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YES

SLIDES
AVAILABLE

http://www.inmarketingwetrust.com.au/google-adwords-course/




AGENDA

90 MIN. INTRO TO GOOGLE
ADWORDS

» Key advantages
» How Adwords actually works
» Walkthrough setup + campaign
» Which keywords should you pick
» Keyword planner intro
» Methods to create effective ad copy
» Landing page fundamentals

» Adwords in Analytics
» Tools & tips (if enough time)



HOW TO GET ON TOP OF GOOGLE IN 10 MINUTES

4

1. Open a free Google AdWords account
2. Enter your credit card details.
3. Find what users would type in to Google to find you

4. Select these “keywords” in the AdWords console and set a bid price.

5. Write an attractive ad that you would like to be seen by prospects.
6. Decide on a maximum daily budget.
7. Turn campaign live

Get Traffic> Pay Google> Make Sales > RETIRE



#1 SOURCE USED IN PURCHASE DECISIONS

90%

38%

Search engines  Brand sites Professional ~ Peer-generated  Professional  Trade magazine
organization sites online reviews networking sites sites

Source: Google & Compete, B2B Customer Study, 2012



SEARCH ENGINES IN AUSTRALIA

m Google mOthers




GODg[E ' accounting practices for sale

Web Images Maps Shopping More = Search tools

SEM VS SE

About 3,140,000 results [0.28 seconds)




TRAFFIC BREAKDOWN 8

SEO vs SEM

m Organic
m Adwords




ADWORDS IS A MARKETING INITIATIVE

TR

Don’t leave
Adwords
to ITH!




INTRODUCTION TO GOOGLE ADWORDS

KEY
ADVANTAGES

“So Is that internet marketing another fad?!”

GM of a Very large Non-profit-Org in Aus Nov-12
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ADWORDS BEST USED FOR

16

» Testing

Early Stage

Fast deployment

Buried pages (difficult for SEO)
'Focus on Conversion

»Great for Bottom of the funnel action



INTRODUCTION TO GOOGLE ADWORDS

HOW ADWORDS
ACTUALLY
WORKS

... .and how to stop wasting your mullah

(not Omar, the other one)




STARTS WITH A SEARCH QUERY 18

1 < 3
@;‘.-2' !@ D

advertisers pool

L one.or mare advertisers are Diding on keywords that Gnugle deems
relevant to the search query, an auction |5 thggered

MNOTE: Keywords are not search quenies! Specific keywords (such as “pet medicine™) may
be entered intc auctions for a wide range of search queres (such as "medicine for dogs' or
“pet supplies’), depending on your match type.

Source




BASIC TERMINOLOGY 19

Impressions: When Google displays your ad
Clicks: When someone clicks on your ad
CTR: Click Through Rate

Average Position: Where your ad appears
Average CPC: Cost Per Click

Quality Score: Google’s relevance score



BIDDING AUCTION 20

Advertisers identify keywords '

they want to bid on, how g &9 - keyword
much they want to spend, and '

create groupings of these

keywords that are paired with ads.

Google then enters the keyword
from your account it deems

most relevant into the auction
with the maximum bid you've
specified as well as the associated ' W ﬂ

il

Source




UNDERSTANDING ADRANK 21

_ CPC . QUALITY
AD RANK = gy * "SCORE

. .

Hr_i

The best combined
CPC Bid x Quality Score
gets the best position:

This is a metric to determing how
relevant and useful your ad is to
the user {components ane CTR,
relevance, and landing page). The
higher vour quality scare, the
better

This is the masamum bid you
specify for your keyword,

Source




DETERMINE WHAT YOU PAY

22

YOUR _

PRICE ~— QUALITY + $0.01

SCORE

OF THE PERSON

THE AD RANK / YOUR
BELOW YOU

Quality Score Aectual CPC

w3 * 16/10 +0.01=
Advertiser 1 $1.61 '

S € 12/4 + 0.01=
Advertiser IT : $3.01 &

Advertiser III : gfltgfu ‘

: : Highest
Advertiser IV CPC

Source




ADWORDS ACCOUNT STRUCTURE 23

Account Tight Grouping

Keep your kwd group
as tight as possible

Campaign Campaign
#1 #2

<25
#1-1 #1-2 #2-1

#2-2

Keyword #1-1-1
Keyword #1-1-2
Keyword #1-1-3
Keyword #1-1-4

Ad Copy #1-1-1

Ad Copy #1-1-2

Keyword #1-2-1
Keyword #1-2-2
Keyword #1-2-3
Keyword #1-2-4

Ad Copy #1-2-1

Ad Copy #1-2-2

Keyword #2-1-1
Keyword #2-1-2
Keyword #2-1-3
Keyword #2-1-4

Ad Copy #2-1-1

Ad Copy #2-1-2

Keyword #2-2-1
Keyword #2-2-2
Keyword #2-2-3
Keyword #2-2-4

Ad Copy #2-2-1

Ad Copy #2-2-2




GOOD ADWORDS ACCOUNT MANAGEMENT

24

Optimisation

sCampaign
review

Monitoring

s Camversion
*Reporting

Bid
management
sTuning ads

=Tuning
keywords

Goals
=H udgﬂ_
=Planning

Research
=5ite Analysis
sCompetitors

=Keywords

Configuration

s ArCount Setup
sCampaign
skeyword group g

Testing

sl anding Page
s Ads festing




GOALS &
BUDGET




GOALS 26

WHY DOES YOUR WEBSITE EXIST?

» Lead generation

» Ecommerce

» Contact Register

» Download / Use / Take Action



SETUP ADWORDS BUDGET

27

PRACTICAL EXAMPLE

Click

Enquire

Convert

Interactiveaccounting.com.au
Sells $400/mth package
Max spend per cust. $ 500

Assume: Sydney accountant
Search volume: 9,900/Mo

3% of Search clicks ads
3% x 9,900 searches =297
Cost per $3,53 x 297 =3$1,048

3% of clicks generate enquiry
3% x 297 searches =9
Cost per lead =$116

20% of enquiry Convert
20% x 9 leads =2

Cost per cust =$524



SETUP ADWORDS BUDGET

28

CONVERSION MATTER

Click

Enquire

Convert

Interactiveaccounting.com.au
Sells $400/mth package
Max spend per cust. $ 500

Assume: Sydney accountant
Search volume: 9,900/Mo

3% of Search clicks ads
3% x 9,900 searches =297
Cost per $3,53 x 297 =3$1,048

5% of clicks generate enquiry
5% x 297 searches =15
Cost per lead =$70

20% of enquiry Convert
20% x 15 leads =3

Cost per cust =$349



WALK -
THROUGH
SETUP

Techy stuff already? Going to be fun ride...



WALKTHROUGH — SETUP ANALYTICS 30

My Client Centre | | Jump to dient ||

Google AdWords

My Chent Centre

Tools

keyword Tool
Traffic Eztimator

Placement Tool
Contextual Targeting Tool

* Placement Types
Site

Video

Feed

Game

lobile App
Audio

Chent reporting Bilhng -

Wantto gettargeti

Find placement
Baszed on one or mare

Word or phrase

Websie

Category

My Account -

Account access
for your display network campaigns? Try Display Planner.

Linked accounts

Motification Settings

Freferences

AdWords APl Centre

www.google co.uk/page htmi
Apparel

+ Advanced Options and Filters Locations:United Kingdom ¥ | | LenguegesAll || Devices: Al



WALKTHROUGH — SETUP ANALYTICS 31

In Marketing We Trust = IMWT | | In Marketing We Trust [
In Marketing We Trust | [ ENNNEEEEEEEN |

GDL.JS]E AdWords

Campaigns Opportunities Tools and Analysis - Billing - My Account ~

Account access

Linked accounts Linked accounts

Google Analytics Optimise your campaigns even more effectively by bringing valuable data from other Google senvices to your AdWords

Webmaster Tools

Notification Settings Google Analyiics Webmaster Tools

Preferences Gain greater visibility into how people behave on your site See how your ads and organic search listings perform
after they've clicked your ad, such as the average (both alone and together) by importing organic search
number of pages that they view and how long they stay, results form YWebmaster Tools
by importing site engagement metrics from Google
Analytics.

View details » View details »



WALKTHROUGH — SETUP ANALYTICS
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In Marketing We Trust = [MWT | | In Marketing ¥We Trust -

In Marketing We Trust ( || NENRNGGNGNGNGNGE
Google Adwords

Campaigns Opportunities Tools and Analysis ~ Billing ~ My Account -

Account access

Linked accounts GDDQ'E Analyﬂcs

Google Analytics Import Google Analytics metrics (such as Bounce Rate and Pageviews/Visit) t

Webmaster Tools Learn more

Hotification Settings Linked: 3 Profiles Edit

o |MWT = In Marketing We Trust =
In Marketing We Trust

Preferences




WALKTHROUGH — SETUP ANALYTICS 33

Account list » INWT -

IMWT
Account ID:_

Properties Users Filters Data Sources Change History Account Settings

Edit Analytics Account

General Information

Account Id -

IMWT

Account Mame

Data Sharing Settings

With other Google products only optional
Enable enhanced ad features and an improved experience '-.".-'i'tl".-':'\-.d"."'.'-lllrdﬂ. AdSense pnd other Google products by sharing your website's Google
Analytics data with other Google services, Only Google services {no third parties) will be able o access your data. Show example

Anonymously with Google and others optional
Enable benchmarking by sharing yvour website data in an anonymous form. Google will remove all identifiable information about vour website, combine
the data with hundreds of other anonymous sites in comparable industries and report aggregate trends in the benchmarking service. Show example



WALKTHROUGH - SETUP WEBMASTER
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In Marketing We Trust = IMWT | | In Marketing We Trust  [»
In Marketing We Trust (

GDL.JSIE AdWords

Campaigns Opportunities Tools and Analysis ~ Billing ~ My Account -

Account access

Linked accounts Webmaster Tools
Google Analytics See how your ads and organic search listings perform (both alone and together)
Webmaster Tools

. . . 4 Link new site Sort by: Date modified
Notification Settings ! ”

Preferences www.inmarketingwetrust. com.au
v Linked (unlink)
This site was linked on 23/08/2013 08:18



WALK -
THROUGH 1>'
CAMPAIGN



WALKTHROUGH - FIRST CAMPAIGN 36

Home Campaigns Opportunities Tools and Analysis - Billing ~ My Account - Help
Search Select campaign settings  Create an ad group
All online campaigns “ kv Type: Search Network only - All features
No matching campaigns You're ready to create your first campaign!
Try focusing on one product or service to start. You can edit these seftings or expand your account whenever you like. To get help as you go along, hover over the question mark icons on this
page.
General

Campaignname  sgM class

?

Type 7 1 Search Network only = () Standard - Keyword-targeted text ads showing on Google search results
@ All features - All the features and options available for the Search Network 7
) Product listing ads - Ads promoting your product inventory from Google Merchant Center 7
) Dynamic Search Ads - Ads targeted based on your website content *
Learn more about campaign types
Shared library
Networks
Bulk operations ]
Networks ‘7' To choose different networks, edit the campaign type above or create a new campaign.
UPMIARS CAni v Google Search Network *
Reports and uploads Include search partners
Labels

Desktops & laptops, mobile devices and tablets



WALKTHROUGH - FIRST CAMPAIGN 37

Campaigns Opporiunities Tools and Analysis = Billing My Account -

Search All online campaigns

All online campaigns & o Campaigns eligible to use Conversion Optimiser: (1) View

BN Appetisers

¥ Brand

=¥ Breakfast & Brunch , 1l
B8 Chicken [@ Search & Display Networks boiins I | &

=¥ Pasta Best opportunity to reach the most customers
B Promotions

Campaigns Ad Groups Settings Ads Keywords Audiences

&2 E1 Search Network only

B Recpes Google search and search pariners
B Rice & Moodles o
1 Salad B Display Network only

Google's network of partner websites

I

o

Start w/
Google only

B Sauces
B Seafood

Online video

Shared library 1 Edit » i Details Bid strategy - Automate w and epranl(:i
as you bui

[ ™ Campaign Campaign Campaign Budget| 7| Status|T experience
Upgrade centre Type |7 subtype

Bulk operations

Reports and uploads



WALKTHROUGH - FIRST CAMPAIGN 38

Select campaign settings Create an ad group Start Simple
Expand reach

overtime

1 Type: Search Network only - All features

General

Campaign name  campaign #1

7

Type 7 1 Search Metwork only + 0 Standard - Keyword-targeted text ads showing on Google search results

@ All features - All the features and options available for the Search Network ”

) Product Listing Ads - Ads promoting your product inventory from Google Merchant Center 7

) Dynamic Search Ads - Ads targeted based on your website content 7

Learn mare about campaign fypes




WALKTHROUGH - SETTINGS
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Metworks

Metworks |7 To choose different networks, edit the campaign type above or create a new campaign.

v Google Search Network ? Start with Google only
[(nclude search partners

Desktops, laptops, mobile devices and tablets

Devices 7 Ads will show on all types of devices by default.

Locations

Locations 7 Which locations do you want to target {or exclude)} in your campaign?

.
ir

1Al countries and territories

1 Australia

@ Let me choose. .

Targeted locations Reach 7 Remove all
3.0 km around Manly, Al - custom - Remove | Nearby
Brisbane, Queensland, Australia - city 5,560,000 Remove | Nearby
Melbourne, Victoria, Australia - city 5,480,000 Remove | Nearby
2095 Advanced search

For example, a country, city, region or postcode.

Since
enhanced
campaigns all

devices are
targeted by
default



WALKTHROUGH — SELECTION LOCATION 40

Choose your locations X
Mlﬂmh—ﬁ?" i i i | | Search | Radius targeting | Location extension targeting | Bulk locations
s “Shis m /_g:_ - \_‘ ‘\‘w . g g 5 " rF_
| o : ;
(e s e f : , manly, nsw km = Search
| l : — Click the blue map marker above and select a point on the map. |7
<< Back to 3.0 km around Manly, AU (custom)
Targeted locations Remove all

Remowve | Mearby

3.0 ke around Manly, AU - custom
Brisbane Queensland, Australia - city 5, Remove | Nearby
Melbourne, Victoria, Australia - city 8,420,000 Remove | Nearby

Set Location by city or within a km radius
from specific location.

Perfect for hyper targeted campaigns.

Use location extension for restaurants and B etter tO Start

with a national
campaign and

local shops

reduce range
(unless local

Masman / - F
ks i |
| ©2013Google-Mapdata 22013 Google | Termsoflss  Reportamapemor ? Hide locations on map 7 b|Z )

Cancel




WALKTHROUGH - BID SETUP 41

Bidding and budget

Bid strategy |7 __ Basic options | Advanced options

@ Il manually set my bids for clicks

Set hids to

manual to
0 AdWaoards will set my bids to help maximise clicks within my target budget .
Y ? v IaIgEt B Increase

T You'll set your maximum CPC bids in the next step.

Change ad group bids » Control and
Default bid 7 AU eﬁ:|C|ency

This bid applies to the first ad group in this campaign, which you'll create in the next step.

Budget *  AUS per day
Actual daily spend may vary. |7

Ad extensions

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

Location 7 Extend my ads with location information
Sitelinks 7 Extend my ads with links to sections on my site
Call 7 Extend my ads with a phone number

Social 7 Increase the social relevance of my ads by associating them with my Google+ Page



WALKTHROUGH — SCHEDULING 42

Advanced settings

El Schedule: Start date, end date, ad scheduling

Start date 27 aug 2013

Set bids to
End date ) Mane manual tO
® | 31Aug 2013 Increase
T Your ads will stop showing after this date, unless you change it later. ContrOI and
efficiency
' 7
Ad scheduling Monday 2 m 20 < to OO0 20 = X
Tuesday i 11] & 00 2 to 00 & 00 & X
Wednesday 2 0 b oo = to 00 b (i} = X
Thursday 2 00 & (Wi} 2 to 00 & (i} 2 X
Friday 2 0 & (Wi} 2 to 00 & (i} = X
Saturday =R 11 20 * to OO0 20 = X
Sunday 2 m 20 < to OO0 20 = X

+ Add



WALKTHROUGH — AD ROTATION
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Advanced settings

Schedule: Start date, end date, ad scheduling
= Ad delivery: Ad rotation, frequency capping

Ad rotation 7 @ Optimise for clicks: Show ads expected to provide more clicks

ldeal setting for most advertisers.

Optimise for conversions: Show ads expected to provide more conversions
ldeal setting if vou use AdWords or Google Analytics conversion tracking.
Unavailable because conversion tracking is not set up. Set up conversion tracking.

Consider for low ) Rotate evenly: Show ads more evenly for at least 90 days, then optimise

volume kwds May be appropriate if you optimise ads using your own data

(0 Rotate indefinitely: Show lower performing ads more evenly with higher performing ads and do not optimise

Mot recommended for most advertizers.

= Keyword matching options

Exact and phrase match 7 @ Include plurals, misspellings and other close variants
Search Metwork onhy

Can vary based on Search intent
7 Do not include close variants

Tracking URL for dynamic links



WALKTHROUGH - SETUP AD 44

+ Select campaign settings Create an ad group
1 Type: Search Network only - Standard

Name this ad group
An ad group contains one or more ads and a set of related keywords. For best results, try to focus all the ads and keywords in this ad group on one product or service. Learn mare about how to structure

your account.

Ad Group name: SEO Agencies| 243

Create an ad

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

Ad preview: The following ad previews may be formatted slightly differently fram what is shown to users.

Headline  Stop wasting your &
Learn more

Description line 1 Learn the basics of SEO Side ad

Stop wasting your

Description line 2 Stop SEO agencies ripping you off
inmarketingwetrust.com.aufcourses J ust Create 1

Display URL 7 inmarketingwetrust.com.au/courses Learn the basics of SEO

Stop SEO agencies ripping you off
- ad for now.
op ad

Stop wasting your We WI” have

inmarketingwetrust.com.aufcourses

Learn the basics of SEQ Stop SEQ agencies ripping you off a Closer IOOk

Destination URL 7 www.inmarketingwetrust.com.a

Ad extensions expand your ad with additional information like a business address at |t Iater
Take a tour



WALKTHROUGH - SETUP KEYWORD

= Select keywords
Your ad can show on Google when people search for things related to your keywords.

Tips

» Start with 10-20 keywords.

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

+ By default, keywords are broad-matched to searches to help you capture a wider range of relevant traffic. Use
match types to control this.

* Learn more about choosing effective keywords.

Enter one keyword per line. Add keywords by spreadsheet

" A [#Category: Marketing (raining
Zed agencles

[H Categary: Marketing Course
[H Category: Sydney Seo
Just enter 1 very relevant keyword ffor

L . " Category: Online Courses
Fomat in between quotation marks [") HCategory
[H Category: Engine Optimization Services

" [H Category: Online Training
v Category: Marketing Seo
Re-estimate =earch traffic [ Category. Seo Search Engine
Estimated traffic summary 7 [+ Category; Sydney
The following are approximations for the keywords above. [H Category: Website Search Engine

Based on max CPC: AU$4.00 and budget: AU$15.00/day. FCateqory: Search Marketing



WALKTHROUGH — EXTRA SETTINGS 46

All onling campaigns =

= Campaign: SN - Digital training

@ Enabled Tvpe: S5earch Network only - Standard Edit Budget: AUS16.00/day Edit Targeting: Australia Edit

‘ Ad Groups Settings Ads Keywords Ad extensions Dimensions
All but deleted ad groups - Segment - Fitter + Columns - L~ * Sea
B M Clicks - VS None =
+ Hew ad group Edit Detailz - Bid strategy - Automate
+
[ - Ad group Status |7 Default Max. CPC 7 &

[ . SEO Agencies Eligible ALE4.00



WALKTHROUGH — MOBILE BID ADJUSTMENT 47

Ad Groups settings Ads Keywords

All zettings Devices 1

Fitter Columns |~ 4

B M Clicks ~ WS Mone

O O O O

Device

Computers

Mabile devices with full browsers

Tablets with full browsers

Total

Ad extensions Dimensions
+ +
Bid adj. + Clicks | ?
1]
2 | Increase by - | %%

Enter a number above to see an example



INTRODUCTION TO GOOGLE ADWORDS

Wigll®y
KEYWORD TO
PICK

| really think “Stuffed kangaroo balls bottle opener” is the perfect
keyword for our tourists market on mobile...




CUSTOMER PROBLEM

49

Search Marketing transform your customer pain points into
their
spoken/written language
You need to understand
their
Search Intent

Your worst enemies:



KEYWORD MAPPING PURCHASE FUNNEL

50

Pre-Awareness
Awareness

Interest

Source




QUIZZ
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MOST EXPENSIVE KEYWORD
IN ADWORDS?

[Mesothelioma
settlement]

$142.67



KEYWORD POPULARITY
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Link

# of Monthly Searches

Millions

100Ks

10Ks

Thousands

Hundreds

Tens
<5

Higher Competition Lower Competition

>

Higher Conversion Rate

Lower Conversion Rate

Fat Head Chunky Middle Long Tail

18.5%* 11.5%* 70%*

# 'D'f Keywords * 4 of search traffic



KEYWORD MAPPING ARCHITECTURE ECOMM 53

Homepage Category Subcategory Product

Black Knee

Women boots high boot

online :
Women shoes online
Oniine Classic
Stilettos online Louboutin

stilettos online

Online Shoes <

Men shoes brown boat




EXERCISE

24

KEY OBJECTIVES

AGENDA

Your Teammate’'s keyword

DELIVERABLE

Teammate defines his audience
Teammate defines his audience pain point
Teammate pitches his product (30 secs)
Write the first 3 queries you would use to
find his product/his competitor
RESOURCES 5. Swap

Time 5 min

Wb

Top 3 keywords your audience
would use

Your Neighbour, Pen/ Paper; Laptop; iPad/ Tablet



KEYWORD TYPES

95

US'H’]@ KQ[@WOTd MaTch TIQPQS
0 Reach Yovy Advﬁzrﬂsmq GOAIS
on the Sseavch Network

001 ! 3:58 —

http://youtu.be/ZLiIxXIKwlV3Y




MATCH TYPES

Potential Waste

Match Types
/ Modified Broad \
4 )

Phrase

Exact




INTRODUCTION TO GOOGLE ADWORDS

KEYWORD
PLANNER
INTRO

Google’s best update to squeeze even more money out of SMBs
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In Marketing We Trust > MWT | | AR RREEENEE [~
e

Gm.:gle AdWords

Campaigns Opportunities Tools and Analysis ~ Billing My Account ~

Search All onlin Change History
Conversions

All online campaigns i Campaig : - Keywords Audiences Ad extensions
Google Analytics

REMARKETING e = o » i
Ut Gelg THer ogmns x

Bl SCH BANNER Google Merchant Center - -

Y SCH BIZ CARDS B = cick | Keyword Planner

B SCHBLOG _
B SCH BROCHUR Display Planner
1 -:"'_l|_l EI i med T I\.E .l‘!‘_.

(1 SCHFLYER Ad Preview and Diagnosis e o Ny e e

1 SCH GRAPHIC DESIGN
EI S 'E'-"-'F':'-'ll::l—”'_- _ e — - i L e —- 3 5 o B - - -+ i - -} i—

sl A4k

1] L

= SH INVITATION
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Campaigns Opportunities Tools and Analysis - Billing ~ My account -

Nogr oendiiet or copneg
™

Keyword Planner
Add ideas to your plan SEOQ agencies, SEO agency 1 Getideas  Modify search
T 7

Targetln? ? - A ros IGaE R F 4 Download Add all {802} Vour plan

Australia ¢ Saved until Sep &, 2013

Avg. monthly T = Adimpr. share .
il languages Search terms e | Competition |7 Avg. CPC |7 5 &
3 ' Do not use an
" ) ) Add keywords as ;
Google " seo agencies L= 20 High A%32 52 0% yw Broad match Iefir
. r + Broad match (too much
Negative keywords ¢ _ waste)
580 agency L 210 High A%15.08 0% Exact match
Customize yvour search [T ' Phrase match
y 1-2 of 2 keywords [=]
This match type selection only affects vour
Keyword filters | ¥ y 15 Y
Avg, monthly " Ad impr. share click and cost estimates. |t deesnt impact
Avg. monthly searches =0 Keyword (by relevance) ity Competition |7 Avg. CPC |7 ? average manthly searches and other
Avg. CPC = AS0.00 f historical statistics shown on this page
: ] [
Adimpr. share = 0% seo agency sydney l 110 High AF19.80 0% el

Marketer’'s quide to Google Planner




WALKTHROUGH - KEYWORD PLANNER
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Campaigns Opportunities Tools and Analysis - Billing - My account -

Keyword Planner Enter a bid Enter daily budget

Get estimates and review plan A A% | 5p.00 Get detailed estimates

Back to search Save

Daily estimates

0.00 - 3.50 clicks

0.13 - 53.5 Impressions
1.40 - 12.1 Avg. position
A$0.00 - A$55.00 cost

‘argeting |7 Clicks per day - Bid range S—
Australia 4
¥
All languages 4
: 55
Google ¢
. 10 —
Megative keywords #
.ic’-:
{0 A$10 A520 A$30 AB40

You cant get as many clicks and impressions for bids in the shaded section due to your limited budget.

Click the graph to enter your bid and see detailed performance estimates.

Marketer’'s quide to Google Planner

Quick view of
daily traffic
based on

max cpc or
daily budge
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Campaigns Opportunities Tools and Analysis - Billing ~ My account ~

Planner Enter a bid Enter daily budgat

stes and review plan AS A5 5D.00 Back to search | 5ave toaccount

You can't get as many clicks and impressions for bids in the shaded section due to your limited budget.

i Click the graph to enter your bid and see detailed performance estimates, Once all the keywords have

been selected with appropriate
match type, save it to the
Detailed estimates by ad group account

jes 4

sywords >, + Add keywords Edit match types = Delete Seqment by. | AdGroop | Keyword 4 Download

To get detailed estimates for your ad groups, please set a bid using the graph or the text box at the top of the page.

[#] Ad Group Keywords Clicks Impr. Avag. Pos. Cost CTR Avg. CPC
il My Keyword Ideas (22) [seo agencies], [seo agency], [seo a.. - - - - - -
Total - - - . - -

1-10of1adgroups = £ 5

Marketer’'s quide to Google Planner




WALKTHROUGH - KEYWORD PLANNER
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Save to account
b Create a new campaign

~ Add to an existing campaign
71 Add as new ad group(s)
@ Add to an existing adgroup

Select an adgroup {all your keywords will be added to this ad group)

Campaigns: 4 Ad groups: 1

1 SEM class e SEO Agencies
@& SN - Content amplification

& SN - Digital Marketing Agency

@ SN - Digital training

Marketer’'s quide to Google Planner




CREATING
EFFECTIVE AD
COPY

“Hey Target Audience, buy this".
- linet bus ad



AD COPY BASICS
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This Title Is max length!

www. mattsfruitstand.com/titlelimits
This Line Is Okay To Use. Max limit
This Line Is Okay To Use. Max limit

25
35
35
35

- Headline grabs users’ attention and make them aware of your offering.

- Description line 1  should spark users’ interest in your offering.

- Description line 2 should develop a desire to obtain your product.
- And finally, the Display URL consolidate a user’s decision to take action .



9 TIPS TO WRITE GOOD AD COPY

65

1. Be Specific

2. Highlight your Unique Selling Proposition
3. Don’t forget your keywords

4. Include A Call to Action

5. Stand Out from your Competitors

6. Get Right To the Point

7. Ad Formatting is Important

8. Display URL is a part of your Ad Copy

9. Test...Test & Test



EXERCISE
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KEY OBJECTIVES AGENDA
Write effective Ad Copy Time 5 min 1. In your new campaign

2. Create 3 copies for 1 Adgroup
DELIVERABLE RESOURCES

Ad variation for your ad group

Internet connection, Adwords External Keywords Tool,



Pre-launch Buzz

LANDING PAGE

“Where the f*ck am 1?!11”
First time Yahoo user.



BASIC LANDING QUALITY TEST
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1. The 3-second test => Engaging visuals

2. The ID test => Clear brand indent

3. The accessibility test => Clear contact, trackable

4.  The "so what?" test => Value Prop, Powerful headline
5. The "yeah, right!" test => Awards, Certification

6. The serenity test => Testimonials

7. The “Now what?” => Clear Call to Action

8. More info => Quality Score + SEO

9. Just frickin sign-up!!! => No navigation, no distraction



BEST

EXAMPLE

Source

VEMICLE HISTORY AEPORTS

. Get CARFAX Reporis
Buying a used car?

Just say - Show me the
CARFAX!

DRy i Iha flak of Duying el cars with coatly
hidden protiems. Gel a detalled wehicke histary
et iroem O natkomeds dalnbasa within
naconds

Enmter VIN

V Nerten ,?_E A+

What does the CARFAX VIEW SAMPLE REPORT
Report show you?

Every CARFAX Vehicle History Report™ checks

Evary CARFAY Repor containe Y Wahicls regletration # Framafsitucturnl domage

T 4 I
O I # Titks InTarmation J Accidant indlcsors
Impac ypour decizsion aboul & used " - ; :
wehicie through a detadied VIMN §
chack, Theoagh 1hls VIN ssanch S Odomedar readings  Gervkos and repalr |ndormation
same lypes af Infemmution inchuded & Laman histary « Wehichs treago [187), montal, lease, ot )
In CARFAX Feeparis includa

& Total lpes sccidonl hisdory «" Mocall informnaibon

TWOR-I310 CARFAX i i bon supalad i
CAHFAY
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KEY OBJECTIVES AGENDA
Your Teammate’s content Time 10 min 1. Using previous top keywords
2. Write the 7 things you would expect to find
to answer your query
3. Compare against current page
4. Swap
DELIVERABLE RESOURCES

Top 3 keywords your audience
would use

Your Neighbour, Pen/ Paper; Laptop; iPad/ Tablet



ADWORDS IN
ANALY TICS

More Numbers, Yipikaye!!
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WALKTHROUGH ADWORDS IN ANALYTICS

MY STUFF

smm Dashboards
D shortcuts

- Intelligence Events

STANDARD REPORTS

U Real-Time

L] +
& ~udience

=p [raffic Sources

@ Content

B Conversions

Audience QOverview

Adwvanced Segments Email Export =
& . of visits: 100.00%
Overview
Vizits = (V5. Select s metric

& Visits

1.200

Add to Dashboard

Shortcul

& May

-penple visited this site

15 May
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All Traffic
Direct

Referrals

* Search

Cverview

Organic

Paid
Campaigns
¥ Search Engine Optimization
* Social
Cost Analysig BETA

b Advertising
B Content

K Conversions

Site Usage Goal Set1 Goal Set2 Goal Set3 Goal Set4  Ecommerce

Visits + | V5. Selecta metric Day Week

® Visits

May & May 15 May 22

Primary Dimension: Traffic Type  Scurce Keyword Campaign  Other

Secondary dimension ¥ | Sort Type: | Default - _. Q,  advanced H & :
Traffic Type Visits s Pages | Visit Avg. Visit Duration % New Visits Bo
3.69 00:02:33 73.31%
Sie Ava 2.86 (2814 o 00:02:02 (24 Ao’ 67.75% (5.2
El| 1. paid 3.65 00-02:18 73.44%
]| 2 organic 3.72 00:02:51 73.15%



WALKTHROUGH ADWORDS IN ANALYTICS
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b Traffic Sources

Overnview

¥ Sources

* Search Engine Optimisation
* Social

Cost Analysis 55T

T Advertising

= AdWords
Campaigns
Keywords

Matched Search Queries

Pages / Visit

v [

B4 Mew Visits

| BE _

Avg. Visit Duration

Ve

Bounce Rate

-WW-

Ciay Parts
Destination URLs
FPlacaments

Keyword Positions

Demographics Language
Language ) 1. Bn-us
CountrigTerritary 2, en-go
City 3. en-au
System 4. en
Browser 5. Zh-cn
Operating System 6. de-de



MULTICHANNEL ATTRIBUTION 75

F Conversions MCF Channel Grouping Path Conversions Jr
O e 1. | Paid Search = 2 | 2,120
Cverview -
2 [ Organic Search = E” 1,596
Goal URLs
Reversa Goal Path 3 [Paid Search :" [ Organic Search ] 1.086
= | Visualizati
Hnne viststization 4. [Drganlc: Search A [Direﬂt] T84
Goal Flow
5. | Direct x 2 696
¢ Ecommerce
* Multi-Channel Funnels 6. [ Organic Search [F'aid Search ] 654
Overview .
| | 7. | Paid Search > | Direct | Consider 519
Assisted Conversions .
Top Conversion Paths g [ Paid Search = 3]] Campalgn AB0D
Time Lag reSUItS

Path Length 9’ beyond last i

» Attribution 10. [ Referral } [ Direct ] click 385




Pre-launch Buzz

TOOLS & TIPS

“Lost my inspiration, so nothing to say on this slide”
— Sad isn’t it



GOOGLE SUGGEST 77

Google

How * accountin| 4,

how accounting is used in everyday life
how accounting is important in business
accounting how to find ending inventory
accounting how to find retained earnings
what's accounting like

accounting how to calculate current ratio

accounting how to adjust entries Wildcard Search
accounting how to calculate earnings per share Use Wildcard (*) and
accounting how to balance sheet tilda (~) to search
accounting how to find profit variations of your
search query or
Google Search I'm Feeling Lucky synonyms

Google Suggest



SOOVLE.COM

/8

Tar mﬁ

accounting

accounting software
accounting scandals
accounting technician
accounting reference date
accounting profit
accounting hall of fame
accounting methods
accounting period
accounting today

accounting
accounting principles
accounting jobs
accounting equation
accounting software
accounting salary
accounting coach
accounting terms
accounting minor ucla

accounting internships

:accnunting|

(Samie)

Try the icons or hit the right-arrow key to change engines. ..

permalink | secrets | demo |

accounting

accounting for dummies
accounting software
accounting information
systems

accounting principles
accounting books
accounting textbook
accounting what the numbers
mean

accounting software for small
husiness

Caoebo@EwW

accounting for governmental and

Soovled Link nonprofit entities

accounting - (in finance) Accountancy - Wikipedia. the free encvclopedia accounting software
accounting Accountancy, or accounting, is the production of information about an enterprise and the transmission accounting principles

of that information from those who have it to those who ...

unting - uil

enwikipedia.org

accounting
accounting basics
accounting 101
accounting tutorial
accounting lessons
accounting lecture
accounting career
accounting principles
accounting rap
accounting equation

accounting
accounting principles
accounting software
accounting jobs
accounting coach
accounting terms
accounting principals
accounting research
manager

accounting equation
arcoanntine todav

accounting jobs
accounting terms
accounting firms
peachtree accounting
forensic accounting
accounting for dummies
cost accounting
financial accounting



UBERSUGGEST

C' |1 ubersuggest.org Q5
Iresources (] Marketing resources || Link Buzzmarker (C] ASOinfo (] SEM (] Potential workers (1) WordPress» Support.. (] Tools (] Small bizinfo [ Pil

Ubersuggest

Suggest on steroids

English/Australia E| Web

Get keyword ideas with Ubersuggest
the free keyword suggestion tool that
makes good use of Google Suggest and

Suggest

other suggest services.
Select all keywords

How it works?

= 5 380 suggestions found.
¢ Write a term in the box. e

¢ Choose a language and a
source. Ubersuggest can get original ahedefahijiklmpaoapqg

suggestions either from regular rstuvwxyz0123456789

I accounting I accounting + a I accounting + b

unting @ accounting an introduction 5th edition (&) accounting business reporting for decision making

Ning jobs &) accounting australia © accounting basics
@ accounting and finance (&) accounting business for sale
) accounting auditing and accountability journal &) accounting building business skills
&) accounting an introduction to principles and practic &) accounting books
&) accounting an introduction (&) accounting bodies australia
&) accounting and finance journal (&) accounting big 4
) accounting and taxation advantage (&) accounting bodies

unting jobs in sydney (&) accounting assumptions (&) accounting balance sheet

) accounting jobs in melbourne ) accounting and business research (&) accounting blog
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KEY OBJECTIVES AGENDA

Define your negative keywords Time 5 min 1. Using Google Suggest or Ubersuggest
2. List all non relevant keywords
3. Save list in Excel Doc

DELIVERABLE RESOURCES

Negatives keyword list

Internet, Adwords Keywords tool, Ubersuggest, Excel
Spreadsheet



ADWORDS EDITOR

[ AdWords Editor -

File Edit Account Data Tools Help

Q Get recent changes~

@ Check selected campaigns

4 Post selected campaigns

O View statistics~

GOL)SIC

l

4z

b L Activity Category Based Keywords

b L7 Activity Location Based General Keywords

b .7 Branded Keywords, Competitor Branding, Jobs

b I Broad Match - Activity Category Based Keywords

b = Broad Match - Activity Location Based General K...
b . Broad Match - Branded Keywords, Competitor Br...
b L. Broad Match - Competitor's Keywords

b LT Broad Match - Display

b . Broad Match - Grouped Location Based Keywords
b L7 Broad Match - Important Keywords

b = Broad Match - Listings

b . Broad Match - Supplier Category Based Keywords
b |7 Broad Match - Supplier Location Based General K...
b L Broad Match - Venue Category Based Keywords

P LY Broad Match - Venue Location Based General Ke...
P = Broad Match - Weddings

dor's Keywords

stivity Category Based Keywords

\ ity Location Based General Ke...
eywords, Competitor Br...
- Keywords

ption Based Keywords

Pywords

Btegory Based Keywords
ocation Based General K...
Category Based Keywords
venue Location Based General Key...
b . Exact Match - Weddings

b . Grouped Location Based Keywords

b = Important Keywords

)

m

View: [NI - I Search within this account Advanced search
Keywords I Ads l Ad groups I Targeting ] Extensions 1 Campaigns |
* Add campaign~ 4}4}, Add/update multiple campaigns | m Revert selected changes
A+ & <> @ Campaign Status Budget (AUD) Start date End date Search Network Display Net R
" Grouped Location Based Keywords 24/08/2012 Google search ... Disabled i
Il zSuper Old - Yet to absorb Paus... 2,00 24/08/2012 None Google search ... Disabled iﬂ
A Il Activity Location Based General Keywords Paus... 2.00 24/08/2012 None  Google search ... Disabled
A Il Branded Keywords, Competitor Branding, Jobs Paus... 2.00 24/08/2012 None  Google search ... Disabled
A Il Listings Paus... 2,00 24/08/2012 None  Google search ... Disabled
A Il Supplier Location Based General Keywords Paus... 2.00 24/08/2012 None Google search ... Disabled
A Il Venue Location Based General Keywords Paus... 2.00 24/08/2012 None Google search ... Disabled
A Il Weddings Paus... 2.00 24/08/2012 None  Google search ... Disabled
A Il Competitor's Keywords Paus... 2.00 29/08/2012 None  Google search ... Disabled
A B8 O Bne Cobrmmm s Noned Waynsomnle No... aon NN A | Y F o St A, KO R | b
< | [ ] »
~ Edit selected campaigns
Campaign name Status Ko
Grouped Location Based Keywords Il Paused v]
Search Network Budget (AUD) g
[ Google search only - ] 200 per day
Display Network Start date (D/M/Y) End date (D/M/Y) (None) W
[ Disabled - I 24/08/2012 3] None |
. o o Ad rotation
Enhanced campaign  Mobile bid adjustment
[ Optimize for conversions: Show ads expected to provide more conversions -
Enabled v %
. . Ad schedule: None Paste
Devices: All Edit Paste i : -
| annuane taraetina:  Fnalish  Fdit  Paste
+ Comments
» Location extensions
» Dy ic search ad ext




GOOGLE TRENDS 82
Google

Trends

Web Search Interest- shoes, shopping. Austral

a, Past 12 months o -

Explore frends Interest over time

Hot searches The number 100 represents the peasx ssarch interest

News headlines

Search terms

= I shoes

= | shopping|

+ Add term

v Other comparisens

Limit to

| Embed |
Web Search H et )
ustralia n
shoes shopping
Al Catagories 0 Regional interest & E Related terms Top edzog

Worldwide = Australia

online shoes 100 e—



SEM + COMPETITORS KWDS

SETIrUsH | accouning au v |l SERReH | UPGRADE
3 Overview accounting - SEMrush overview for keyword (for google.com.au database) (3) (@) Help
= Organic Research i i toical dats
us UK cA RU DE FR ES IT BR
— Rl B A1 2013
sitions
sition changes Keyword summary CPC distribution Trend
impetiters N ; |
i Keywaord accounting us -
slons TOF200 B ——
L S S35\ | i
de - I
tential adsitraffic buyers N 0.5
fr-
B s br -
i Advertising Research Exactvolume 3.600 it
— s
- MNumber of results 282,000,000 0 25 5 75 10

sitions
sition changes — —

Phrase match report 13,681 Related keywords report 845
impetitors 2 - . - —1 = -
Sl Keyword Yolume CPC SERP source Keyword Volume GEG SERP source
15 history optus my account 40,500 1.30 = ca 14,800 173 &
e amail account 33,100 0.24 - alliance 8100 011
tential ads/traffic zellers

telstra my account 18,100 0.10 = chartered accountants 8,100 0.38
15ense

paypal account 12100 010 = icaa 8100 018
% Backlinks chartered accountants 3,100 0.38 = aash 6,600 0.10 &

http://www.semrush.com/
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Research Tracking Pricing Free Trial Download Plug-in Live Chat Help +

EHE!EDNSP}'" l (eg | ‘g-ﬁ-.ﬂ.ustralia :|| Search

@ Domains | Keywords () Destination URLs ) Ad Copies @

Keyword Research Real-time Tracking | Affiliate Intelligence Agency & Enterprise
See Competitor Advertising Strategies Monitor Keyword Performance Uncover Top Products B Super Affiliates Advanced Reports B API

SPY ON YOUR COMPETITORS!
PROFIT FROM THEIR SUCCESS.

-'} - & »
% Discover competitors and their keywords

f;:j:? Get fresh data w/ daily database updates Demain: proflowars.com

Ky | ]

& c T : ot L ] L L e i
@/ See site’s spending for Adwords

*'-'::_'_‘.? Find profitable keyword+ad copy combinations




WORDSTREAM

=2 WordStream

Home  What We Offer Pricing  Company

AdWords Performance Grader -

40 Hours of PPC Analysis
in bO Seconds or L%s/

CEt YoUr FREE
Report Today

R For Ac Corp" 3
i T R Scored Better Than.
b Wy T

Not cheap - —— Fast. Secure. Free.

PLAY VIDED ©

Good for
bigger

Throwing Mon 5 Solutions for Agmd%
budgets & g C“}l o
A”ﬂﬂ on PP __;j Take on more
. clients, not —
Cam palg nS ;.1:;'5?55;2?;'::25?_:: L:zi-lilﬂ;;?:icl;sﬁ:{, ;-:."":ME"'; S0, Iglljnrlf tr-”aln nil ma:nEioﬁalan more headECheS

campaigns =0 you can spend more time that helps you optimize your PPC campaigns



Quickly Build High Converting Landing Pages with Templates See Our Templates in Action

unby¢

Build, publish & A/B test landing pages without I.T.

Increase the ROI of your marketing campaigns

BUILD A HIGH-CONVERTING LANDING PAGE NOW

BUILD A PAGE ' TEST & OPTIMIZE

PUBLISH IT
and take

my money

OVER 4,000 HAPPY CUSTOMERS




THANK YQOU! 37

Frederic Chanut
Managing Director, In Marketing We Trust
m. 04 3837 1981
e.

Keep\

in touch If you

want feedback Connect with us

on your own

@ 6 ® W




