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Lesson no. 1: Google Adwords- PPC Advertising 

I.UNDERSTANDING INORGANIC SEARCH RESULTS 

It includes usually paid services such as  

PPC – Pay Per Click  

CPC – Cost Per Click  

CPA – Cost Per Acquisition, banner ads, classifieds etc.  

This service is very expensive. But those who want immediate results, they can go for 

inorganic service. 

Benefits of Inorganic Search Engine Optimization: 

 Results in short period. 

 Site gains more visibility. 

 More traffic in short period of time. 

 Unlike organic SEO, inorganic SEO gets more effective result in very short time. 

 

Inorganic SEO technique is quite risky; as its cost will be count as per clicks, webmaster 

must remain alert from competitors, they might click on your site unnecessarily to force you 

pay more. There is a solution to block those users, but for that you must be aware that they 

clicked you unnecessarily. 

 

 

II. INTRODUCTION TO GOOGLE ADWORDS AND PPC 

ADVERTISING 

 

i. GOOGLE ADWORDS 

Google AdWords is an online advertising service developed by Google to help marketers 

reach their customers instantly. 
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When someone searches on Google for a particular term, say „travel packages‟, Google 

would throw a list of searches for you. But if you look closely, you will notice that the top and 

the bottom results are generally ads. 

 

 

 

 

ii. PPC ADVERTISING 

 

 PPC is an online advertising model in which advertisers can display ads for their goods or 

services when users (people searching for things online) – enter relevant queries into 

search engines. 

 Advertisers are only charged when a user actually clicks on their ad, hence the name “pay-

per-click.”  

 Due to the nature of keywords and the role they play in paid search, pay-per-click 

advertising can also be referred to as keyword advertising. 
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Lesson no. 2: Google Adwords- PPC Advertising 

I. OVERVIEW OF MICROSOFT ADCENTER (BING & YAHOO) 

SETTING UP GOOGLE ADWORDS ACCOUNT 
 

i. Sign up for a Bing Ads account 
 

a) Go to the Bing Ads sign up page and select Create a new email address and 
click Next. 

(A Microsoft account is an email address and password you use to sign in to Microsoft 

services or devices. If you use an email address and password to sign in to services like 

Skype, Xbox LIVE, or Outlook.com, you already have a Microsoft account). 

 

b) Enter information for the new account. 

c) Click Create account. 

 

(You'll be taken to the Bing Ads Create Account page directly after creating your new 

Microsoft account and will already be signed in with your new account). 

 

d) Enter Bing Ads account info. 
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e) Click Create Account. 

(You'll be taken to the Bing Ads Create Account page directly after creating your new 
Microsoft account and will already be signed in with your new account). 

f)  After you’ve created your Bing Ads account, you can set up your campaign by importing 

from Google AdWords or by creating a new campaign. You can also skip this step 

and click Continue. 

g)  Enter your billing and payment information and click Next. You can also skip this 
step and enter your billing and payment information later by clicking Skip. 

You're now signed in to Bing Ads! 

 
 

ii. Sign up for a yahoo ads account: 

Content not found 
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Lesson no. 3: Google Adwords- PPC Advertising 

I. UNDERSTANDING ADWORD ACCOUNT STRUCTURE 

 

i. CAMPAIGNS, ADGROUPS, ADS, KEYWORDS, ETC 
 

We’ll cover the basics of building out an awesome AdWords account structure in five parts: 

a) The Campaign Level: Laying the Foundation 

b) The Ad Group Level: Building Your House 

c) Keyword Selection: Interior Decorating 

d) Ad Copy: Exterior Design 

e) Ad Extensions: Adding a Backyard Pool 

In the end, you’ll have a beautiful campaign structure that looks like this: 

 

 

Let’s get to work. 
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a) AdWords Campaign Structure: Laying the Foundation 
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Lesson no. 4: Google Adwords- PPC Advertising 

Types of Campaigns & Settings 

First, you need to lay a solid foundation for the rest of your account. Start by choosing your 

tools, i.e. your campaign type. Ask yourself, what is your advertising goal? The right 

campaign type for your business depends on your answer. 

 

 

Most businesses will want to start with a search campaign, but if you’re primarily looking to 

generate calls (if, say, you’re an emergency plumber), a call-only campaign is the right 

choice. 

If you’re trying to generate awareness for a completely new brand/product, display 

campaigns are a great option. You can also create multiple campaign types to satisfy 

multiple goals. 

The next step is planning your blueprint, depending on what kind of business you’re 

running. In other words, how is your business structured? 

When those decisions are made, it’s time to consider your campaign settings: 

 Location Targeting 

 Language Targeting - Any language customers speak 

 Bid Strategy - Automatic vs. Manual 

 Budget 
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How to set your campaign budget 

Where to start? First, you need to know how Google spends your money. Your monthly 

budget is your daily budget x 30.4. So, start with a monthly budget and work backwards 

(divide by 30.4). 

Consider: Based on your estimated CPC (cost per click), how many clicks per day can your 

budget support? 

a) The Ad Group Level: Building Your House 

 

What do ad groups accomplish? 

The level below campaigns in your AdWords account structure consists of your Ad groups: 

 Create the structure within each campaign 

 Are organized by theme 

 Control keyword/ad association 
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The golden ratios of ad groups 

How big should an ad group be? Here are some guidelines to follow when determining the 

size of your Ad groups: 

 Max of 7-10 ad groups per campaign 

 Max of ~20 keywords per ad group 

 2-3 ads per ad group 

Of course, there will be exceptions to these rules, but for most businesses, these are solid 

guidelines to make sure your ad groups don’t get bloated and difficult to manage. 
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b) Keyword Selection: Decorating Your House 

 

Now it’s time to define your keywords, the level under your ad groups. 
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Don’t rely on your instincts here – use keyword tools to do your keyword research so you’ll 

know for sure that you’re bidding on keywords with search volume. 

AdWords Keyword Planner is available within your AdWords account, and you can also 

use free keyword tools or third-party paid options like SEM Rush. 

They key to great keyword research is intent. You want to choose keywords that have 

clear commercial intent, meaning that people who search using those terms are looking to 

buy something. Keywords with intent often include: 

 Qualifying terms such as specific product details, brand names, the word “cost,” etc. 

 Location terms (e.g. “used cars seattle”) 

Generally speaking, very broad terms don’t show much intent, and can have 

very low click-through and conversion rates, and high CPA’s. 

 

c) Ad Copy: Exterior Design 

Now we come to part four of the guide, writing your ad copy – the part of your account 
“house” that most people are actually going to see. 
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First, a reminder that we’re living in an Expanded Text Ad world. So-called ETA’s are now 

the default ad type, and they’re about twice as big as AdWords text ads used to be. 
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Make sure you’re following ETA best practices, and pay attention to these dos and don’ts 
for ETA’s. 

d) Ad Extensions: Honey, Let’s Get a Pool! 

Ready for some home improvement? 

Ad extensions are a foolproof way to make your ad more enticing – they garner high CTR’s 
at no added cost to you. (I can’t say the same for adding a pool, unfortunately). 

Which extensions should I use? 

There are many ad extensions available with new ones popping up all the time. Not all of 

them are going to be right for your account. 

Here are my top four favorite extensions: 

 Sitelinks 

 Callout extensions 

 Call extensions 

 Location extensions 

Sitelinks and callouts are almost universally applicable. Sitelinks are clickable links to other 

pages on your site (more options for the searcher than just one landing page) – but if you’re 

using static lead capture landing pages, you may want to avoid these. Callouts are 

additional snippets of text that form an extra line of copy (but are not clickable). 
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Call extensions and location extension are not always, but often applicable. Call extensions 
make it easy for mobile users to call you direct from the SERP (skipping the landing page 
entirely). Location extensions offer your physical business information, great for local 
businesses. 

 

Depending on your business type there may be other extensions you should explore. All 
of these extensions have the power to: 

 Provide a more direct path to conversion 
 Take up more real estate on the results page 
 Improve your Quality Score (by raising your click-through rate) 

Don’t launch your ads without them! 

TL;DR – AdWords Account Structure, Simplified 

Whether you’re ready to build a brand-new AdWords account from scratch or want to 
overhaul a messy account you’ve just inherited, here are your main takeaways: 

1. Start with a strong foundation. Give your campaign structure and settings the 

attention they deserve. 
2. Ad groups are simply containers, but they’re very important to control keyword 

and ad association. 
3. Make your keywords work for you: Start with modified broad match keywords (2-                        

3 terms in each keyword) that show clear intent. 
4. Write ad copy that sets you up for conversions and always be testing! 
5. Remember ad extensions are your friends. Choose wisely and don’t start 
spending money until they’re enabled. 
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i. TYPES OF ADVERTISING CAMPAIGNS- 

a) Search network with Display select 

The "Search Network with Display Select" campaign type helps you reach people as they 
use Google search or visit sites across the web. This article explains the basics of how this 
campaign type works, how it compares to the "Search Network only" campaign type which 
has similar features, and how to change a campaign to "Search Network with Display 
Select." 

How it works? 

You manage your "Search Network with Display Select" campaigns the same way that 
you'd manage a "Search Network only" campaign: set a budget, choose relevant keywords, 
create ads, and set bids. 

Your ads can appear when people search for terms on Google search and search partner 
sites that match your keywords. They can also appear on relevant pages across the web on 
the Google Display Network. However, your ads are shown selectively on the Display 
Network and bidding is automated, helping you reach people who are most likely to be 
interested in the products and services you’re advertising. 

 

b) Shopping ads 

If you're a retailer, you can use Shopping campaigns to promote your online and local 

inventory, boost traffic to your website or local store, and find better qualified leads. To get 

started, you'll send us your product data with Merchant Center and create a campaign in 

AdWords. Then we'll use your campaign to create ads on Google and around the web 

where potential customers can see what you're selling. We call these placements Shopping 

ads, because they're more than a text ad--they show users a photo of your product, plus a 

title, price, store name, and more. These ads give users a strong sense of the product 

you're selling before they click the ad, which gives you more qualified leads. 

 

c) Video 

Video campaigns let you show video ads on their own or within other streaming video 

content on YouTube and across the Google Display Network. 
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When to choose it 

 You want to advertise videos on YouTube and across the Google Display Network. 

 Recommended for all AdWords advertisers, from first-timers to more-experienced pros. 

 

Showing video ads may seem pretty sophisticated, but that's the beauty behind these 
campaigns: They're simple to set up and manage. You can use videos from your own 
YouTube account, and similar to other AdWords campaigns, you can see video ad 
performance, and tweak video targeting. 
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Lesson no. 5: Google Adwords- PPC Advertising 

DIFFERENCE BETWEEN SEARCH & DISPLAY CAMPAIGN 

Consider the seven primary differences between search and display: 

 

a) One is pull marketing. The other is push.  

Search customers are coming to you. In most cases, they’re saying, “I’m in the market 

for your product and I’m considering buying it from you.” Frequently, they are even 

saying, “I want to buy your product right now.” The customer is pushing and the marketer 

is pulling. In display, users are rarely in that frame of mind at the time a marketer places 

an ad in front of them. They are usually doing something else – watching a video, 

checking in & on one of their favorite social networking sites, surfing the web, 

researching, or something else. In this case, the marketer is pushing. The marketer is 

effectively saying, “I’d like you to consider my product” or, “I’d like to change the 

conversation a little (or a lot) and talk about my product.” 

 

b) Where are we in the funnel?  

Search and display have their own centers of gravity in two different locations. Search is 

as close to the bottom of the funnel as possible for an entire channel. Display is near the 

top. It is perhaps best suited for creating brand and product awareness, though lots of 

direct response marketers have found performance success in display. More often the 

objective of display is and should be to widen the funnel – getting more consumers 

considering your product. 

 

c) There is not much branding in paid search.  

This is very closely related to number 2. However, it is important to point out that display 

has pictures, video (sometimes), and sound (sometimes). These are the usual mediums 

for creating a brand, and creating a brand is almost always done before customers come 

looking for you. And if all things are equal (especially price and perceived quality), the 
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consumer will almost always choose the brand they’ve heard of or seen before versus 

the one they haven’t. 

This is why display is so important to all marketers. Because branding and awareness 

are so important, it is where the majority of advertising dollars are spent.  

 

d) A different type of auction.  

Perhaps the three biggest successes in online advertising have been Google, eBay, and 

Overture. All of them were built around an auction, so it is no wonder as display currently 

emerges to a winnable channel, its pricing mechanism is an auction. Except the auctions 

for impressions are different. Search is a cached or hosted auction. Marketers specify in 

advance what they are willing to pay for a given keyword and that bid sits on the search 

engine’s server. This means that Google (or other) controls the optimization via smart 

pricing and other means. In display and the emerging RTB auctions, the optimization is 

maintained by the buying technology. This gives buyers more control in display – 

although with more variables and more unknowns to manage, the channel needs it. The 

auction is better served as a market-clearing mechanism that lets buyers be in control; 

there are simply too many variables that fall outside of the actual media being bought for 

a complex market to try to do everything. 

 

e) Supply and demand.  

There are so many customers in the world that will go to a search engine and type, “I 

would like to buy product x.” And of course, every marketer and product seller in the 

world would like to have more of those. There is and always will be scarcity around those 

kinds of customers, which is largely why search is so competitive and the keywords are 

so valuable (whether measured on a CPC or CPM). To create new supply in display, one 

of millions of publishers merely needs to add another page. Because an impression 

requires so little action from the end user, there is an abundance of supply. (In fact, as 

display improves as a channel, consumers will all likely see more relevant ads, and less 

of them.) 
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f) Google’s part in the story.  

Arguably, Google currently plays the most influential role of any player for both search 

and display. That assertion is less controversial in search given that Google.com is the 

publisher of search 65 percent of the time. However, it is shaping display significantly, 

though it plays a very different kind of role. In display, Google.com or Google-owned 

sites are very rarely the publisher; instead, it’s trying to become the primary conduct for 

connecting advertisers and publishers. Google can’t control the display market with the 

same ease or margin that it did search. The medium and large publishers and the large 

advertisers keep Google honest and competition strong. 

 

g) The role of data. With display, the data play has no limits.  

With search, the data play has the limits of Google’s legal team and its fear of regulators. 

Data is the center of the display game. Much more could be said about the role of data 

in both mediums, but as Martin Le Sauteur, CEO of Acquisio has said, “Data is the new 

creative.” This is especially true in display. Methodologies of retargeting and user-based 

targeting are staples in display. Display cannot be successful without user-based 

targeting. Outside of keywords, search doesn’t allow for much user targeting at all. In the 

future, using data across search and display – especially using the data from search to 

target display – is critical to success. 
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Lesson no. 6: Google Adwords- PPC Advertising 

UNDERSTANDING ADWORDS ALGORITHM 

 

I. HOW DOES ADWORDS RANK ADS 

AdRank determines the order in which competing ads should be ranked on a SERP, which 

(obviously) has a huge impact on the visibility of your ads to potential customers. Here’s the 

basic concept: 

 
 
AdRank in AdWords has historically been calculated based on your Max CPC and Quality 
Score. 
 

The preceding figure illustrates how competing ads on Google are ranked in descending 

order of Ad Rank. The advertiser that has the highest product of maximum CPC bid and 

Quality Score wins the coveted top ad spot. 

 
 

II. UNDERSTANDING ADWORDS ALGORITHM (ADRANK) IN DETAIL 

WITH EXAMPLES 

The key to how Google AdWords works is the Quality Score. Quality Score is generally how 

well an ad group, keywords, ad, and landing page relate to what a person is searching for, 

and how likely someone is to click on the ad. Here is Google's page for "Check and 

understand Quality Score." 

Now every time someone does a search on Google, an AdWords auction is created. Every 

advertiser who has a keyword match to the search query competes in the auction. How well 
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each advertiser competes is based on their Ad Rank. Again, using a slightly simplified 

version: 

 

Ad Rank = Quality Score * Bid 

 

Ads are placed in order based on Ad Rank. The highest Ad Rank gets the top spot and so 

on down to either the last ad qualifying for the auction or the last position on the page. 

What an advertiser actually pays is the lowest amount necessary to beat the Ad Rank of the 

competitor below them. This is called the discounter, and there are a few questions on every 

certification exam related to understanding this. In a lot of ways, understanding this 

information is the key to really unlocking AdWords. Every time I've presented this in a 

training class or seminar, a majority of the people about fall out of their chairs. 

 

$$ = Ad Rank to beat / Quality Score + $0.01. 

 

Let's put this into action using real examples and I'll show what I mean about the importance 

of Quality Score (QS). 

 

+virginia +beach+house +for +sale has a QS = 8 

 

Let's say we want to show up in the 1st position on the page no matter what. We can't 

guarantee this, but we can certainly be pretty certain by over bidding the keyword to say 

$100/click. 

 

Ad Rank = 800 = (QS 8 * $100 Bid) 

 

To beat us, a competitor would have to get an ad rank > 800. This means even if they had a 

QS10 keyword, they would have to bid $80.01/click to get the top spot. Assuming they have 

a more realistic bid of $10/click, the amount we would pay in the auction is calculated as 

follows. 

 

Ad Rank to beat = 100 = (QS 10 * $10 Bid) 

$12.51 = 100 / 8 + $0.01 = (100 Ad Rank to beat / our QS 8 + $0.01) 

So even though we bid $100, we only pay $12.51. 

 

If our Quality Score on that keyword in that auction was 10, then the amount we would pay 

is: 

 

$10.00 = 100 / 10 + $0.01 = (100 Ad Rank to beat / our QS 10 + $0.01) 

 

Here's where it really gets interesting; the person in the top spot could actually pay LESS 

than the people in the spots below them. 
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Crazy, right? Here's why that happens. Assume the same crazy $100 bid for the top spot, 

but now let's say the next competitor only has a Quality Score 5 keyword on a $10 bid, the 

position 3 person has a QS 7 keyword on a $7 bid and the position 4 person has a QS 5 

keyword on a $9 bid. 

 

Position 1: 

 

Ad Rank to beat = 50 = (QS 5 * $10 Bid) 

$6.26 = 50 / 8 + $0.01 (50 Ad Rank to beat / our QS 8 + $0.01) 

 

Position 2: 

 

Ad Rank to beat = 49 = (QS 7 * $7 Bid) 

$9.81 = 49 / 5 + $0.01 (49 Ad Rank to beat / #2 QS 5 + $0.01) 

 

Position 3: 

 

Ad Rank to beat = 45 = (QS 5 * $9 Bid) 

$6.44 = 45 / 7 + $0.01 (45 Ad Rank to beat / #3 QS 7 + $0.01) 

 

In this example, our QS 8 keyword in position 1 actually pays less than positions 2 and 

position 3. This same calculation holds true no matter what position you show up in, so the 

person in position 3 could pay less than position 4 and so on. 

 

III. WHAT IS QUALITY SCORE 

Quality Score is Google's rating of the quality and relevance of both your keywords 
and PPC ads. It is used to determine your cost per click (CPC) and multiplied by your 
maximum bid to determine your ad rank in the ad auction process. Your Quality Score 
depends on multiple factors, including: 

a) Your click-through rate (CTR). 
b) The relevance of each keyword to its ad group. 
c) Landing page quality and relevance. 
d) The relevance of your ad text. 
e) Your historical AdWords account performance. 

No one outside of Google knows exactly how much each factor “weighs” in the Quality 
Score algorithm, but we do know that click-through rate is the most important component. 
When more people who see your ad click it, that’s a strong indication to Google that your 
ads are relevant and helpful to users.  

Accordingly, Google rewards you with: 
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a) Higher ad rankings 
b) Lower costs 

 

IV. WHY QUALITY SCORE IS IMPORTANT 

Here are three reasons having a high Quality Score matters: 

a) It Encourages a Great Consumer Experience 

Google encourages AdWords advertisers to provide the best experience possible to 
consumers, and Quality Score essentially rewards advertisers who do just that. Because 
Quality Score is based on factors advertisers can largely control, like ad relevance and 
a good landing page, Google rewards those who are delivering a positive user experience 
for searchers. 

b) It Affects Your Ad’s Rank on the Search Results 

Quality Score is an important component of Ad Rank, which is the value Google uses to 
determine where your ad will appear on the search engine results page (SERP) for a given 
query. If you have a poor Quality Score, your ad will likely not place well, or may not show at 
all for the term searched. A better Quality Score typically means a better placement for your 
ad for a related search term, which is important to getting quality clicks on your ad that 
can turn into leads. 

c) It Can Minimize Your Cost Per Click 

Your Quality Score can not only help your ad rank well on SERPs, but it can also help you 
achieve a lower cost per click – or the amount you pay for a click on your ad. This is another way 
Google rewards campaigns that have highly relevant ads, keywords, and landing pages, enabling 
you to get even more clicks on your ad for your budget. This, in turn, results in better return on 
investment for your search engine advertising campaign. 
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Lesson no. 7: Google Adwords- PPC Advertising 

I. WHAT IS CTR 

Click-through rate (CTR) is a performance metric expressed in percentages that measures 
the amount of times an ad or email is clicked versus the amount of times it’s been viewed 
(impressions). It is most commonly used to measure the effectiveness of paid search, 
display and email marketing campaigns and can indicate the performance of ad copy, 
subject lines, and meta data (titles and descriptions). 

Some common examples where CTR is measured include: 

a) A call-to-action button or link in an email 
b) A PPC ad on a SERP page 
c) A link on a landing page 
d) A Facebook display ad 
e) Any on-site element, such as button, image, headline, etc. 
 

 

II. WHY CTR IS IMPORTANT 

Here are five surprising benefits of having a remarkable, unicorn-worthy CTR across all your 
marketing channels. 
 

i. Much higher ad impression share 

 

You get big discounts from having a high CTR. Namely, a lower cost per click, which really 
adds up as clicks accumulate. 

This is true not just of vanilla search ads, but all Google properties, whether we’re talking 
about the Google Display Network or Gmail Ads. 

But a remarkable CTR doesn’t just impact CPC. It also impacts your impression share – 
how often your ads show up in the first place. 

On the Google Search Network, every increase (or decrease) of 1 point in Quality 
Score can make a huge positive impact on your impression share: 
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If you can increase your Quality Score by one point, your impression share on average will 
increase by about 6% on desktop. 

This is even bigger deal on mobile, where impression share is twice as competitive. 

 

  

Increasing your Quality Score by one point would increase your impression share by an 
average of 12%! 

Data sources: Impression share data is based on an analysis of approximately 10,000 small 
and medium-size accounts (spending between $10,000 and $15,000 per month), based 
worldwide, advertising on the Search network in Q1 and Q2 of 2015. 
 
 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

 

ii. Your organic search positions will get a boost 
 

We recently conducted research to test whether achieving above-expected user 

engagement metrics results in better organic rankings. We observed an unmistakable 
pattern: 

 

  

a) The more your pages beat the expected organic CTR for a given position, the more likely 
you are to appear in prominent organic positions. So if you want to move up by one spot 
(e.g., Position 5 to Position 4) in Google’s SERP, you need to increase your CTR by 3%. 
If you want to move up again (e.g., Position 4 to Position 3), you’ll need to increase your 
CTR by another 3%. 
 

b) If your pages fall below the expected organic search CTR, then your pages will appear in 
lower organic SERP positions. Basically, if your page fails to beat the expected click-
through rate for a given position, it’s unlikely your page will appear in positions 1–5. 

 

 

You want your pages get as many organic search clicks as possible, right? Attracting more 
clicks means more traffic to your site, which also tells Google that your page is the best 
answer for users – it is relevant and awesome. 

Another thing we discovered was that the weighting of click-through rate is in Google’s 
organic search ranking algorithms is becoming more important every month this year. 
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Here I was tracking a group of 1,000 keywords and URLs for the past 5 months. What I 
found was that the Google algorithm is shifting to increasingly higher CTRs for top-4 organic 
ranking status. 

This is what you would expect to see if Google Search were employing a machine learning-
based algorithm that reordered listings based on CTR – people would see more of what 
they were hoping to see at the top, reducing the need to scroll lower down into the SERPs. 

 

iii. Your conversion rates increase 

 

Increasing your click-through rate will also increase your conversion rates. If you can 
increase your CTR by 2x then your conversion rate should increase by 50%. 

That’s why click-through rate is the most important conversion metric  

For example, look at this data from one large client’s account: 
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This is just one example. We see this same conversion curve in many accounts. (It’s just 
difficult to combine multiple accounts into one graph because conversion rates vary 
depending on factors like the industry and offer.) 

What’s happening here is that if you can get someone excited to click on your website (via 
email, ads, organic search listings, or whatever), the excitement carries through to sign-up 
and purchase. 

 

iv. Free clicks from social Ads 

 

Facebook and Twitter don’t have a Quality Score. Well, they do, Facebook just calls it 
Relevance Score and Twitter calls it Quality Adjusted Bid. 

Whatever they call their version of Quality Score, having a higher score results in a higher 
ad impression share for the same budget at a lower cost per engagement. A high 
engagement rate means your ads will be more visible and more cost effective, as shown 
here: 
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Notice how the cost per engagement on Twitter Ads falls dramatically as the engagement 
rate of the post you’re promoting rises. 

One of the surprising benefits of having high engagement on Facebook and Twitter is that 
you’ll benefit from free clicks. How? 

On Facebook, if someone shares one of your boosted posts, that will show up in another 
person’s news feed and you won’t get charged for any of the additional engagements that 
happen there. 

On Twitter, if you do a Promoted Tweet, when one of your followers retweets or shares it, 
you’ll get more totally free organic impressions. 

 

v. People will actually see your emails 

 

Now let’s talk about email marketing. How many emails do you get each day? Dozens? 

Hundreds? 

If you engage with the emails that brands and businesses regularly send to you, you’ll 

continue to see them. If not, it might get filed away in Outlook’s Clutter folder or it may be 

relegated to Gmail’s Promotions tab – or even worse, the Spam folder. 

Microsoft Outlook’s clutter filter regularly filter emails I’ve opted into receiving – 

including internal emails from my own company! These emails are being filtered out 

based on machine learning. 
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What does this mean for your company? 
 

If your emails have a higher CTR (though for emails the better equivalent is actually higher 

open rate), then it’s more likely that your emails will actually get seen, opened, and clicked 

on. If your click-through rates are terrible, your emails will be rounded up and thrown in the 

dark “clutter dungeon.” 

One thing we did was to delete people from our email lists who were unresponsive. If you’re 

just accumulating emails over many years, why? Do you think someone who has been 

dormant and never engaged with your emails is going to magically turn into a sale 5 years 

later? 

Deleting half your database is one way to instantly more than double your CTR. Email 

providers will notice that more people are engaging, making it less likely your emails will end 

up in the dungeon. 

 

III. UNDERSTANDING BIDS 

A bid is an offer made by an investor, a trader or a dealer to buy a security, commodity or 

currency. It stipulates both the price the potential buyer is willing to pay and the quantity to 

be purchased at that price. Bid also refers to the price at which a market maker is willing to 

buy; unlike a retail buyer, a market maker also displays an ask price. 
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Lesson no. 8: Google Adwords- PPC Advertising 
 

CREATING SEARCH CAMPAIGNS 

I. TYPE OF SEARCH CAMPAIGNS - STANDARD 

Standard subtype is an option that is more suitable for beginners as it shows less options 

and settings. This subtype of the campaign includes basic location targeting, basic bidding 

and budget settings, location targeting, and common ad extensions. 

Available features 
 

a) Basic location targeting 

b) Basic bidding and budget settings 

c) Common ad extensions to include a phone number, URL, location, or social link  

d) Language targeting 

Unavailable features 
 

a) Advanced social and experimental settings 

b) Ad scheduling and ad delivery method options 

c) Advanced location options 

d) Mobile app extensions 

e) Advanced keyword matching 

f) IP exclusions 

g) Dynamic tracking URLs 

h) Remarketing lists for Search ads 

 

II. ALL FEATURES 
 

 If you want to completely customize the campaign and to be able to choose more advanced 

options and campaign settings, you should choose “All features” campaign subtype.  

 

With this option you get access to advanced social and experimental settings, ad scheduling 

and ad delivery methods, advanced location options, advanced keyword matching, etc. 
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DYNAMIC SEARCH 
 

Dynamic Search Ads are the easiest way to find customers searching on Google for 

precisely what you offer. Ideal for advertisers with a well-developed website or a large 

inventory, Dynamic Search Ads use your website to target your ads and can help fill in the 

gaps of your keywords-based campaigns.  

Without Dynamic Search Ads, even well-managed AdWords accounts with many keywords 

can miss relevant searches, experience delays getting ads written for new products, or get 

out of sync with what's actually available on advertisers’ websites. 

 

PRODUCT LISTING 

CONTENT NOT FOUND 

 

III. GOOGLE MERCHANT CENTER 
 

Google Merchant Center is a tool that helps you upload your store and product data to 

Google and make it available for Shopping ads and other Google services 

 

 

 

Google Merchant Center is where your feed lives. It’s also where you can easily set tax and 

shipping rules, both of which are required before running Google Shopping Ads. A feed is 

simply data about your products presented in a format that Google can read and 

understand. There are two main ways to build a feed: 
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a) Manually–by entering your product information into a spreadsheet according to Google’s 

specifications. 

b) By using an extension, plugin, app, or service that pulls data from your site and 

formats it in a way Google likes.   
 

We’ll discuss the pros and cons later, for now, here’s how to create your Merchant Center 

account. 

To get started visit www.google.com/merchants and click sign up. Here are a few tips in 

setting up shop. 

Have access to your domain registrar - You’ll need to verify that you own your site 

and then claim it for use in Merchant Center. The easiest way to do this is by logging into 

your domain registrar and giving Google access. This can all be done directly from 

Merchant Center. 

Know your tax and shipping settings - Under General Settings in Merchant Center 

you’ll need to set up both tax and shipping rules. For sales tax you can enter your rates 

directly or pick the states you charge sales tax in and allow Google to determine the rate. 

For shipping you can choose between a flat rate (which could include free shipping), carrier-

calculated based on the carriers you use, or based on a rate table or rules. 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

 

Link Merchant Center to AdWords - Under “Settings” and “AdWords” click to link to 

your AdWords Account. You’ll need a 10 digit AdWords ID in order to link the two. Also, 

you’ll need to be logged in with an email address that has admin access to both Merchant 

Center and AdWords. 
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Lesson no. 9: Google Adwords- PPC Advertising 
 

I. CREATING OUR 1ST SEARCH CAMPAIGN 

To start your campaign, go to https://adwords.google.com, find the “Get started now” 

button, and sign up for an AdWords account. Once you're logged in, click the “Create your 

first campaign” button. 

a) Select your campaign type and name- First, choose the campaign type—for 

now, we highly recommend the “Search Network only” option, then give your 

campaign a name. Also remove the tick next to “Include search partners” for now (you 

can always change this later). 

 

b) Choose the geographic location where you’d like ads to show- Next, 

decide how large or small a geographic area you want to target. You can choose whole 

countries, regions of countries, states or provinces, cities—even U.S. Congressional 

districts. You can also choose custom-designated geographic areas, such as latitude-

longitude coordinates or the radius of a set number of miles or kilometers around a 

specific address. Click “Let me choose ...” and then search for the most appropriate area 

for you. 

 

c) Choose your “bid strategy,” and set your daily budget- Change the default 

“Bid strategy” to “I’ll manually set my bids for clicks.” This gives you more control 

and will help you learn AdWords at a greater level of understanding. You can always 

change to one of the many automatic options later. 

 

Your daily budget is the maximum that Google is authorized to charge you per day. 

Chances are, you'll hit that maximum most days. Google offers several payment options: 

“You can make payments before your ads show (manual payments) or make payments after 
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your ads show, and have those payments made automatically (automatic payments). Some 

businesses are also eligible for a Google credit line (monthly invoicing).” 

Set your daily budget so that if you screw up big-time, your checking account won’t get 

emptied out. You can always come back and bump it up, but it’s important to have a safety 

net. 

Ignore the “Ad Extensions” section for now. This is an important part of any campaign, 

but leave this for now and add these later after you've finished all nine steps. 

Click “Save and continue.”  

d) Create your first ad group, and write your first ad- More people click on ads 

when the headline includes the keyword they’re searching on. So use your keywords in 

your headline when you can. You’re limited to 25 characters here, so for some search 

terms, you’ll need to use abbreviations or shorter synonyms. 

The second and third lines allow for 35 characters of text each. In most markets, you’ll be 

more successful if you describe a benefit on the second line, followed by a feature or offer 

on the third line. Later on, you can test which order converts better. 

Even though Google places the field for your display URL—the web address people see in 

your ad—below your main ad copy here, when your ad displays on the search results page, 

its URL will actually show up right below your headline. The display URL has to be the same 

domain as your site, though the URL itself doesn’t necessarily have to be the specific 

landing page that you take people to. 

The last line is your actual destination URL, or your specific chosen landing page. You can 

also use a tracking link here. 

Here’s the short version of your ad template: 

Headline: up to 25 characters of text 

2nd line: up to 35 characters 

3rd line: up to 35 characters 
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4th line: your Display URL 

e) Insert your keywords into the keyword field in your account- Paste in your 

keywords. Start with just one set, and add plus signs (+), brackets ([ ]), and quotes (“ “) to 

see precisely how many searches of each type you’ll get. When you’re getting started, 

it’s not a good idea to dump hundreds or thousands of keywords in. Start with a tiny 

handful of important ones, and work from there. 

 

f)  Set your maximum cost-per-click- Set your maximum price-per-click now (called 

your “default bid”), but realize this: Every keyword is theoretically a different market, 

which means that each of your major keywords will need a bid price of its own. Google 

will let you set individual bids for each keyword later.  

If you can only afford $50 per day instead of, say, $170, it’s better to bid on low-cost 

keywords so that your ad can be seen by as many people as possible. Due to the limitations 

of any budget, if you’re going after high-priced keywords, you’ll exhaust your budget quickly 

and your ads will only be seen part of the day rather than for a full 24 hours. 

g) Review everything- Double-check your ad and keywords to be sure they’re the best 

possible match. Check your cost-per-click to be sure you get the positions on the page 

you want. Double check your daily budget to be sure you don’t unwittingly drain your 

bank account right out of the gate. 

h) Enter your billing information- Your ads will start showing as soon as you 

confirm your payment  

 

II. DOING CAMPAIGN LEVEL SETTING 

CONTENT NOT FOUND 
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III. UNDERSTANDING LOCATION TARGETING  

A setting that helps you show your ads to customers in a selected geographic location. 

For each ad campaign, you can select locations where you want your ad to be be shown. 

Then, location targeting allows your ads to appear for people in those locations. 

You can choose locations such as entire countries, areas within a country like cities or 

territories, and even a radius around a location, or your Google My Business locations, for 

your ads to show. AdWords may also suggest related locations that you can choose to 

target based on your current settings. 

Location targeting helps you focus your advertising on the areas where you'll find the right 

customers, and will hopefully help you increase your profits as a result. We suggest that you 

choose regions where your customers live and where your business can serve them. 

Keep in mind that you can also select locations to exclude in your campaigns if you don't 

want your ads to show in specific regions. 

Set Location Targeting for Multiple Locations 

a) Open AdWords 

b) Select your Campaign 

c) Select Keywords and Targeting 

d) Select Location 

e) Click make multiple changes 

f) Under “destination” select My data includes columns for campaigns and/or ad 

groups or Use selected destinations.’ 

g) Type your locations or paste your changes 

h) Click process 

i) Click continue and finish and review changes 

j) Click Keep 
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IV. TYPES OF LOCATION TARGETING 

a) Target Commercial Areas 

Whether it be a suburban strip mall or a corporate office park, you can target areas with 

heavy business activity. Go the extra mile by targeting all commercial areas within a certain 

region and layer it on top of your pre-existing targeting options. 

b) Target Airports 

Airports are becoming increasingly digital with ever improving WiFi services and 

even airport-specific apps where you can order your coffee ahead of time. 

Targeting airports can prove to be a fruitful endeavor when promoting travel apps, ebooks, 

or even hotel services to this audience. 

c) Target by Income 

Targeting by income is an effective way to build out customized landing pages for differently 

priced products and services. 

If you own a dealership selling a variety of cars, build a landing featuring luxury cars for 

people with higher incomes and a landing page featuring mid-range sedans for people 

making a little less money. 

d) Target College Students 

Although the common perception of college students are kids ingesting sriracha, ramen, 

and cheap beer, college students have incredible purchasing power that will determine 

which brands will win over the next 25 years. 
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Lesson no. 10: Google Adwords- PPC Advertising 
 

I. WHAT IS BIDDING STRATEGY 

 

a) Focus on conversions with Smart Bidding 

If you want to focus on conversions, consider using AdWords Smart Bidding to take much of 

the heavy lifting and guesswork out of setting bids. Smart Bidding is a set of automated bid 

strategies that uses machine learning to optimize for conversions or conversion value in 

each and every auction—a feature known as “auction-time bidding.” It also factors in a wide 

range of auction-time signals such as device, location, time of day, language, and operating 

system to capture the unique context of every search.  

 

Below are the four Smart Bidding strategies you can use- 

 Target CPA (cost-per-acquisition): If you want to optimize for conversions, you can use 

Target CPA to help increase conversions while targeting a specific cost-per-acquisition 

(CPA). Learn more About Target CPA bidding. 

 

 Target ROAS (return-on-ad-spend): If you want to optimize for conversion value, you 

can use Target ROAS to help increase conversion value while targeting a specific return-on-

ad-spend (ROAS). Learn more About Target ROAS bidding. 

 

 Maximize Conversions: If you want to optimize for conversions, but just want to spend 

your entire budget instead of targeting a specific CPA, you can use Maximize Conversions. 

Learn more About Maximize Conversions bidding. 

 

 Enhanced cost-per-click (ECPC): If you want to automatically adjust your manual bids to 

try to maximize conversions, you can use ECPC. It’s an optional feature you can use with 

Manual CPC bidding.  
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b) Focus on clicks with CPC bidding 

If you're focusing on gaining clicks to generate traffic to your website, there are two cost-

per-click bid strategies to consider: 

 

 Maximize Clicks: This is an automated bid strategy. It's the simplest way to bid for 

clicks. All you have to do is set a daily budget, and the AdWords system automatically 

manages your bids to bring you the most clicks possible within your budget. Learn 

more About Maximize Clicks bidding. 

 

 Manual CPC bidding: This lets you manage your maximum CPC bids yourself. You 

can set different bids for each ad group in your campaign, or for individual keywords or 

placements. If you've found that certain keywords or placements are more profitable, you 

can use manual bidding to allocate more of your advertising budget to those keywords 

or placements.  

c) Focus on impressions  

If you want to focus on impressions, you can try one of the following bid strategies to help 

maximize visibility.  

 

 Target Search Page Location: This is an automated bid strategy that automatically 

sets your bids to help increase the chances that your ads appear at the top of the page, or 

on the first page of search results. Learn more About Target Search Page Location bidding. 

 

 Target Outranking Share: This is an automated bid strategy that lets you choose a 

domain you want to outrank so that your ad is displayed above that domain’s ads, or shows 

when that domain’s ad does not. You can set how often you want to outrank that domain, 

and AdWords automatically sets your Search bids to help meet that target. Learn 

more About Target Outranking Share bidding. 
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 Cost-per-thousand impressions (CPM): With this bid strategy, you’ll pay based 

on the number of impressions (times your ads are shown) that you receive on YouTube or 

the Google Display Network. 

 

 Cost-per-thousand viewable impressions (vCPM): This is a manual bidding 

strategy you can use if your ads are designed to increase awareness, but not necessarily 

generate clicks or traffic. It lets you set the highest amount you want to pay for each 1,000 

viewable ad impressions on the Google Display Network. vCPM bidding probably isn't for 

you if the goal of your campaign is a direct response from customers, like buying a product 

or filling out a form. 

d) Focus on views or interactions (for video ads only) 

If you run video ads, you can use cost-per-view (CPV) bidding. With CPV bidding, you'll pay 

for video views and other video interactions, such as clicks on the calls-to-action overlay 

(CTAs), cards, and companion banners. You just enter the highest price you want to pay for 

a view while setting up your TrueView video campaign 

 

II. WHAT ARE FLEXIBLE BIDDING STRATEGY 
 

Flexible bid strategies automatically set bids to optimize for certain goals across set 

campaigns, ad groups and keywords. 

Once you have created a strategy, it will be shared in your Shared Library in Google 

AdWords, making it accessible from one spot and making performance tracking easier. You 

can apply the strategy on the campaign, ad group or keyword level from each respective 

tab. 
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Lesson no. 11: Google Adwords- PPC Advertising 

I. PROS. AND CONS. OF DIFFERENT BID STRATEGIES 
 

a) Enhanced CPC 

Adjust your manual Bid up or down to help you get more conversion 

Pros-  

 Google is helping you target high-converting click-throughs, which is the entire point of 

your campaign in the first place. 

 In theory, this strategy should increase your conversion rate. 

Cons- 

 Potentially higher cost can exceed budget. 

 Google’s algorithm might not be successful in providing a meaningful conversion boost. 

b) Target Search Page Location 

Adjust bid to get your ads to the top of the page or the first page of search result. 

Pros- 

 Much higher ad visibility – potentially free exposure if ad unclicked. 

 Potentially higher click-through rate – might be more cost-effective per click than other 

strategies. 

Cons- 

 If you’re not careful, this could significantly bump your ad expense. 

 No guarantee your click-throughs will be any more targeted than those with lower costs 

per click. 
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c) Target CPA 

Sets Bid to get the most conversions possible while reaching your average Cost Per 

Acquisition (CPA) Goal. 

Pros- 

  Target CPA is basically the most automated way to run an AdWords campaign. It requires 

a lot less in term of manual implementation from the user. 

 Every business has a target cost-per-customer. Target CPA helps you aim your agencies 

PPC campaigns directly at that number. 

Cons- 

 Potential for costs to skyrocket if you don’t set a maximum bid limit. 

 More automation can be a bad thing if you forget about monitoring campaign results. 

d) Target Outranking Share 

Target Outranking Share will simply ensure that your business outranks Business X on a set 

percentage of bids for your ad group 

Or 

Sets Bids to outrank another domain Rank. 

Pros- 

 Highly targeted way to increase search visibility over that of a direct competitor. 

 If you have a specific competitor you are looking to take market share from, this strategy 

lets you target them specifically. 

Cons- 

 Significantly more expensive than other bid strategies, particularly if you are targeting 

competitors whose ads have better quality scores than yours. 

 Inefficient strategy for obtaining conversions for your business. 
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e) Maximize Clicks 

Use this strategy to maximize your clicks within a set budget. 

Pros- 

 Straightforward – this is basic automated bidding. 

 Most efficient strategy for traffic generation. 

Cons- 

 Clicks might not be high quality. 

 Less targeting could result in less meaningful results. 

f) Target Return On Ad Spend (ROAS) 

The primary goal is a maximum return on investment, even if the overall conversion 

numbers are lower. 

Pros- 

 One step beyond conversions – every business ultimately wants to maximize total ROI. 

 Geared towards eCommerce platforms with multiple products – can take a headache out 

of identifying the right balance between volume sellers and high-margin winners. 

Cons- 

 This requires a much more sophisticated algorithm to get right, and the results might not 

be there for your business. 

 Not useful for all websites. 

In review, AdWords’ flexible bid strategies include: 
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a) Enhanced CPC – target high-converting clicks. 

b) Target Search Page Location – get your ads at top of the SERPS. 

c) Target CPA – target conversions by cost. 

d) Target Outranking Share – outrank direct competitors. 

e) Maximize Clicks – target maximum clicks. 

f) Target Return On Ad Spend – target overall campaign ROI. 

 
 

II. UNDERSTANDING AD EXTENSIONS 

 

Ad extensions are additional pieces of information about your business, like a phone 

number or a link to a specific page on your website, you can add to your ads. Ad extensions 

are free to add to your ads, with the usual charges for any clicks you get. Including ad 

extensions can improve the visibility of your ads, which can lead to more clicks and improve 

your ROI. 

There are two categories of Ad Extensions: Automatic and Manual Ad Extensions. It’s 

important to note that ad extensions don’t always show, so be sure to keep the most 

important information in your text ad. 
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Lesson no. 12: Google Adwords- PPC Advertising 

 

CREATING ADS 
 

I. UNDERSTANDING AD METRICS 

Statistics that are collected and compared to help evaluate the effectiveness of a particular 

advertising campaign. The click-through rate is just one example of the explosion of new 

advertising metrics that have arisen, thanks to the internet. 

Here are 21 metrics for measuring the success of your display advertising.  

Impressions – It is the number of times your ad is displayed. The number by itself does 

not hold much value but it is a metric used to calculate other metrics and KPIs. Keep in 

mind that an impression does not mean that someone actually saw the ad, it just that the 

ad was shown on a web page/app. 

 

i. Reach –This is the number of unique people (generally identified by cookies) that were 

reached by your ad. This number is always lower than the impressions because your ad 

is generally shown to same person (cookie) multiple times. 

 

ii. Cost – The total cost of running the ad campaigns.  This is calculated differently by 

different tools and organizations. Some use actual media cost while other use a fully 

load number that includes the agency cost, creative cost etc. Whichever number you 

use, be consistent in your approach. If you are going to do comparisons with CPC 

models such as Paid Search then I suggest using the actual media cost. Most of the 

publicly available benchmarks are based on actual media cost and are expressed in 

CPM (explained later in this list). 

 

iii. Engagement Rate or Interaction Rate– This applies to the Rich Media Ads, where a 

user can interact with the ad without leaving the Ad unit/widget.  Engagement Rate is the 

percentage of interactions per impression of the ad unit and is calculated as (Number of 

Interactions/Total Impressions)*100%. 
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iv. CPM – This is the cost for 1000 Impressions of the ad unit. Display advertising is 

generally sold on CPM basis. (For more information on CPM, see Cost of 

Advertising: CPM, CPC and eCPM Demystified). 

 

v. Clicks – Number of clicks on an ad unit that lead to a person leaving the ad unit.  Keep 

in mind that a click does not mean that a person landed on the intended destination of 

the banner ad click. There are multiple factors that could lead to a click but not a visit to 

the destination (I won’t cover those here but am happy to discuss over email or a call). 

 

vi. CTR (Click though rate) – It is the number of Clicks generated per impression of a 

banner ad. This number is expressed as a percentage.  

CTR = (click/impressions)*100% 

vii. CPC – Cost per Clicks is the cost that you pay for each click.  Generally, display 

advertising is sold by CPM (see above), you can easily convert the cost in to Cost Per 

Click to compare it against other channels such as paid search. Cost per click is the 

effective amount you paid to get a click.  It is calculated by dividing the cost with number 

of clicks.  CPC = Cost/Clicks. Sometime this number is also referred as eCPC (effective 

Cost per Click). 

 

viii. Visits – As stated above in the definition of clicks, not every click turns into a person 

landing on your destination (generally your website). Visits measures the clicks that did 

end up on your site.  (For more definition of visits, please see Page Views, Visitors, 

Visits and Hits Demystified) 

 

ix. Visitors – Visitors metric goes one step ahead of the visits and calculates the number of 

people (as identified by cookies) who ended up on your site as a results of the clicks on 

the banner ads. 
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x. Bounce Rate – Is the percentage of visits that left without taking any actions on your 

site. It is calculated as Number of Visits with one page view /Total number of visits 

resulting from the display ads. (Bounce Rate Demystified for further explanation). 

 

xi. Engaged Visit Rate – Generally this is opposite of bounce rate (though you can have 

your own definitions of engagement).  It measure the quality of the visits arriving from 

your display advertising. You can calculate Engaged Visits as  (100 – Bounce Rate 

expressed as percentage). 

 

xii. Cost/Engaged Visit – This is effective cost of each engaged visits. It is calculated as 

total Cost divided by number of engaged visits. 

 

xiii. Page Views/Visit – Page views the number of pages on your site viewed by each visit. 

With a lot interactions happening on one single page, this metrics is losing its value. 

However, for now, it is still a valuable metric for ad supported sites. 

 

xiv.Cost/Page View – As above, this is valuable metrics for ad supported site to figure out 

the cost of generating on extra page view. 

 

xv. Conversions – Conversion is defined as the count of action that you want the visitors to 

take when they arrive from you display ads. Some examples of conversions are – 

purchase, signup for newsletter, download a whitepaper, sign up for an event, Lead from 

completions etc. 

 

xvi.Conversion Rate – This is the percentage of visits that resulted in the desired 

conversion actions.  Conversion Rate = Total conversions/visits*100. If you have more 

than one conversion actions then you should do this calculation for each one of the 

action as well for all the actions combined.  In case of Leads, you can take it one step 
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further and calculate not only the “Leads Generation Rate” (Online Conversion Rate) but 

also Lead Conversion Rate, which is, Leads that convert to a customer divided by total 

leads generated. 

 

xvii. Cost per Conversion – This is the Total Cost divided by the number of conversions 

achieved from visits coming via display ads. 

 

xviii. Revenue – This is total revenue that is directly attributed to the visits coming from 

display advertising. It is pretty straightforward to calculate in eCommerce but gets a little 

tricky when you have offline conversions. 

 

xix.Revenue per Visit   – Shows the direct revenue achieved per visit originating from the 

display advertising. It is calculated as Revenue Generated from Display Ads divided by 

the total Visits. 

 

xx. Revenue per Page – This is useful for ad supported business models. This is 

sometimes expressed as  

RPM (Revenue per thousand impressions of ads) = (Total Ad Revenue/Number of page 

views) * 1000 

Note: In addition to Clicks, you can also looks at View Through and calculate your other 

related metrics by view through.  View Through is sum of all the cookies that visited a page 

that showed your ad on it, and then landed on your site. The assumption, in this calculation, 

is that you landed on the brands site because of that ad exposure. 
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 Where can you get these metrics from? 

a) Impressions, Reach, Cost, Engagement Rate, Clicks, CTR and CPC data is available 

from your agency or ad server tool. 

b) Visits, Visitors, Page Views, Bounce Rate, Engaged Visit Rate, Conversion, and 

Conversion Rate are available in your Web Analytics tool. 

c) Revenue is available in either your Web Analytics tool or other offline sales database. 

d) Cost/Conversion, Cost/Engaged Visits, Cost/Page view and Revenue/page are 

calculated using data from multiple tools. 

 

II. DISPLAY AND DESTINATION URL 

 

a) Display URL 

The webpage address that appears with your ad, typically shown in green text. 

 

Display URLs give people an idea of where they'll arrive after they click an ad. The landing 

page that you define with a final URL tends to be more specific. For example, if your display 

URL is www.example.com, your final URL might be example.com/sweaters. 

 

For expanded text ads, your display URL consists of the domain of your final URL (and the 

subdomain, if you have one) and your two optional “Path” fields of up to 15 characters each. 
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In rare scenarios, your subdomain may not be added to your display URL. For example, if 

your subdomain uses a trademarked term, your display URL may not include your 

subdomain. Learn more about AdWords trademark policy. 

 

Google constantly makes changes to AdWords. As a result, Google may update the domain 

component of your display URL. 

Your display URL may appear in your ad with a "www." prefix in lowercase letters (even if 

you enter it with capitalized letters). If your URL begins with a subdomain, your display URL 

may include it (for example, the support in support.google.com). 

ii)  Destination URL 

A Destination URL is simply the address of your webpage people reach when they click one 

of your ads. The way it's worked until now is that AdWords ad and keyword tracking relied 

on the Destination URL, which was made up of the landing page URL and tracking 

parameters. 

If you wanted to adjust your tracking for any reason, you had to update the Destination URL, 

which sent your ads back to editorial review. Your ads would stop running during this review 

and whatever information was tied to the old URL was lost. 

 

What’s Changed? 

 This upgrade basically splits the Destination URL into two parts – you can now enter the 

landing page portion of the URL and the tracking information separately. It's so much easier 

and more convenient!  Changing your tracking parameters at any level except the ad level 

doesn't trigger a review, your ads don't have to stop running, and you can update your 

tracking at the account, campaign or ad group level without seeing your ad stats go down the 

drain. 
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Lesson no. 13: Google Adwords- PPC Advertising 

 

I. HOW TO WRITE A COMPELLING AD COPY 

i. Show viewers how you’ll solve their problem 

When it comes to writing ad headlines, most businesses start and stop at plugging in 

keywords. This is the first thing a visitor will read after all. 

Though using the keywords you’re bidding on, is important for Quality Score, when 
everyone (your competition included) is using the same keywords, you don’t really attract 
much attention. 

To stand out, your ad headline needs to mirror the visitor’s end goal. 

People click on an ad because it promises to help & solve their problem, not because they 
think the ad checks all the right keyword boxes. 

Before you create an ad, think about what the user on the other end wants to accomplish 
and how your headline can help fulfill that need. 

For example, take a look at the ads for the keyword “sell books”: 

 

Apart from writers and publishers, most people searching for this query are likely to be 
college students and readers who want quick cash for their books. 

The first ad focuses on exactly this: sell your books for cash. 

 

 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 
 

It doesn’t try to push their service’s features and quality. Instead, it tells viewers immediately 
that they can use the service to get cash (the end goal) for their books. 

Try doing this in your ad copy as well: focus on the end-solution (cash for books) that solves 
customers’ problems. 

ii. Include emotional triggers 

While some visitors might be looking for a site with an end goal in mind, often people are 
browsing casually to get information or discover what solutions and services are available 
for a potential problem. 

For these kind of visitors, you have to spur them into action. One way to do this is 
through emotional triggers. 

The reason behind this is simple: people don’t make decisions based on logic alone. 
Instead, they are driven by emotions. 

If people read something and experience a strong emotional reaction (such as fear, anger, 
or disgust) they will click through. 

For example, take a look at these ads for a trainer: 
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Most of these ads simply describe the services on offer. There is no way to differentiate 
between them apart from their locations and their prices. 

While this can work when the competition is limited, for most keywords, such ads will just 
blend in with the others. 

In contrast, take a look at this ad for a cosmetic surgeon in New York: 

 

This ad works because it addresses the single biggest issue anyone who seeks a cosmetic 
surgeon has: that they look older and as a result, don’t feel good about themselves. 

By highlighting how cosmetic surgery will help you, the patient, “look younger and feel 
great,” this ad triggers a far more emotional response than the ad below it (which mostly 
talks about the “state of the art facility”). 

Here’s how to make your ad copy emotional: 

a) Determine who your customer is 
b) Determine the persona you want to take on to appeal to that customer 
c) Write emotional ad copy from that persona 

You have to be careful to balance this reaction with the rest of your message as you don’t 
want your customers to associate your brand with a negative emotion. 

Instead, focus on resolving the fear or concern. 
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iii. Focus on benefits, not features 

When it comes to writing the body of your ad, don’t waste time by stating how amazing 
your brand is. Instead, get visitors to take action by telling them how your brand or your 
product will improve their lives. 

Your ad needs to be personal (use “you”) and must be able to demonstrate how your 
service can benefit the visitor. 

Here’s an example from the pet insurance industry: 

 

The first ad focuses on benefits by stating in its copy: 

a) How much the visitor will save (5%) 
b) How a visitor can cut costs without cutting coverage (use of you) 
c) Informing that the plan works with any licensed vet (convenience) 

Compare that to the ad just below it, which is vague: 

a) States “Save Big” but what does that mean exactly? How much? 
b) States “Visit Today” which doesn’t need to be said if someone is already searching for 

you (they are already interested). This just wastes ad space. 

 

Similarly, take a look at these two ads for “lasik surgery NYC”: 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

 

A customer who wants to get laser surgery done doesn’t really care about the exact brand 
name of the equipment or even the technology used. 

What he actually cares about it whether the surgery is fast, comfortable and accurate – 
benefits, not features. 

This is exactly what the first ad focuses on: surgery that is more comfortable, faster & more 
precise. 

Only after mentioning the benefits does the ad talk about features – “best price guarantee,” 
“next day recovery,” etc. 

In contrast, the second ad doesn’t talk about benefits at all. Instead, it approaches the ad 
from a position of authority by stating how many surgeries they’ve performed (which is a 
useless number because most customers have no idea what number of surgeries is normal 
for a Lasik practice). 

If you are finding it hard to differentiate or provide benefits in a short amount of space, you 
can use psychology to drive conversions, as we’ll see below. 
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iv. Implement FOMO 

Yes, the fear of being left out can be a catalyst to get visitors to your site. 

Loss aversion is a real psychological force and using it in your ads is a easy way to drive 
conversions. 

The easiest way to implement this online is to use countdown timers which run in real time. 

Here’s an example from a business selling TVs online: 

 

These ads work because humans are more motivated by the idea of losing out than 
gaining something and by instilling time-limits, more people are more likely to click 

through. 

This is also an example of scarcity in action – one of the 6 principles of persuasion 
according to Robert Cialdini (author of Influence: The Psychology of Persuasion). By 
showing that the sale is going to end soon, you create a sense of scarcity which compels 
action. 

With competition online only getting more intense, writing compelling ads is a powerful tool 
to drive conversions. Though it takes time and practice, following the above tips will help 
you get ahead of your competition. 
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Lesson no. 14: Google Adwords- PPC Advertising 

 

I. BEST AND WORST EXAMPLES OF  CREATING ADS 

 

i. Worst examples 

a) Pepsi Trivializes Social Justice Movements 

Here’s What Happened 

This one’s still fresh. At the beginning of April 2017, Pepsi debuted an ad depicting Kendall 

Jenner in the middle of a photoshoot when she spots a protest happening in the middle of 

the street. Beckoned by a nod from a passing protestor, she whips off her wig to join in. 

 

Things don’t get really bad, though, until she walks up to a police officer manning the protest 

crowd and hands him a Pepsi, therefore stopping protests—and socioeconomic conflict, 

racial tension, gender inequality, and really just, like all bad vibes—forever. 
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Why It Missed the Mark 

Pepsi mistook social justice movements for opportunities to sell soda, which is pretty 

disrespectful to the people who have suffered and sacrificed for the sake of protest and 

change. 

What’s worse? At the center of Pepsi’s apology wasn’t BLM supporters or Women’s 

Marchers as expected, but Kendall Jenner herself. 

Takeaway 

Wanting to lend a helping hand for social change is good. Using serious social issues to sell 

a product is insensitive and insulting. 

b) Burger King Botches Their Own Version of “Where’s Waldo.” 

Here’s What Happened 

Let’s throw it all the way back to 1985. This one’s just one big giant mess, so let’s break it 

down: 

 Burger King kicks off a campaign called “Where’s Herb?” by telling customers that if they 

can find Herb at a Burger King location (a random and disappointingly ordinary guy not very 

worthy of being the centerpiece of an ad campaign), they’ll win $5,000 

 Finally, a 15-year-old spotted Herb but was rejected the cash price 

 Then Burger King gave the cash prize to his 16-year-old friend instead because the actual 

Herb discoverer was younger than the not-so-well-advertised contest age minimum of 16. 
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Why It Missed the Mark 

A few reasons:  

1) No one cared who Herb was.  

2) It was just too random: who is this guy and why are we trying to find him? No one really 

knew.  

3) The contest rules were poorly communicated and resulted in a nasty PR situation. 

 

Takeaways 

If you’re going to have a brand mascot, try to have it make some sense. Don’t try to get 

people to care about your mascot or promotion without giving them a reason to first. (Oh, 

and be very, very clear about contest age restrictions.) 
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ii. Best examples 

a) Nike: Just Do It. 

Source: brandchannel 
 

 

Did you know that, once upon a time, Nike's product catered almost exclusively to 

marathon runners? Then, a fitness craze emerged -- and the folks in Nike's marketing 

department knew they needed to take advantage of it to surpass their main competitor, 

Reebok. (At the time, Reebok was selling more shoes than Nike). And so, in the late 

1980s, Nike created the "Just Do It." campaign. 

It was a hit. 

In 1988, Nike sales were at $800 million; by 1998, sales exceeded $9.2 billion.  

 

"Just Do It." was short and sweet, yet encapsulated everything people felt when they 

were exercising -- and people still feel that feeling today. Don’t want to run five miles? Just 

Do It. Don’t want walk up four flights of stairs? Just Do It. It's a slogan we can all 

relate to: the drive to push ourselves beyond our limits. 
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The Lesson 

When you're trying to decide the best way to present your brand, ask yourself: What 

problem are you solving for your customers? What solution does your product or 

service provide? By hitting on that core issue in all of your messaging, you'll connect with 

consumers on an emotional level that is hard to ignore. 

 

b) Coke: Share a Coke 

 

Big brands are often hard-pressed to do something ground-breaking when they're already 

so big. So, what did Coca-Cola do to appeal to the masses? They appealed to individuals 

-- by putting their names on each bottle. 

The Share a Coke campaign began in Australia in 2011, when Coca-Cola personalized 

each bottle with the 150 most popular names in the country. Since then, the U.S. has 

followed suit, printing first names across the front of its bottles and cans in Coke's branded 

font. You can even order custom bottles on Coke's website to request things like 

nicknames and college logos. 
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It was a breaking story across the marketing and advertising industry. Many consumers 

were enchanted by it, while others were confused by it -- why make a temporary item so 

personal? Pepsi even released counter-ads shortly after the campaign launched.  

Nonetheless, Coke received immediate attention for it. 

 

The Lesson 

Coke fans are regular buyers, and the company leaned into that sense of individual 

ownership with full force. Wondering what name you'll get out of the vending machine was 

a fun thrill in and of itself -- even if it isn't yours, it encourages you to "share a Coke" with 

whomever's name is on the front. 
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Lesson no. 15: Google Adwords- PPC Advertising 

 

TRACKING PERFORMANCE/CONVERSION 
 

I. WHAT IS CONVERSION TRACKING 

Conversion tracking is a free tool that shows you what happens after a customer 

interacts with your ads -- whether they purchased a product, signed up for your newsletter, 

called your business, or downloaded your app. When a customer completes an action that 

you've defined as valuable, these customer actions are called conversions. 

Below is a basic scenario to illustrate how conversion tracking works. 

Step 1: You create a campaign in mMedia with an App Tracking ID aiming to drive 

downloads of your application. 

In this scenario, you have already integrated our conversion tracking tools into your 
application and have created an App Tracking ID. Your goal is to drive app downloads. 

Step 2: Someone sees and clicks on your ad. 

A user navigates to a mobile site on his or her device and sees your banner ad. The user is 
intrigued, and clicks on the ad. 

Step 3: The conversion event begins. 

Our system will recognize that click and make a note of that click in our system. 

Step 4: The user downloads your mobile application and launches it for the first time. 

The user decides to download your app. After they have downloaded the app and it 
launches for the first time, a trigger in your mobile app will notify us that the app has been 
launched by the user. 

Step 5: We match the click to the conversion. 

When we are notified that there has been a download, we will match that download event to 
the click based on the user ID. 

Once the match is made, a “completed event” is recorded in our system. 
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II. WHY IS IT IMPORTANT 

When you see what turns a marketing technique into a valuable conversion, you can repeat 

that scenario over and over again. For instance, if certain keywords seem to work well to 

create conversions, you can generate more content with the same keywords for SEO 

purposes, thus expanding your chances of bringing new people to your site, and creating 

more conversions. 

 

It is also important to track this data so you can see what your cost per conversion is. If you 

are spending too much on converting customers, it may be time to change your tactics to 

something more cost effective. 

Improving your conversions can be as simple as making your site more accessible and easy 

to navigate, creating a new digital marketing technique that helps your company stick out in 

people’s minds, or working on your search engine optimization tactics to ensure that your 

company appears high on search engine results pages. 

Once you have gotten into conversion tracking, you should be able to see what is working 

for you and what needs improvement. Then you can direct your resources toward bettering 

your conversion rate. 
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Lesson no. 16: Google Adwords- PPC Advertising 

OPTIMIZE SEARCH CAMPAIGNS 

I. HOW TO OPTIMIZE CAMPAIGNS AT THE TIME OF CREATION? 

 

i.  Focus on profit 

There are a lot of metrics you can use to measure the success of your campaigns such as: 

cost per click (CPC), cost per thousand impressions (CPM), cost per acquisition (CPA), 

return on ad spend (ROAS), click through rate (CTR), conversion rate and average value 

order. Often these metrics are reported in conjunction so that you get a clear picture of of 

each campaign in comparison, allowing you to optimise accordingly. However, while these 

metrics give you the surface return on investment (ROI) which is important for adaptive 

campaign management, what is the net profit of each transaction that’s generated? 

Understanding this will allow for more informed decisions. 

For example: 

Campaign A – generates a large volume of transactions at a high CTR and low CPC 

Campaign B – generates a smaller volume of transactions at a lower CTR and higher CPC 

Campaign A delivers a high volume but low value transactions, while Campaign B delivers a 

lower volume but higher value transaction. Therefore, the surface ROI of Campaign A is the 

clear winner but Campaign B actually returns the highest net profit. It should be noted here 

that there could also be additional customer service benefits or cost savings when dealing 

with a lower volume of deals. 

ii. From click to customer 

Do you know what the complete user journey is like for people clicking on your ads? The 

last thing you want to do is spend money on targeting and having the right people click or 

view your business, only to have them abandon the process. Here are some basic steps 

you can take to start checking your user journey: 
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a) What happens when the user clicks through from mobile, tablet or desktop? Are all the 

pages optimised for the relevant screen size? 

b) What does your landing page communicate above the fold? Do you have a clear call to 

action? 

c) How fast does your page load? 

d) If the customer abandons the process, what steps do you have in place, eg. re-

marketing campaigns or abandon cart/form triggered emails? 

e) If they do become a customer, do you place them into an onboarding process to mitigate 

churn and stimulate activity? 

 

iii. Analytics 
 

Creating a trading room floor mentality to campaign management is crucial to great 

optimisation, but to do this you need to have your analytic platform set up correctly. Ensure 

that you have the right analytics platform such as Google Analytics set up correctly and 

syncing with your own admin system. This will create accurate attribution and reporting of 

revenue figures against a respective campaign, channel (paid search, organic, email, social, 

etc), and source or medium. 

iv. Timing is everything 
 

There is such a thing as ‘right place, right time’ in the world of digital advertising. Sure, you 

could go out and buy as many eyeballs as possible, but how is that going to allow you to 

drive budgetary efficiency? One of the key aspects of getting the timing right on a large 

scale is understanding what events like school holidays, public holidays, sports, 

conferences, concerts and festivals might impact your business. Using the PredictHQ web 

app you can not only get event visibility across the world, you can also understand what 

events impact your business and when on average customers are most likely to buy relative 

to that event. 
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With this timing in mind, you can start to leverage overt and covert marketing tactics 

as explained here to ensure you’re increasing your ad spend at the right time. 

v. Understand who your target audience is 
 

Who are the customers that are buying your product or service? There’s no point trying to 

sell Sea World family holidays to a male student with no dependents and a penchant for 

beer. Use the intuitive platforms of today that come complete with a wealth of targeting 

options to help you zero in on the people you want to target and better-understand your 

audience, not just in the traditional sense of demographics but also their interests. 

vi. Landing pages 
 

Having optimised landing pages is a crucial step in generating the best-performing 

campaigns. So much can be won or lost on your customer’s first click experience. Below are 

some quick tips about establishing a great landing page: 

a) Put content on the page which relates to your campaign to improve the quality score of 

your search campaign ads. 

b) Make the landing page relevant. For example, if a user is clicking or tapping on an ad 

which is for ‘car hire from San Francisco airport,’ send them to a localised landing page 

that contains elements including but not limited to: 

 

o An image of San Francisco airport; 

o A title which includes the term ‘San Francisco;’ 

o Deals available from San Francisco airport; 

o Localised content about hiring a car from San Francisco airport (which will also help with 

your quality score for Google Adwords campaigns). 

 

c) Clear branding 

d) What content and calls to action are above the fold? 

e) What trust elements do you have on the landing page which validate your brand and 

reassure the users? Initial elements could include: 
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o User reviews; 

o Awards or accreditations; 

o Social media following count; 

o Number of bookings, transactions or members; 

o Concise benefits of using your business. 

 

vii. Consistency 
 

This is probably the easiest tip but something that is not often followed. What do we mean 

by consistency? It’s about ensuring that your potential customer has a familiar brand 

experience all the way through from seeing the hero image on the display ad, to it appearing 

on the landing page. The tone of voice, colours, logo, and other creative and visual cues 

you use should remain consistent all the way through the journey. Creating familiarity is a 

sure-fire way to keeping them on the path to conversion. 
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viii. Abandonment 
 

No matter what you do, there will be times when certain users abandon the process. Even 

worse is when these users become qualified leads and abandon at the point of signing up or 

transacting. To mitigate losing the cost spent in getting them to your landing page, try 

implementing abandonment tactics. This means if the user is either logged in or has 

completed an email field as part of the process but then abandons, you can trigger an email 

response. 

ix. A/B testing 
 

You’re probably sick of hearing about A/B testing but there is a reason it comes up so much 

– it works. If used and quantified correctly in isolation, it can be an exceedingly useful tool 

for eliminating the subjective and asserting the objective. My only side note is that you 

should work towards a 95% (or higher) confidence level when assessing the results to 

ensure they are statistically significant. For extra certainty, build in a margin of error that you 

must be over to justify implementing the change. 

So what should you be A/B testing on your landing page? It could be anything from 

including a video on your homepage or not, through to simply changing the text on the main 

call to action button from ‘view now’ to ‘start free trial’. Whatever the tests are, we 

recommend testing each element in isolation, which means only having one A/B test 

running on the landing page at any given time. 

x. Fail fast 
 

There are myriad advertising platforms out there that promise the world but deliver very 

little. However, diversifying your advertising platforms is a great way of finding new channels 

that can deliver higher value ROI than the usual self-service advertising platforms of Google 

(et al), Facebook, Twitter and LinkedIn, plus third-party players like Marin, Kenshoo, AdRoll, 

etc. Fortunately, if you implement most or all of the above, then you should be able quickly 

identify which platforms deliver the most accurate targeting options and in turn generate 

optimal levels of conversion. 
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If a certain platform is not delivering the results you want, then you will have the ability to 

quickly assess and switch off. Likewise, if you find a platform that works for you then you 

can ramp up ad spend accordingly. 
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Lesson no. 17: Google Adwords- PPC Advertising 
 

OPTIMIZING CAMPAIGN VIA ADGROUP 
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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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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: 

 

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

Now as I hang out elsewhere on the web, they’re reminding me that I 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: 

 

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: 

 

 
 
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 – I 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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And voilà. Their IPs are now blocked. 
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Lesson no. 18: Google Adwords- PPC Advertising 

IMPORTANCE OF CTR IN OPTIMIZATION 

A higher CTR means a higher Quality Score, which reduces your CPC and improves your 

ad rank. 

But it goes much further than that. 

A remarkable CTR is not only the most important thing in AdWords, but it is also extremely 

important for other marketing channels. These include organic search, CRO, social media, 

and email marketing. 

Here are five surprising benefits of having a remarkable. 

 

i. Much Higher Ad Impression Share 

You get big discounts from having a high CTR. Namely, a lower cost per click, which really 

adds up as clicks accumulate. 

This is true not just of vanilla search ads, but all Google properties, whether we're talking 

about the Google Display Network or Gmail Ads. 

But a remarkable CTR doesn't just impact CPC. It also impacts your impression share – 

how often your ads show up in the first place. 

On the Google Search Network, every increase (or decrease) of 1 point in Quality Score can 

make a huge positive impact on your impression share: 
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If you can increase your Quality Score by one point, your impression share on average will 

increase by about 6 percent on desktop. 

 

This is even bigger deal on mobile, where impression share is twice as competitive. 
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Increasing your Quality Score by one point would increase your impression share by an 

average of 12 percent! 

ii. Your Organic Search Positions Will Get A Boost 

We recently conducted research to test whether achieving above-expected user 

engagement metrics results in better organic rankings. We observed an unmistakable 

pattern: 

 

a) The more your pages beat the expected organic CTR for a given position, the more likely 

you are to appear in prominent organic positions. So if you want to move up by one spot 

(e.g., Position 5 to Position 4) in Google's SERP, you need to increase your organic 

CTR by 3 percent. If you want to move up again (e.g., Position 4 to Position 3), you'll 

need to increase your CTR by another 3 percent. 

 

b) If your pages fall below the expected organic search CTR, then your pages will appear in 

lower organic SERP positions. Basically, if your page fails to beat the expected click-

through rate for a given position, it's unlikely your page will appear in positions 1–5. 

You want your pages get as many organic search clicks as possible, right? Attracting more 

clicks means more traffic to your site, which also tells Google that your page is the best 

answer for users – it is relevant and awesome. 
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Another thing we discovered was that the weighting of click-through rate is in Google’s 

organic search ranking algorithms is becoming more important every month this 

year.  

 

Here I was tracking a group of 1,000 keywords and URLs for the past 5 months. What I 

found was that the Google algorithm is shifting to increasingly higher CTRs for top-4 organic 

ranking status. 

This is what you would expect to see if Google Search were employing a machine learning-

based algorithm that reordered listings based on CTR – people would see more of what 

they were hoping to see at the top, reducing the need to scroll lower down into the SERPs. 

 

iii. Your Conversion Rates Increase 

Increasing your click-through rate will also increase your conversion rates. If you can 

increase your CTR by 2x then your conversion rate should increase by 50 percent. 

That's why click-through rate is the most important conversion metric (in my opinion). 

For example, look at this data from one large client's account: 
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This is just one example. We see this same conversion curve in many accounts. (It's just 

difficult to combine multiple accounts into one graph because conversion rates vary 

depending on factors like the industry and offer.) 

What’s happening here is that if you can get someone excited to click on your website (via 

email, ads, organic search listings, or whatever), the excitement carries through to sign-up 

and purchase. 

 

iv. Free Clicks From Social Ads 

 

Facebook and Twitter don't have a Quality Score. Well, they do, Facebook just calls 

it Relevance Score and Twitter calls it Quality Adjusted Bid.  

Whatever they call their version of Quality Score, having a higher score results in a higher 

ad impression share for the same budget at a lower cost per engagement. A high 

engagement rate means your ads will be more visible and more cost effective, as shown 

here: 
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Notice how the cost per engagement on Twitter Ads falls dramatically as the engagement 

rate of the post you’re promoting rises. 

One of the surprising benefits of having high engagement on Facebook and Twitter is that 

you'll benefit from free clicks. How? 

On Facebook, if someone shares one of your boosted posts, that will show up in another 

person's news feed and you won't get charged for any of the additional engagements that 

happen there. 

On Twitter, if you do a Promoted Tweet, when one of your followers retweets or shares it, 

you'll get more totally free organic impressions. 

 

v. People Will Actually See Your Emails 

Now let's talk about email marketing. How many emails do you get each day? Dozens? 

Hundreds? 

If you engage with the emails that brands and businesses regularly send to you, you'll 

continue to see them. If not, it might get filed away in Outlook's Clutter folder or it may be 

relegated to Gmail's Promotions tab – or even worse, the Spam folder. 

Case in point: 
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Microsoft Outlook’s clutter filter regularly filter emails I’ve opted into receiving – 

including internal emails from my own company! These emails are being filtered out 

based on machine learning. 

What does this mean for your company? 

If your emails have a higher CTR (though for emails the better equivalent is actually higher 

open rate), then it's more likely that your emails will actually get seen, opened, and clicked 

on. If your click-through rates are terrible, your emails will be rounded up and thrown in the 

dark "clutter dungeon.” 

One thing we did was to delete people from our email lists who were unresponsive. If you're 

just accumulating emails over many years, why? Do you think someone who has been 

dormant and never engaged with your emails is going to magically turn into a sale 5 years 

later? 
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Deleting half your database is one way to instantly more than double your CTR. Email 

providers will notice that more people are engaging, making it less likely your emails will end 

up in the dungeon. 
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Lesson no. 19: Google Adwords- PPC Advertising 

 
HOW TO INCREASE CTR 
 

Step One: Craft Attention-Grabbing Headlines 

One way to stand out, in the search engine results pages (SERPs), is by crafting 

attention-grabbing headlines. From your banner adds to your ad copy, your content 

and even your email campaigns with a solid subject line – good headlines pull people 

in. 

Why is your title so important, why does your subject line matter? It’s because in 

SERPs, 8 out of 10 users will click the title, if it’s compelling. Straightaway you can 

see, this is going to boost your click through rate. You can also take this on board 

when it comes to your email marketing. A solid email marketing campaign is about 

getting your users to open your emails. To improve your open rates you need to 

choose a high quality subject line, and utilize the tips below.  



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 
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Step Two: Strategically Optimize Your Meta Descriptions 

Are your pages’ meta descriptions optimized for a better click-through rate? This is an 

important aspect of on-page SEO.  Because without snippet text optimization, your 

headline won’t be likely to get the right kind of attention and this won’t lead to open 

rates or high CTR: 

 

By itself, a meta description may not improve your search rankings and your quality 

score. However, it’ll definitely earn you more click through rates, when it’s crafted 

correctly. As your pages move up the rankings list, a good meta description will yield a 

higher CTR. 
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Step Three: Utilize Rich Snippets 

Search algorithms have changed quite a bit over the past few years. However, certain 

ranking factors are still relevant. One example: rich snippets. We see them in SERPs 

all the time. 

 

The benefits of rich snippets include: 

a) Drawing the reader’s eye to a relevant search result  

b) Giving more information and social proof about the result  

c) Telling the user exactly what’s on the other side of that link, even before they click  

d) Increasing click-through rate 
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Step Four: Persuade the User With Quality Visual Assets 

One of the most effective tactics for optimizing content on social media is using 

images and photos. This is true, because the human brain responds to  visual 

information 60,000x faster making it a sure fire way of improving your click-thru rate. 

 

 

 

 

This is why there are so many software solutions, such 

as Piktochart, Powtoon and Canva, quickly turning average bloggers and self-

published authors into graphic designers and visual marketers. 
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These are people who ordinarily wouldn’t have considered becoming designers. When 

it comes to maximizing your search click through rate, you’ve got to use persuasion 

with visual assets. 

So, if you want to improve your open rate and for people to click your  organic listing 

and visit your web page, because of the valuable content that you’ve got waiting for 

them, then make sure that your content is: 
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Step Five: Activate Breadcrumb Navigation 
 

When you want to increase organic clicks, one technique that’s supported by Google 

is breadcrumb navigation. This SEO concept is particularly important in today’s mobile 

age. 

 

Breadcrumbs allow a search user to see and use a step-by-step pathway of links, from 

your homepage to the specific page that they clicked on in their SERPs. Breadcrumbs 

help your user navigate your site, improving your page open rate and contributing 

towards higher CTR. 
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Recently, Google announced that it will be replacing the URL that usually appears 

within the result snippet with a site name and breadcrumb path. This will affect mobile 

searches only, for now. If you look at recent organic search listings on any mobile 

device, there’s a difference that you can see in the example below:  
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Step Six: Leverage Google Analytics Reports 

If content marketers made proper use of their Google analytics reports, they’d not only 

improve organic search performance, but they’d increase their landing page 

conversion rates as well, leading to better call to actions, stronger email  campaigns, 

and a higher quality score. 
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We often forget about the data that’s available about our pages.  If you know what to 

look for, your Analytics dashboard can tell you exactly how Google and your users 

perceive your site’s pages. 

 

Step Seven: Optimize Your URL for Users 

How do your web page URLs appear in search results? Are they clickable and 

relevant? Take a closer look at these three search results in Google:  

 

 

Step Eight: Build High-Converting Landing Pages 
 

Conversion rate optimization is one aspect of digital marketing that most bloggers 

haven’t fully embraced yet. Sure, a lot of people want to attract more traffic from 

Google, but they lack a strategy to convert that traffic, once it arrives. When you start 

attracting that traffic its the perfect opportunity to use it to help your email marketing 

campaigns, and to encourage other call to actions. 
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However, that’s starting to change. Many businesses have come to recognize the 

importance of CRO and are starting to invest heavily in it. According to Marketing 

Charts, in 2013, 85% of search marketing professionals intended to focus more on 

CRO the following year. 

Without conversion optimization, all of your research efforts, writing, optimization,  link 

building and constant tracking of your search performance are wasted. 

The solution is to create high-converting landing pages. Several companies that have 

invested in unique landing pages are reaping huge rewards for their efforts, scoring 

high CTR’s, boosting their email marketing, and getting those completion rates.  

 

 
Step Nine: Use Heatmaps to Improve Site Clicks 

A smart way to get the most out of your site users is to understand the areas of your 

web page where they click the most. 

 

 

 

The best way to know exactly what’s happening on your blog and where search users 

are contributing to those high CTR’s the most, is by using a heatmap tool. 

 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

 
Heatmap tools, such as Crazyegg, will show you exactly how users are interacting 

with your site. 

 

 

Heatmaps are very powerful. For example, Conversion Rate Experts generated 

an extra £14 million a year for Sunshine.co.uk. One of the strategies that helped 

them achieve this result was the use of CrazyEgg, to know where their users are 

clicking on a given page. 
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Of course, you can always carry out A/B testing or multivariate testing, to determine 

what works for you. 

 

But, start today. Don’t just let search users come to your web page and leave, get 

those high CTR’s and improve your quality score. Get to understand what content 

they’re most excited about, then work hard to create more like it. 
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Lesson no. 20: Google Adwords- PPC Advertising 
 

IMPORTANCE OF QUALITY SCORE IN OPTIMIZATION 

Google has thousands of Ads and lakhs of Keywords in the Data Base. When the user 

searching for any specific Keywords then Google always try to find out the details in respect 

of the relevant and usefulness of the keywords. Google show the Ads to the right viewers to 

have good / high, Keywords Quality Score. 

 

Factor depending upon Quality Score: 

a) Ad auction eligibility 

b) Keywords actual CPC ( Cost Per Click) 

c) Keywords 1st page bid estimate 

d) Keywords TOP of the page bid estimate 

e) Ad position 

f) Eligibility of Ad title, extensions and other Ad formats. 

 

HOW TO INCREASE QUALITY SCORE 
 
i. Structure your campaigns into smaller yet targeted ad groups- By 

structuring your campaigns into targeted ad groups, you are elevating the relevancy 

between the search query and the ad. So set up your campaigns with many ad groups 

that are specific and related to the keywords it contains. This can be a challenge but well 

worth it in the end. Don’t have just one or two ad groups with all of your keywords in 

them. You cannot maintain a high degree of relevancy this way. Additionally, have a 

smaller number of keywords per ad group. The smaller the number of keywords per ad 

group, the better. Good examples of types of keyword variations are plurals and 

singulars and other close associations. 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

 

Look at your list of keywords and group them into logical groups or themes like branded, 

non-branded, specific products, or services. This will help you as you set up your ad groups 

and keep them focused and relevant. Also, don’t forget to include negative keywords lists 

for even better performance. 

Account organization is the key to efficiently managing a good Quality Score as well as 

increasing your click-through rates. So take the time to methodically plan, set up, and 

structure your account, campaigns, and ad groups and you will find they will run much more 

efficiently and bring you your desired results. 

ii. Optimize keyword ad copy- Choose ad copy that is closely tailored to your 

keywords. This will increase the relevance of your keywords to each of your ads. Not 

only will this help you increase your Quality Score, but it will also help to increase your 

click-through rate. Be sure to get your keywords into your ad copy as well. You can do 

this manually or use dynamic keyword insertion (DKI), which can insert them 

automatically. Matt Van Wagner has some great tips on how to use DKI to help with 

placing your keywords into your ad copy. 
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iii. Target your landing pages- Your landing pages should be designed to contain 

content that uses your targeted keywords for each ad group. It may not be practical to 

design a landing page for each ad group, but it will help to increase relevancy. A highly 

relevant landing page will also help you with increased conversions. If your searchers 

read your ad, then click through and they land on a page that fulfills their expectations, 

then you are likely to have happy visitors that may turn into customers. 

iv. Know the Quality Score factors- Brad Geddes of bgTheory has a nifty Quality 

Score Chartwith all of the scoring factors you can use to view the different Quality Score 

types. (Chart below is reformatted from the original.) Use this or one of your own to help 

track your campaign and insure you have covered all of the bases. 
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v. Decrease your landing page load times- Landing page load time has become 

an important consideration in calculating Quality Score. Take the time to check the load 

times on each of your landing pages and see what can be done to reduce them. Some 

of the factors that contribute to longer load times are: 

a) Meta refreshes 

b) Slow redirects 

c) Multiple redirects 

d) Interstitial pages 

e) Slow server 

f) Large page size 
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Lesson no. 21: Google Adwords- PPC Advertising 
 

IMPORTANCE OF NEGATIVE KEYWORDS IN OPTIMIZATION 

Negative keywords are an essential piece of any AdWords campaign to help get the right 

type of traffic based on the goals of a campaign. A negative keyword is a word or phrase 

that will prevent your ad from being triggered if used in the search term. Negative keywords 

follow the same rules as regular keywords in that you can use them as exact match, phrase 

match, modified broad match, and broad match. This allows you to get creative and trim out 

specific types of traffic that you do not want coming to a site. 

The best way to think about negative keywords would be if you have a tree that is growing 

out of control. While it is great that the tree is thriving, it needs to be trimmed in order for it to 

grow in a healthy and sensible way, especially in relation to everything else around it. The 

same goes for your AdWords campaigns. If you are getting lots of clicks and impressions 

that are eating up your budget, but have a low conversion rate it may be a good idea to trim 

out the bad traffic with negative keywords. 

How and when to use negative keywords 

This will vary from situation to situation depending on the type of site that you have. 

For e-commerce sites, some common bad traffic issues we see come from educational 

traffic, discount traffic, and competitor brand traffic. As an e-commerce site, you only want to 

pay for purchasers who are ready to buy and not traffic looking for information because of 

their low conversion rate. By adding question and information words to your negative 

keyword list, it will help to bring in more effective traffic 

In the example below we see oil filter and oil change ads popping up for the search 

term “oil change installation”. The keyword installation implies that they already have the 

product and are looking for a “how to”, which means traffic coming from this keyword likely 

will not result in conversion. 
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EVALUATING CAMPAIGN STARTS 

Evaluating the campaign should not start after the campaign but from the very 

beginning: it should always be a formative evaluation. This is one of the many tasks 

of the campaign manager or of the Secretary General of the party. To evaluate a 

campaign, you need to know the goals that were defined at the beginning. 

A written strategy of the campaign is the basic document for its evaluation. 

Formative evaluation is a process of ongoing feedback on performance. Already at 

certain milestones during the campaign (e.g. after choosing the candidates, after 

deciding on the programme, after the launch of the campaign) it is very useful to 

discuss among the campaign team which targets have been met and what has gone 

right and wrong so far. 
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The summative evaluation after the campaign tries to identify larger patterns and 

trends in performance – and to judge these against the targets that were set at the 

beginning. One of the best ways to do it is a facilitated half-day workshop. The 

participants (not more than 40-50) should include the main campaign staffers, certain 

members of the Board and from regional and local levels, some volunteers 

(from online and offline campaigning!), 1-2 sympathising journalists, somebody from 

the PR agencies involved (if trusted) – and a person to take notes!The summative 

evaluation workshop schedule could be like this: 
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Maybe after the workshop if somebody want to sit down and write an article for the 

party members’ journal in which she or he reflects on the campaign? In any case: 

write the minutes, distribute them among the participants and keep them for the next 

campaign. It will be a valuable document to star t with! 
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Lesson no. 22: Google Adwords- PPC Advertising 

OPTIMIZING WITH CONVERSION REPORT 

Increased traffic won't help you reach your business goals unless some of that traffic 

converts. Having your visitors perform a desired action once they land on your pages is the 

driving force behind increased revenue.  

Every website has a unique set of goals. An industrial website generates leads, an 

ecommerce store sells products, a blog converts visitors to subscribers. If you're unfamiliar 

with the term, a conversion is essentially any action that moves a site visitor towards 

becoming a customer, and your conversion rate is the percentage of visitors who make a 

conversion. So if your company overlooks conversion rate optimization, you're missing out 

on the opportunity to make the most of your website as a marketing and sales tool. 

It’s easy to get caught up in measuring metrics like traffic and rankings, in part because 

Internet marketing is so data-driven. But monitoring and improving your conversion rate is 

more effective for driving the metrics that really matter, like sales and revenue. 

That's why conversion rate optimization, or CRO, has become so important — it gives you 

the power to identify what isn't working, why, and how you can fix it. 

 

Following points aims to list of key reports and hidden features in Google 
Analytics to begin your conversion rate optimization — CRO — efforts.  

 

i. Audience Demographics Report 

Understanding your audience is an essential foundation to any successful CRO campaign. 

Slicing and dicing data available in your audience demographic report will provide unique 

insights on the shoppers that generate revenue for your business. 

To delve into the report, go to: Audience > Demographics > Age. 
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Understanding your audience is key to any successful CRO campaign. 
 

Then be sure to change the view from data (as displayed above) to “comparison,” which 

compares a particular metric against a site’s average. 

It should look like this when you have changed it. 

 

Change the view from data (as displayed above) to “comparison,” which compares metrics 

against a site‟s average. 
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The data from the Audience demographic report above indicates that two age groups — 35-

44 and 45-54 visit this site 37.82 percent and 36.19 percent more, respectively, than the site 

average. 

To delve more into the data, use the Secondary dimension (the drop down on the top level 

corner), and select Users > Gender. Or, select any of the other secondary dimensions, such 

as City, Country, Browser, or Language. 

Also change the drop-down on the top right of the table from “Sessions” to “Revenue.” 

 

Change the drop-down on the top right of the table from “Sessions” to “Revenue.” 
 

The report above reveals that we should target our user-testing activity towards 35-44 year 

old females and 45-54 year old males and, also, that 65+ adults are not our target audience. 

Some of this data can also be fed into the targeting of paid media acquisition campaigns. 

ii. Using Advanced Segments 

Segments are a powerful way to view sources or groups of traffic. It is also a good way to 

understand sources of traffic that are more valuable than others. 

To access the full option segments interface, browse to Admin > then under the View list 

click Segments > and then click “New Segment” button. 
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You can segment traffic by Demographics, Technology, Behavior, Date of First Session, 

Traffic Sources, and Enhanced Ecommerce. 

For a CRO campaign, this is a treasure-trove of data. My favorite segment category for 

analyzing the sales funnel is “Enhanced Ecommerce.” It provides several action criteria, 

such as filters by sales, revenue, product name, category, and brand. It also filters sessions 

that added items to their cart and for purchases. 

The example below is basic — i.e., it is segmenting sessions that have generated revenues 

of £350 or more. 

 

This basic segment is for sessions that have generated revenues of £350 or more. 

 

 

 
iii. Optimizing for Mobile Traffic 

To find poor-performing category or product pages from mobile traffic, this report will come 

in handy. Browse to Behavior > Behavior Flow > Site Content > Content Drilldown. 

Add a secondary dimension: “Device Category.” 
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To find poor-performing pages from mobile traffic, add a secondary dimension: “Device 
Category.” 

 
Then apply an advanced filter to “include bounce rate over 60” and “Device category 

containing mobile.’’ 

You may want to only see pages with over a specific number of page views. In the example 

below, I have specified only pages with 100 views or more. 
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You can see pages with only a specific number of views. I have specified only pages with 

100 views or more. 

 

Another point worth noting is if your URL paths are well structured — i.e., your products are 

in a /prod/ or /product/ folder and category-page URLs can be filtered out — then you could 

apply a filter with the “Page path level 1” dimension that will display only product or category 

pages for your analysis. 

 

You can apply a filter with the “Page path level 1” dimension that will display only product or 

category pages. 

 

iv. Optimizing the Checkout 

Whilst the home page and category pages form the top of the ecommerce sales funnel, 

product views and basket-add actions form the mid-stage of the funnel. The checkout 

process — the final stage — attracts only a small portion of traffic. Conversion rate 

campaigns that aim to start optimization of the checkout process result in quicker results. 

To measure user and traffic movement through checkout, use the “Checkout Behavior 

Analysis” report under Conversions > Ecommerce > Shopping Analysis > Checkout 

Behavior Analysis. 
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Try to determine where drop-offs occur during checkout. The example below shows that 

49.56 percent of shoppers dropped off from the checkout process after reviewing their order 

total — i.e., the “Payment” to “Review” step. This requires further investigation. The “Billing” 

to “Shipping” drop-off is also quite high at 30.07 percent. 

 

 

Try to determine where drop-offs occur during checkout. In this example, 49.56 percent of 

shoppers dropped off from the checkout process after reviewing their order total. 

 

v. Optimizing Screen Resolutions 

To determine the screen resolutions your site is not optimized for, go to Audience > 

Technology > Browser & OS. Then click the Primary Dimension “Screen Resolution.” 

Then create an advanced filter to drill down to resolutions with significant traffic over the 

period of time you are analyzing. To do this, use the “Sessions” dimension under “Site 

Usage.” In the example below, I am filtering out entries with 1,000 sessions or less. 
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In this example, I have filtered out entries with 1,000 sessions or less. 

 
Add the secondary dimension: “Operating System.” Change the view from “table” to 

“comparison” and Filter by “Bounce Rate.” 

 

 

Add the secondary dimension: “Operating System” and change the view from “table” to 

“comparison” and Filter by “Bounce Rate.” 

 

 

vi. Optimizing Site Search 

Ecommerce merchants should know if shoppers are getting relevant results from the site 

search function. This is an important CRO question because shoppers arrive on product 

pages from different sources, such as the following. 
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a) Home page: featured products. 

b) Category pages. 

c) Search engines, social shares, or direct links. 

d) Searching for products. 

 

Remember that site search must be enabled and “search query parameter” must be set in 

Admin. To do this, go to Admin > View Settings (under view) > and enter your Query 

parameter (most Magento sites have a „q‟ as a search query parameter). 

 

 

 

Site search must be enabled and “search query parameter” must be set in Admin. 

 

Next, go to Behavior > Site Search > Search Terms. 
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Identifying site search terms. 

 

Here is how to interpret the report. 

a) Sort the table by “Total Unique Searches” to view the most popular searches. Do you 

stock products that people search most for? 

b) In the top 10 or 20 results of Total Unique Searches, view the “Average Search Depth” 

column. What are the lowest numbers? They indicate visitors who have the least 

engagement with search results as compared to other search queries. 

c) Also analyze the “Time after Search” data to identify the lowest time sessions after 

search queries, which is another engagement metric. 

d) Finally, click the “Ecommerce” link on the “Explorer” tab and note the total revenue 

generated from internal search queries and average order value. 

e) View other queries that should generate revenue but currently are not. Further 

investigate these queries in your CRO campaign. 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

 

 

Analyzing revenue and orders from site search. 

 
vii. Behavior Flow Reports 

Access Behavior Flow reports from Behavior > Behavior Flow. 

Viewing the Behavior Flow report can be intimidating at first glance. Simplifying the data you 

view would be a good first step. Start by using an advanced segment to view a specific 

portion of traffic, like paid search traffic or paid social traffic. 
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Simplify data by using an advanced segment to view a specific portion of traffic, like paid 

search traffic or paid social traffic. 

 

However over a starting page (of your choice) and you will be presented 

with three options. 
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a) Highlight traffic through here. Highlights the five most popular pages after the selected 

page. 

b) Explore traffic through here. Resets the starting point from your home page to the 

selected page and then further reveals the next three steps. 

c) Group details. Generates an easy-to-analyze table based on the current visualized data 

of the most popular pages after the selected page. 

 

In the context of CRO, Behavior Flow reports are a gold mine to help you understand traffic 

flows within your site. 

viii. In-page Analytics 

For page-by-page or on-page template CRO analysis, don’t forget to use In-page Analytics, 

which is accessible from Behavior > In-Page Analytics. 

It is most powerful when used with advanced segments. Use it as a precursor to using more 

sophisticated heat maps and eye tracking platforms (such as Crazy Egg and EyeQuant). 

For example, you can use the in-page feature to analyze click behavior in your checkout 

page or a specific product page over a specified date range. In-page analytics also has a 

scroll map to analyze how far down visitors scroll down pages — this is particularly useful in 

category pages. 

X. OPTIMIZING WITH KEYWORDS 

Keyword optimization (also known as keyword research) is the act of researching, 

analyzing and selecting the best keywords to target to drive qualified traffic from search 

engines to your website. 

Keyword search optimization is a critical step in initial stages of search engine marketing, for 

both paid and organic search. If you do a bad job at selecting your target keywords, all your 

subsequent efforts will be in vain. So it’s vital to get keyword optimization right. 
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BEST PRACTICES 

a) Drive qualified traffic to your website: To drive searchers to your site, you must optimize 

for the keywords they're searching for 

b) Measure traffic potential: Analyzing the popularity of keywords helps you gauge the size 

of a potential online market. 

c) Write effective content: By incorporating optimized keywords into your website content, 

you can connect instantly with potential customers and address their needs. 

d) Understand user behavior: By analyzing the words that your customers use, you get an 

idea of their needs and how to service those needs. 
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Lesson no. 23: Google Adwords- PPC Advertising 
 

OPTIMIZING PERFORMING KEYWORDS 

i. Regular Review of your Negatives list 

Negative keywords are one of the most powerful features of Adwords. When you setup an 

adwords campaign you define the keywords that will trigger your ads but this doesn’t always 

work as originally planned. Adwords in an effort to get more views and clicks for your 

campaign may show your ads for search queries that have no business value for you. 

Of course this is not done on purpose, it depends on how you have setup your keyword 

match types but still there are cases where your ads are triggered for keywords that you 

don’t want. 

A classic example is when you are selling a product and what to exclude people looking for 

‘reviews’. Even if you make use of broad match modifier to restrict as much as possible the 

queries you get, there will still be queries with the word ‘reviews’ in your search terms report. 

Adding ‘reviews’ as a negative keyword eliminates this problem once and for all. 

 

ii. Use exact match for high volume keywords 

When doing your keyword research identify those keywords that are highly relevant to your 

campaign and are most popular in terms of search volume. These keywords are candidates 

to be used as ‘exact match’ keywords. 

The exact match keyword type instructs adwords to show your ads for queries that are a 

close match to your specified keywords. By close match I mean that they are in the same 

order, misspellings, singular and plural forms, acronyms and abbreviations. 
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iii. Pause low performing keywords 

This is a really easy one, when you view your keywords report in the status column you may 

see the message ‘Low Search Volume’. This means that for the particular period the 

number of searches for that keyword were very low so adwords temporarily made those 

keywords inactive. 

When and if there are more searches for them, adwords will re-activate them and put them 

back to the auction (the checks are made once per week). 

The problem is that if you have a lot of ‘low search’ keywords in your account this affects the 

overall performance of your campaigns, having a negative impact on the other keywords 

and your quality score. 

 

iv. Use Broad Match Identifier 

The broad match identifier is one of the most powerful keyword match types, even more 

than exact match that can get your highly targeted traffic with less keyword management 

and trouble. 
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By adding the + in front of a keyword, you ‘tell’ adwords that the particular word has to be 

included in the search query in any order. The more good news is that you can add the + to 

one or more words in your keyword set. 

v. Remove keywords not related to your landing page 

A basic principle for high conversions is that your landing page should support both your 

ads and keywords. This means that the landing page should be highly relevant and offer 

people what promised in the ad and at the same time the content of the landing page to be 

highly relevant with the keywords in your campaigns. 

There are cases that during keyword research you come up with some nice keywords that 

seem a good match for your campaigns but these may not be fully supported by the landing 

page. You like the keywords and add them but as a result you negatively impact your quality 

score, ad rank and costs. 

 

OPTIMIZING NON-PERFORMING KEYWORDS 

i. Pause Low-Performing Keywords 

I’d be willing to bet that the majority of keywords in your AdWords account are rotting away 

like the leftover pizza from three weeks ago that’s still sitting in your fridge. Gross. 

Take a look at the sample account below, where roughly 98% of the keywords have no 

impressions at all! Only 1.2% of keywords in this account are getting any visibility, and 

whether or not those keywords are bringing in clicks and conversions is another story. 
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I could go on and on as to why it’s useful to get rid of the junk in your AdWords account – it 

spreads your budget across unprofitable keywords, it makes it harder to optimize, and it 

brings your account quality score down (yes, that does exist) to name a few. 

If you have keywords that are rotting away in your account with no impressions for several 

weeks then pause or delete them. Your focus should be directed to the keywords that are 

actually generating awareness, clicks, and profit to work towards your ultimate goals. 

ii. Use the Search Query Report (or QueryStream) to Identify Negatives 

and New Keyword Opportunities 

Just because you’re taking the trash out of your account doesn’t mean you should close 

your mind off to new profitable keyword opportunities. The best way to ensure that you’re 

staying up-to-date on what your audience is actually searching for is by checking the Search 

Query Report in AdWords. This report allows you to see what people are typing into Google 

to make your ads appear. This can help you find new opportunities to bid on profitable 

keywords that people are actually searching for. 

The report can also inform you if the right people are seeing your ads. 

 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 
 

iii. Increase Bids on Keywords with Low Positions 

I know I just told you to pause keywords with 0 impressions, but not so fast! One column 

that you should always be looking at when evaluating your keyword lists in the average 

position metric to ensure that you’re not appearing insanely low on the page. If you’re in 

position 5 or below it’s likely that you’re not seeing impressions, clicks, or conversions 

coming in through that keyword because you’re simply not being competitive enough. 

 

 

If the keyword is relevant to your business, and you think there’s potential to gain new 

visitors from it, then up the bid slightly to ensure you're being competitive enough. Take a 

look at the first page bid and top of page bid estimates, and set a price that’s reasonable to 

get higher up on the page. 
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Lesson no. 24: Google Adwords- PPC Advertising 
 

HOW TO DECREASE CPC 

 

 

i. Lower Bids 
 

Lowering your bids is the most basic way to lower your AdWords campaign average CPC. 

By lowering your bids you give Google a lower Max CPC to charge for every click your 

campaign receives. 

 

ii. Research and Find Additional Keyword Variations 

Let’s assume you’re running a new campaign for a flower shop, but are facing tough 

competition, and since you’re a small startup business, you cannot afford a huge AdWords 

budget. Here you could definitely benefit from performing additional keyword research. A 

good tool to help you out in this quest to find alternative lower cost keywords is the Keyword 

Planner. 

Here you could use a couple of approaches to find new keyword variations. 
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As you can see on the screenshot below you could run your main keyword to get additional 

ideas. Once you do that, then you could filter out the results by competition to find lower 

competition keywords. 

 

Usually these keywords have lower search volumes, but they also have much lower avg. 

CPC due to lower competition on Google’s keyword auctions. 

By performing this filter, you could find a couple of keywords that are in that “sweet spot” 

where they have low competition and high search volumes. 

In this case, the keyword „Flowers & Gifts‟ would represent a good option with high avg. 

monthly searches and low competition. 

 

 
 

Include Long Tail Keywords 

 

If you’re advertising on a highly competitive industry, chances are that the avg. CPC for your 

campaign could be very expensive. 

In this case, to avoid using high-cost keywords, you could do some research and try to find 

out long tail keyword alternatives. 

 

Long tail keywords tend to have higher Quality Scores, and having a better Quality Score 

is the most effective way of lowering avg. CPC while maintaining a good avg. position. 
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iii. Use Different Match Types 

Depending on your campaign structure and the industry you’re competing on, there might 

be a slight to a significant avg. CPC variation for the same keywords in different match 

types. 

You could set up your campaign with different ad groups to test out the same keywords in 

different match types, or you could even create separate campaigns to run on the different 

keyword match type you want to test out. 

If you’re concerned as to how expensive some of those keywords could be, you could 

upload them to AdWords with the campaign paused, and then view the first page and top 

page bid estimates recommended by Google to get an idea of the avg. CPC for those 

particular keywords. 

iv. Change the Ads to Make Them More Relevant 

Your campaign ad’s relevance is part of the formula use by Google to determine the Quality 

Score for your keywords. 

To find out the relevance of your ads, you could go to your keywords tab and then hover 

over the speech bubble of each keyword to find out the ad relevancy level. 

As you can see on the image below, if your ads are not highly relevant to your keywords, 

you would see them labeled as “Below Average”. 
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In this case, you should either edit the ads labeled as below average or create new ones to 

improve their relevancy to your keywords. 

v. Try Using Different Landing Pages 

Now, if we assume that you create really good and highly relevant ads and have managed 

to get them labeled as “above average” by Google, you could probably still improve on your 

ad’s relevancy. 

As you can see on the image below, the landing page experience is also taken into 

consideration by Google as a factor to calculate the Quality Score for your keywords. 

Let’s say you have a great and relevant ad and it’s labeled as an above avg. ad, but the 

landing page experience is below average. 

Here the best thing to do is to test out different landing pages to find the one that is more 

relevant to both your keywords and your ads. Try to find a page that includes some of the 

keywords on your ad group, or that includes some of the features you’ve highlighted on the 

ad. 

By changing your ads to a better landing page, you will be able to increase relevancy and 

therefore improve the Quality Score for the keywords in the ad group, thus lowering average 

CPC. 
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vi. Create Tightly Themed Ad Groups 

Google is all about relevancy, therefore creating tightly themed lists of keywords and ad 

groups is usually one of the best practices recommended to set up a campaign and achieve 

a good Quality Score. 

Based on your business and your webpage setup, you should structure your keywords and 

ad groups by different categories of products and services you provide and want to promote 

online. 
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Lesson no. 25: Google Adwords- PPC Advertising 
 

ANALYZING YOUR COMPETITORS PERFORMANCE 

Competitive analysis is a marketing strategy to gather deeper understanding on who your 

competitors are and what makes their business or, in this case, their blog, tick. It’s having an 

in-depth knowledge of: 

a) Their successes and failures 

b) Their content strategy 

c) What works for them and what doesn’t 

d) What their marketing channels are 

e) Why (and how) they are a threat to you 

f) What opportunities they have that you don’t 

g) What competitive advantage you have against them (and they against you) 

 
Let’s see how to do it : 

i. Identify your top 10 competitors 

If you need a little help identifying your competitors, Google is a great resource. By simply 

"Googling" the type of service or product you are offering, it is pretty likely a few of your top 

competitors will show up.  

Another great way to discover who your top competitors are, is by using online tools such 

as SEM Rush. SEM Rush is a great software to get a look into what other companies are 

ranking for your keyword and how you stack up against them.  
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ii. Analyze and compare competitor content 

Once you've identified your competitors, you can kick start your competitive analysis and dig 

a little deeper to gain a better understanding of what type of content they're publishing. 

Analyzing their content can help you determine what opportunities you have t0 help 

outperform your competitors. What types of content creation do your competitors focus on, a 

blog? Case studies? Premium content? 

Different types of content can include: 

a) Blog posts 

b) Whitepapers 

c) eBooks 

d) Videos 

e) Webinars 

f) Podcasts 

g) Slides/Powerpoints 

h) Visual content 

i) FAQs 

j) Feature articles 

k) Press releases 

l) News 

m) Case studies 

n) Buyer guides 

 

Once you've located their content, you can determine the quality, and most importantly you 

can see how it compares to yours. Be sure that you look for how frequently they are blogging, 

adding, and updating new content, as well as what topics are they frequently discussing.  
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iii. Analyze their SEO structure 

So far your competitors have the same type of content, update it just as frequently, and have 

awesome quality. So what are they doing differently from you? 

It might be the structure of their SEO.  

If your company has a blog, you know how important your SEO structure is. While conducting 

a competitive analysis on the type of content your competitors are generating, it is also 

beneficial to check out the SEO structure of that content. 

How are your competitors using keywords, are they included in: 

a) The page title 

b) The URL architecture 

c) H1 Tags 

d) Content 

e) Internal links 

f) Image alt text 

Not only should you check the SEO structure of the content but also what types of keywords 

your competitors are utilizing. 

iv. Look at their social media integration 

A company's presence on social media is becoming increasingly important everyday and 

every company is utilizing each platform differently. Social media networks are a great way for 

companies to interact with users and fans. 

Additionally these sites allow you to share your content. 

The next step of your competitive analysis should be to determine how your competitors are 

using social media and integrating it into their marketing. 
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Not only is it important to see if your competitors can be found on social media platforms, but 

you also want to see how effectively they're using their profiles. 

v. Identify areas for improvement 

After performing a competitive analysis, you now have a better idea and understanding of 

what your competitors are doing. 

Take all the information you gathered about each competitor and identify particular areas that 

need improvement. After looking at your competitors, you cannot tell me that you didn't find at 

least one thing you need to improve on. 

Not only will you be able to identify key areas that you can improve upon in regards to your 

content creation, search engine optimization, and social media engagement, but you can also 

help establish your company's presence with potential customers, blog readers/subscribers, 

and social media users. 
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Lesson no. 26: Google Adwords- PPC Advertising 
 

CREATING DISPLAY CAMPAIGN 

I. TYPES OF DISPLAY CAMPAIGN 

i. ALL FEATURE 

Display Network reaches a large audience through a wide variety of third party websites, 

this campaign type is perfect for building brand awareness or reaching customers who are 

browsing online and not specifically searching for your product. 

This campaign type is by default “all features” –it allows for bidding and budget settings, ad 

extensions (like phone numbers, URLs, location, or social links), ad delivery methods, and 

targeting by location, language, operating systems, device models, carriers, and wireless 

networks. Display Network Only campaigns also allow you to target pages about specific 

topics, certain sites, and demographic groups so your ads are more likely to reach your 

intended audience.  

 

ii.  MOBILE APP REMARKETING 

App remarketing allows you to target users who already have your app installed with ads 

that can help drive additional usage. Some uses for app remarketing include: 

a) Show app engagement ads announcing a new feature to current users of your app. 

b) Remind users who had downloaded your app but haven't been using it recently. 

c) Encourage users to upgrade to the latest version of your app. 

You can even segment users based on past actions in order to tailor more relevant 

messages to them. For example, you can show a particular ad to users who have made a 

purchase in your app. 

Configuring your app to send remarketing events to AdWords allows you to run these types 

of app engagement ad campaigns.  
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iii. ENGAGEMENT 

 

Engagement Ads begin visually as a traditional Display Ad, however behind this “teaser” 

image, searchers have the ability to interact with the Display Ad. After hovering over the 

“teaser” image for two seconds (or if on a mobile device, tapping on the “teaser” image), rich 

interactive media is loaded either within the ad, or into an expanded canvas. This type of 

interaction reduces accidental engagements and provides a better experience for 

searchers. Since someone is now interacting with an ad that is relevant and engaging for 

them, these ads provide a better value for advertisers. 

 

CREATING 1ST DISPLAY CAMPAIGN 

 
Instructions 

a) Sign in to AdWords. 

b) Click Campaigns. 

c) Click +Campaign and select "Display Network only". 
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For instructions on how to create a remarketing campaign for the Search Network, 

read About AdWords remarketing lists for search ads. 

d) Leave the "Marketing objectives" option selected and select "Buy on your website". 

e) Choose a campaign name, bid strategy, and budget. 

f) Click Save and continue. 

g) Enter an ad group name and bid. 

h) Under "Choose how to target your ads", click Interests and remarketing. 

i) In the "Select a category" drop-down menu, choose Remarketing lists. 

j) Click Set up remarketing to begin the 2-step process for creating your remarketing tag 

and lists: 

 

Step 1: AdWords will create the remarketing tag for you. You'll be able to email the website 

remarketing tag or mobile app tag ID to yourself or your webmaster, along with instructions 

on how to add it to your website or app. If you use Google Analytics, you’ll see a checkbox 

to use the tracking code that’s already on your website instead. 

Step 2: AdWords will create an "All visitors" list to get you started, so you don't need to 

create this list yourself. The "All visitors" list includes everyone who has visited tagged 

pages on your website. You can later create new lists for your different groups of website 

visitors. 

k) Enter an ad group name and bid. 

l) On the Remarketing lists tab, you'll find the "All visitors" list added to your ad group. 

m) Click Save and continue if you want to create your ads, or Skip ad creation if you want 

to do this later. To increase the range of placements where your ads may appear, add 

both text and image ads in as many ad sizes as possible.  
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DIFFERENCE IN SEARCH AND DISPLAY CAMPAIGNS 

 

SEARCH CAMPAIGN: 

a) People search and finds your ads. 

b) Keyword based targeting 

c) Shown on search networks 

d) Very targeted apps 

e) Costs more 

 

DISPLAY CAMPAIGN: 

a) People surf and see your ad 

b) Targeted by demographics, interests, keywords, and placements. 

c) Text, image, video formats. 

d) Not as targeted as search. 

e) Cost less, more general targeting. 

 

IV. CAMPAIGN LEVEL SETTING 

Once you have a campaign, you can edit its settings as often as you like. Here's how to do 

it: 

1. Sign in to your AdWords account. 

2. Click the Campaigns tab. 

3. Under All campaigns, click the name of the campaign that you'd like to edit. 

4. Click the Settings tab. 
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5. Click Edit next to the settings that you'd like to change. 

6. Click on Save after each change. 

 

 

V. UNDERSTANDING CPM BID STRATEGY 

Only available for Display network campaigns (like remarketing), CPM bidding allows you to 

set target bids that accumulate after 1,000 impressions. 

Google once allowed max CPM bidding, but has since changed it to what’s called Viewable 

Cost Per Thousand Impression bidding (vCPM). 

CPM bidding doesn’t charge you for clicks, but it will charge you for impressions of your ads 

even if they’re shown below the fold (where a user never sees them). 

 

Here’s what that bidding strategy option looks like within a Display network only campaign: 

 

 

 

 


