Google Adwords/PPC ADS

OPTIMIZING CAMPAIGN VIA ADGROUP

5 SURPRISING BENEFITS
OF A SUPER-HIGH CTR -

YOUR IMPRESSION SHARE WILL BE HIGHER

A super-high CTR improves your AdWords Quality Score. Every
1-point increase in Quality Score increases your impression
share significantly.

YOUR ORGANIC SEARCH POSITIONS WILL GET A BOOST
A super-high CTR brings more traffic to your site, which tells Google
that your page is the best answer for users and should rank higher.

YOUR CONVERSION RATES WILL INCREASE
If you can increase your CTR by 2x, then your conversion rate
should increase by 50 percent.

YOU'LL GET FREE CLICKS FROM SOCIAL ADS

On social media, engagement drives visibility. A super-high
ad CTR means more people will see and spread your
awesome content organically.

PEOPLE WILL ACTUALLY SEE YOUR EMAILS
A super-high open rate means more of your subscribers will
see, open, and engage with the emails you send in the future.
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I. Test in market audience

Ever wonder what Google does with the enormous amounts of data they’re quietly collecting

about all of us as we sail through a variety of Google products and Google-tracking-infused

websites?

A recently-released AdWords feature called in-market audiences makes use of this

treasured info.

The idea behind this feature is to allow advertisers to look beyond demographics and target

users who have demonstrated that they’re in the market for a specific product based

on their web behavior.

Because Google knows when a visitor is actively researching and comparing products, or

clicking on similar ads and converting, they can leverage this data to help advertisers reach

potential customers on various sites across the web.

Here are some of the available in-market audiences and where they appear in AdWords:
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Interests |7 | Remarketing lists 7

Search by list name

Categories: 2,494
LT ALY auUuiCiILeES (icdalll

Custom combinations 7

Q

[=] In-market audiences (ROI)

Autos & Vehicles

Baby & Children's Products
Computers & Peripherals
Consumer Electronics
Education

Financial Services

Home & Garden

Real Estate

[# Software

Telecom

Travel

@® Target and bid

Show ads only to people associated with these lists or categories, v

© Bid only

Add these lists or categories so | can set bids on them, but show ac

In-market audiences allow you to leverage Google’s data to target customers who have

shown that they’re in the market for your product.

Let's say you're a car dealer and you want to market to people whose web behavior has

indicated that they’re planning on buying a new car soon. This feature is a great way to get

after this audience using a rich volume of Google’s data.

You can (and should) layer in-market audiences on top of the keywords you’re already

targeting in your search campaigns.
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ii. Try out AdWords dynamic ads

Standard remarketing serves up ads without knowing which specific product a visitor looked
at on your site.

But Google recently launched the ability to do product-specific remarketing. Especially for
retailers, this is a feature worth testing.

With a little help from your friends at Google, you can determine which products people
looked at and serve up remarketing ads featuring those very products.

In other words, you can give people exactly what they want.

Here’s what a dynamic ad looks like:

WnahtSock Men's Coolmesh i Low 4 Pack Sock
amazoncom v
- % J White/Black/Grey, Large
s000 $18.87

As you can see, | recently checked out some socks on Amazon. Don’t judge.

Now as | hang out elsewhere on the web, they’re reminding me that | looked at this item but
never bought it. As you can imagine, this remarketing tactic creates highly relevant ads that
convert quite well.

Want to give it a go?

Here’s a detailed guide to setting these up.
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iii. Customize ads with real-time updates

You know that urgency is an important component of high-performing ad copy, but who has
time to constantly run promotions, update coupon codes and tweak ad text accordingly? Not
you.

That's why Google has introduced a handy set of scripts that the layman ad copywriter
can understand.

For example, you can now tell Google, “My sale begins today and ends in 14 days, so
update my ad copy accordingly every time you show it.” You can even use this

strategy down to the hour: “Webinar starts in two hours — don’t forget to claim your seat.”

But that’s just the tip of the iceberg.

There are many other dynamic elements in the ad you can control, too. Take the

example below, where everything highlighted in yellow is dynamic:

ProWhip 300 Stand Mixer

L www.example.com

5 quart tilt-head stand mixer
$199 - sale ends in 5 days

You can now encode the product name (ProWhip 300), product detail (5-quart), price ($199)

and promotion end date (5 days).

Before this type of customization was available, old school AdWords retailers would have to
set up a massive spreadsheet where inventory was cataloged and updated. This way,

Google could pull in the appropriate product model, pricing and sale parameters.

Now, you can do this with a tiny bit of code simple enough for us online marketers to

wrangle directly within the AdWords interface. The times they are changing’.
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iv. Schedule ads to correspond to your sales bandwidth

There’s nothing more frustrating than paying for leads that have gone cold. So why do we

run ads that drive leads at 3 AM when there’s no one there to call them back?

In some businesses, your customer will wait for that call — but others are different. When a
lead is hot, it's hot, and after a few hours have passed, a burning need becomes a
passive query at best.

To maximize return on ad spend, some companies use ad scheduling religiously.

It's found under advanced campaign settings and it looks like this:

Advanced settings
= SXhedule Stan date end cate, ad schaduling
Start dxte  Jan 30, 2015

Enddate MNome Eant

Ad schedulng
Mondwy lofrvdey = SAM -3 w 2w e ¢ w ¢ X
¢ Asd
Display clock o 12-hour 24 howur

Time zone Amencallos_Angeles (canot te chasged

= -

This is especially useful if, say, your offices and sales team are located in the Netherlands
while your prospects loom large in the US. Or if you determine that your audience is

more likely to purchase at a certain time of day.

This simple tweak helps you ensure that you only pay for leads that are hot off the press.
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v. Don’t let competitors drain your ad budget

Your competitors are clicking your ads — | guarantee it. There’s a golden hack you can
employ to keep from paying for these clicks.

The hack? Use IP exclusions.

There’s a trick for how to discover and block your competitors’ IP addresses, precluding

them from ever seeing your ads again. And I'm going to teach it to you.

First, you need to determine your competitors’ IP addresses. You may need to try a few
different tactics:

a) Find an email from the company. You can locate the IP address by looking at the email
header content.

b) Locate the IP address for the company’s domain name. Here’s an eHow article
explaining how to do this. Sometimes companies use a different IP address to browse

the web than the one their site is hosted on, so this can be tricky. Give it a shot.

Once you have the IP addresses, just scroll down to “IP address exclusion” in your

AdWords settings and paste them in. Here’s what that screen looks like:
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IP address exclusion

Enter the Internet Protocol (IP) addresses you want to exclude from seeing your ads.
Note: You may still get some impressions and clicks from excluded IP addresses if a Google
Network site doesn't provide users' IP information. Keep in mind that this list will apply only to

ads in this campaign.
Enter one IP address per line.

Format: 123.145.167.89

And voila. Their IPs are now blocked.
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You can use full IP addresses or the wildcard
character (*) for the last 3 digits for blocks
of addresses.

Examples:
o 1234567
o« 12345*
o 123451671
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