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Advertisingon Google's Adwords can best be describedas operatingin a hostileenvironment. Eventhoughthe search
enginegiantmakes $15 Billiona yearon this "little" paid search business they have, they don't go to any greatlengths to
make it easy for you to work with them.

In Google's defense, it has to balance two customerbases thatcan't exist withouteach other. On the one hand, there
arethesearchers. Theywantgood information, relevantsearch engine (andpaid search)results, fast answers, quality
content, and no spam (definitionopen to interpretation). On the otherhand, thereare the advertisers. They wanttraffic,
as muchas theycan getandas cheaplyas theycan getit. Thereare also some"bad apples" out therethattryand get
away with underhandedtechniquesand get rich quick schemes. These are the ones that Google is the mostconcemed
about. The problemis thatthe very measuresthat Google puts in place to protectitselfand its searchers fromthese
types of advertisersare the ones thatcan make it difficultfor the well-intentionedadvertiserfrom making Adwords work
forthem.

Adwords can be a very profitableplace to investyouradvertisingbudget. In fact, | make most of my livingdoingso. The
key is to understandthe (sometimes unwritten)rules, tips, and tricks to employin orderto keep Google happy. If Google
is happy, then your per click costs will be going down, and yourtrafficwill be goingup. The added benefitis that making
Google happy will generallyresultin betterprofitabilityfor you as well. Googleis happiestwhenyourad is gettinga high
CTR (click throughrate, meaninglost of people are clickingon yourad), and the people who click on yourads are satis-
fiedwiththeinformationthey see on yourweb site. This makes Google the most money,and should work the samefor
you. Google measureshow "happy" people are with the web sites they visitby how quickly they hitthatback button.

Here are my tips to rescue your Adwords campaigns.

Tip #1 Keywords
You don't haveenough of them.

If you don't haveat least 500 - 1000 keywords in your campaigns (and! don't care what marketyou'rein), | can guaran-
teethatyou're leaving profitable keywords on the table.

Use one of the keywordresearchtools like Wordtrackerand Keywordtopia. If you plugin your "root" term (the most
generaltermor two that describes yourproduct or market), you'll be amazedat the things that pop out and haveyou
thinking.

Don'tforget plural versions of existing keywords.

Look for combination multiplierslike cities and states.. forexample, instead of the one keyword of "weightloss center",
use thatalong with each state, and thenadd each state along with "weightloss centers" etc.

Brainstorma bit with friends and colleaguesandadd in theseideas. You'll havethousands of keywordsin a veryshort
periodof time.
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Tip #2 Correct Usage of Match Types

Thereare three matchtypesin Google; broad, phrase, and exact. Check out Google's Adword's help documentsfora
discussionabouthow each one works.

Most people who are just startingout with Adwords make this mistake. Theyonly bid on the broad match. Thatis, put-
ting the keywordor phrase by itselfwith no quotes or brackets aroundit. Infact, Google has a builtin suggestionto start
outonly using this match type. Thatis notalways soundadvice.

I recommendbiddingon all three match types (this also effectivelytriples your keywordlist). Thereis almostno way of
knowingwhich match type will be the most effectivefor you. You needto try themand track them, then adjustaccordingly. If
you'reon a tightbudget, start with phrase and exactfirst. If they convert, then do broad.

Tip #3 Keyword Grouping

Most advertisers startout with one ad group and stuffhundreds or even thousands of keywords or phrasesintoit. This
does not make Google happy. Theyimmediatelythinkthatyou can't possible write relevantads for all these keywords,
and haverelevantlandingpages etc. So, theytendto giveyoua low qualityscore and yourclicks will be very expensive
(ifyou can evengetyourads running).

The key is to make tightlyfocused adwords groups. The way thatmost people do itis by a "theme". Generally,if allthe
keywords or phrasesin an adgroup can be servedby one highlytargetedad andlandingpage.. theyareina good
grouping. However,my suggestionis to have one adgroup for EVERY keyword (include all three match types, so every
adgroup reallyends up havingthree keywords or phrases). Thisis a lot of work, but thereare tools out therethatcan
help. Google's own Adwords Editoris freeand willhelp a lot.

Tip #4 Landing Pages

You simply must havetargetedlanding pages for each of yourcustomers' "conversations' that are going on when they
sit down to search for something.

If you're doing advertisingand trying to captureleads from people who are looking to sell theirhomein San Francisco,
sendthemto the page thattalks about why they should use you to be theirlistingbroker. If you're capturingleads from
peoplelookinginto relocatingto San Francisco, send themto a page thattalks about yourexpertisein handling relocations and
helpingpeople buy homes.

Too often, advertisers capture totally differenttype of customerleads and simply send themto theirhome page. This
does not make people happy, as they wantto continuethe conversationthey were having quickly...and get answers to
theirquestions and problems, not try to navigatethrough yourweb site to findthe information. They're not happy, so

theyhitthatback buttonin less than5 seconds. This does not make Google happy, you've lost a sale, and Google may
penalize you with higherclick charges.

Tip #5 Writing your Ads

This couldbe a wholearticlein itself. Common mistakes to avoid:

You must try to repeatthe keywordor phrasein the ad (thisis why keyword groupingis important). Google makes the
assumptionthatif you repeatwhatthe usertypedin, youradis mostlikelyrelevant. They will rewardthis with lowerbid
prices.

Don'tcontinuea thoughtor sentencefromone lineto the next. Not many peopleactuallyreadthe ads.. theyskimand
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clickwhentheireyes are attracted to something.

Capitalizethe firstletterof everyword. Thisis scientificallyprovento increaseclicks. Why? | don'tcare, andyou
shouldn'teither...itjust works!

Use the display URL effectively,especiallyif it has the keywordin it. Don't use www.wieghtlossclinic.com use
WeightLossClinic.com. It shouldbe obviouswhich one draws the eye more.

Tip #6 Split testing

When you set up an adgroup, always write two differentads. You mustthen monitorthemto see which oneis perform-
ing better. You can literallyincrease yourclicks 3x or more by doing this. It doesn't matterwhatyou change and make
differentin yourads. Just change somethingand always test and monitor.

When one ad can be declaredas the winner(searchthe web for splittest calculators to get the statisticalanswer), get rid
of the underperformingone and immediatelywrite anothernew one to try and beat the one that just won.

Tip #7 Content network

| recommendtumingthe contentnetwork off at first, and thentaking the terms that have been profitablefor you and
startinganothercampaignthat ONLY advertises on the contentnetwork.

If you do bothin one campaign, it can be very difficultto effectivelytrack your keywords' and ads' performance, and your
returmon youradvertisinginvestment.

Tip #8 Geographic and schedule targeting

Ifitmakes sensefor yourmarket...use both.

In our real estateexamplein San Francisco, you'd wantto run two differentcampaigns for tryingto get listings in your
area. Peoplesearchingon "Sellhouse San Francisco" not payingattentionto geography,and people searchingon the

more general"sellhouse".. targetingonly those peoplein San Francisco.

Examineall the metrics for using the schedulingfeature. Thereare campaigns, for example, thatare only really profitable
onthe weekends. If youcan determinethat, thenobviouslyit makes sense to only run yourads then.

Tip #9 Conversion tracking

If you do nothingelse, do this. You musttrack conversions!

If you don't know whatyou're getting for you're advertising dollar, how can you make good decisions?

If you'resellinga productonline, the best way to do thisis to use Google's own conversiontracking. This works very
well. It's a simplebit of code thatyou, or yourweb designercan add to yoursales confimnationpage thattells Google
that, forthis keywordor phrase, a sale was made. Google stores and reports on thisinformationso thatyou can go to

one place andsee whatyou spenton keywords, and whatthe return on thatinvestmentwas.

Thereare otherways to do this, andit's a bitmore difficultto do if you're not sellingsomething; however, it's absolutely
mandatory. Do web searches on conversiontrackingto leammore.
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Tip #10 Bid Adjustments

All keywords are not created equally. You mustexamineyourspendand yourconversions for each and every keyword
andadjustthe bid (individually)for each of them.

Bonus Tip - Learn the Adwords editor...and use it.

BrianRoss Lee is an expertin Internet Marketing. He is the founderand President of AdRage Media Marketingand
Consulting. His company aggressively markets theirown products as wellas others' (affiliatemarketing)and consults
withlocal business on search engine marketingand PPC Management. They willmanage over $700k in Adwords spend-
ing this year.
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