Start date Jan 7 2045

End date (® None

Ad scheduling 7

All days 4 12AM % 00 %4 to 12AM % @ 00 2 X
+ Add
Display clock (@ 12-hour 24_-hour

for example, you don't want to run your Shopping Campaigns on the weekend, then you can set that up

right now. Otherwise, just let it run all days and hours for now.
This is what the basic settings for a Google Shopping campaign should look like:

DISCLAIMER: As always, let me remind you, that each and every account, campaign, and product feed
will perform differently. The above settings are intended to help you with the initial setup. Always test

for yourself, understand your own account performance, and choose settings that work best for you.

After you save the settings you will be taken to the next screen where you can create product groups.
For the purposes of this guide, we are only going to create one campaign that includes all of the

products. There are a lot of advantages to creating product groups, but since we haven't collected any
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Module Four .
Il. Remarketing




data on our product feed yet we can safely run all of the products until we see some trends. If you do
want to create a product grouping for different brands, best sellers, product types, etc...you can set
those up rather easily. You won't “break” anything, just be careful with your bids...if you increase bids

for certain product groups, you'll want to have a good reason.

Remarketing

Ahh, yes...good old remarketing or retargeting, you say potato | say potato (that saying works much
better in verbal form). This was mentioned way back in Module 1, and if it wasn't...then it definitely
should have been. Even if you have no intention of using remarketing you still want to start building

your “audience” just in case. There really is no reason not to have remarketing installed on your site.

What is remarketing? You read my mind. Remarketing is simply the ability to tag a visitor to your

site, and then you can serve up an ad to them on the Google Display Network at a later time. When
remarketing first came out, it was revolutionary. This allowed us as advertisers to get a second chance
to sell something to every visitor who had already been to our site. Depending on your conversion rate,
roughly 90 - 99.5% of the visitors that come to your site will NOT buy from you the first time they visit.
However, they may have an interest in your service, they just weren't ready to buy. They don’t walk on
the lot lest they want to buy (I'm referencing Glengarry Glen Ross again). With remarketing we drop a

cookie on their device, and then we can serve a text or image ad to them on the display network.

If your wheels aren't spinning, you might not have a pulse. You can create ads with coupon codes, or
special discounts, or highlight promotions and advertise to people who you KNOW have already been
to your site. You can create “audiences” of people who visit any page of your site, or visit a certain page

of your site (think product pages or checkout pages).

One of the great things about remarketing is the fact that you can experiment with the effectiveness of
the Display Network with visitors who already actively searched you out. This is obviously very powerful
stuff.

Google has recently rolled out Dynamic Remarketing, and this is especially helpful for eCommerce
stores. We used to have to create a separate audience (remarketing tag) specifically for shopping cart
pages, checkout pages, product pages, etc. But now with Dynamic Remarketing, Google does this for
us...the best part...we get to use the data feed we already use for Google Shopping. We won't cover
Dynamic Remarketing in this Module, but if you're interested you can read up on it at the Google

AdWords support site.

https://support.google.com/adwords/answer/6077124?hl=en&authuser=0&ref_topic=6077046&rd=1

To get started with basic remarketing, the first thing you'll want to do is create your audience. This is
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done on the far left hand side of the AdWords interface, at the bottom you'll see a tab called “Shared
Library”. Expand that tab, and there you'll see some more choices. We're looking for the Audiences. You
can choose it from the left side navigation or in the body of the page. Click on the “view” link and then
you'll be taken to the promise land. Well, that is quite an exaggeration, but you will finally be where we

want to be. See both screen shots below:

A Go ‘.!Hl(' Home  Campaigns (

All online cam

All online campaigns «

Campaigns Ac
_':i':_'- tp_battle_bridge_labs_us

All but removed ca

| =%

[ C
]
1]
n
-
C
.
- 1
Click here to
.

expand the
Shared Library

© 2015 Google |

Shared library

Bulk operations
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Click on the “View” link:

A (;l}t)gk’ AdWords Home  Campaigns  Opportunities  Tools

Shared library

All online campaigns «“ % The shared library contains items that can be shared with multiple campaigns or ad groups. To get
K u
Shared library
v Ads
Audiences ;
) ) Ads Audiences

* Bid strategies
* Budgets Create an ad that can be used with several ad groups. Remarket to people who visited your site before.
* Business data . Thowis

Main callout feed

Main phone number feed

Main review feed

Main sitelink feed
* Campaign negative keywords _ _

Bid strategies Budgets

* Campaign placement exclusions

Create bid strategies that can be used to manage bids for Share the same budget across different campaigns.
specific keywords, ad groups, and campaigns.

View »
View »
Business data Campaign negative keywords
Upload or link to business data and feeds for your ads, Create a list of negative keywords for use with several
extensions, and targeting campaigns.
View » View »

Campaign placement exclusions
Bulk operations PR

Create a list of placement exclusions for use with several
Reports campaigns.

View »
Labels

Creating a new remarketing list. Now is probably a good time to mention that | highly suggest using the
Google Tag Manager. Sometimes referred to as the GTM, yep...another acronym. The GTM sells itself.
If you track conversions, create audiences, and basically need to add any kind of tag to your site...you'll
want to use the Google Tag Manager. This makes it easy to create, edit, and update tags anytime you

want, without having to change the code on your website. Are you interested? | know you are...so, click

here to learn more: http://www.google.com/tagmanager/

Now that | have that off my chest, we can get back to creating our new remarketing list.

+  First, name your list. You always want to have an “All Visitors” list. So, let's start with that...

+ Then choose website or mobile apps. Unless you're selling app downloads, choose websites.
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http://www.google.com/tagmanager/

+  Who to add to your list: We have a lot of choices here, but for our first audience we'll select Visitors
of page.

Other options:

Visitors of a page who did not visit another page

Visitors of a page who also visited another page

Visitors of a page during specific dates

Visitors of a page with specific tag

Or...drum roll please, a Custom Combo!

* You'll need to add the URL you wish to tag

+ There are some advanced options where you can choose a URL they have visited, and add

conditions regarding the referring URL or the actual URL.

*  Membership duration. This determines how long you keep visitors on your list. The maximum is
540 days (that is a LONG time). | like to have at least one list/audience with the maximum duration,
all visitors, and no conditions. This basically allows us to remarket to anyone who has visited our
site in the last 18 months. Expert Hint: if your business is seasonal at all in nature (ie: you do a lot
of sales during the holidays, or the summer), if you keep a list of visitors longer than a year you can

advertise to this list the NEXT season. | know, right?

+ Description: This is just for your eyes, so you can put anything in the description you like.

+  Click the Save button, and you are good to go!

*
\' HitchhikersGuidetoPPC-com

—
_ ——

*



Here is a screen shot of the New remarketing list page in action:

Shared library = Audiences =

New remarketing list

Create a list of people who have recently visited your website or mobile app. Before you create a list, you need to place
a remarketing tag across your website or mobile app. Learn more

Remarketing list name = All Visitors

Web or app (7 (® Websites
Iobile apps
Who to add to your list |7 Visitors of a page -

People who visited a page with any of the following:

+ Rule

Estimate list size

0

Show advanced options Se

1]
o

xamples

o

v Include past users who match these rules

Membership duration |7 540  days

Description | This s a list of all visitors who have been to the site within the
a last 540 days.

prons

Check the "Policy for advertising based on interest and location” to find out which sensitive categories of sites or
apps can't use remarketing, and what you need to add to your site's or app's privacy policy

Now, you'll need to either email the remarketing tag to yourself or your developer to install on your
website. You can also retrieve the tag code at any time by putting a checkmark next to the list, and

choosing “View tag details”, and then selecting Setup, and finally “View AdWords tag for websites.

We mentioned the value of the Google Tag Manager earlier, and this is one of the many places it really
comes in handy. You can create a custom list for a variety of actions on your website (as you can see
from the custom lists above). Instead of sending each tag/code to your web developer (or doing it
yourself), you can simply update the GTM and you are off to the races. | promise | don't work for Google

or on the GTM team, this is just an incredible advancement in remarketing and tracking.
Creating a Remarketing Campaign

We have created our first remarketing list, we've installed the code on our website, now we need to

create campaign. We've done this for our search campaigns and our shopping campaigns so far, so we
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know how to do this. Just a few minor tweaks, and we'll be serving up ads in no time.
1. Click on the red “+ Campaign” button.
2. Choose “Display Network Only”.
3. Choose the “Remarketing” radio button.
4. Name your Campaign (hint: it will look something like this: tp_remarketing_all_visitors

5. Skip down to Bid strategy. You can choose “I'll manually set my bids for clicks” and Enable

Enhanced CPC (you must have conversion tracking for this option).
6. Pick a budget

7. If you want to choose an ad schedule, now is the time to do this...as always, you can adjust the ad
schedule later...but if you know you only want to show ads during the week, this is an easy time to

set it up.
8. Save and continue.

Side note: You will notice that you can also choose to “Use dynamic ads”. Dynamic Remarketing goes
beyond the scope of this course, but let me tell you...it is awesome. You'll use your product feed just
like you do in Google Shopping, and it will serve up ads based on specific products that the visitor had

viewed. Yeah, it is that cool. It is done automagically for you too...
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A {;;L_}(‘lslt' Home  Campaigns  Oppeorunities  Tools
Search All online campaigns

All online campaigns #
Campaigns Ad groups Settings Ads Keywords Au
N tp_battle_bridge_labs_us

=3 el All but removed campaigns - Segment Filter C
Y tp_golf stuff us Edit = Details - Bid strategy -
Search Network with Display Select Budget 7
Best opportunity to reach the most customers

. Search Network only

rnala coarcrh and caarrh mardnare
(=00qle 5earch and seartn parners

$1,000.00/day

You should be -
comfortable with
this by now.

Display Network only

P PO P WUt 1 R e i
Google’s network of parner websites

' Shopping
Best way to create Product Listing Ads

Online video
campaigns

] Total - Search 7
Total - Display Network 7

Total - all campaigns $1,000.00/day
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A (;(Jt)gk' Al Home  Campaigns  Opportunities  Tools
—
o Select campaign settings Create an ad group Create ads

Type: Display Network only - Remarketing

Campaign name tp_remarketing_all_visitors

Type |7 Bl Display Network only + All features - All the features and options available for the Display Network 7

® Remarketing - Ads targeting pecple whe have previcusly visited your website 7
Engagement - Rich media interactive ads optimized for user engagement 7
Mobile app installs - Ads encouraging people to downlead your app 7
Mobile app engagement - Ads that encourage acticns within your app 7
Ads in mobile apps - Ads for your website that show exclusively on mobile apps 7
Learn more about campaign types

or load settings from i e

Use dynamic ads 7 People will get different ads based on the preducts or

services they viewed on your site. '

Customers may be more likely to purchase from you if
yeour ads show preducts they've already seen on your site.

st v ko Them ur ads

website while faey browse the

Bid strategy 7| '@ Focus on clicks - uss maximum GPC bids

® [l manually set my bids for clicks
You can set your ad group bid after you save your campaign settings.

AdWords will set my bids to help maximize clicks within my target budget

v Enable Enhanced CPC

Use my conversion tracking data and bids to optimize for my current conversion bid metric setting:
Converted clicks.

Focus on impressions - use maximum GPM bids

Focus on conversions (Conversion Optimizer) - use target CPA

Maximize performance with automatic bidding

You can set your target CPA for ad groups after you save your campaign settings.
Select a flexible bid strategy

Budget 7 $ 1000 perday

Actual daily spend may vary.

Location, language, and device targeting (not recommended for remarketing campaigns)

Ad scheduling and delivery options (advanced)

Save and continue Cancel
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Remarketing Ad Group Creation

You've just created your first remarketing campaign, and now we must create an ad group. This step is

super easy, and has only a few options:

1. Ad group name: You can call this anything, | just like to keep the word “remarketing”, and a

description of the list | plan to use. In this case it will look like this: remarketing_all_visitors

2. Choose your bid: Since we chose Enhanced CPC that is the option it will give us. You should
start off with a bid high enough to get clicks and visitors. You'll adjust the bid as you review the
performance of your remarketing campaigns. You can always use the little trick | taught you in an
earlier module. Take your target CPA x Conversion Rate = Bid. If your target CPA is $75 and your
average conversion rate is 2% then a profitable bid would be $1.50. | usually take that bid and

increase it so | can be assured to get some traffic.

3. Then you choose Remarketing lists. Since this is our list of “All visitors” we hit the double arrows

and it will add this list to our ad group.

a. After you have selected the list, it will give you a “Potential reach per week on the Display

Network”. This is good to know if you need to narrow your target, or leave it the way it is.

4. You can the choose to Narrow your targeting. But since this is a remarketing campaign, there is no

real reason to do this. We will cover this briefly in the Display Network Primer.

5. Google has a new option called “Targeting optimization”. If this is a new campaign, you may want
to consider selecting this option. What Google does is uses demographic data from your existing
remarketing list, and identifies similar customers. Then it will serve up your remarketing ad to them,
just as if they had visited your site. This is pretty cool, but it can get out of hand. So, if you do choose

this option, you'll want to keep a close eye on your clicks/conversions!

6. Click Save and Continue.
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A (‘.(}Ugh' AdWords Home  Campaigns  Opportunities  Tools

0 Select campaign settings o Create an ad group Create ads

Type: Display Network only - Remarketing

Add the list by clicking
on the double arrows.

Ad group name all_visitors

Enhanced CPC 7 5

A5
Remarketing lists e Selected: 1
Search by list name Filter by label - Hemaaiscisngy fmts: |
Remarketing lists: 2 + List size All visitors
All Visitors 24 »
Marrow your targeting further (optional) Choose this with caution.
It can help increase
Targeting optimization reach, but may be costly.

v Let AdWords automatically find new customers
® Conservative targeting: find additional customers, at your current cost per customer 7
Aggressive targeting: discover even more customers, around your current cost per customer (Display Campaign Optimizer)

Save and continue Skip ad group creation

Selected: 1

Remarketing lists: 1

- All Visitors Potential reach per week
on the Display Network
30M - 35M

Impressions

Leam more
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Creating Remarketing Ads

We've successfully built our Remarketing list, created a campaign and ad group, now we need to fill the
ad group with some ads! It is a good idea to start with a Text ad, and that is the screen that pops up

after you save your Ad group.

Below is what the Text ad creation looks like. After you have created at least two Text ads, click done.

A (‘;H{‘stﬂt‘ AdWords Home  Campaigns  Opportunities  Tools
0 Select campaign settings 6 Create an ad group a Create ads
Editing...

Image ad Text ad Display ad builder

_ Remarketing Text
Headline Come Back and Buy Clubs Ads are the same as
Description line 1 | jmited Time Only - 20% Discount! search Text Ads.

Description line 2 Call or Use Code: Best_Gaolf_Clubs

Display URL '+ BattleBridgeLabs com/Shop-Now
Destination URL (7| ntpsy ~  BattleBridgeLabs.com/Shop
Device preference |7 Mobile
Text ad

Come Back and Buy Clubs
BattleBridgelLabs com/Shop-MNow
Limited Time Only - 20% Discount!
Call or Use Code: Best_Golf_Clubs

Ad previews might have a slightly different format than the actual AdWerds ads.
Learn more

Create next ad Done Cancel

m Skip ad creation
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Creating Display ads with Google AdWords (No Designer Necessary)

So, you want to create some Image Ads, but you don't have any design skills? Well, you could hire
someone to do it for you...but that of course costs money. Well, Google wants your money so bad, that
they are willing to create ads for you...for free! Yep, just to get us to spend more money on advertising,
they've put together a pretty handy dandy (that is another phrase I've never used before...what's up?)
“Display ad builder”.

You can add your own copy, headlines, etc...you can customize the color scheme, and more. They make
it so easy, they even scan your website and produce a bunch of suggestions. So, in a matter of minutes
you've got ads running on the NY Times, and you look legitimate (I'm not saying you're NOT legitimate,
but this definitely makes it easy).

Check it out:

Type: Display Network only - Remarketing

Create several ads that are relevant to your customers and describe your products or services. Try different types of
ads and ad text to see what performs better.

Editing...

Image ad Text ad Display ad builder

First: Choose your More
template. choices
even...
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Ad preview
Headline

You Forgot Your Watchl —
Select ad sizes
T2

Description line 1
20% Discount - Limited Time Yan Fllrlllll'
FuturaTBolCon A Yn“r wmch! Lot's of
customization.

You can choose

the headline,
color scheme,
description,
product images,
etc, etc.

Description line 2

Only §1499 e,

Logo (optional)

Mo image selected

In all ad sizes 7

Select image «

The ads can be
flash ads or

Click button html5 ads, which
BUY NOW! are dynamic in
nature.
Grabbing the
P attention of the
S5 Default image viewer.
() In all ad sizes 7 .
-—;_;-'f Update image «
Try 'em out!
Background . .

Boom, goes the dynamite! That's right...5 minutes later you have custom built, flash, ads serving up all
over Google's Display Network. It is that easy...I really wish they would have had this tool when | was

starting out.

The other alternative is to create your own custom ads. This is what I've done for years, and there is
nothing wrong with this...it is just time consuming and expensive. However, you definitely have the
added benefit of staying true to your brand and design. You will want to create ads for all of the sizes (|

don't like to be limited to which sites | can advertise on because | don't have the correct ad size.

After you've saved or uploaded your ads, you will have to wait a short period of time for the ads to be

approved. This process usually happens very fast, so don't worry about it too much.

This should get you going with your remarketing ads. Just like all campaigns (and all advertising, for that
matter) you'll want to see how profitable, effective, and productive your ads are. Here is how you find
out which placements (a placement is the site where your ads are showing) are producing for you, and

which ones aren't. This is probably the best way to see how effective your remarketing is (outside of
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just a standard campaign report).
Here is how you checkout the placements:
1. Click on your remarketing campaign.
2. Choose the ad group you want to analyze.
3. Click on the Display Network Tab.
4. Choose the Placement tab next to the +targeting button.
5. Then you can add columns to your view just like in your normal campaign view.
6. Sort by cost, converted click, cost/converted click, or any value you like.

Here is an example:

Allonline campaigns > Remarketing >

Ad group: General visitors

Previous | Next
Custom: -Jang,2015 ¥
T o
ads2014 gif Ad group bids (Max. CPC) Edit -

728 x 90 Defaultbid $0.65 2
View all 3 ads

Settings Ads Ad extensions Auto targets Dimensions Display Network: ¥
PR otcptay keyworas Topics | interests & remarketing | Demographics

Al eligible placemants Segment — Filter + Columns + || 2 Search View Change History
Edit + Seedetails ~ | Automate ~  Bidding: Enable custom bids +

. Placement Status Max, CPC Clicks Impr. 7 cIR Avg, CPC Cost Conversions Costi Conv. View-through Converted +  Cost/converted Total conv. Conv. value /

? conv. 7 rate 7 conv. ? click 7 value. cost 7

o | voutubecom Automatic 50.6 2084 300474 070% 5032 566881 25 52673 119% 124 22 $3038 33463 50

il ebay.com Automatic 5 350 84,789 0.41% S057  §199.19 13 §15.32 371% 108 1 $18.11 1,1792 59

s | forxnewscom Automatic 239 31,111 077% S054  §12904 9 §1434 37T% 24 8 §16.13 700.1 54

. ananymous.gooals Automatic 1263 286070 044% $037 546449 7 $66.10 056% 185 7 $66.10 4226 08

. go.com Automatic 5 108 9624 113% 5026 53905 5 57.81 459% 7 4 $976 3330 85

. macrumors com Automatic 5 73 9030 081% 052 538.10 s 5476 10.96% s 4 $9.52 7756 204

. peh.com Automatic 26 2477 075% 5055 51423 5 3285 19.23% 4 4 $3.56 2124 149

o comeastnet Automatic 29 1510 1.02% 5064 51858 3 5619 1034% 3 3 $6.10 4207 226

. nytimes cam Automatic 50.6 77 7732 1.00% 5049 53784 5 $7.57 6.49% 8 3 §1261 3404 a0

il cronica.com mx Automatic 5 4 17 2353% 5004 $0.14 2 5007  5000% 0 2 s0.07 2350 16782

Remarketing Conclusions

As you can clearly see, remarketing can be a very powerful tool to have in your toolbox. We know for

a fact that a large percentage of visitors to our site will not buy the first time they visit. In many cases
we've paid dearly for that visitor, and at the very least we've worked hard for the organic traffic our site
brings. Why should we just let them leave and never look back? The answer of course, is we shouldn't.

Let's drop that cookie on their device, and advertise to them again in the future.
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Not only do we get a second chance at advertising to a past visitor, but remarketing affords us an

excellent opportunity to try out the Display Network. Since remarketing uses the Display Network, we

can find out what other sites visitors to our site frequent. We get to find out the sites that generate the
most interest, leads, and sales. If we are only using the Search Networks, we are leaving a vast majority

of the traffic on the table. If we ignore that traffic, we risk losing revenue, market share, and customers.
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Display Network Primer

This is a perfect time to jump into the Display Network. | just hinted at the fact as we finished up the
Remarketing Section of this module, and obviously there is a connection between remarketing and
the Display Network. Advertising on Display is such a completely different mindset; therefore, using
Remarketing as a way to introduce ourselves slowly and with much less risk is something | always

recommend.

With that in mind, | suggest you run your remarketing campaigns for several weeks, and analyze the
data. Find out which sites convert, who your demographic is, and as much information as you possibly
can. Then you can create Display Campaigns with that knowledge and you'll be able to make the

following target selections wisely.

Let's walk through a quick Display Network Campaign Setup, and we'll also get a better understanding

of how you can use audiences to target your demographic.
1. Click on our old friend, the red +Campaign Button: m
2. Choose Display Network Only.
3. Click the radio button: All features
4. Name your campaign

5. Choose the location you want to serve the ads. It is probably best to start with the country you

currently do the most business, and then add other countries later (and to a different campaign).

6. Choose your language (this usually defaults to the language of your website, but it doesn't hurt to
check it).

7. Choose your bid strategy. Same rules apply here as they did to our remarketing campaign. If you
have enough conversions you can use the Conversion Optimizer or a Flexible Bid Strategy...if not,

stick with manual bids and enable Enhanced CPC.
8. Choose your budget.

9. I'm a big believer in Ad extensions, as you know from previous Modules. Use your location and

phone number to extend your Display Network ads.
10. Under the Advanced settings we have the following you will want to consider:

a. Schedule. You know how | feel about the schedule. If it makes sense to adjust bids during

certain times of the day, this is where you do it.

*
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b. Ad rotation. We covered this at length in a previous Module, but it doesn’t hurt to discuss it

again.

11. Depending on the time you have available, the number of clicks, and your experience with testing
here are the choices | would make when choosing Ad Rotation:

a. Optimize for conversions: This is the easiest and lets Google do the work. You lose some
control, but it does save time (and it is possible, Google will do a better job than you anyway...no
offense!).

b. Rotate evenly, then optimize: If you want to test at least 2 ads, and then let Google choose the

winner after 90 days (just in case you forget!). This is an excellent option.

c. Rotate indefinitely: This is for all of the control freaks out there. You risk running a “losing”
ad for an extended period of time, but you gain control and get to choose your own KPIs (key

performance indicators).

d. Frequency capping. There are several schools of thought on this subject, and each side is very

passionate about their opinions.
12. This setting allows you to choose how often and how many impressions a visitor sees your ad.

a. There are a lot of valid reasons to set this cap. Many people feel that there is something called
“banner blindness". This means that you see an ad so many times that you become blind to it.

There is data to back this up, and data to debunk this theory.

b. You may also want to limit the number of impressions simply because of a marketing or
branding preference. | prefer to work on data, and suggest testing impression capping vs

unlimited capping, but this is also a valid reason to set a cap.

c. Not setting a cap allows your ad to show to the same person an unlimited number of times

regardless of whether they click on the ad or not.

d. Devices. You can choose what type of devices and/or operating systems your ad appears. If you
have data from your analytics software, you may want to use this information to choose the types

of devices you serve your ads to.

e. Now you can save and continue, and we're onto the Ad group stage.

*
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A (;R)(ngt AaWords Home  Campaigns  Opportunities  Tools

o Select campaign settings Create an ad group Create ads

Type: Display Network only - All features

Please correct the errors below

Campaign name | yooiay test us

Type B Display Network only + ® Al features - All the features and options available for the Display Netwerk 7

Remarketing - Ads targeting people who have previously visited your website 7
Engagement - Rich media interactive ads optimized for user engagement
Mobile app installs - Ads encouraging people to download your app | ?

Mobile app engagement - Ads that encourage actiens within your app 7

Ads in mobile apps - Ads for your website that show exclusively on mobile apps |7

Learn more about campaign types

or load settings from Cin T anpenre.

Locatiens (7 Which lecatiens do you want to target (or exclude) in your
campaign?

All countries and territories

United States and Canada
® United States

Let me choose

Advanced search

Languages |7/ What languages do your customers speak?
English Edit

Bid strategy |7 Basic options | Advanced options
® Focus en clicks - use maximum CPC bids

® 'l manually set my bids for clicks
You can set your ad group bid after you save your campaign settings.

AdWords will set my bids to help maximize clicks within my target budget
v Enable Enhanced CPC

Use my conversion tracking data and bids to optimize for my current conversion bid metric setting:
Conversions

Focus on impressions - use madmum CPM bids
Focus on conversions (Cenversion Optimizer) - use CPA bids
Select a flexible bid strategy

Bid strategies: 1 Bid strategy type

Budget 7/ g 1000 per day

ilv spend mav vars.
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Ad extensions

You can use this opticnal feature to include relevant business information with your ads. Take a tour.

Location |7 Extend my ads with location informaticn

Call 7 [] Extend my ads with a phone number

Advanced setlings

Schedule: Start date, end date, ad scheduling

E Ad delivery: Ad rotation, frequency capping

Ad rotation |7 Optimize for clicks: Show ads expected to provide more clicks

deal setting for most advertisers.

@ Optimize for conversions: Show ads expected to provide more conversions

|deal setting if you use AdWords or Google Analytics conversion tracking.
Rotate evenly: Show ads more evenly for at least S0 days, then optimize

May be appropriate if you optimize 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.

Frequency capping 7 No cap on impressions Edit

[ Device: target selected mobile devices and tablets

Dynamic ad settings

Save and continue Cancel

Here are the screen shots from the Display Campaign Creation pages:
Display Ad group creation

Campaign created, now it is time to create our Display Ad group. In Display the Ad groups are a little
different than in search campaigns. The main reason for this is your ability to target your ads. At this

step you can make the following choices:

1. Display keywords. This is very similar to search. You simply choose a bunch of keywords you would
like to target and Google will run your ads on sites with those keywords. There are some significant

differences, the most important being...there are no “match types”. All keywords are broad.
a. You simply type the keyword in the box, and then add it by clicking on the “double arrow".

b. Google will also “find related keywords” for you. You probably already have a good idea what

keywords you want to target; however, it never hurts to see what's out there!

2. Interests & remarketing. We are already familiar with remarketing, and we can choose any of our
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remarketing lists at this time. But now we can also choose audiences. There are three different types

of audiences, and each has its advantages.
a. Affinity audiences. This creates a list of users with long term affinity for products or services.

b. In-market audiences. This targets users actively looking for a product or service. This is

obviously very cool and powerful.

c. Other interests. You can reach users and audiences who recently visited sites on a certain

subject. They may not be long-time or affinity visitors, but they have expressed a recent interest.
3. Different targeting methods

a. Topics. The difference between topics and interests is that topics are targeting the sites
themselves (not the users). So, if you sell after- market Ford car parts, your ad may show on a Ford

owners group blog. You can choose your topics, and add as many as you like.

b. Placements. You can choose which sites you would like your ad to appear. This is a great way to
get bang for your buck. You can type in a search term, and Google will give you specific sites that
you can advertise on...and give you the estimated Impressions/week. You can choose as many

placements as you like.

¢. Demographics. This is another powerful targeting method. Simply choose the demographic of

your ideal customer, and Google will only serve up ads to customers in that demographic.

Once you have chosen your targeting method of choice, and you are satisfied with the available

impressions...simply click on the “Save Ad group and continue”.

The next screen will take you to ad creation. Since we covered this at length earlier in the module, we're
going to skip in now. | will mention that you can have google create image ads for you, you can use text

ads, and you can upload your own image ads for the Display Network.
Display Network Conclusions

You have successfully created a new Display campaign, Ad Group, and some ads (creatives). Now, the
hard part comes into play. You must identify which sites, demographics, target audiences, etc work
well for your business. There are a lot of settings, levers, and pulleys in the Display Network. This is
where the money is made and the savings happen. I'm not going to lie and say this is easy, because
well...that would be a lie. You need to launch some Display campaigns, and keep a very close eye on a

lot of metrics. The advanced techniques it takes to be successful in Display is beyond the scope of this
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course, but it is possible. Use the tools at your disposal and your new found confidence you've gained
working with your search campaigns. You'll learn that this really isn't rocket surgery (see what | did

there?), but it does take time, effort, and some money.

Running and Scheduling Reports

This portion of the course isn't very sexy, that much is true. But if you ignore the reporting, all of your
other work is more or less a waste of time. I'm going to keep this section short and sweet. I'll show you
my favorite reports and how to run them. After you've learned how to run a report or two, tweaking

them to fit your needs is rather simple.

Campaign Reports

The important thing to remember for all reporting within the AdWords interface is to add the columns
that you'll be reporting on frequently. There is a difference between “views” and “reporting”; however, |
usually like to set my views so that | see the data | will be reporting on consistently. Let's walk through

how to add columns to your view so that we can easily run reports against it.

Here are the columns | like to have showing at all times:

+ Campaigns

+ Budget (you can't remove/hide this column)

« Status (you can't remove/hide this column)

+ Campaign type: If you want to sort or run reports by type, this is always good to have.

+ Campaign subtype. Ahh, you decide if this is important to you or not.

* Clicks.

+ Impressions

+ CTR
+  Avg. CPC
+  Cost
*  Avg. Pos.

+ Converted Clicks: | like to run my reports on converted clicks as opposed to conversions. We
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covered the difference in Module 2. Feel free to review to make your own decisions.

+ Cost/Converted Click: Basically your CPA

*  Click conversion rate

+ Value / converted click. This is essentially your average order value per converted click.

+ Total conversion value. This is your revenue, or a total value you have assigned to conversions.

+ Conversion value/Cost. This is our ROAS - Return on Ad Spend.

campaigns Click columns,
and then
Ad groups Settings Ads Keywords Audiences Ad extensions Auto targets Dimension ork Customize
_ y columns
campaigns + Segment - Filter Columns ~ = 1 Search View Change Histoky
n iy Detals s Bidstrd Customize columns
Campaign Budget 7 Status 7 Campaign Campaign Clicks 7| + Impr. |7 CTR|[? Avg. Cost|? Avg. Conve

type |7 subtype CPC Pos. click

Here is how you customize your columns:

1. Click on the “Columns” button.

2. Choose Customize Columns.
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Competitive metrics » ; :
Click conversion rate

Performance (Active View) »

Google Analytics s Total conv. value

Search Funnels ¥ | Conv. value [ cost

onv. value [ clic ]

Reach Metrics »| ¢ i ek

Change history » :

Yalue / converted click
Custom columns ¥

Value | conv. ]

Click on the
double arrow to
add the column

Click on the X to
remove the column
from your custom view

3. Then you are taken to the next screen where you choose the columns to add.

4. Each column is in a category called “metrics”. Choose the metric, then click on the “double arrow”

Check the box, and name the Total conv. value
set of columns. Then click

Apply.

Conv. value / cost

Value / converted click

+" Save this set of columns  Standard View

Cancel

to add your column.
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5. You can also remove columns by clicking on the x.

6. After you have the columns in place, you can save the set of columns and give it a unique name.

7. Then click on Apply.

Now that we have our columns and view established, we can run a campaign report.

For campaign reports you'll want to be on the campaign tab, and have the correct “auto-filter” in place.
By “auto-filter” (a phrase | coined), is simply which campaigns will be showing. You have the following

choices:

« All. Shows all campaigns, active, paused, and removed (deleted)

+ All enabled. Shows all active campaigns

* All but removed. Shows all active and paused campaigns.

This is pretty self explanatory. Depending on what | am doing...| usually set it to “all enabled” or “all but

removed”. Once it is set, then choose your desired date range. Choose whichever date range you are

All'online campaigns | Click on Filter and then Create
filter.

ords

Ads Audiences Ad extensions

Campaigns Ad groups settings

All enabled campaigns Segment ey = .
- Filter by label

[ ] Campaign * Camyj

ype

All non-active campaigns  Remove

Total - all campaigns .
P All enabled campaigns Remove

trying to compare. There are many pre-set date ranges (ie: Last Month, Last 30 days, This month, etc,

eteo).

L 2
- * X HitchhikersGuidetoPPC-com



= Filter

| Clicks v| >= - 1 X

Bidding Strategy 3

Choose what you
want to filter.

Change history b
| Performance (Active View) » Ve filt
Impression share b

Details - Bid strategy Automate -
l Search Funnels Lo

Analytics Budget 7 Status 7 Campaign
; type 7
Conversions
Performance F
: i $30,020.00/da
Reach Metrics F i aay
] 51,000.00/day Eligible Shopping

Campaign name

Now we're going to want to apply some basic filters. For campaign reports, | like to filter out any

- Filter

check the box, name
the filter.

Clicks = -

+ Add anocther

m Clear ~! Save filter| Clicks= 1|
m Edit Details Bid strategy « Automate -

campaigns that don't have any clicks. You can filter out campaigns by almost any metric possible. Filters

are your friend. Use them early, and use them often!

1. Click on Filter, and then Create Filter.
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- Filter

Simply click +Add another.
Then choose your new filter,
and uncheck any you don't
Search & Display Networks want to show.

v Search Metwork only ;
m Clear Save  Display Netwerk only

Shepping

m S ¢ Search Network with Display Select

. Campaign Budget 7 Status 7 Campaign Campaign Clicks | 7 Impr. 7 CTR

Clicks - = -

Campaign type ~ Matches any 1 sele

+ Add another

2. Click on the drop down box to choose what you want to filter by. In this example, we are going to

choose clicks (greater than or equal to 1).

3. Then you can save and name the filter, so you can use it again.

4. Then click Apply. And it will filter the results.

5. Now, I'd like to filter out all of my Shopping campaigns, because | want to run this report just for
my search campaigns. We can run a filter a variety of ways. You can filter by campaign name or by

campaign type. Start by clicking + Add another under the filter.

Download and schedule report

Format Excel .csy =
Segment 7| + Add segment Click Send to:
ElEmail and schedule report No one
Send to e No one (no emails needed) ’
Only me (travis@trphipps.com) Save this
All account users with access fo view reporis repurt

Specific account users and me | 7

FHAdvanced editing Download

v Save this report Campaign report

Y our report will be saved to "Reports and uploads.”

6. Now it is time to download our report. Simply click on the download arrow, and then the

“Download and schedule report” screen will pop up.
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7. You can choose the format, then choose whether or not you want to email the report, or just

Download and schedule report

Format Excel .casv

Segment 7| + Add segment

Make your choices
based on your
needs, and click
download. It will
automatically send
you the reports as
scheduled.

EIEmail and schedule report
Send to Mo one (no emails needed)
® Only me (travis@trphipps.com)
All account users with access to view reports
Specific account users and me |7

FrE.'qLIE-nE:‘_.-’ One time

HAdvanced e Onetime

 Savethis Daily
First day of month

5 and Uploads."

Your report
Weekly >

download it one time.

Campaign report (Dec 13, 2014-Jan 11, 2015)

Campaign state Campaign  Budget Status  Campaigntype Campaignsubtype Clicks  Impressio CTR Avg.CPC Cost  Avg.posit ConvertecCost / con Click conv Est. total ¢Phone cal Total cony Conv. valt Value / converted click

enabled ] o 1,000.00 eligible SearchOnly  All features 51 538  0.95% 071 3597 3.9 0 0 0.00% 0 o 0 [ 0
enabled 4 « 1,000.00 eligible Searchonly  All features 188 6889 2.73% 138 260.22 34 6 4337  3.19% 7 0 959.91 3.69 159.98
enabled { 3 1,000.00 eligible SearchOnly  All features 132 3622 3.64% 085 1121 3 0 0 0.00% 0 [ 0 [ 0
enabled i . 1,000.00 eligible SearchOnly  All features 997 17251  5.78% 108 1,078.34 22 11 9803 110% 13 0 1,339.84 124 1218
enabled ] i 1,000.00 eligible SearchOnly Al features 133 4931 2.70% 081 10796 4 3 3599 2.26% 3 0 39996 37 133.32
enabled ! ) 1,000.00 eligible  SearchOnly  All features 37 388 9.54% 0.66 4 0 0 0.00% 0 [ 0 0 0
enabled ] _ 1,000.00 eligible  SearchOnly Al features 207 10013 ; 2 12944 097% 3 0 119.97 045 59.99
enabled ; _ 1,000.00 eligible Searchonly  All features 4 1817 0 0 0.00% 0 ] 0 [ 0
enabled ] 1 1,000.00 eligible  SearchOnly  All features a3 1 3.8 2.08% 1 0 179.98 411 179.98
enabled [ \ 1,000.00 eligible SearchOnly  All features 2 3003 0.85% 2 0 39997 222 199.99
enabled ] t 1,000.00 eligible SearchOnly  All features 0 0 0.00% 0 o 0 [ 0
enabled ‘ Cc 1,000.00 eligible SearchOnly  All features 6 778 5.71% 7 0 689.73 1478 114.96
enabled ] 3 1,000.00 eligible Searchonly  All features 8 2662 31% 8 0 87814 212 109.77
enabled ; _ 1,000.00 eligible SearchOnly Al fea 5 . 12 9021 0.92% 16 0 4,644.29 4.29 387.02
enabled ] _ 1,000.00 eligible  Seageh> 46| 1,022.12 3.1| 5! 17035 0.27% 8 0 1,966.88 192 327.81
enabled [ n 1,000.00 eligible Search Only 109 1189 38 0 0 0.00% 0 [ 0 0 0
enabled ] “1,000.00 eligible  Search O 6.06% 075 169.42 31 2 8471 088% 2 0 36893 218 184.47
enabled ! ¢ 1,000.00 eligible Search ORly 8 5.53% 094 1646 2.9 2 823 114% 2 0 468.01 234 234.01
enabled [ I 1,000.00 eligible  Search O 7 3.45% 0.9 181 2.9 0 0 0.00% 0 o [ [ 0
enabled 1 ¢ 1,000.00 eligible  Se i 1.25% 126 189.89 2.9 1 183.89  0.66% 1 0 119.99 0.63 119.99
enabled ] > 1,000.00 eligible SearchOnly  All features 1.82% 0.67 1598 a5 1 1598 417% 1 0 15998 1001 159.98
enabled [ L 1,000.00 eligible  SearchOnly Al features 176 4914 3.58% 103 180.61 2.9 5 3612 2.84% 10 0 1,159.90 6.42 231.98
enabled ] = 1,000.00 eligible SearchOnly  All features 38 1065  3.57% 088 3338 3.3 0 0 0.00% 0 o 0 [ 0
enabled 4 o 1,000.00 eligible Searchonly  Allfeatures 455 7217 6.30% 0.68  308.9 31 4 7n2 088k 5 0 1,511.96 4.89 377.99
enabled ] ) 1,000.00 eligible SearchOnly  All features 7 3344 2.24% 11 8216 3.9 1 8216 1.33% 1 0 179.98 219 179.98
enabled [ 5 1,000.00 eligible SearchOnly  All features S8 1264 4.59% 112 6522 34 2 3261 3.45% 2 0 18998 291 94.99
Total - filtered - - - - - 7478 182238 4.10% 0.78 584388 3 7 7792 100% 92 0 15,737.40 269 209.83
Total - all enabled campaign: - - - - - 11564 470671  2.46% 0.83 9,601.06 12| 141 6809  1.22% 166 0 25,584.07 266 18145
Total - Search - - - - - 11417 443672 2.57% 0.83 9,500.59 12 141 6738 1.24% 166 0 25,584.07 269 18145
Total - Display Network - - - - - 171 27828 0.61% 073 12455 1] 0 0 0.00% 0 ] 0 [ 0
Total - Shopping - - - - - 3915 260605  1.50% 0.93 3,632.63 [ 66 5504  169% 7 0 9,846.67 a7 149.19
Total - 33,185.00 - - - 11588 471500  2.46% 0.83 9,635.14 1.2] 141 6826 1.22% 166 0 25,584.07 2.66 18145

a. If you just want to download it once...choose the Send to “No one”, then choose Save this report

(or not), and click Download. You're done. It will download directly through your browser.

8. If you want to schedule the report, you just have one more step.

a. You choose who you want it emailed to.

*

X HitchhikersGuidetoPPC.com




b. Then you choose the frequency.

i. One time, Daily, First of Month, or Weekly (choose the day of week).

You can open your report in Excel, Google Sheets, or your spreadsheet program of choice. Your
downloaded report will look something like this:

If you are serious about your PPC campaigns and the overall health of your accounts, you will spend
a lot of time running and analyzing reports. Now that you know how to set one up, schedule one, and

download it...you can run a report on almost anything imaginable. Just follow these simple steps:

1. Choose your columns

2. Filter your content

3. Download and Schedule

That's it. Let's do a quick keyword report. We covered this in-depth in Module 3, but we were running
those reports for bid management and maintenance. This is just an example of what we can do with
our reporting. You can run Ad reports (I think we'll run one of those too...just to see one in action!), Ad
group reports, Ad extension reports, call tracking reports, etc, etc...I think you get the idea. If the data is

being collected by AdWords, you can run it! And it isn't very difficult.

Ad Report

1. Click on the Ads tab.

2. Filter your ads by your desired criteria. | like to view Ad reports by converted clicks, so | create a

filter with at least 1 converted click.

3. Click the “download arrow” and repeat the steps from above.

Before you download the report, you can sort the data by any of your columns. If you sort by converted
clicks, you'll be able to see the ad that converted the most across your entire account. Take this data
with a grain of salt, because it may just be the Ad group, Campaign, or Keyword that is producing the
results...but it does give you an idea of which ad copy is working. You should analyze all of this data
very carefully, and not jump to conclusions...BUT you can take a peek and glean some nuggets of truth

out of these quick views. | digress...back to the ad report.
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Here is a sample Ad Report view:

~ Filter 5
Check it out! Here
Converted clicks » | | >=  + 1 is some pretty
interesting
" ot information about
m _ our ads.
Clear Save filter Enter filter nal

e Ad Campaign Ad group Status Labels % Campaign ~ Campaign  Clicks 7 1mpr CTRE|  Avg Cost7 | Avg. Converted 4 Cost/ cie
Served  type 7 subtype crc Pos.  clicks 7 converted| conversio
? click rate
Total - all account 7 80,302 2560100  3.14% 5023 $18.22275 | 33 871 52092 1087
% =] - 154%  Search Al 2,128 39342 541% 5054  §1,15089 | 29 62 51855 2910
Approved Network  features
(limited) only
. =] - 030% Search Al 2,234 7E52  2049% 5026 58075 | 13 46 1220 2.18¢
Approved Network Teatures
only
8 =] = 113%  Seach Al 540 20008 186% 50.84 545450 | 48 28 $1623 518
Approved Network features
(imited) only
& =} - 004%  Search Al 341 1139 2094% 5057 12 2 59.28 6160
Approved Network  features
(imited) only
- =] - 080% Search Al 1,217 20551 621% 5021 526555 | 33 0 51328 157
Approved Network  Teatures
only
i ‘ve downloaded it:
Here is the report after we've downloaded it:
Se 6uspleq 1 sbbronsq (i1 2651CY OU V|| 469FNLE 3T5 5104 T0°08:¢ o ae3e 38 8 508 372050 0 0
52 suspieq ¢sbbionsa (1 265100 QU VI 13imLc ‘e w5 gaske  0m o3 s B ya 023 s B
St 6uspleq LCY OU V|| 463£NLE 5¥3 2388 TRIE o021 15388 v 8 = 33388 LN 0
53 suspleq gdgwar buol Leboiga* LCh OU V|| 4684 3¢ 3Te T03Ee o B0 3¢ 8 100 vwe EE] 0
55 su3pleq csu nwbowpexbolr’ susjise* suq cowbsie B S350 0T aver 33 8 Irew T bE] 0
5T |euspieq OfIL AIGM I {6 IUEBLIICE: POMBABL' PBLE Me  [PicH OuVIlissint v 02T emes S8 a3 ve: eew bS] B
suspie LGl QY| 46806 ; . : 5 ;
30 suspisq P12 12 opAIon2[A [P6 2916 IULOLISIO Lo b oaviLen il - 2 fere N g
T2 cuspieq - . - il ! - § wcpouviiiesm 2 oas:e  seme . 0e|  SoxEs o Tof | som  Tex " B
18 6uspleq — _—— - - » S - e % sbbioneq [N 26ILCY OU V|| 4694 203 22 10920 0Ty 98Ty 3 10 83 Teae LE] 0
T\ euspleq - - “Lsbbloreq DizbisA o1 vl gs9rmi STey  Teeony  T'3a 0T 33502 5s 10 3350 o'veR TS5 0
Te euspleq - - - - - 2631C) OU V]| 4694MLe TeTa 39518 T3 0718 Jo8'e3 3e I 5T 0'ese 18 0
T2 euspieq . - - - - sescpouvilieIn 30 Tee  Sewe  oe 1900 EN | Teee  wame ™ B
I 6Usp|eq - - - - - — 2631C) OU V|| 4694MLe w0y Toers reey 03y T2y EAl 5 LERN T n 0
13 euspieq - - - - - sescpouvIlieIN 02 Taed  wene 03]  SwewT 3 ™| mes Taaw ™ B
15 suspleq - -—- - - - - 26ILCY OU V]| 4694ML¢ 2ee T2013 32208 ey 393°5e EAl T2 T2 yeqe e 0
17 euspieq - - “ . - sescpouvilieIn  Teew  S0mE  vewe  0Te  Seewd 73 e | Te0s  Tosw s B
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Running reports from the Reports Tab

You'll see on the left hand side of your AdWords web interface that there are several tabs at the

bottom.

* Shared library

+  Bulk operations

* Reports

« Labels
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We're interested in the Reports tab. Click on this tab, and it will take you to all of your saved and

scheduled reports.

A Google Adwor Home

All online ci

All online campaigns «
Campaigns

All but remove

Click on the Reports
tab.

Shared lib,

Reports

Labels

Now you'll see a list of all the reports you've saved. You can run the same report from this screen, or
“create similar”. These come in very handy if you've slaved away at building out a report and you just

need to make small changes to it (like date range, add a column, etc, etc).

Here is what that screen looks like:

A Google Adwore Home  Camj Opportunities ~ Tools
& Reports
Want to run a report
SlColinssaT paloes “ " The reports you have saved or scheduled to run automatically are listed § LOTS of reports. All of your work is again? How abouta
i You can re-run these reports or create similar reports with different setings saved here for the future! similar report? You're
Shared library in the right place.
Remove:

Bulk operations
Report Fomat  Emai Daterange  Comparisondaterange  Creationdate + Created by Frequeney

LEEE Hour of Day csv Only report owner Custom None Jul 14,2014 Onetime  No Run now | Create similar

Labels AW-Rare Event- 12 Months - 17DEC2013 Excel csv  Noone (noemailsneeded)  Custom None Dec 17,2013 travis@trphipps com Onetime  No Run now| Create similar
Campaign ad schedule report Excel.csv  Naone (noemailsneeded)  Today Nane Dec 13,2013 Onetime  No Run now
Campaign report Excel csv No one (no emails needed) Today None Dec 12,2013 travis@trphipps.com Onetime No Run now | Create similar
Less Than 9 Conv 12 Months Excel csv. No one (no emails needed) Custom None Dec5,2013 travis@trphipps.com One time No Run now | Create similar
10+- 12 Months Keywords Excel csv No one (no emails needed) Custom None Dec 5,2013 travis@trphipps.com Onetime No Run now | Create similar
10+ Keywords 2013 Excel csv Na one (no emails needed) Custom None Dec 4,2013 travis@trphipps.com Onetime No Run now | Create similar
Samsung Keyword Repart Excelcsv  Noone (noemailsneeded)  Custom Nane Dec4,2013  travis@tphipps.com Onetime  No Run now | Create similar
Keyword report Excel csv No one (no emails needed) Today None Dec 3,2013 travis@trphipps.com Onetime g3 Run now | Create similar
Keyword report Excel csv No one (no emails needed) Today None Dec 3,2013 travis@trphipps.com One time Yes. Run now | Create similar
Keyword repor, 10+ Excelcsy  Noone (noemailsneeded)  Custom Nane Dec2,2013  travis@tmphipps.com Onetime  No Run now | Create similar
Keyword report, 10 and 2.4 ROAS Excel csv No one (no emails needed) Custom None Dec 2,2013 travis@trphipps.com Onetime No Run now | Create similar
Keyword report - 10, 1%, 2.4 ROAS Excel csv. No one (no emails needed) Custom None Dec2,2013 travis@trphipps.com One time No Run now | Create similar
/Ad group report, 10+. 1%, 2.4 ROAS Excel csv. Na one (no emails needed) Custom None Dec2,2013 travis@trphipps.com Onetime No Run now | Create similar
Ad group report - 10+, 2%, 2.4 ROAS Excel csv. No one (no emails needed) Custom None Dec2,2013 travis@trphipps.com One time No Run now | Create similar
Campaign Report - 10+,2%, 2.5 ROAS Excelcsv  Noone (noemailsneeded)  Custom Nane Dec2,2013  travis@tphipps.com Onetime  No Run now | Create similar
Campaign Report - 10+ Conversions - 2013 Excel csv Na one (no emails needed) Custom None Dec2,2013 travis@trphipps.com Onetime No Run now | Create similar
High Converters, High Conversion Rate, High ROAS | Excel.csv  Noone (no emails needed)  Custom None Nov30,2013  travis@trphipps.com Onetime  No Run now | Create similar
Ad report Excel csv Na one (no emails needed) Last7 days None 0ct25,2013 travis@trphipps.com One time No Run now | Create similar
Keyword report Excel csv Na one (no emails needed) Custom None Sep 23,2013 1209791144@@ac count+experthelp@optimine com One time No Run now | Create similar
AVG Pos better fran 2.0 Keyword report Excelcsv  Noone (noemailsneeded)  Custom Nane Sep8,2013  travis@irphipps.com Onetime  No Run now | Create similar
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Running Reports Conclusions

As you can tell, | take running and analyzing reports pretty seriously, and | highly suggest you do the
same. | remember when [ first got started with AdWords that running reports seemed a little daunting,
and definitely confusing. However, as you can see, it is super easy to run reports (even complicate
reports with a lot of filters). There really is no reason at all to run these as often as you need, and hand
them out to your team. There is an old proverb, “What gets measured, gets managed”...and running
reports frequently, comparing and analyzing the data, and keeping this information on the top of

the stack definitely helps you manage your AdWords account and the overall health of your online

advertising campaigns.

Create and save some reports and run them again next week...heck, run them tomorrow if you feel like
it!

Module 4 Conclusions

Once again, we've covered a lot of important topics in this module, especially for eCommerce store

owners.

The Product Listing Ads, now and forever more, know as Google Shopping (unless they change the
name and the strategy again) are incredibly valuable to eCommerce stores. The ease in which you

can create shopping campaigns and promote literally every single product in your store is incredibly
enticing. You can run promotions for certain product groups, you can add negative keywords to
eliminate unwanted spend, you can optimize your merchant feed, and there is so much more we didn't

even mention.

Google Shopping and Product Listing Ads are relatively new in the Google universe, and you definitely
want to optimize and take advantage of this while it lasts. The cost of clicks in the search network have
increased over the years, competition is rampant, and it is more challenging than ever to make your
search campaigns profitable. That is one of the reasons Google Shopping is so compelling, it is like

the old days of Google Search...it feels like the wild west...without all the guns, outhouses, prostitutes,

outlaws (well, maybe some outlaws), and consumption.

Remarketing was all the rage when it came onto the scene a few years ago, and it is still proving to be

quite profitable. There is nothing better than a second chance, and that is exactly what you get with a
good ol fashioned remarketing campaign. Google makes it easier than ever with their new Display Ad
Creator. We showed you exactly how to create a remarketing list/audience, campaign, and ad group...
and Google practically hands you a ready-made image ad...so you have no excuses. Get out there and

test out your remarketing traffic!

We also got you started with Display advertising. Remarketing is far and away the easiest way to get
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into the Display Network with minimal risk. It is the advertising equivalent of “dipping your toe in the
water”. If you are looking for more traffic to send to your site, there are billions of clicks out there on
the Display Network. You can expect your click-through-rate to drop and you'll want to keep an eagle
eye on the site placement, but there is no shortage of traffic on the Display Network. Give it a try and

see how it works for you.

Running and scheduling reports is an integral part of your PPC Account maintenance and management.
As we learned it is surprisingly easy to setup a custom view and add the columns to your AdWords
interface and reports. You are only limited by your imagination (I'm certain someone has that

trademarked), but you get the idea...you can get a lot of information from your AdWords reports.

Scheduling reports will make your life even easier. Simply add your email, choose the dates you want
the reports to run, and sit back and check your email while sipping on margaritas (preferably at the
beach). Sipping margaritas is optional; however, strongly suggested.

Reporting is the map to your PPC success. Get that map out and make certain you are on the right
road, otherwise, you risk having to pull over and ask directions at the scary gas station with guys that
look like they stepped off the set of the movie Deliverance. You don't want that.
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The Hitchhiker's Guide Conclusions

Whew, are you exhausted with the possibilities? | know | am. This has been quite a ride, and | couldn't
be happier that you have taken it with me. Ahh, I'm getting all teary eyed. Ha, no I'm just joking, this
doesn't have to be the end, as you know, this is just the beginning of your journey. We have only
scratched the surface in this four part series, and we have left plenty of excellent revenue-generating,

ROI-making, and profit-margin-increasing content in store for future lessons.

AmeriCommerce has been kind enough to extend our free online PPC marketing courses, and we will
be digging into a variety of topics that didn't make the cut in this extensive (although not all-inclusive)

series.

Bing Ads. I've had a long love affair with Bing Ads, and it often gets treated like the ugly step sister.

Bing represents 30% of the search market, so ignore it at your own peril.

YouTube Advertising. You manage YouTube ads right there in your AdWords interface. This has been

my favorite form of advertising in the last six months. We'll cover this at great length.

Facebook Advertising. This is becoming a must have in the traffic world. Facebook ads are currently

much less expensive than AdWords, but | don't know how much longer that will last.

Deep-dive into Display. In this series | would consider our search coverage Intermediate to Advanced,
but we only touched on Display advertising. We'll give you much more insight into the Display Network

in future articles.

Local and International Advertising. In this series we pretty much stuck with one country. We wiill

get into the advantages of Local advertising, and the nuances of International advertising.

Dynamic Remarketing. We only mentioned this briefly in this course, but this is one of the most
exciting advancements in remarketing. If setup correctly, you can increase your conversion rate

drastically with dynamic remarketing.

Intermediate and Advanced Training. If you read this course from beginning to end, not only do
you get a medal for persistence...but you also know more about PPC search advertising than 70-80% of
the marketing population. However, the final 20% is where the game is won and/or lost. This is where
your competitors likely will be in short order. We'll offer tips, tricks, and hacks that will take you to the
next level. Our team of experts is on the cutting edge of new Google, Bing, YouTube, and Facebook

advertising, and we will keep you up-to-date on what all the cool kids are doing.

Find out more at:
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http://www.americommece.com/hitchhikers-ppc-guide
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