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				INTRODUCTION

				Using Google AdWords is as easy as writing a small advertisement on a postcard to put in your local newsagents window. The only difference is that while the postcard will only be read by the people who visit the newsagent, the advertisement you write and put online can be read by millions of people all over the world. With the newsagent you use sticky tape to place the postcard on the window. With Google AdWords you choose a word to describe what you are selling. If it is the same word that someone who wants to buy from you is using in their search for the product, then they will find your advertisement. This book is packed with stories of people who are running successful businesses using Google AdWords to bring customers to their websites. Choose a story that is similar to your business and copy what they did. It’s easy!

			

		

	
		
			
				CHAPTER 1

				THE QUICK START

				
					
					
					    	[image: ]

							In the next few pages you are going to learn how to:

					

						
								
							
								Set up your AdWords Account.

							

							
						

						
								
							
								Create a web page ready for your buyers to visit, which will have:
							
								a domain name;

								a web host;

								your design.


							


							
						

						
								
							
								Keep your expenditure within control by using the Budget optimizer key.

							

							
						

						
								
							
								Write an Ad and understand how to choose a Keyword.

							

							
						

						
								
							
								Write more ads using the Create Another Ad variation.

							

							
						

						
								
							
								Run the Keyword selector tool so you know which are popular keywords.

							

							
						

						
								
							
								Understand the Control panel so that you can see how your Ad is performing.
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				Using Quick Start because you don’t have time

				HOLIDAY HOME RENTAL

				
				This is a case study about a man who is time poor, but had a problem to solve. His name is Robin and he’s the owner of a mountain cabin in the Canadian Rockies. Robin is time poor because he’s a city broker in Calgary, Alberta and he spends his weekends and evenings mountain climbing or skiing in the Rockies. He doesn’t spend his precious leisure time worrying about AdWords, because he has found a way to use Google to make money while he’s out trekking in the mountains. He’s not interested in sitting at home behind a computer, so he uses Google AdWords to have more time to spend in the wilderness.

				Robin decided five years ago to rent out his cabin in the Rockies at the times when he wasn’t using it himself. He knew there was no point in putting a ‘For Rent’ notice hanging from the door of the cabin because it isn’t close to a main road; it’s up a long track in the middle of nowhere. So he prepared a printed brochure and gave it to the tourist office in his nearest small town, Golden, British Columbia. Nothing happened. No one rented.

				Then Robin spent a week of late nights, after work in the city, building his own website; putting up pictures of the cabin and describing how it has four bedrooms and great views of the mountains. He could have used a web designer but he enjoyed doing it himself. At the same time he paid $100 Canadian to a home rentals website that listed his cabin as a holiday rental; he told me, ‘The companies that work as a compendium of individual owners have “three month free listing” introductory offers on their websites, so I posted my site details on several other rental sites.’

				This was a smart idea because links to other websites help lift your website listing in the organic or non-sponsored part of the Google search engine. But that wasn’t enough to create traffic to his website and help him rent out the cabin.

				When Robin returned from one of his many adventurous mountain trips, he took my Quick Guide advice and registered with Google AdWords. Then he sat round with some climbing friends and a few beers and made a list of all the AdWords that would attract interest in the cabin from potential renters. He says, ‘It was an animated discussion and we listed lots of ideas. We thought of all the words holidaymakers might search for, like ski holiday homes, cabin home, mountain biking cabin, British Columbia cabins, Golden vacations, and many other iterations.’

				The great thing about Google AdWords is that it’s very simple. Robin knew he should drop any words that didn’t work and within a few days realized that ‘all of them were useless.’ Of course he didn’t have to pay for the words that were no good because no one had clicked on them.

				Over the following months, Robin experimented with more words until he discovered the three keywords to bring visitors to his website and ensure his cabin is now full with paying visitors all the year round. He said, ‘I pay for three words – Golden, BC and Golden British Columbia, which gives me 600 hits a month. I know there is lots of complexity of the AdWords that could have been used, but I’m not interested. I don’t want to bother.’

				Robin has continued to use the same three keywords and just one advertisement that hasn’t changed.

				His headline is ‘Golden BC Vacation Home’ and ‘Spectacular private 4 bedroom house in the Rocky Mountains. www.holidayhome.ca’ is the ad wording.

				Today 85 per cent of his bookings come from the internet and the remainder from word of mouth and return guests.

				Interestingly, when Robin started using AdWords none of his competitors were advertising online. He admits:

				I’ve only got 15 or 20 real vacation home competitors and then the hotels or lodges in the Golden area, and five years ago when I started doing this nobody had heard of AdWords. But now that has changed. What has happened is that the competition for the words Golden BC has increased – I started off paying 7 cents a click and now it has increased to 25 cents a click and I am one of the bottom listed advertisements on the search – so maybe the top guys are paying as much as 50 cents or even a dollar per click.

				About once every couple of months Robin goes to Google.com/analytics. He clicks Access and enters his password to find more information about the people who visit the website:

				I have set my budget to 30 bucks a month, and get about 20 visitors a day. Some days are busier, for some reason Tuesdays are busiest for people looking for holidays. I can see that the average time spent on the site is a minute; and they look at 5.3 pages. Google tells me that 90 per cent are new visits and there is a great map that shows me where the visitors come from; the majority are from Canada and the USA and this month there were two from Italy and five from the UK. And looking at my customers who actually book, the ratio is the same; 80 per cent Canadian, 10 per cent American and 5 per cent from Europe.

				Robin believes that the traditional holiday booking agencies are going out of business and being replaced by a whole new industry of individuals using Google AdWords to rent out their own properties.

				He thinks that if you are time poor there is no need to go further than the Quick Start.

				I could spend more time on 2nd or 3rd best keywords and play with them, but I can’t be bothered; my paying clients just go my website and e-mail me or call me and that’s fine with me. The cabin is good and full – 90 per cent full during peak tourist times, and just a few days empty when schedules don’t fit. And it’s full every weekend during the year. It’s as good as it gets.

				


				If you can use a laptop in bed, there’s no need to get out from under the duvet and you don’t need to be a nerd to get started on Google AdWords.

				But before you switch on your computer, ask yourself, what product or service do I want to sell?

				The product or service could supply the name for your website; your domain name.

				Your first task is to choose a domain name, like www.myproduct.com and set up a web page that describes your product. More details on how to do this coming up.

				In less than half an hour you’re going to be an internet advertising executive with new customers visiting your website, but first you need to set up a Google AdWords account and the next few pages will show you how to do it.

				Your aim is to make sure that your advertisement for ‘my product’ is one of the top ten advertisements when a potential customer runs a Google search.

				SETTING UP YOUR ADWORDS ACCOUNT

				First, type ‘adwords.Google.com’ into your browser. Select Try AdWords now. The first sentence you see offers help with creating your own website. Even if you don’t have one yet, ignore this as we’ll come back to it a little later. Now click on Starter Edition and then on Continue at the bottom of the screen.

				The first section is called Location and Language. Select United Kingdom, or the country where your business is based, and then let’s assume you’re going to do everything in English.

				In the Write your Ad section enter the address of your website main page, which some people call the landing page as you want your customers to land on it. This address is your URL.

				Now, go back to the start and check this again. It’s really easy to make mistakes when you’re working online. You need to check location and language and most importantly ensure that you’ve typed in your web address correctly; you don’t want to send people to someone else’s website. Congratulations, you are close to having an account!

				Now let’s write the AdWord copy. This is the creative bit. Enter the headline to describe ‘my product’ and complete the two lines of text to add further information. The headline can contain no more than 25 characters, while the two descriptive lines can contain up to 35 characters each.

				Are you a words person or a numbers person? Some people find this writing part easy, but then have problems looking at the data and numbers that explain the success of the ad. If you’re a numbers person don’t worry. Click the link: The five keys to powerful ads for advice from Google about writing an effective ad. Go for it. Try to get your first draft down now and you can improve it later. This isn’t like traditional advertising where you have to get the words perfect first time. You’ll make more money if you’re flexible; be prepared to change what you write as your skills develop.

				Now you’re ready to think of keywords that describe your new product. Think of just one, the most obvious word is usually the best. Write it in the text box. Put square brackets [ ] around the keyword. You do this by clicking the square brackets that are just below the minus and plus keys on the top right of the keyboard. There’s more about this later in the book, but now just get going and choose your first keyword.

				Choose the currency you’re going to pay with, and set yourself a low monthly budget. It’s a good idea to start with the sum that it would take you to buy a pair of shoes and then you can test if this works for you. In some territories Google suggests you start with a minimum figure.

				Click Continue to go to your account and then you have a choice: if you already have an account with Google, perhaps for Gmail or spreadsheets or other Google applications, you could use the same account settings or you can create a new account. Enter your password twice and your e-mail address. Read the terms and privacy policy.

				The next page will tell you to check your e-mail to verify your account. The e-mail you have been sent from Adwords will have an account number. Write it down and keep it somewhere safe with your password. Click Continue. Well done! You now have a Google AdWords Account.

				You’re going to organize your account in three simple steps. You’ve already completed step one: the account. Next you plan the Campaigns, then Ad Groups which contain keywords and ads. Now you have some fun things to do:

				CREATING YOUR WEBSITE

				There’s no need to panic. Why not start with something very simple? A one page site with a description of what you plan to sell and your e-mail address and phone number so your clients can contact you from the one page. Think of it like putting a postcard in the newsagent’s window, except in this case you’re not dependent on everyone walking by the shop. You have the entire internet at your finger tips and no one need know you’re still under the duvet.

				Go back to adwords.Google.com, click the Try AdWords now button and this time select the link Help me create a website with Google Sites. Google will help you set up your own site and register your domain name.

				You’ll have to enter your name and address, phone number and e-mail address in the text boxes. The page will allow you to select a Google map of your location, which can be very useful if you’re selling a product that is location specific; for example, if you’re running a beauty salon your customers will want to see where you’re based. You can also choose a Google phone number that will forward the calls to you. The good thing about this item is that Google will count the phone calls for you.

				Now you’ve started building the website, you’ll start thinking about all the extra features you want, like pictures, discussion pages, audio, video and more, but there’s one key thing you must never forget.

				The purpose of your site is to attract traffic

				Whiz-bang features do not create traffic. You’ve placed a needle in a haystack. People certainly aren’t just going to stumble upon your site by accident and it’s unrealistic to believe that a good idea is all you need.

				No one is going to find your site unless you tell people about it, and online it’s not about word of mouth but about search engine appeal, so your site must appeal to the search engines. People will then visit your site because they’ve found it in a search.

				Later on you can add the user interactivity that will make your site more appealing to customers, but now you must concentrate on the AdWords that help the search engines find your website.

				The costs for a website are going to vary depending upon what you are trying to accomplish, but every website has three basic costs:

				
						the domain name (myproduct.com);

						the web host;

						the design.

				

				Domain names

				You pay for domain names yearly and most registrars will give you a discount if you pay for multiple years. The suffix of any website indicates different information and it’s usually easy to guess what they mean:

				
						.gov – governments or government departments, including local authorities;

						.edu – educational institutions;

						.org – organizations (usually not for profit);

						.com – the most common business address;

						.co.uk, .com.au – well, you can guess the countries.

				

				Web hosting

				A web host is the company that actually stores your web files. They allow you to publish your files to the internet and provide other features such as e-mail accounts and database support. Hosting is generally paid for with a monthly fee. Pay something like the price of an expensive coffee and a cake per month for their smallest plan and the amount of space you’ll receive is more than enough for the average customer. You can easily upgrade to a higher package should you need it. Web hosts don’t help you market or optimize your site for the search engines to help you get traffic, so don’t expect a lot of support from them in these areas.

				Paying for a web designer

				You can either learn HTML, buy some kind of web editor like Microsoft FrontPage to build your pages, or you can hire a web designer. The price of web design varies from a little to a lot. Ask friends for recommendations.

				WRITING AND BUDGETING FOR YOUR ADWORDS

				If that’s too complicated for you, and you want to get going straight away, click on the I don’t have a web page button. Google allows you to choose your location and the hours you want the web page to be shown, which is very useful if you are time poor like Robin, who can only talk to potential customers in the evening on his home phone number when he’s back from the city. If you’re going to place your office phone number on the page you might want to take the page down at certain times of the day, perhaps when you’re collecting your children from school and aren’t available to answer the phone.

				Make sure your web page copy describes what you do. Show it to friends and ask their opinion. Google allows you to upload pictures and choose a background colour for your page. When you’ve finished, click Continue and your URL for your web page will be a Google address such as myproduct.Googlepages.com

				Now your website is up and running, let’s go back to the keywords you chose when you set up your account.

				Type your first keyword into the Google search engine and find out who your top ten competitors are. You’ll see their ads on the right hand side of the screen; sometimes the top ones are across the top of the page. If you want to know how many competitors there are then keep scrolling down the pages until you see the number one ad repeated. The total number of individual ads is the number of people who want to use that keyword.

				Remember the brackets you put around the keyword? That ensures the search will only be for that exact word. You will want to type in lots of different words. That comes later. Start with one, or maybe two. If you change your mind about the keyword you have chosen, click Delete next to the keyword and it will be removed.

				When you write the keyword into the square bracket you are asking AdWords to find you an exact match against the keyword. Try to think of the square brackets as something that creates a bucket around the word. Later in the book, I’ll show you how to put lots of other words into your bucket.

				Remember your monthly ad budget? You set it at the price of a pair of shoes a month. Now you have a decision to make; how much are you prepared to spend each day? If you have only a small budget then eke it out by being at the bottom of the top ten ads that are viewed by everyone all the time rather than spending it all at once by being at the top for a shorter length of time.

				If you’re feeling adventurous, Google has a Budget Optimizer that will give you the largest number of clicks possible for the monthly budget you have identified. You can set this for yourself by clicking on Edit Settings in the Control Panel and next to Bidding, uncheck the Budget Optimizer. Write in the amount you want to spend and hit the Save button. You can put in a very low amount and see where your ad is placed, or try for the highest sum. If you want to play safe, the Google Budget Optimizer will give you the average value for your market.

				It may seem counter-intuitive, but as this is your first foray into AdWords you don’t want to be the number one. Not only is it the highest price but you’re also likely to have people who don’t want to buy anything clicking through to your site. Every click is something you’ll have to pay for. You want clicks from real buyers.

				Be competitive with yourself

				Have a further look at the ad you wrote ten minutes ago. Could you do better? Have another go, write a second ad and go back to your ad group and upload it. In the control panel page click the Create Another Ad button and on the next page select the Variation On My Current Ad option. When you’ve written it, click the Create ad button. This new ad will be used as an alternative to the first. Which is going to be more successful? Google will automatically test out your new ad and if it is more effective, then Google will show it more often, the system selects the top ads for you. You can have up to 50 ads at one time. So get writing.

				Being competitive with yourself is called ‘split testing’; a useful marketing tool that helps you identify what kind of ad will reach your customers. You can try using ads that are only slightly different and see which one works best for you.

				
					
						
							
					TOP TIPS FOR FINAL QUICK START IDEAS
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					Be confident – It doesn’t matter if you get this wrong. Every time you log into Google you can tweak your advertisement or change your keywords. It’s your business and you’re the advertising executive. Feel proud of your new skill.
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					Get to know your control panel – When you’ve set up your account you’ll notice a Google alert at the top of the page. You can close it if you’re too busy, or read the FAQ that arrive with the new account details. When the amount of money you’ve placed is about to run out, then Google will use the alert to contact you.

						Your ad will appear on your Control Panel looking exactly the same as it will in the search results. Click on it to make sure that you’ve entered the page address accurately. It’s very easy to get this wrong; you don’t want to send potential customers to the wrong page or even the wrong website. If you’ve typed in the wrong URL address, then return to AdWords and click on the Edit button to fix the problem. Don’t forget to save your work.

						

						
							[image: ]

					The control panel shows the links that will provide the analysis your business needs to measure your AdWord success. Click on these links to find out more.

				Keywords: the two words you have chosen so far.

				Impressions: the number of times your ad has been displayed as a result of a search.

				Clicks: the number of individual visitors clicking on your ad and arriving on your website landing page.

				Total Cost: the cost per click multiplied by the number of clicks.

				When you’ve clicked on one of the links, then information will be shown to you in a column of figures with highest numbers at the top. This is the place where the numbers experts come into their own. They may not have been happy writing the ad, but they are going to love looking at these figures. There is a Graphs button for you to click on the right of the screen and you can print out your graphs in Microsoft Excel. If you click on the keyword link again, the column will change to ascending order. This information will show you which keywords are getting the most impressions and you can start to think about how your business is performing in the market place. Read the rest of this book to improve your skills.

						

					
				

				
				
					
						
							
								Question
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								Do you have a keyword to describe the product you are selling?

						

					
				

				
				
					
						
							
								Action

						

						
							[image: ]

								Think of the words that describe your new product. Start by writing down just one – the most obvious word is best. Talk to your customers and ask them how they describe what it is you are selling. If you are a start up business and don’t have any customers yet, then ask your friends. Your keyword is the essence of your Google AdWords plan.

						

					
				

				
				
			

		

	


End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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