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Praise for Advanced Google AdWords

Most books about search advertising show you how to do it. In Advanced Google AdWords, paid search expert Brad Geddes takes it to the next level, showing you not only how to get the most from your search advertising campaigns, but more importantly why you should use specific features and techniques, who you should be targeting with your creative, and when to use the scores of advanced tactics he describes for maximum impact and profitability. I’d advise buying more than one copy of this book because you’ll wear one out from constant use.

—Chris Sherman, Executive Editor, Search Engine Land

The thing that differentiates this book from other AdWords guides is that it takes you inside the mind of a successful paid search advertiser and walks you through each and every step of the auction and advertising process. The two consistent strengths of the book are its ability to ground the reader in the core goals of their advertising program (generating leads and sales through effective targeting and messaging) and its relentless attention to detail. That perspective and thoroughness mean that the book is accessible to less sophisticated advertisers, and ensure that there are a series of valuable nuggets for intermediate and even expert AdWords users.

—Tom Demers, Director of Marketing with WordStream

Brad is the go-to guru for AdWords. Advanced Google AdWords is actionable, readable, and has tons of handy tips that any online advertiser can try immediately. Even if you think you know everything about Quality Score or the Google content network, you’ll find things you haven’t thought about that can boost your sales right away.

—Ron Drabkin, VP Business Development, JustAnswer.com

Brad has made a lot of people a lot of money in some of the most competitive markets of PPC marketing. Now he’s put all his knowledge into one book. Buy and read this book before your competitors do!

—Adrian Bye, Founder, MeetInnovators.com

Ironically, it’s hard to find complete, accurate, and intelligent information about how to build and manage paid search campaigns. Brad Geddes is one of the few people in the PPC world that I trust to deeply know the facts, communicate them clearly, and add value with insights that save time and/or money. This book is perfect for anyone who wants to really learn paid search and discover the best ways to improve their results.

—Craig Danuloff, President, ClickEquations

Brad’s book is the most comprehensive compilation of Google AdWords tools and how-to advice I’ve seen in some time. He gives a thorough explanation of the theory and history of search, and provides detailed, specific instructions on execution of strategies & tactics covering every possible facet of Google AdWords. Every online marketer, from novice to expert, will find this an invaluable resource in getting the most out of their AdWords campaigns.

—Melissa Mackey, Online Marketing Manager, Fluency Media; Search Engine Watch Expert Author, Search Advertising

Brad Geddes knows marketing, and he understands the inscrutable mind of Google—a killer combination when it comes to explaining AdWords. His book is a powerful combination of deep insight and simple prescriptions that will help anyone, from AdWords novice to seasoned pro, get more clicks and make more sales. I’ve never seen a clearer discussion of the buying funnel as it relates to choosing keywords and writing ads. And you ignore the chapter on Quality Score at your own risk. This book raised my game—and I’m sure it’ll do the same with yours.

—Howie Jacobson, Ph.D., author of Google AdWords For Dummies

There are many paid search experts out there, but Brad is unique in that he is not just an expert, but is able to effectively communicate his knowledge to those who are new to the field. It is rare to find someone in the industry that has such a deep understanding of a topic that can teach both the basics and the robust features of paid search.

—Barry Schwartz, CEO of RustyBrick, Editor at Search Engine Land & Search Engine Roundtable

Brad Geddes is one of the few AdWords experts I always pay attention to. He’s one of the best in the field. This book is incredibly comprehensive, illustrative, and readable. Both beginners and experienced pay-per-click marketers will find invaluable insights here. Brad fills in a lot of gaps that the AdWords Help screens don’t cover. Otherwise, you’d have to get the info from an AdWords rep, and only the biggest spenders get the best attention from these reps. Heeding this book’s advice from the start will save you a lot of money and get you much better results. Highly recommended.

—Brian Carter, Director of PPC, SEO, Social Media at Fuel Interactive

If Google set out to make AdWords simple—they failed. Brad steps into the breach and makes things clear, understandable, and profitable for us mere mortals with a marketing background.

—Andy Atkins-Krüger, CEO WebCertain 

Successful PPC campaign organization and management is more complex than one would originally think. Thankfully, the author has provided us with a highly practical, easy-to-understand guide to launching and managing PPC campaigns that will simplify the process and increase the likelihood of great results. Brad really opens your eyes to not only how, but to why things should be done. For instance, in the chapter on ad writing you are given proven best practices, but also taught how to get into the minds of the search prospects and meet them where they are at in the sales funnel. Awesome! Whether you’re a beginner or have been running PPC campaigns for a while now, you can be sure your head will be exploding with new ways to make your campaigns more effective and profitable.

—Stoney G deGeyter, CEO, Pole Position Marketing

Brad gets it! He has a wealth of hands-on experience and shares it freely. If you want to drive and convert Google AdWords traffic, you need to read this book—now!

—Tim Ash, CEO, SiteTuners.com; author of Landing Page Optimization; chairperson, ConversionConference.com

I’m not going to lie. I’m jealous. This is the AdWords book I wish I had written. I’ve been following and learning from Brad Geddes for years and without a doubt, this is the single most useful, detailed, and comprehensive book on AdWords available.

Who is this book for? Absolutely everyone who uses Google AdWords. Not only will beginners get a lot from this book, but seasoned professionals with years of experience will pick up a lot more than a few nuggets.

This is it. This is the AdWords book that others will try to match. This is the only book about AdWords you will ever need. Brad has brought something truly useful to the advertising community.

—Dale Davis, Managing Director, RedFly Limited

This book translates years of successful experience into language anyone can learn from to improve their skill level and understand paid search at a higher level. For years Brad has been my go-to source for the hardest of AdWords questions no one else could answer. Understanding the evolution of paid search is key to taking advantage of the nuances and complexities of current search algorithms. Brad does the impossible by teaching you high-level skills that will equate to actionable strategies you can apply immediately. He describes the lifecycle of paid search, and most importantly how to create a strategy from this understanding that applies to you. Brad has stayed fresh and documented his decade of experience and teaches people with a patience level acquired from years of teaching in person that results in an attention to detail that will be hard to find in any other book on the subject. The money you will save on understanding quality score alone makes buying this book a no-brainer.

—Todd Malicoat, SEO Faculty at Market Motive

This is a book you’ll keep on your desk, not your bookshelf.

Brad Geddes explains advanced optimization in plain, simple language. You read it and it makes sense, so you trust it. You read it and you understand it, and so you can put it to work on your own campaigns. He makes it seem easy, and that’s the brilliance of this book. Even as Google continues to expand and evolve, the techniques shown in the book will still be perfectly valid—they are built on a very sold technical foundation.

I highly recommend it to any serious PPC campaign manager. Well done, Brad!

—Matt Van Wagner, President, Find Me Faster

Brad Geddes is the clearest voice on Advanced AdWords teachings, tactics, and strategies. I’m constantly referring to Brad’s articles and sharing them with others to help our clients make tens of thousands of dollars in their PPC campaigns—so be sure to grab a copy of Brad’s new book.

One of the best things I like about Brad’s knowledge is that he is constantly sharpening his blade by teaching (Google’s Seminar for Success, AdWords advanced courses) and doing (running his own campaigns) so his writing reflects his deep knowledge of the intricacies and details which, when followed, lead to improved campaign results.

There are a handful of books on the market which give you a broad understanding of the psychology behind how to advertise on Google; in Advanced Google AdWords Brad gives you that plus a practical, step by step plan to leverage what you’ve learned by including the technical details you need to turn your knowledge into action.

—Timothy Seward, Founder, ROI Revolution, Inc.

Brad has been the authority on Google AdWords for years, and this book is the best training tool I have seen since Google’s own training on their program. Brad goes a step further by explaining everything from where PPC advertising got started to advanced optimization techniques. If there is one part that I focused in on the most, it was keyword and ad group organization. As Brad says, it is the most time consuming but most rewarding tactic you can use in PPC marketing. If you want to learn AdWords, this is a fantastic book to read to get the whole picture.

—Kate Morris, Search Engine Marketing Consultant, KateMorris.com

Very few people have the grasp and understanding of Google’s content network or the ability to use words and illustrations to make it look so easy. From best practices to organizing your campaigns to the importance of placement performance reports, you’ll find it step by step in Advanced Google AdWords.

—Shelley Ellis, CEO, Shelley Ellis Consulting

Brad Geddes is the quintessential AdWords authority.

His love of sharing information and his deep knowledge of pay-per-click systems makes this book a compelling read.

This book hits the mark by blending practical with creative strategies to help me organize, quantify, and present ads for the most effective return on investment.

—Brett Tabke, CEO, WebmasterWorld

For years, I’ve been recommending Brad Geddes to people who ask me for AdWords resources. I’m thrilled to now have Brad’s book Advanced Google AdWords to recommend as well. This book clearly walks through every step of the paid search process in accessible, relatable language. Just as importantly, Brad keeps the focus on the audience. He understands that it’s not enough to know how to create and buy ads and ensure they are visible in Google search results. The real goal is to connect your business to the right searchers, engage them, and turn them into paying customers. That’s what this book will help you do.

—Vanessa Fox, author, Marketing In The Age Of Google

Many AdWords advertisers realize that the search and content network need different approaches. The problem is that most don’t know how to handle the difference so they just ignore the content network. Big mistake. The content network has the potential to deliver more visitors with lower CPC’s. Brad does a great job in breaking down, with a flowchart no less, how the approach to the content network differs and how to implement a winning content network strategy. Brad even goes a step further by showing you how to put a laser focus on certain content network sites to get the most out of what is available. If you want to boost your content performance you need to listen to what Brad has to say and follow in his steps.

—Rob Lenderman, Founder, Boost CTR

Brad Geddes takes the reader by the hand, starting with the basics of search engine marketing, and then steadily introduces more advanced concepts and more powerful tools. I really appreciate his consistent focus on maximizing conversion rates. All the traffic in the world won’t help us unless it generates leads and sales. As a primer, a field guide, and a reference, this book will be a constant companion for online marketers at all levels of experience.

—Brian Massey, The Conversion Scientist

This book is a must-read for anyone working with AdWords! Whether you only have a basic understanding of AdWords or if you are AdWords certified, this book will give you insight from someone that continues to see success within the industry. This book will take your understanding of AdWords to the next level. In this book Brad’s advanced knowledge in optimizing accounts for top performance is displayed. There are plenty of golden nuggets in this book that will surely help you optimize your accounts for top performance!

—Troy Stockinger, Senior Account Manager, Findability Group

For years I have been seeking out the one book that I can turn to when I need both a basic refresher and when I tackle more advanced AdWords tactics. Brad Geddes has finally provided me with such a resource. In Advanced Google AdWords, Geddes demonstrates his years of expert experience in paid search marketing as he demystifies the many components involved with AdWords and shares valuable secrets of those successfully dominating the AdWords platform. I can officially say my search is over—if you are looking for the one book that will help you drive qualified traffic to your site and increase ROI, you just found it!

—Joanna Lord, Director of Customer Acquisition & Engagement, SEOmoz

What separates Advanced Google AdWords from the others on the bookshelf is the brilliance of the author and the wealth of experience he has in the search industry. Brad Geddes is well known amongst other leaders in search and is often sought for his expert opinion on AdWords campaigns and optimizing campaign performance by decreasing spend while increasing overall ROI. He has consulted online advertising agencies on setting up keyword taxonomies, written articles for major search news websites, and has collaborated with Fortune 500 companies on the implementation and performance of their PPC initiatives. Frankly stated, Brad is frequently sought for his insights on all areas of search because he knows what works and more importantly, he knows how to explain paid search strategies to any audience regardless of level of experience. I am thrilled that Brad has written this book as I, as well as you, will use this tool frequently.

—Michael Martin, Director of Search Platform, AT&T Interactive

Brad has been the #1 resource on AdWords for many years and getting some of his insights has been priceless to many in the past. Now that he finally released his book I have to admit that this is probably the best book on the market for advanced AdWords topics. If you’re serious about using paid search, this book is a must-buy. Not only does Brad share tips that were never published before, but also gives help on how to use your time as efficiently as possible.

—Thomas Bindl, Founder/CEO Refined Labs

The word “expert” gets thrown out there a lot in the digital marketing industry, but Brad Geddes is FOR SURE one of our top experts in search engine marketing. I’ve had the pleasure to learn from Brad through the years through his various writings and speaking engagements. Bottom line, do you want to know how to win at paid search? Do you want to become an advanced AdWords user and make your organization successful at using PPC? Then read this book. Brad has compiled into one resource what it would take you a decade to learn yourself.

—Joshua Dreller, Vice President, Media Technology and Analytics at Fuor Digital
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Dear Reader,

Thank you for choosing Advanced Google AdWords. This book is part of a family of premium-quality Sybex books, all of which are written by outstanding authors who combine practical experience with a gift for teaching.

Sybex was founded in 1976. More than 30 years later, we’re still committed to producing consistently exceptional books. With each of our titles, we’re working hard to set a new standard for the industry. From the paper we print on to the authors we work with, our goal is to bring you the best books available.

I hope you see all that reflected in these pages. I’d be very interested to hear your comments and get your feedback on how we’re doing. Feel free to let me know what you think about this or any other Sybex book by sending me an email at nedde@wiley.com. If you think you’ve found a technical error in this book, please visit http://sybex.custhelp.com. Customer feedback is critical to our efforts at Sybex.

Best regards,

[image: edde_sig.tif]
Neil Edde

Vice President and Publisher

Sybex, an imprint of Wiley
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Foreword

The need for advertisers to find customers—and vice versa—is an age-old marketing conundrum. With varying degrees of effectiveness, solutions have included phone solicitation, email outreach, print advertising, and more—all designed to connect consumers and advertisers at the right moment. I first got involved with pay-per-click advertising over a decade ago as a student at Stanford University. Using keyword buys on Goto.com, I started selling movies out of my dorm room, but my ads quickly lost effectiveness when I was outbid by advertisers with deeper pockets. There wasn’t a book like this one to teach me the tricks of the trade and soon, I gave up. Then a few years later in 2002, I started buying keywords for my photography business, but this time on Google’s brand new AdWords system. AdWords was revolutionary because it rewarded relevance as much as the maximum cost per click, making it a great fit for those who took the time to create more targeted ads. Like many other advertisers, I saw great success with my campaigns and I was so excited by this revolutionary new way of advertising that when the opportunity presented itself, I signed on to join the AdWords team to work directly on this ground-breaking new product.

During my many years at Google, I have been involved in countless product decisions in the development and decision-making process for tools like the AdWords API, the AdWords Editor, Conversion Tracking, Google Analytics, and many others that have helped shape AdWords into the advertising solution it is today. Nowadays, my role consists of helping AdWords users stay abreast of all our latest changes and working closely with our product development teams to relay feedback from our advertisers and ensure we continue building the best advertising solutions possible.

It’s all about results…That was the slogan of AdWords when I joined Google. My role has changed over the years but there’s always been a focus on making sure AdWords delivers the best results for advertisers and users of Google. Building a system that works well for a wide range of advertisers means adding many layers of sophisticated functionality and while AdWords is easy enough to use for novice advertisers, there are many advanced techniques for those who want more control. This excellent book will help you make the transition from novice to expert AdWords user and will give you a leg up in discovering some of the best ways to use AdWords to its fullest.

It is amazing how quickly search engine marketing has evolved into a key component of any successful marketing effort. This evolution continues today with new ad formats that combine the simplicity and relevance of text ads with new formats that make information more useful. We also continue to see new places where advertisers can connect with their target audience, such as on the Google Content Network, on mobile devices, and on television. The one constant thread amongst these many changes is our focus on delivering measurability and targetability. Regardless of where online advertising goes next, the expertise you gain in AdWords’ advanced features today will help you become a savvier marketer in the future.

From the very start when AdWords became available as a self-service product, we were fortunate to have an active community of users who were ready to share their expertise with others. Brad was one of the very first community members who stood out as a trusted authority on all things related to AdWords, not an easy feat considering the rapid pace at which AdWords evolved. When I first heard about Brad, he was a top contributor in the AdWords forums, helping anyone who asked. To this day, he remains one of the leading experts on AdWords and I regularly see him continuing to share his knowledge and insight with others at industry conferences.

In this book, advertisers looking to get more out of AdWords will learn from one of the leading experts on the topic and someone who has used the system himself to build a very successful business. Once you get the basics of AdWords, there are a lot of sophisticated approaches to drive additional results—and this book will show you how.

Best of luck with your campaigns and please let me know what you think about our program and how it’s working for you when you see me at a conference.

—Frederick Vallaeys

Product Evangelist, Google AdWords





Introduction

The first dollar spent on pay-per-click (PPC) advertising occurred in 1998. The medium had just been invented, and like all new projects, no one knew if PPC advertising would succeed or fail.

Looking back on those early years, it is now obvious that early-adopter advertisers enjoyed this medium. The returns were fantastic, and advertisers kept pouring money into PPC campaigns.

By 2009, barely a decade after the first dollar was spent, it is estimated that more than $15 billion has been spent on PPC. Not only did the industry succeed, it far exceeded anyone’s expectations, and it shows no signs of slowing down. Forrester Research estimates that more than $31 billion will be spent on PPC in 2014. In the same article, Forrester goes on to estimate that by 2014, search marketing will command 21 percent of all advertising spend (http://blogs.forrester.com/marketing/2009/07/interactive-marketing-nears-55-billion-advertising-overall-declines.html).

The biggest beneficiary of the search marketing boom has been Google, the company with the largest share of searches.

I once worked for a company that managed more than 40,000 PPC accounts and spent millions of dollars each month with Google. There are towns with both smaller populations and budgets. The amazing part is that there were other companies with larger portfolios than ours.

No longer is PPC dominated by the realm of Internet companies or early adopters. PPC does not care if you are a small local business or a large global enterprise. The rules are the same for everyone. The medium has brought equality to advertising for companies of any size or budget. Today, PPC should be a part of every company’s marketing mix.

However, PPC has brought its own set of demands that have never been seen before. Once upon a time, marketing for a small business meant a two-hour yearly meeting with a yellow pages rep, and maybe an hour a month with the local newspaper or radio rep. In a total of 14 hours over the course of a year, most small businesses had completed their annual marketing.

Then along comes PPC, where bid prices are constantly in flux, advertisers can start and stop campaigns within minutes, companies are visible one moment and then gone the next. No longer does advertising take 14 hours a year—for many companies it’s more than 14 hours every single week, or worse, every single day.

Along with the demands on time, PPC brings levels of transparency and control never before seen in any advertising medium. An advertiser can choose under exactly what conditions an ad will be displayed. The advertiser will then get a plethora of metrics where they can determine the success or failure for every click. More metrics, control, and transparency beg for even more hours of analysis and campaign tweaking.

Search marketing is still in its infancy. There are many more advances in targeting, tracking, analysis, and optimization still to come. Advertisers will demand even more controls. Search marketing will continue to add more features. Analytics will continue to bring new levels of analysis. Consumers will increase the time and money spent online.

To take advantage of these trends, advertisers have to become even more sophisticated so they can take advantage of the technology today and be ready for the advances yet to come.

Who Should Read This Book

Advanced Google AdWords is written for marketers who have a solid understanding of AdWords and have opened and managed their own account. What you will not find is information on how to open an account or navigate through the interface, or introductory material on keywords. These basics can be found in the AdWords Learning Center for free. This book begins where most blogs and training leaves off—optimization for intermediate and expert users.

What Is Covered in This Book

There are so many options with AdWords that it can be difficult to determine where to start or to understand what is possible. For instance, you could create an ad for a Google Android-powered phone that is only shown to a consumer if:


	The consumer is in the business section of the New York Times website.

	The article being read is about the iPhone.

	The consumer is on a mobile phone.

	The consumer is located in Minneapolis.

	The day is Monday.

	The time is between 6:00 a.m. and 8:00 a.m.



While rarely will you want an ad shown under such stringent conditions, choosing one or two of those options to constrain your ad serving so that you reach your ideal customer will help you save marketing dollars while putting the correct ad in front of your target market.

Of course, there is more to AdWords than image ads and the content network. We start with search and end with step-by-step instructions. We will dive into detailed ad copy and landing page testing, account organization, ad copy writing, and even multiple strategies for setting bids.

Inside, you will find one of the most comprehensive sections ever written on quality score. If you have been advertising with Google for a while and either do not know what quality score is or have had problems with high first page bids or low quality scores, this book is definitely for you.

If you are an advanced user and are wondering if you can learn from this book, just flip to the last chapter. There you will find a step-by-step guide for creating and optimizing AdWords accounts. Every single section in that chapter is a reflection of what you will learn throughout this book.

This book’s two mantra words are creativity and profits. To be creative with AdWords, you need to understand your options and how various settings influence other settings. To increase profits, you need to understand testing, conversions, and bidding strategies. When you combine creativity and profits, you will stop just advertising and spending money. Instead, you will put the correct ad in front of your ideal customer at the time when they are most likely to convert so that your company can increase their overall profits.

What You Will Learn

This book does not just tell you how a feature works, it gives you strategies for using that feature. For instance, most national companies ignore location targeting. This is a mistake. Did you know you can buy a diet beer in Japan? Try selling a diet beer to Americans. You cannot buy Coke Lite in the United States or Diet Coke in Europe. Why? The words “diet” and “lite” invoke different feelings in different geographies. This book will give you strategies to determine your conversion rate and spend for different geographies, how to test different ads by geography, and how to maximize your returns in each geography where you are advertising.

Not everything is about location. This book examines how to find, measure, change, test, and implement strategies for a variety of topics, including:


	Keywords

	Ad copy

	Quality score

	Time-of-day targeting

	Testing ad copy

	Testing landing pages

	Profit by impression testing

	Account organization



We will go through the steps of helping you learn where to best spend your time. With so many options, it can be difficult to determine where to start. We will help by not just showing you where to spend your initial time, but also how to set up reporting schedules so you can continue to grow and optimize your account.

By reading this book, you will learn step-by-step strategies that will increase your company’s profits through using Google AdWords.

How to Use This Book

Since Google AdWords is so complex, this book is intended to be used in two ways. First, read it straight through to learn about the different strategies possible. After you have read it once, this book is intended to be a reference you can refer back to as you are optimizing your account. Each chapter ends with a Best Practices section that contains easy-to-comprehend points about the subject material to quickly refresh your memory.

The last chapter of this book is a step-by-step guide to getting things done. Refer to that chapter when you are opening or optimizing accounts and follow along. If there is a step where you need more information, simply refer back to the chapter where that topic is covered in detail.

By reading and then referring back to this book, implementing new AdWords strategies to optimize your account will save you time and money.

Chapter 1: Understanding Search Theory: Learn about the history of PPC advertising and the psychology of search.

Chapter 2: Keyword Research: How the buying funnel and your keywords work together. Control when your ad is displayed by using a combination of both positive and negative keywords.

Chapter 3: Keyword Tools: Extracting Valuable Data from Google: Learn how to combine Google’s spiders with a dictionary to improve your keyword research. Learn how to use other Google and Microsoft free tools to improve your account.

Chapter 4: Writing Compelling Ads: From benefits to features to trademarks to unique selling propositions, learn to write ads that connect with the searcher.

Chapter 5: Landing Pages That Convert Searchers into Buyers: Learn how to choose the best page on your site for every keyword. Then ensure the proper elements of usability, trust, and option control exist on the page to convert the searcher into a buyer.

Chapter 6: Advanced Optimization Techniques: Learn strategies for increasing conversion rates, click-through rate, traffic, and ad impressions.

Chapter 7: Demystifying Quality Score: Each quality score factor is torn apart, examined, and put back together so you can see exactly how your quality score is determined. Then learn strategies for managing and increasing quality scores.

Chapter 8: Beyond Text: Image, Video, and Mobile Ads: There is more to Google than text ads. Dive into the best uses of video, image, and mobile ads.

Chapter 9: Understanding the Content Network: The content network may be the most misunderstood and least optimized part of AdWords. Understand how the content network really works and how to start taking advantage of it.

Chapter 10: Advanced Content Network Techniques: The content network’s reach is significantly larger than Google’s search reach. The techniques you will learn in this chapter will help you find new customers who have never searched for your products.

Chapter 11: Advanced Geographic Targeting: Control exactly where your ad is shown. Understand the technology so you can avoid pitfalls and take advantage of displaying unique messages through location targeting.

Chapter 12: Save Time and Scale Accounts with the AdWords Editor: When accounts include hundreds of thousands of keywords, and tens of thousands of pieces of ad copy, they can be difficult to create and optimize. This chapter will examine how to save you time in creating and managing small to enormous accounts through the AdWords Editor.

Chapter 13: Profitable Bid Strategies: Examine your business model so you can set and measure your marketing goals to ensure your company is profitable. Then learn how to set and manage bids by ROI, profit, position, day of the week, and time of day. Formulas and Excel walkthroughs are included so no one gets lost in the math and calculations.

Chapter 14: Successful Account Organization Strategies: Success starts with account organization. Read tips, tricks, and strategies that will help you find the correct organization for your AdWords account.

Chapter 15: Testing Techniques That Will Increase Profits: Testing ad copy and landing pages is essential to continuously increasing profits. Learn not just how to create and measure a test, but also how to determine how much money you make every single time an ad is displayed.

Chapter 16: AdWords Reports: How to Extract Actionable Information: Learn how to create and use all the valuable data that your AdWords account accumulates. Create a reporting schedule so you always have access to the data necessary to improve your account.

Chapter 17: Step by Step: Create and Monitor Your AdWords Account: After 16 chapters packed with information, it is time for a step-by-step walkthrough of how to create and optimize each campaign type based upon what you have learned. Refer back to this chapter every time you are working in AdWords to see what to do next.

Glossary: If you do not recognize an acronym or piece of jargon, refer to this handy reference guide to look up the term.

The Companion Website

Google AdWords adds or tweaks features over time. Therefore, we have created a companion website with additional links and features to help you through your AdWords optimization journey. The website can be accessed at http://AdvancedAdWordsBook.com.

How to Contact the Author

I welcome feedback from you about this book or about books you’d like to see from me in the future. You can contact me at www.bgtheory.com/contact/. For more information about my work, please visit our other sites:


	www.bgTheory.com

	www.AdvancedAdWordsBook.com

	www.CertifiedKnowledge.org







Chapter 1: Understanding Search Theory

The search process itself may seem simple: A searcher visits a search engine, enters a search query, and receives results. Every step of the search process, however, is accompanied by the searcher’s thoughts and expectations. Understanding how your keyword and ads align themselves with the search process can help bring more visitors to your site and achieve more conversions from those visitors.

Pay-per-click (PPC) advertising is effective because it mirrors the search process, and the two work seamlessly with each other. Understanding the origins and evolution of PPC advertising will also give you a glimpse into its future, so you can continue to take advantage of this ever-expanding form of advertising.

Chapter Contents


	The Origins of Google AdWords

	The Psychology of Search

	Goal Alignment: Google vs. You vs. the Searcher

	Best Practices for Applying Search Theory



The Origins of Google AdWords

In 1996, a small company was formed that would forever change the world of Internet marketing. This company was called Idealab. It took two years of hard work and creative ideas before Bill Gross’s company would launch GoTo.com with a simple business model: Advertisers could choose to display their ads based on what a searcher was trying to find. A searcher would type a query into the search box (Figure 1-1), and if advertisers chose to advertise on that word, their ad would show in the search results. There were four simple concepts that made this business model revolutionary.


Figure 1-1: GoTo.com’s search page, circa 1998
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The first was relevance, a word later adopted by Google throughout their AdWords program. Showing ads based on what someone was actively seeking made these new search ads more relevant than anything previous displayed on the Internet.


[image: eye_gs.eps]
Note: AdWords is Google’s pay-per-click program where an advertiser chooses words that will trigger their ad. The advertiser is charged only if their ad is displayed and clicked by a searcher. This unique pricing model ensures that an advertiser’s message is not only seen, but that the advertiser only pays when someone arrives at their website.



Advertisers would only choose to display their ads on Keyword searches that were related to their products or services. Since their ads would then only be shown when someone was searching for related information, these ads would help the searchers find what they were seeking.

Before the days of PPC, the ads alongside a search results page were often banner ads that had nothing to do with the search query. While these ads did gather many impressions (an impression is when an ad is shown on a page), they were not relevant to the user and thus were rarely clicked. Advertisers were paying for exposure but were not receiving much traffic for their ad dollars.

In the early days of Google, before AdWords launched, the founders of Google had been questioned many times by their investors about how they would eventually monetize their search engine. At that time, the founders did not have an answer; however, they held steadfast to the belief that at the moment someone was shown a page of search results, Google had their undivided attention. It would be in that moment of someone scanning a page of search results that Google would make its money. It turned out to be an accurate observation by the early Googlers.

By displaying ads based on what someone was actively seeking, GoTo.com formed a synergy between searchers and advertisers that helped both reach their goals on a single search page. Advertisers would receive visitors who were actively seeking their products, and searchers would find products that were related to what they were seeking. This was a win for both searchers and advertisers.

The second concept was the pricing model. Previously, almost all advertisements were based on paying for impressions. A company would decide how many impressions they would like to buy for their banner ads, and then they would pay on a cost per thousand impressions (CPM) basis. This created a scenario where you had to have a large advertising budget to even sign an initial contract. In addition, you had no idea how many visitors or sales those ads would bring to your site. The world of Internet advertising was mostly formed of larger companies or companies with venture capital backing.

By changing to a PPC pricing model, advertisers only paid when they received traffic. This shift to performance-based advertising allowed companies to try out a fledgling business model with very little monetary commitment. The minimum monthly spend was roughly one dollar per day, a big change from minimums that were often several thousand dollars a month.

Because search engines were paid only when a click occurred, it also forced search engines to show only relevant ads. If an ad did not get clicked, the search engine did not make money. The pricing model helped reinforce that only relevant ads should be shown on a search results page. This forced advertisers and search engines to work together to create a better search page for the consumer.

The third concept—and how both Yahoo! and Google have built a base of hundreds of thousands of advertisers—was the signup process. GoTo.com removed the barrier of a salesperson between the advertiser and the inventory. Using a self-serve ad model, any advertiser could sign up for a PPC account and start selecting keywords and creating ad copy within minutes (Figure 1-2).


Figure 1-2: AdWords signup process is a simple wizard influenced by GoTo.com.
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By choosing a self-serve model, a search engine did not have to pay commission to a salesperson. There were no contracts to sign, no insertion orders (IOs) to fax, and no phone calls had to be made before you could start advertising on the Web. This very straightforward approach allowed anyone from a small business to a Fortune 500 company to quickly experiment with Internet advertising.

The Internet was still a new concept to most people, and both companies and consumers were unsure how widely adopted the Web would become. Thus, having the ability to commit a few dollars and experiment with the new medium was paramount to introducing thousands of new companies to the concept that they could make money on the Web.

It also allowed the search engines to scale their advertiser base very quickly. People often slow down the advertising process, and by allowing a self-serve model, the only barrier to advertising was a little bit of time and a credit card.

The last concept is what has allowed Yahoo! and Google to make billions of dollars from their advertisers—the auction process. GoTo.com did not have a set price for what you needed to pay when a keyword was clicked in a search result. Advertisers set a price of what they were willing to pay, and the company willing to pay the most showed up highest in the search results.

If you were willing to pay more than your competitors, then your ad would show higher in the search results, which would gather more clicks and bring more visitors to your website. It is easy to see how the top positions were highly coveted.


Yahoo! vs. Google

In 2001, GoTo.com was awarded the patent entitled “System and method for influencing a position on a search result list generated by a computer network search engine.” This patent is the heart of PPC advertising technology. In April 2002, Overture sued Google over patent infringement. The lawsuit dragged on for two years, during which Yahoo! acquired Overture, until it was time for Google to transform into a public company. Not wanting to go public with a major lawsuit that threatened its revenue, Google finally settled with Yahoo! by issuing 2.7 million shares of stock in exchange for a perpetual license to the patent.



The process has become much more complex over the years as search engines, users, and advertisers have become savvier.

In October 2001, GoTo.com, Inc., renamed itself Overture Services. In 2003, Overture was acquired by Yahoo! for $1.63 billion. Today, GoTo.com is an unknown name to most people as the service is now called Yahoo! Search Marketing. GoTo.com is no longer owned or operated by Yahoo! and now redirects to a site unrelated to PPC advertising.

As described earlier, GoTo.com’s four founding concepts were quite simple: relevance, pay-per-click pricing, self-service, and auction-based pricing. However, these principles were combined to not only quickly gain advertiser adoption, but to also reap the monetary benefits of advertiser competition for the top ad positions.

Google Enters the Arena

Back in 1998, when GoTo.com was first launching, Google’s search engine was named BackRub and was running on Stanford University servers. Creators Larry Page and Sergey Brin were more concerned with moving their operations into Susan Wojcicki’s garage than making money.
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Note: Susan Wojcicki’s garage served as Google’s first workspace away from Stanford’s campus. Wojcicki was instrumental in Google’s growth when she became one of their early employees and is often referred to as the “Mother of AdSense.” (AdSense is Google’s contextual advertising program.)



Over the next two years, Google moved to Mountain View, accepted $25 million in funding, and hired key employees to help in their evolution. Their early hires revolved around scaling their search technology. Craig Silverstein was their very first employee and served as the director of technology. Much of his early work helped scale the IT operations that would allow Google to grow. The next step was finding a way to start making money.

Google’s first offering was an uninspired CPM program. To advertise with Google, you had to talk to a sales rep and sign a contract for a fairly high minimum spend. While advertisers could choose to show an ad based on a searcher’s query, the four concepts that had made GoTo.com a success were not to be found.

The high barrier to advertising with Google was lowered in October 2000 when Google launched their first self-serve advertising program. The simply named Google AdWords started with 350 customers. However, AdWords was still bought on a CPM basis.

Google AdWords Select Revolutionizes PPC

February 2002 will always be remembered as the time when Google forever changed pay-per-click advertising. Google launched AdWords Select, which incorporated all of GoTo.com’s founding principles; however, in typical Google fashion, they added their own twist to the auction model.

On GoTo.com, the more you paid, the higher your ad appeared in search results. That essentially made it so the company willing to pay the most had the highest visibility. Google’s main advertising word was relevance, and they changed the PPC auction model to both increase relevance for a searcher and to maximize how much money Google made on a search results page.

Their twist was to incorporate click-through rates (CTR) in determining where an ad showed up in the results. They used a very simple formula to determine ad position: Maximum CPC (cost per click) multiplied by CTR.
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Note: Search engines protect their most important metric, revenue per search (RPS), from public consumption. However, with some rough math the numbers can be approximated. In 2004, Google made around $0.10 per search, which increased to $0.19 in 2006, and finally surpassed $0.25 in 2007. Conversely, Yahoo’s revenue per visitor was roughly only $0.16 in 2007. As the economy dipped in 2009, so did Google’s RPS, to approximately $0.095, which was still higher than Yahoo. 

However, it is difficult to blame the entire dip on the economy. As more information is integrated into the search results, there is less of a need for the consumer to always leave the search results. For instance, a search for “Chicago weather” will show the five day forecast within the search results, which results in less people clicking away from the page to find the weather forecast.



The logic was that if an ad was clicked more often, it was more relevant to the searcher, and the advertiser should be rewarded for showing an ad aligned with the searcher’s query.

This simple formula also maximized the dollars Google made on every single search engine results page (SERP). In the PPC model, a search engine is only paid when a click occurs.

On GoTo.com, if advertisers were willing to bid more than everyone else for a click, their ads would show up at the top of the search pages. If those same ads did not receive clicks, the engines did not actually make money from displaying those ads.

Therefore, a search engine should not want to display the highest-bidded ads the most if they were not clicked. A search engine would make more money by displaying lower-bidded ads that gathered clicks than high cost ads that received few clicks.

By incorporating a combination of both bid prices and how many clicks those ads received, Google managed to maximize how much they made on any single search results page. This simple change also created an environment where a small company with a more compelling offer could have its ad displayed higher in a SERP than a large national company who did not take the time to create relevant ads. Price no longer trumped relevancy. Having the most money did not ensure the most clicks or visibility. Advertisers had to choose keywords that were more relevant to their products and create ads to match.

This level playing field helped spur advertiser adoption to the point that Google eventually dropped their CPM program completely and renamed the AdWords Select program to the name used today: Google AdWords.

Over the years, Google has become much more sophisticated and has revamped their formulas for displaying ads on search pages. However, throughout the growing complexities of AdWords, Google has always kept their ad serving synergistic with the search process. To understand how to take advantage of aligning your advertising efforts with Google’s ad serving, it is important to understand the psychology of search.

The Psychology of Search

One of the advantages of online advertising is transparency of data to the advertiser. It is easy to track click-through rate, conversion rates, cost per conversions, total conversions, bounce rates, and more data points than anyone could ever analyze. The numbers can be overwhelming. Between the reports you can run in AdWords, some simple Excel formulas, and your analytics program, you can get buried in meaningless data.

It is essential to look beyond the numbers and consider the individuals sitting at their anonymous keyboards conducting the searches. While numbers tell the story of your marketing, it is the actual people who can make your advertising profitable.

Since search marketing—and Google AdWords in particular—is based around people using search engines, you must also think about how search engines are used in everyday life. Understanding not only how people use search engines, but how they decide to click on an ad from the search page will help align your marketing efforts with the searchers. Having someone arrive at your site is just one step in the equation. Your website must also be aligned with the searcher’s interest so the searcher does not just browse your website but also becomes a new customer.

Search engines are not used to browse the Web. That is the domain of properties such as iGoogle, StumbleUpon, and Digg. There is more information on the Web than anyone could read in dozens of lifetimes, and most of that information is of no interest to the searcher. Therefore, people do not just read search engines attempting to absorb all of the information that has been discovered around the Web. Search engines are used when they want to find a specific piece of information. More importantly, people use search engines to find the answer to a question.

We all think differently. We all ask questions differently. Delving into the various ways that people think and ask questions can assist you in choosing keywords that will make sure your ad appears in front of someone searching with questions your site can answer.

Turning Concepts into Words

The majority of people do not think in words. Words are conventions to relay the thoughts that are present in our minds. While words are how we communicate in daily life, they are just a vehicle to help us express the concept of our thought to others.

People are not mind readers. You cannot think at a person and have them understand your thoughts. You have to take the concepts present in your brain and transform them into words so that another person can understand you. The translation that occurs from concept to word is different for each person. This is why you might readily understand one person and not understand another person who is trying to express the exact same idea.

This same process of putting our thoughts into words is also how we communicate with a search engine. Google has not yet developed the technology where you can telepathically receive your answer. Therefore, you need to express yourself in the typed word to receive a response.

To further the process of examining how people translate their thoughts into words, we will use the following scenario and examine some of the ways in which this scenario can be typed into a search engine.

Chicago is brutally cold in the winter. Imagine sitting in your suburban house watching a movie on a Saturday evening. Suddenly, your spouse tells you that there is water flooding the basement. Upon examination, you discover that a pipe has frozen, causing it to break, and now you need a plumber to come out to your house to fix the problem.

This is a very common winter scenario in Chicago. However, the ways in which people will attempt to solve this problem are very different.

Some people are very direct in their thinking. They will go to Google and type in the actual question they need to find an answer to, such as “Where do I find a Chicago plumber?” Many people, instead of typing out the entire question, will shorten the query to just “Chicago plumber” or maybe more precisely “Schaumberg plumber,” or “emergency plumbing services Schaumberg.”

Others will have a preconceived notion about what they wish to find, and their query will be more aligned with the answer they wish to receive. For example, the query might be “A site about Chicago plumbers.”

If you are the do-it-yourself type, you might first want to turn off the water to stop the initial problem before contacting a plumber. A search for “How to turn off the water in my basement” would be more appropriate.

What is the root cause of the problem? If you searched for the root cause, the site that held the answer could also help you fix the broken pipes. Queries such as “broken pipes” or “frozen pipes” could lead you to your answer. You could also search for the actual problem, such as “flooded basement.”

It can be a useful exercise to walk into the office tomorrow and describe this scenario to your coworkers. Then ask each of them what they would type in the search box. If you ask them one by one, instead of in a group, you are sure to receive a slightly different answer from almost everyone you ask. There will be some repetition, but concentrate on the different types of answers.

In fact, there are thousands of ways that someone could search for the answer to the above scenario. In later chapters, we will dive more into keyword research. Most queries usually fall into one of a few categories:


	The actual question, or a shortened version of the question

	The answer to the question

	A description of the problem

	A symptom of the problem

	A description of the cause

	Product parts or brand names



It is essential that you consider all of the ways someone can search for your products. Search queries are thought processes. Understanding someone’s query can give you insight into what question they want answered.

Understanding Search Results

Once the thought has been translated into words, it is time to find the answer to the question. You go to Google, type in your words, and before you click the Search button, something psychological happens—expectation setting.

As a human, every time you conduct any action, you have an expectation of results. When you first looked at the spine of this book on the shelf, you had a notion of what it contained. Before you bought the book, you had an expectation of what you would learn by reading it. Every event also changes and refines those expectations. As you read this chapter, you have a different expectation of what you will find later in the book than when you first bought it.

This series of ongoing expectation setting also affects how you view search engines. When you input a query, you expect to see certain ads and websites displayed that will help you find the answer to your question.

This same expectation setting happens for every person using a search engine. Everyone expects to find websites that will help them answer their question. Therefore, before you ever click the Search button, you have already built an idea of what the act of typing your query into a search box will bring to your computer screen.

Within the search process, your ad has a specific role. Having your ad appear on that search page is not your endgame. Your ad must be relevant to the search result. You do not want everyone who sees your ad to come to your website. You only want those who are going to engage your company to click on your ads and cost you money.

The Purpose of Ad Copy

Once the Search button is clicked, Google displays a set of ads and websites (Figure 1-3). A quick scan of the page will tell the searcher if the results are in line with their expectations. If they are not, the searcher is likely to stop reading the results and change the search query.


Figure 1-3: Google search result for “ultraportable laptops.” Which ad answers the question?
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As an advertiser, this brief moment is your chance to connect with the searcher. These few seconds can make the difference between the searcher visiting your site, your competitor’s site, or just searching again for the answer and completely ignoring your ad.

At this moment, your ad needs to stand up, jump around, wave its arms, grab the searcher’s attention, and shout, “I have the answer to your question! Come click on me and I’ll show you the answer.”

Attempting to create ads that both stand out from the crowd to gain initial attention and are compelling enough to entice someone to click is a difficult proposition. As a marketer, your job is to write ads that meet the expectations of the searcher, and yet can communicate to that same person that your website can deliver the answer to their question.

AdWords ads are only 95 characters in length, and they have a tremendous amount to accomplish in just a few scant words.

An ad needs to have a headline that draws attention. It needs to stand out from other ads on a page that are clamoring for attention. The ad copy needs to tell a visitor why you have the answer to their question. And yet, the ad also needs to be faithful to your products or services. You can never lose sight of what makes your company money; otherwise, you will be paying for clicks that do not help you reach your goals.

Ads should not be written to please the advertiser. They should not be written to make the CEO smile. Ads should be written to convey to the searcher that you hold the key to their question, and they must first walk through your ad copy to your website before they can find out the answer. We will spend time in later chapters discussing how to create these ads and even how to test them against each other.

Hopefully your ad has caught the searcher’s eye. They think your ad can lead them to information that will help them complete their quest. And just before the searcher clicks on your ad, something else happens—another expectation is being set.

When a person does a search on Google, they have a preconceived notion of what they will see on a search results page based on what words they choose to search. Your ad copy is the only thing a user knows about your website, therefore those few characters are setting the user’s expectations about what they will find. Your landing page needs to meet those expectations.

Landing Pages Lead to New Customers

When someone clicks on your ad, they are taken to your website. Usually this is the first brand interaction someone has with your company. It’s your first chance to showcase your offer to that searcher.

“Landing page” is industry jargon for the first page a searcher views after clicking on your ad. It is rarely the home page of your site. It is usually the page within your website that is most logically connected to the search query.

For instance, if someone conducted a search for “Sony digital cameras,” they would not want to be taken to Amazon.com’s home page. The home page does not have information about Sony digital cameras. At best, the searcher will search again at Amazon’s site. At worst, they will go back to the search results. A much better search experience would have the searcher taken to a page about Sony digital cameras within Amazon’s website.

Remember, most searchers do not know your website. The searcher does not have prior knowledge about your company. They arrived at your site after clicking on just 95 characters of ad copy. That small amount of text is all the information they have about your site before first visiting it. In fact, your ad copy is the only thing within your entire AdWords account that a searcher can see. Therefore, that ad copy is crucial in setting the proper expectation for what the searcher will find after the click.

In order to continue meeting the searcher’s expectations, your landing page must be an extension of your ad copy. Since your ad copy informed the searcher about what they would find, the landing page should continue the conversation by assisting them to find their answer (see Figure 1-4).


Figure 1-4: The Bose landing page showcases the product and allows a searcher to either buy or get more information.
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If your landing page does not meet the searcher’s expectation, they will use the most common navigational element on the entire Web—the dreaded Back button. You paid for the click; this is something you definitely want to avoid.

The landing page should show someone the answer to their question or instructions on how to get the answer to their question. For an e-commerce site, the answer is contained in the product someone will receive once they’ve checked out through your shopping cart. When they’re looking for a plumber, the answer comes after they make a phone call. At other sites, the answer will come after the searcher fills out a form for more information. For most businesses, when the consumer receives the answer to their question, the business has a new customer.

The landing page is critical to your AdWords success. A bad landing page leads to wasted advertising dollars due to the searcher leaving your site without conducting any business with your company. A good landing page will turn shoppers into buyers.

The process of someone searching and buying on the Web is much different from other forms of advertising. While many advertising campaigns are structured to create emotional need within a consumer, the search process is driven by giving someone the correct information at the correct time. This concept extends from choosing the correct keyword to creating your ad copy, and ultimately answering the searcher’s question on your website.

Advertising Is Not Advertising When It Is Information

Once upon a time I was riding on the top of a First Avenue bus, when I heard a mythical housewife say to another, “Molly, my dear, I would have bought that new brand of toilet soap if only they hadn’t set the body copy in ten point Garamond.” Don’t you believe it. What really decides consumers to buy or not to buy is the content of your advertising, not its form.

David Ogilvy

Often people are resistant to advertising. Ads are something you are bombarded with on a daily basis. You hear ads on the radio when you are driving to work. You see ads on TV when you are trying to relax in the evening. You see ads in the daily paper as you are trying to read the local weather forecast. You see ads in search results as you are trying to find information.

But ads do not have to be annoying or intrusive. Ads can be very helpful if they are created properly, because advertising is not actually advertising when it is information.

By aligning your ad copywriting, landing pages, and Google AdWords account with this concept, you are much more likely to see success in your search marketing efforts. This is a concept much better visualized than explained.


Ads Should Lead Searchers to Answers

If you performed the search, “plasma TV features,” do you think clicking on this ad would help you find the information you are looking for?

Plasma TV. Massive new TV offerings. Visit us today to buy your new TV!

Unfortunately, ads that are not directly related to the search query and do not mirror the search process are quite common.

Now consider this ad for the same search, “plasma TV features”:

Compare plasma TV features. Find a new plasma TV that fits your lifestyle and budget.

Someone searching for features is most likely looking to compare products and is not ready to buy yet. They are still in the comparison shopping stage of the buying cycle. An ad focused on buying does not fit into their decision making process.

Ad copy needs to both reflect the search query and recognize where a searcher is within the buying cycle; we will examine both of these elements in future chapters.



Imagine this weekend will be nice and sunny and you would like to spend it with your family at the beach. The drive will take several hours, but you manage to pack the kids and the spouse into the car and begin your journey.

You start driving down the interstate while the kids are glued to a DVD player in the backseat. Billboards whiz past on the side of the road, which you do not have to try to ignore; you have had the skill to tune out advertising for many years.

After a few hours, you start to get hungry and the kids start to get restless. It is time to find a restaurant for lunch. You have made the decision that you do not want to eat in the car as it is too messy with the kids, and you would like to get out of the car to stretch your legs.

Where do you start looking? Those ignored billboards. They are no longer advertisements cluttering up the roadside; they are now valuable pieces of information that will show you available lunch options.

You stop ignoring them and start reading them.

Why?

Because the advertisements are your source of information for finding the answer to your question. Your question is along the lines of “What are my lunch options?” Your answer will be found in the billboards alongside the interstate.

When ads become part of the information gathering process, they cease to be ads. At this point in time, they are pieces of information that consumers are seeking. Wouldn’t you like your ads to be sought after, not ignored? By aligning yourself with the search process, the quest for answers, your ads will not only help consumers find the answer to their questions, they will help your business make sales.

Stop thinking of ads as advertisements.

Start thinking of ads as pieces of information.

Goal Alignment: Google vs. You vs. the Searcher

Every search result has three different entities trying to reach their goals. Sometimes, these goals get in each other’s way, leading to poor search results. Other times, they work in conjunction, leading everyone toward success. It is important to examine Google’s goal, the advertiser’s goal, and the searcher’s goal for each search result.

All search results start with the same element, a searcher looking for the answer to a question. The searcher inputs a query, and search engine results pages (SERPs) appear.

Google’s goal is to have that same searcher use Google for their next query. The more search queries that occur on Google properties, the more chances Google has to make money by people clicking on ads. Therefore, Google wants searchers to always find the answer to their question quickly, easily, and on a Google-owned property.

This is why Google also spends so much time and money on the natural results (also known as organic or free listings). Not all searchers can be monetized, but if someone always finds their answer on Google, regardless of whether it’s a monetized or nonmonetized query, that person is more likely to use Google for their next search. In addition, if someone finds their information on Google quicker and easier than on other properties, they will always return to Google to find information, which leads to more total queries per month for Google, which leads to more chances of Google making money.
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Note: Several studies have found that a user spends only 10 to 12 seconds on a search results page.



The advertiser’s goal is to show an ad that is related to both their products and the searcher’s query. The advertiser wants to control when their ad is shown, wants to choose which ad is shown, and then wants to take the searcher to the landing page of their choice.

The advertiser wants to make money with their Google AdWords budget. That’s the endgame—profitable advertising. Advertisers want control over how their money is being spent. They also want insight into the ad display process so they can expand their profitable advertising and stop their unprofitable ads.

Google’s goal and the advertiser’s goal are not the same. Since Google’s goal is first and foremost to satisfy the searcher, not the advertiser, a conflict often arises between the two parties.

The advertiser will scream that it’s their money and they should be able to display whatever they want in an ad and take someone to any page on their site they deem desirable. AdWords customer service reps will remind the advertiser about relevancy and attempt to help the advertiser make their keywords and ad copy more relevant. These relevancy rules are defined by Google.

Since Google is ruled internally by a quality control team—a team where relevancy trumps dollars—advertisers often feel like they are constantly trying to play catch-up in learning all the rules. Having an internal team that is more concerned about relevance than making money is beneficial to all parties, if everyone can align their goals.

It is critical to remember that the only person who makes Google or the advertiser any money is the actual searcher. Google does not make you money. You do not make Google money. Google is an intermediary between you and the searcher. You make money on AdWords because a searcher decided to do business with your company. You define a budget that you are willing to give to Google; however, if the searcher does not click your ads, you do not owe Google a penny.

Both you and Google make money from each other only if a searcher is involved. If there is no searcher, there is no search query, your ad is not displayed, and Google is not paid. Therefore, the person to actually align your goals with is the searcher. If you align yourself with the searcher, you help the searcher find information on your site. If they are finding information on your site, they are conducting business with your company, which helps you reach your end goal—a profitable business.
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Note: Google made nearly $22 billion in 2008. Approximately 97 percent of all Google’s revenue comes from showing ads.



Because Google’s goal is to assist the searcher in finding information, you will end up aligning yourself with Google as well. You will find that if you think of the searcher first, AdWords is much easier, and much more likely to be a successful advertising medium for your business.

After all, the searcher’s only goal is to find the answer to their question.

Best Practices for Applying Search Theory

The basics of search are not difficult to understand; the principles have been the same ever since people started looking for information. By referring back to the fundamentals of search throughout your marketing, you keep your efforts aligned with the searcher, which can bring long-term success to your company.


	PPC marketing was created and revolutionized in less than a decade. As the industry is ever-changing, those who can continuously evolve their marketing can find great success.

	Search engines have transformed how people find their information. As more consumers use search engines as their starting point for finding information, more advertisers will find success with search marketing.

	The search process starts with a question. That question is translated into words by the searcher. Therefore, keywords are individual thought processes.

	Every time someone does an action, there is an expectation of results. Meeting these expectations with both ad copy and landing pages helps increase your PPC marketing returns.

	Advertising is not advertising when it is information. When your ads help a searcher find the answer to their question, your CTR and conversion rates often increase.

	On any search page there are three goals: the search engine’s goal, the searcher’s goal, and the advertiser’s goal. Align your goal with your potential customer—the searcher—and success usually follows.



In future chapters, we will examine keyword research, ad copy writing, and multiple ways to target consumers. At each step, we are trying to enhance these fundamentals. If you can help the searcher find what they are looking for, you will continue to gain new customers.





Chapter 2: Keyword Research

Keywords are the foundation of a successful AdWords campaign. If you have a keyword that matches a searcher’s query, your ad could show. If you do not have a keyword that matches a searcher’s query, your ad is not shown. It is pretty simple: If you decide not to use a certain keyword, your company will not be visible to those searchers.

Keywords are so paramount to an AdWords campaign that PPC advertising is frequently called keyword advertising or keyword-driven advertising.

Not all keywords are created equal. Some keywords will have high search volume, others small search volume. Some have high conversion rates, and others will provide low quality traffic.

Choosing the correct keywords is the first step to advertising with Google AdWords.
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Understanding the Buying Funnel

Before diving into all the different ways to research, group, and choose keywords, you must first take a step back and examine how people buy products or services.

There are five stages to the buying funnel (Figure 2-1):


	Awareness

	Interest

	Learning

	Shopping

	Buying



Understanding where a keyword falls in the buying cycle can help signal where a consumer is within the buying process so you can ensure that your ad and landing page match the consumer’s shopping phase.


Figure 2-1: The buying funnel
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While the buying funnel often refers to actual physical product sales, the same principles apply to B2B (business to business), service, retail, and other industries.


[image: eye_gs.eps]
Note: The buying funnel is a subset of the broader known buying cycle. The entire buying cycle has two additional phases known as retention and advocacy. While customer loyalty and lifetime visitor values are important considerations for your entire marketing program, they can be distracting when we initially discuss keywords. Hence, we will only work with the initial aspect of the buying cycle, the sales funnel, during keywords and revisit the full buying cycle in later chapters.



The shopping cycle is illustrated as a funnel because many searchers will enter the beginning of your product’s buying funnel. However, as consumers learn more information about your product as compared to others, fewer consumers will transition from one section to the next. As a marketer, one of your jobs is to move as many prospects as possible through the funnel so they become customers.

Examining the Buying Funnel Phases

Awareness leads off the top of the funnel. If a consumer does not know about your products, they can never buy from you. A marketer’s first job is to make sure that consumers know that your products exist. If a consumer does not know about your product, they may not realize that your product can fix their problem, let alone understand that you offer a way to help them. At this stage of the buying funnel, your job is to shout from the rooftops that your product exists.

When we correlate this part of the buying funnel to keywords, the keywords are very general. Consumers do not yet know enough to do a search for the product’s benefits, features, or part types. These keywords are often high volume, low converting words such as TV, plumber, laptop memory, and real estate.

Once a consumer understands that your product exists, your next function is to generate interest for your product or service. At this stage, you want consumers to think about your product and how it will make their lives better. We will discuss features and benefits more in Chapter 4 during ad copy writing. At this stage of the buying funnel, you want to focus on benefits. Essentially, a benefit is what your product will do for consumers so they desire your product.

After consumers have become aware of and interested in your products, they need to learn more about the product so they have enough information to make informed purchasing decisions. This is known as the learning or information gathering phase of the buying funnel.

This is where consumers start to delve into product specifications and features and begin to compare products. If a searcher were looking to buy a new HD TV, this is where they would start to examine the features and differences associated with plasma versus LCD vs. DLP televisions. Consumers want to know about pixel burnout rates, what the magic mirrors are in DLPs, and what size TV they actually need for optimal viewing.

If you were an accounting firm, this is where you would showcase that you offer payroll services, are integrated with Intuit QuickBooks, and have a lawyer on staff for incorporation services.

It is in the learning stage where searchers first learn your industry jargon. The searcher’s query is often more specific and commonly includes brand names and service specialties. Showcasing both benefits and features is useful for consumers during this phase.

Using these examples, you could easily put keywords such as “Chicago QuickBooks accounting firm,” “Samsung DLP TV,” and “plasma TV pixel burnout rate” into your keyword list.

Once consumers understand enough about the industry or product that they can start looking at product specifications to make informed decisions, they will begin to compare similar products to each other. This is known as the shopping phase.

At this phase, a consumer might have decided they would like a plasma TV because it’s light enough to hang on the wall, and based upon how far their couch is from the wall, they want a 52-inch set. However, the consumer might not know if a Sony TV has certain features that a Samsung TV does not have. Therefore, while the consumer has decided on a 52-inch plasma TV, the brand and actual model are still in question. Or the consumer might have determined that they want a Sony, but there are multiple types of Sony plasma TV, and therefore the consumer needs to compare the different model types to each other.

Keywords at this phase are often quite specific and indicate a certain level of knowledge about the product. “Sony Vaio Z series laptop,” “Sony plasma 52-inch TV,” and “Chicago accounting services with lawyer on staff” are keyword searches that describe consumers in this aspect of the buying funnel.

Finally, a consumer has made up their mind on the actual product they are willing to purchase. At this point, the only question left to answer is where to buy the plasma TV or which accounting service can offer both a lawyer on staff and quick phone support.

These keywords are often product part numbers or company names: “Jim’s accounting service” or “Samsung hl-61ssw DLP TV.” A consumer will examine prices, warranties, shipping costs, service contracts, return policies, and similar items before finally making a decision on where to buy the specific product.

How Do Consumers Flow Through Your Buying Funnel?

The buying funnel is different for every business. It is important to consider your company to determine how people find their information, make their decisions, and finally engage companies within your industry.

There is no time limit to the buying funnel. A used book sale might consist of five minutes from initial query to buying. A B2B $100,000 software integration package may take six months or more.

Some consumers will jump directly into the learn or buy phase of the buying funnel. If you are shopping for a new book, and you already know an author you like because of a previous book you have read, you do not need to learn more about the author, you just want to see what other books they have written and maybe take a quick look at customer reviews.
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Note: Jargon terms can be useful both as keywords and in ad copy. However, always keep in mind whether someone knows enough about your product to use jargon or understand the jargon you are using. If searchers are early in the buying funnel, jargon terms will confuse them, as they are still learning about your product. Later in the buying funnel, jargon can be useful as keywords. When someone uses a jargon keyword, you know that they know something about your products or services.



If you are tasked with finding both a software package and an integration vendor to move your company’s email to a lower total cost of ownership system, the search may take many twists and turns through many months of discussions and searches.

Always keep in mind that every single keyword you choose for your AdWords campaign will fall into at least one phase of the buying funnel. Some keywords may be somewhat ambiguous as to which exact phase of the buying funnel they fall into. In those cases, you may wish to test different landing pages for these keywords to see if the informational page or a product page has a higher return for your company.

It can be a useful exercise to examine your keywords and see at what aspect of the buying funnel you are reaching prospects. If all of your keywords fall into the awareness and learn phases, but you do not have any in the buy phase, you might help a consumer decide which product to buy but then not capitalize on their search when they are finally buying.

Conversely, if all of your keywords fall into the buy phase, you might be generating very few sales, and by using keywords further up in the buying funnel, you can generate more awareness and sales for your company.

Of course, having the keyword in your account just means your ad might show for the search result. Both your ad and landing page need to continue engaging the consumer so you receive both the click and the conversion associated with that keyword. The first step is making sure you have the proper visibility.

Understanding Keywords

Keywords are thoughts put into words. We search to find the answer to a question. Always remember that when you choose a keyword, you are telling a consumer that you can help them find the answer to their question.

When doing keyword research, you should always keep the searcher in mind. It’s their thoughts put into words that you want as keywords so your ad can be shown on a search results page.

Before we delve into the four main types of keywords, let us take a closer look at the scenario from Chapter 1 to see how any scenario can utilize these types of words.

Our searcher is sitting in his Chicago suburban house in January watching TV on a Saturday afternoon. Suddenly, his spouse calls up from the basement that there is water everywhere. Upon investigation, our searcher determines that a pipe froze, causing the pipe to break and flood their basement. This happens every year in Chicago. What are the possible keywords?

First, keywords or thoughts are often segmented into four key areas:


	Explicit

	Problems

	Symptoms

	Product names or part numbers



We will examine each individually.

Types of Keywords

Explicit keywords are the easiest to research. These keywords often have the highest search volume of all the keyword types. They directly describe the product or service, and very little creativity is necessary to research these keywords. Some examples are:


	Dermatologist

	Computer memory

	Plasma TV



In our above example, if we were to list out keywords for a plumber, we might have:


	Plumber

	North Chicago plumber

	Chicago plumbing services

	Emergency plumber

	Plumber phone number

	Saturday plumbing



The second type of keywords are problem-based words. These keywords describe the conditions or problems that your product solves. These are also known as curing searches. Some examples are:


	Acne

	How do I get rid of acne

	Can’t run Excel

	Toothache

	What toothpaste will help cure a toothache?



If you examine your products and services and think of what you solve for a consumer, or how you make their life better, these are often problem-based keywords. In our plumber example, a “flooded basement” search would describe the root problem.

Symptoms make up the third type of keyword search. These keywords describe the symptoms of the actual problem. Some examples are:


	Oily skin

	Slow computer



In our earlier example, symptom searches may include:


	Frozen pipes

	Burst pipe

	Broken pipes



The fourth type of keyword is product names or part numbers. These are common keywords late in the buying funnel. Some examples are:


	P-10113/4 (a printer cartridge)

	Mint Soufflé Cleanser

	512 MD DDR2-533 SODIMM (computer memory)



If we look closely at the keyword examples above, we can devise our own story from them.

We need a dermatologist because we have acne, which is caused by oily skin, but we could use the Mint Soufflé Cleanser to help care for our skin.

Our slow Sony Vaio is causing large Excel files to not load because we don’t have enough computer memory. After researching the problem, our choice for the best computer memory is two 512 MD DDR2-533 SODIMMs.

By not just looking at keywords, but by also examining the scenarios that cause someone to need your product, you can quickly expand your keyword research into new, untapped areas.

There are other keyword types that might be more applicable for your industry. The next most common keyword search is an informational query. These are often harder keywords to monetize for those selling products or services; however, with a bit of creative thought to both answering the question and engaging the searcher, you can find new keyword search volume.

Some examples of informational queries are:


	How to turn off the water in the basement

	How to install memory in a computer

	Computer memory installation

	Candle burning times

	Differences between plasma and LDC TVs



These keyword searches may not have any commercial intent. However, they are excellent top-of-the-funnel keywords to create more awareness for your business and to engage a searcher to start them down the buying funnel.

Finding Keyword Ideas

When conducting keyword research, you should first consider your themes instead of actual keywords.

A theme is a collection of closely related keywords. In AdWords accounts, these are also known as ad groups. By first concentrating on your themes, you will build a high level list of how your products or services coordinate with the keyword types.

Often the navigation on a website is already broken down into themes, and much of your initial work is already conducted. However, these are only the direct keywords, and you will still need to do research on the other types of keywords for those direct keywords.

If your website does not have a good navigational structure, then as we walk through the following keyword research ideas, instead of thinking in individual keywords, first take a look at the high level themes and once those are established, come back to each theme and fill in the keywords.

For example, if you were a plumber, here’s a list of some of the more popular themes:


	Plumber

	Broken pipes

	Fix shower

	Kitchen remodeling

	Bathroom remodeling

	Overflowing toilet

	Emergency plumbing

	Weekend plumbing

	Flooded basement



And the list goes on. You should be able to come up with more than 50 different themes for a plumber. With some work, you might even come up with a few hundred themes. While you know your business well, your potential customers—the searchers—do not; your business is actually quite complex when you start researching every problem you can fix.

Starting Your Keyword Research

You should start by analyzing your website: your website’s navigation and the words used on your site. We will showcase the AdWords keyword research tool in Chapter 3, which will help you take a deep look into your own website.

If you have offline marketing material, examine your print collateral. Often direct mail pieces are carefully optimized over years of time. Are there hot-button words in your materials?

Analyze your top competitor’s sites. Do they have navigational elements that are different from yours? Why? Is it that they offer different services than you or that they have broken down their site differently? If their site is just broken down in different ways, make note of those themes and see how their organization might jumpstart new ways for you to consider additional themes.

Examine the natural search results. Search engines try to diversify their results by including both authority and hub sites. The authority sites are worth taking a deeper look into as they are displayed on page one of the search results for some of your major keywords. Wikipedia.org or JustAnswer.com are common authority sites.

Hub sites are places where consumers can find a variety of information and links to other similar sites. Follow what the search engines consider hubs to see what other keywords and navigational elements these sites use. Since a hub site is trying to link to the most relevant sites for a category, they often have refined navigation that can help you organize themes. Do not forget to take a look at whom they link to, as a good hub will showcase a large variety of information. DMOZ.org and DexKnows.com are good examples of hub sites.

Hopefully, you have an analytic system in place. If not, Google offers a nice free system to get you started called Google Analytics. Your analytic system will show you what keywords someone searched on various search engines to find your website. If you have goals or conversion tracking configured, you can even see which keywords led to higher conversion rates.

One of the best places to mine for new keywords and themes is your internal search engine. If your site has internal search, you should be tracking what keywords visitors are searching for within your site. This information will tell you exactly what someone was trying to find. It is also a good place to examine your landing page’s effectiveness. If you have a page with a high search percentage, essentially, the searcher did not find what they wanted on your landing page and had to do another search to find their information.
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Note: Google has a product called Custom Search Engine which is a free search engine for your site. This product is easy to integrate into both your site and your Google Analytics system so you can track what users are searching for on your website.



My absolute favorite tool will be the subject of Chapter 3: the AdWords Keyword tool.

When doing research for both your keywords and themes, there are two points to remember.

First, always keep the searcher in mind. The searcher is who you are trying to reach. You are advertising on a keyword you think they will type into a search engine and click on a result afterward. The searcher is the one who will ultimately make you profitable.

Second, always keep your products in mind. Your products or services are the lifeblood of your company. It’s by selling those items that you can satisfy a searcher. When choosing keywords, make sure they are an accurate reflection of your products and services.

Do You Know Your Keywords?

Who searches for the word “bleach”?

If you thought the most common searcher was a 20- to 50-year-old female, then you have joined a large group of people who do not watch Japanese anime.

The most common searcher for the word “bleach” is a male under 24 years of age.

A few years ago a new Japanese anime program launched entitled Bleach. That show has completely changed the dynamic of that word.

There are words whose meanings have changed, and there are other words that describe multiple items.

A search for the word “ceramic” could be for a $0.99 figurine or a $10,000 factory part.

A search for “buy pipe” could mean a nice meerschaum tobacco-smoking pipe or a replacement for the busted pipe in your basement.

Sometimes relatively few people searching on a particular keyword will actually fit your ideal customer profile, and you may want to just avoid using that keyword altogether. For instance, if you sold Clorox and realized that the majority of people searching for the word “bleach” do not meet your website goals, you may wish to not advertise on that specific keyword. There are other times when the word is essential to your advertising campaign.

There are ways to write ad copy so you can showcase whether you are selling Clorox bleach or Bleach DVDs. This will help the searcher understand what products you offer. However, the first step is that you have to know it’s a commonly confused word.

The best way to start understanding your words is to look at the natural search results. If you see sites or ads for seemingly unrelated industries, you should investigate further.

Another place to find these differences is in your keyword reporting, which we will discuss in later chapters. If you see words that seem highly targeted yet do not convert, it is worth your time to take a quick look and see if that word has multiple meanings.

Another fantastic tool is Microsoft adCenter Labs. One of the various tools available attempts to predict the demographic characteristics (age and sex) of a keyword (Figure 2-2).


Figure 2-2: Microsoft adCenter Labs demographic targeting
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Understanding when your keywords might be confused with other products or services can help you to be more specific with the words and themes you choose to keep you from spending money on keywords that do not lead to sales.

How Many Keywords Should You Have in Your Account?

You have probably heard someone mention an AdWords account that has over a million keywords. Yet, by most estimations the English language only contains roughly one-quarter of a million words. How can an AdWords account have more than four times the number of words in the entire English language?

The answer is simple: by creating keyword lists.

Before creating keyword lists and generating millions of keywords, it is important to first consider what you are going to do with those keywords.

Most companies do not need millions of keywords. There is not a magic number for how many keywords you should have in your account. The answer to “How many keywords should I have in my account?” comes back to relevancy.

You should only have relevant keywords in your account. If the keywords you create help a searcher find the answer to their question, then these are good keywords. If your keywords start to become ambiguous and could have multiple meanings, you need to make a financial decision about whether it is worth it to your company to advertise on a word with marginal (or worse, negative) results.

For example, if you were to search for “TV,” what would you expect to find?


	TV reviews

	TV guide

	TV repair

	TV celebrities

	Plasma TVs



These highly unrelated terms could all be shown for a keyword such as “TV.” The keyword is not specific enough to have any definitive user intent. Here are some issues to consider:

Examining Your Keywords If you cannot determine the user intent of a keyword, it is probably not specific enough for your account. This is a rule of thumb, and there are definitely exceptions. It is useful to first test out the more specific keywords, and then once you have an idea of cost per conversion and conversion rates on the more specific keywords, try out some of the more general keywords to see if they are profitable for your advertising dollars.

Determining the Right Number of Keywords The next consideration in determining how many keywords you should use comes back to management time. If you have a 100,000 keywords, you will need to find a scalable way to manage that many. Excel files and database reports are highly time consuming for organizing that much data and determining your profit on each keyword so that you can decide how much you would like to bid for each word. You may need a bid management system to handle that many words.

Understanding Google AdWords Account Limits The last consideration is Google AdWords account limits. A standard Google AdWords account can only have 50,000 active keywords. If you need more than 50,000 keywords, you have two options.

Option 1: Larger Spenders Google has an enhanced account that can hold up to 50active campaigns and a much larger keyword list. You will have to have your AdWords rep enable this for you. If you do not spend well into five figures a month with Google, you will most likely not be able to have this feature turned on.

Option 2: Linking Accounts Google can link accounts together on the back end so they share some data and only serve one ad per search result. If you need multiple accounts, then talk to an AdWords rep.
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Note: Google has designed their editorial system to maximize user choice and user transparency. Each Google account should be a single business. If a single business needs multiple accounts, all of your accounts should be linked together. A single business running multiple unlinked accounts can run into terms of service (TOS) issues with Google’s editorial teams. The MCC (My Client Center) account, which can help manage multiple accounts at once, will be discussed in Chapter 14.



If you are wondering why Google has caps on keywords, you can examine it from their perspective. Every keyword entered into their system has to be stored in multiple databases. Every local database is examined for keyword matches every time someone conducts a search on Google. Google is trying to filter through millions of keywords to serve ads to a searcher in less than one second. The less total database space being used to house keywords, the easier it is to sort through the keywords to quickly serve results to the searcher.

Therefore, while you will learn techniques for creating millions of keywords, it is best to initially keep your list to fewer than 50,000 keywords unless you are spending tens of thousands of dollars each month with Google.

Creating Keyword Lists

Most words in the English language can be categorized as a noun, adverb, adjective, preposition, pronoun, or verb. The same can be said for products. Most products can be described by product types, product attributes, adjectives, and so on. By breaking down your products or services into their base elements and then recombining these words, you can easily create huge keyword lists.

For example, Table 2-1 is a chart for maternity clothing that is by no means exhaustive, but can be used to illustrate this point.

Table 2-1: Maternity shirt example keywords

[image: Table 2-1]

In the table, if we always used a word from both the Category Adjectives and Product Types column and then mixed and matched the rest of the words, the words in Table 2-1 would become 504 keywords.

If you were to make five lists of five keywords and mix and match them all, that would create 7,775 keywords. As you can see, keyword listing is powerful but can easily grow out of control. Therefore, it is important to keep in mind your account structure when creating keyword lists. You should first diagram your final ad groups before creating the lists. If you create keyword lists first, then you have to try and categorize them all into ad groups.

In Table 2-1, the minimum number of ad groups should be seven, one for each product type. You could easily have a few hundred ad groups from this information.

For example, at the most granular level, each keyword generated this could instead be an ad group. To fill in the keywords within the ad group, you could use plurals, misspellings, and similar words such as “t-shirt,” “tshirt,” and “tee shirt.”

Creating keyword lists to generate thousands of keywords is useful. However, if done improperly, you could quickly end up with more keywords than you know how to organize, let alone manage. You can use the exact same techniques of creating lists to first diagram your ad groups, and then you can create lists within each ad group to generate the final keywords used within your account.

By first creating your ad groups and then filling in your keywords, it is much easier to organize your account and keep your keyword lists from spiraling out of control.

Using Long Tail Keywords

The long tail is a term first coined by Chris Anderson in an article in Wired magazine (October 2004) to describe how niche markets can sell a large number of infrequently sold items that together create more total sales than the top-selling product lists.

For example, before the days of the Internet, bookstores had to keep physical inventory in their stores. There is a finite number of books that can be housed and displayed upon shelves within a store. The top-selling books in each category were most prominently featured. A book had to constantly sell to continue to maintain space on the shelves; otherwise, it was regulated to the discount bin to make space for a book that was selling. While some of these books might have sold a few copies each month, it was not worth the shelf space to try and keep them in stock.

Then came Amazon.com, which had no physical storage limit for its products. Suddenly, a book that only sold one copy a month, or only a hundred copies a year, could still be profitable for Amazon. When you combine the millions of books that only sell a few copies, those total sales can be equal to or even exceed the top best-selling books.

You can repeat the same logic for any niche-based business, such as Netflix. Netflix carries thousands of copies of the most rented titles. However, the power of Netflix comes from their ability to carry even a few copies of each low-demand title. It is a powerful value proposition to the Netflix customer that even these niche movies can be rented. The total rentals for the low-demand movies in aggregate numbers may be equal to the total rentals of the top hundred movies.

This same logic can be applied to keywords. Single word keyword searches make up roughly 20 percent of the search volume in the United States. However, search queries that are five or more words in length make up nearly 20 percent of the search volume as well.

There are two main ways that marketers use the phrase “long tail keyword” when discussing keywords:


	The first refers to keyword searches that are three or more words in length. Essentially, someone typing in three or more words in a search box is being specific in defining the information they are wishing to discover.

	The second refers to low search volume. Instead of focusing on how many words are in the search query, these marketers consider long tail keywords to have low search volume. In this instance, even a one-word keyword with low search volume would be a long tail word.



Each year, the number of words used in search queries grows (see Table 2-2). As the general search population starts to search with more words, the popularity of two- and three-keyword phrases will grow as well.

Therefore, when considering the long tail, I favor applying it toward search volume. The principle of the long tail is to aggregate infrequent data points. In searches, this would be keywords with low search volume.

Table 2-2: U.S. clicks by number of keywords

[image: Table 2-2]

There are several advantages to using long tail keywords and incorporating them into your keyword lists:


	There is often less competition on these words. It takes more keyword research and keyword creation discipline to have an encompassing keyword list. By expanding your reach to these less frequently used words, you can often find gems that cost very little.

	The much more important reason is that many long tail words are more specific, and it is easier to match the user intent with both the proper ad copy and the proper landing page.



Regarding the second reason, if someone searched for “long sleeve silk maternity shirts” and one ad copy talks about generic maternity shirts and another one talks about silk maternity shirts that have long sleeves, which do you think a consumer is more likely to click on?

Keyword advertising is about choosing keywords and ad copy that can answer a user’s initial question. The closer you can associate the ad copy to the user intent, the higher the click-through rate. If you pair that ad copy with a landing page that also includes that same product or service, conversion rates are usually higher as well.

Utilizing the long tail for both ad group organization and keyword research will let you associate your marketing more closely with the user intent, which has benefits for both the searcher and the advertiser. The searcher finds the answer to their question, and the advertiser receives more conversions on their website.

Wide vs. Deep Keywords

When enacting keyword lists or using the long tail approach, it is crucial to consider wide versus deep keywords. They are very different, and the wrong approach can send you spiraling down a path of tens of thousands of closely related keywords that do not accurately encompass the best keywords for your account.

Instead, consider the different ways someone looks for information about your product and services. Earlier in this chapter, we discussed explicit, problem, and symptom keywords. Each of those types of keywords represents different ways of finding the exact same product. You first need to aggregate the different keywords used before drilling down into the specific keywords.

For example, if you were advertising a spyware removal product, it would be easy to expand this list to create thousands of keywords from the simple list in Table 2-3.

However, what you would end up with is a list of keywords that all include the root keyword “spyware.” That does not represent the way people search for spyware removal.

Table 2-3: Deep spyware keywords

[image: Table 2-3]

The above list would be considered a deep keyword list. It only encompasses the way people search when they are using the root keyword “spyware.” Before you start to go deep, you will first want to go wide with your keyword list.

A more encompassing keyword list would look like Table 2-4.

Table 2-4: Wide spyware keywords




	
Action Words

	
Wide Keywords

	
Software Type






	
Delete

	
Spyware

	
Software




	
Destroy

	
Adware

	
Program




	
Remove

	
W32

	
Download




	
Find

	
Virus

	
Freeware




	
Scan

	
Keylogger

	
Trial






Instead of relying on the word “spyware” to be included throughout your keyword list and in the search query, this keyword list examines the different root keywords used in searching for spyware removal. If your product converted much higher for “adware” keywords, and you started with all “spyware” keywords, you would be missing your most profitable keywords.

This also makes it easier to concentrate on the correct keywords. Start with a very wide list. First, you should think of all the different ways that someone can search for your product or services. From those different thinking patterns, create a root keyword list. These are the major words used to describe your offerings.

Run these keywords (with their appropriate modifiers) for a while in your AdWords account. Once you start to see which wide keywords are receiving more clicks and conversions, you can focus on going deep within those root keywords.

By taking this two-step approach to both keyword and ad group creation, you will be spending your time more wisely building out profitable keyword lists. It is easy to create massive amounts of keywords, but it makes more business sense to create profitable—and manageable—keyword lists.

Discerning Keyword Match Types

AdWords gives an advertiser a significant amount of control in determining when an ad will be shown. We will continue to discuss many of these additional options in later chapters. However, if you do not match your keywords appropriately, these additional controls will only have marginal increases in producing high quality traffic.

There are three different match types that AdWords uses to determine if your ad should be displayed based upon the user’s search query: broad, phrase, and exact match.

Broad Match

A word is considered broad matched when you enter a keyword into an ad group with no formatting around the word (Figure 2-3).


Figure 2-3: Broad matched keywords in an ad group
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Broad matched keywords can trigger your ad to show if the searcher uses a query that is related to your keywords. Broad matched keywords match to misspellings, plurals, and even similar words.

For example, if you had the broad matched keyword “coffee cups,” you could match to “coffee cup” (singular), “cofee cup” (misspelling), or “coffee mug” (similar word).

In addition, the order of the words does not matter. To continue our example, if you used the broad match “coffee cups,” you could match to “cups coffee” or “mug coffee.”

Lastly, you can be matched if the search query contains similar words to your keyword with additional parameters. For example, if your keyword was “coffee cups,” you could match to “coffee red mug,” “blue mugs coffee,” or “coffee cup holder.”

If you only sold coffee mugs, being matched to a keyword such as “coffee cup holder” is probably not a good match. In these cases, we will show you how to keep your ad from showing when we visit negative keywords later in this chapter.

You will hear many marketers disparage broad match. This is because broad match provides the least amount of control of any of the match types. In general, the higher your quality score and the better your click-through rate, the more your keywords can be matched to similar keywords.

This becomes an issue if you sell coffee mugs and suddenly start being matched to tea cups, as tea and coffee are related and mugs and cups are related. This is why it is important to understand all of the match types to best control when your ad is shown.

There is one huge advantage to broad match. In a November 2008 article, Google announced:

Did you know that 20% of the queries Google receives each day are ones we haven’t seen in at least 90 days, if at all?

http://adwords.blogspot.com/2008/11/reach-more-customers-with-broad-match.html

When one-fifth of all searches on Google have not been seen by Google in the last 90 days, and that engine receives millions of searches every single day, it is easy to see that it is impossible to have every single keyword related to your products or services within your account.

Broad match has its uses. It will let your account reach individuals who are typing in very specific queries. However, it must be measured carefully and optimized over time.

There is a way to see exactly what search queries your keywords are being matched to—with the Search Query Report. In this report, you can see exactly what is triggering your ads and refine that ad exposure as necessary. We will cover this report, and how to make keyword refinements based upon this data, in Chapters 16 and 17.

If you want the maximum exposure possible for all of your keywords, broad match will help you get there.

Phrase Match

A keyword is considered phrase matched when you enter the word in an ad group within quotation marks as seen in Figure 2-4.

In order for your phrase matched keyword to display your ad, the search query must contain your keyword in the same order you typed it into your ad group.


Figure 2-4: Phrase matched keywords in an ad group
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For example, if your keyword was “coffee cups,” your keyword would match to phrases such as:


	Coffee cups

	Blue coffee cups

	Coffee cups blue

	Red coffee cups for traveling



In each of the above instances, there could be words before, after, or before and after your keyword phrase. It could also be the keyword phrase itself. However, your keyword phrase was always included in the search query.

Phrase matched words do not match to misspellings or plurals. Therefore, if you had the keyword “coffee cups,” the following searches would not trigger your ad:


	Coffee cup (singular)

	Cofee cups (misspelling)

	Cups coffee (different word order)



Your ad would not trigger if someone entered a word between your keywords. In the “coffee cups” example, if someone searched for “coffee blue cups,” your ad would not show as the search query did not contain your phrase exactly.

Just to clarify, the user is not typing in quotes or adding formatting when entering their query into Google. The user is searching as usual; the quotes are only used to signal to Google that you would like your keyword to be triggered if it matched the search pattern. For example, in Figure 2-5, if you had the phrase matched keyword “coffee cup,” your ad would be displayed.


Figure 2-5: Google search query that will display an ad for coffee cup phrase matched keyword
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Phrase match is one of the best match types to use for a new account. In new accounts, you do not yet know all the keyword variations. You can use phrase match to find some of the additional variations with the search query report while ensuring that your ad is not being matched to broader items that might not bring you a positive ROI (return on investment).

Exact Match

Exact match is the most specific matching option that AdWords offers. First, you must enter the keywords into your ad group within brackets, as shown in Figure 2-6.


Figure 2-6: Exact matched keywords in an ad group
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Exact match works just how it sounds: a user must type into the search box a query that is identical to a keyword in your ad group for your ad to be displayed.

Exact match keywords do not match to misspellings, similar keywords, plurals, or singular forms of the words.

If you have the exact match keyword “[coffee cups],” your ad would not be shown if someone types in “coffee cup” (singular), “cofee cups” (misspelling), “blue coffee cups” (additional word), “coffee mugs” (similar word), or any other possible variation.

The biggest advantage of exact match is that you know exactly what someone is typing into the search box. You can examine your ad copy, landing page, and keyword to ensure that a perfectly formed synergistic chain has been established that will maximize your conversion rate.

In longer queries, exact match will also show user intent. A keyword such as “buy plasma TV” shows commercial intent. A keyword search such as “LCD vs. plasma TV” or “advantages of accountants over tax prep software” signals a comparison shopping intent. In this case, the user needs more information before they are ready to buy a product. A search such as “congressional term lengths” has an informational intent.

While we all use a search engine to find answers to questions, our intent upon finding those answers can vary quite significantly. The main intents online are commercial, informational, and navigational. However, just because you have a shopping site does not mean you should not use informational terms in your keyword list. It means you need to make sure you are engaging those users first with information and then have that information lead them to your products.

Which Match Type Is Best?

Now that you know the three match types, how should you use them within your AdWords account?

First, you should know you can use all three match types for the same keyword within the same AdWords account. You could have the same keyword exact, phrase, and broad matched within the same ad group.

Second, when determining which match types to use, there are two major considerations: budget and reach.

If you are starting with a small budget and only want to increase your budget as you find profitable keywords, you will want to start with mostly exact match keywords. Once you find keywords that are meeting your business goals, then you can add the phrase matched and eventually broad matched versions of those keywords.

If you are starting with a large budget and are willing to throw everything at the wall to see what converts, you will want to start with all three match types.

If you have multiple match types, you want to make sure that you have exact match bid the highest, phrase match a little lower, and finally broad match at the lowest bid.

The reason why you want to set bids will become very apparent in Chapter 7 when we discuss quality score. Essentially, if all three keywords can be triggered in a search result, Google will show the one with the highest ad rank. Ad rank is a number derived from multiplying your quality score by your maximum CPC (cost per click). By bidding the most on exact match, you are essentially forcing a higher ad rank for the exact match than the phrase or broad matched keyword.

Another reason you would want to bid exact match the highest is that you know exactly the keywords used in the search query. It is much easier to determine user intent with exact match words than with the other match types. With phrase or broad match, the search query should be related to your keywords but will not be exactly related.

You should find that exact match has the highest conversion rate, then phrase match, then broad match. If you find that broad match has a higher conversion rate than phrase or exact match, it is generally because you are being matched to some search queries where you do not have that corresponding keyword in your account. This is another reason to use the search query report: to find those converting keywords you do not currently have in your AdWords account.

Lastly, if you use this bid technique, every time your phrase or broad match keyword is shown, it signals that you do not have that exact match keyword in your account.

Due to how many unique queries are seen on Google within a day, you will never have every exact match keyword in your account. It is just not possible to find every single variation. This brings us to the second point to consider when using multiple match types: reach.

Broad and phrase match will help you reach a larger user base. If you only have exact match keywords, you are considerably lowering the possible search queries that your keywords could be matched to, and thus, will not reach nearly as many users.

By examining both your budget and desired reach, you can determine how many different match types you wish to use when creating a new ad group (Figure 2-7).

Once an ad group starts to collect statistics, then you can use the search query report to determine what keywords you wish to add to your ad group, and what keywords you do not wish to trigger your ad.


Figure 2-7: Ad group using all three match types
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As a starting point rule of thumb, bid phrase match 25 percent less than your exact match bid. Then, for your broad match bid, choose another 25 to 50 percent less. If you are looking for a significant amount of broad match exposure, 25 percent less is a good number. If you want some exposure on broad match, but you are not ready to pay a lot of unknown search queries, a 50 percent less bid is a good starting place.

Using Negative Keywords

Negative keywords are filtering words. This type of keyword stops your ad from being displayed on a search result. If you have phrase and broad matched keywords in your account and some of the variations do not have good conversion rates, you could use a negative keyword to stop your ad from showing on a search result.

Before implementing negative keywords, you should have a way to measure your conversion rates and cost per conversion. In Chapter 15, we will discuss a free conversion tool that Google offers to measure your results.

The reason why you need conversion tracking implemented into your account is that when you add negative keywords to your account, some very specific things should happen:


	Your click-through rate should increase. Since you are now choosing to stop your ad from showing on irrelevant search queries, the times your ad is shown should be more relevant and thus gain a higher click-through rate.

	Your conversion rate should increase. Since you are now only showing your ad for queries relevant to your product or services and are not being matched to more obscure words that are not directly reflective of your offerings, you should see your conversion rate go up.

	Your cost per conversion should decrease. As negative keywords keep your ad from displaying on less relevant results, when you do receive clicks, those clicks should be of higher quality and lower your overall cost per conversion.



If you do not see these three items happening, you need to revisit your negative keyword list to see if you added negative keywords that stopped your ads from showing on keyword searches that were driving sales. It is common for someone to know about negative keywords and automatically add the word “free.” However, a search for “plasma TVs with free shipping” would not trigger your ad if you used the negative keyword “-free.” If you happened to sell plasma TVs and offer free shipping, that is a wonderful query for you to show your ad. Therefore, you need to be careful when adding negative keywords.

Implementing Negative Keywords

There are two places within your account to add negative keywords. The first is within an ad group.

Navigate to an ad group, and when you enter a keyword, add the minus (-) sign in front of any words that you do not wish to trigger your ad.

For example, if you were using the broad matched keyword “coffee cups,” and you wanted to make sure you would never show for “tea cups,” you would add the negative keyword “-tea” to your ad group, as shown in Figure 2-8.


Figure 2-8: Negative keyword “-tea” in an ad group
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When you add a negative keyword within an ad group, it only affects the keywords in that group. Therefore, in this example, you could have one ad group selling coffee mugs with the negative keyword “-tea,” and another ad group selling tea cups with the negative keyword “-coffee.” In this instance, you could now use some broad matched words and ensure that the correct ad was displayed.

Please note that in this example, if you only had the just described two ad groups, a search for “tea and coffee mug set” would not display any ads. This is because both “tea” and “coffee” are within the query, and each ad group has a negative keyword that would keep your ad from showing on that query.

The second use for negative keywords is at the campaign level. If you navigate to the Tools menu and click on Edit Negative Campaign Keywords, you can input negative keywords. In this instance, these negative keywords will affect every ad group within that specific campaign.

There is also a tool within the campaign negative interface that allows you to find other negative keywords in your account in case you wish to add them as campaign negatives. Be careful when using this tool as you may have negative keywords in specific ad groups that you do not wish to have affecting every single ad group. It is useful when used properly, just use with caution.

Negative campaign keywords are easy to forget about since they are not displayed within your ad group. If you are troubleshooting why an ad is not displaying, you might want to check your campaign negative keyword list to see if that is the cause.
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Note: Google does not currently offer an account-wide negative keyword option.



Just as with regular keywords, AdWords offers three different match types for negative keywords. These three match types are called broad, phrase, and exact negative keyword match. However, while the names are the same, the rules for how the match types work are different for negatives.

Negative Broad Match

When you navigate to your ad group and just type in a minus (-) sign and a keyword, you’ve created a negative broad match. Negative broad keywords stop your ad from showing if that word is anywhere within the search query. Negative broad keywords do not match to misspellings or plurals.

For example, if you had the negative keyword “cups” (“-cups”), a search for “coffee cups” or “tea cups” would not display your ad as the search query contains the word “cups.” However, a search for “coffee cup” (singular) or “coffee cps” (misspelled) would display your ad as the word “cups” was not explicitly stated within the search query.

You can also use multiple words in a negative broad keyword. In this instance, the order of the words does not matter, as long as all of the negative words are in the query. Once again, these do not match to plurals or misspellings.

If you added the negative keyword “coffee cups” (“-coffee cups”) in your ad group, your ad would be displayed on a query such as “blue coffee cup” (singular) or “cofee cups” (misspelled).

However, your ad would not be displayed for:


	Coffee cups

	Blue coffee cups

	Coffee blue cups

	Cups coffee blue

	Cups of coffee



This occurs because every example above contains both the word “coffee” and the word “cups.”

Negative Phrase Match

Negative phrase matched keywords must be contained within the user query in the exact order you entered them. Additional words can be contained before or after the search query; however, if the search query contains your negative phrase in the same order, then your ad will not be displayed.

As with broad match negative keywords and regular phrase matched keywords, this match type does not match to singular or misspellings.

For example, if you had the negative phrase match -“coffee cups”, your ad would not be shown for queries such as:


	Coffee cups

	Blue coffee cups

	Coffee cups and mugs



This is because every one of those examples contains the keyword “coffee cups” in the same order.

However, if you have the negative phrase match word -“coffee cups”, your ad would be displayed for queries such as:


	Cups coffee (different order)

	Coffee cup (singular)

	Blue coffee cup (singular)

	Coffe cups (misspelling)

	Coffe cups and tea (misspelling)



When adding negative phrase matched words, the formatting is straightforward. Add a minus (-) sign and then the keyword in quotes: -“negative phrase match” (Figure 2-9).
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Figure 2-9: Negative phrase matched keywords used in an ad group

You can use negative phrase matched words at either the ad group or campaign level.

Negative Exact Match

In the negative exact match, your ad is not displayed when the search query matches your negative keyword exactly.

For instance, if you had the negative exact match keyword -[coffee cups], your ad would only not be displayed if someone typed “coffee cups” into the search box.

If the search query was “coffee cup” (singular), “cup coffee” (different order), or “coffe cup” (misspelling), the negative exact match keyword would not stop your ad from displaying.

As with the regular exact match, the negative exact match does not match to plurals and misspellings.

The formatting is also the same as the exact match keyword, except you add a negative sign in front of the formatting brackets. The formatting is -[keyword] (Table 2-5).

Table 2-5: Will the ad show?




	
Negative Keyword

	
Search Query






	
-mug (broad match single word)

	
coffee mug

coffee mugs

mugs blue coffee

blue coffee mugs





	
- coffee mugs (broad match, multiple words)

	
coffee mug

coffee mugs

mugs blue coffee

blue coffee mugs





	
-”coffee mugs”

	
coffee mug

coffee mugs

mugs blue coffee

blue coffee mugs





	
-[coffee mugs]

	
coffee mug

coffee mugs

mugs blue coffee

blue coffee mugs







Putting Negative and Positive Keywords Together

When discussing negative keywords, it can be useful to call regular keywords positive keywords to signify the difference between keywords that trigger your ad and their negative counterparts that keep your ad from showing.

When using both negative and positive keywords together, you should first determine when you want your ad to show, and if there are specific variations when you do not want your ad to be displayed. Once you have determined those conditions, it becomes easy to choose the proper negative and positive keywords and respective match types.

For example, let us create a fictional company that sells Disney videos. After running their ads for a while, they realize that when a searcher just types in “Disney video” their conversion rates are low and they are not profitable on those keywords.

However, upon further investigation, the company realizes that if the searcher types in anything with the keyword “Disney video,” they convert quite well.

Therefore, they would not want their ad to show on the actual search “Disney video,” however, they do want it to show for variations such as “Little Mermaid Disney video,” “Disney video for sale,” and “newest Disney video.”

This can be accomplished quite easily. The company would have an ad group with the negative exact match keyword -[Disney video] and the positive keyword “Disney video” as seen in Figure 2-10.


Figure 2-10: Disney video negative exact match used with positive keywords
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In this instance, the ad would only be displayed if someone searched for “Disney video” and any accompanying word. If someone just searched for “Disney video,” the ad would not be triggered.

Often, you will want to use broad or phrase matched words to capture a wide variety of search queries. However, this often results in your ad displaying on queries that do not accurately reflect your company’s products. Using negative keywords to filter your ad from showing on these queries can allow you to maintain control over when your ad is shown and maximize your ad’s reach.

Researching Negative Keywords

It is just as important to keep your ad from showing on irrelevant queries as to show your ad on the correct queries. That also means it’s just as important to conduct negative keyword research as it is to research positive keywords.

The easiest place to find negative keywords is the search query report. If you navigate to the reporting section of your AdWords account, one of the reports is called a search query report. Run this report, and you will have an Excel file that looks like Figure 2-11.


Figure 2-11: Search query report in Excel

[image: f0211.tif]


If your business is selling coffee mugs, but you must have a cost per conversion of fewer than $5 to be profitable, you can see that the actual search query that contains “RV” is not profitable.

Assuming that you had enough data to prove this was a trend, or you did not sell RV coffee mugs, you would want to stop your ad from showing when “RV” was used in the search query. By adding the negative keyword “-RV” to that particular ad group, you can stop your ad from showing when the word “RV” is used in the search query.

If you happen to sell RV coffee mugs and do not want to lose that traffic, you could create a new ad group with keywords and ad copy that specifically spoke to those searchers looking for RV coffee mugs.

The search query report will give you a significant amount of insight into which actual queries are triggering your ads.

The other way of finding negative keywords is during your regular keyword research phase. In the next chapter, you will learn about Google’s powerful keyword research tool. As you use the tool, if you see words that are unrelated to your business or words where you just do not want your ad to be displayed, make note of those potential negative keywords so you can add them to your account.

Taking Control of Your Ad Display

Positive keywords are the lifeblood of Google AdWords. If you do not have a keyword that will match to a searcher’s query, your ad will not show. It’s quite simple.

It is crucial that you not only conduct keyword research, but when you use these keywords in your account, you understand what search queries someone can search for that will trigger your ad to show on a search result.

Conversely, when you find search queries that you do not want your ad to show for, block your ad from showing by using negative keywords. Negative keywords should raise your CTR (click-through rate), lower your CPA (cost per action), and increase your conversion rate.

As you add negative keywords, always keep an eye on total conversions. Even if the negative keywords are doing their job, if your total conversions drop significantly, you may need to trim some of your negative keywords.

If keywords lead to conversions, but at a higher cost per conversion than you are comfortable paying, you should lower the bids to a profitable level instead of just keeping your ad from showing by using negative keywords:


	Positive keywords trigger your ads.

	Negative keywords stop your ad from showing.



By using these two keyword types together, you can take control of your account to ensure you receive the maximum exposure and profit from your AdWords campaigns.

Best Practices for Conducting Keyword Research

Keywords are the foundation of your AdWords account. If you do not have a keyword that matches to the search query, your ad will not be shown. Comprehensive keyword research is essential to maximizing your account’s exposure to potential customers.


	Every keyword falls into a section of the buying funnel. Understanding where your keyword falls in the funnel is important to ensure you are reaching consumers at different stages of their buying behavior.

	Keywords can be broken down into four major aspects: explicit, symptoms, problems, and product names or part numbers. Utilize each type of keyword to reach the maximum number of searchers.

	Start keyword research with your site, your competitor’s site, the natural search results, internal site search, and the dictionary.

	Make sure you know your own keywords. If your keywords describe one or more different products or ideas, then use ad copy to tell the consumer which keyword variation is related to your company.

	A good way to start expanding your keywords is to create keyword lists. By creating lists for both ad group and keyword organization, you can create larger, yet more focused, lists.

	When starting long tail keyword research, do not use deep keywords. Deep keywords only describe a single aspect of how someone searches. Instead, start with wide keywords, and when you find keywords that are converting, do deep keyword research on those particular keywords.

	There are three different match types: broad, phrase, and exact. Use a combination of these various match types based upon your budget and marketing objectives.

	Negative keywords stop your ads from showing. It is just as important to conduct negative keyword research as it is to find new positive keywords.

	The search query report will show you what someone actually searched for that triggered your ad to show. Use this report to find new positive and negative keywords.



Keyword research can be time consuming. However, it is necessary for maximum exposure. There are many tools that will help you along in your keyword research efforts to help save you time and give you ideas you may have overlooked. In the next chapter, we will examine one of these tools: the AdWords Keyword tool.
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