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Shameful Self-Promotion Slide
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The quiz / survey begins

• Should you test ads towards ROI or CTR?
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Headline: DKI or not?

vs.:
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Headline: Clever, or Plain?
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Call to Action in Ad: Yes or No?
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! – Yes, or No ?
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Display URL: Keyword in Subdir or No?
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“The display URL looks like a destination URL”… or no?
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DKI in Headline?

• The answer may surprise you!
• It’s usually no
• It works very differently with short & long kw lists!
• Obviously you should test
• It’s often great for CTR, not so great for ROI
• Can be the best option to begin – until you refine, 

and find something superior for long term ROI
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Headline: Clever or Plain?

• Plain won ☺ - CTR on Clever very low
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Call to Action: Yes or No?

• You should always test multiple offers and calls 
to action – especially at the refinement phase

• On its own who knows, but with a lot of testing, 
the “ultimate” ad will often include one

• Check it out: your brand can be a call to action, 
and allow you to leave that in the display URL 
only
– Or, reinforce it by putting it in the headline, and in the 

display URL, without having to use up body characters
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! or no – surely you’re kidding?

• Totally typical of something that is context-sensitive 
and requires testing.

• B2B buyers might not like a !
• Conversely – B2B buyers might be equally amenable 

to retail psychology or eye tricks
• Users’ eyes pick up on subtle things. All of a sudden, 

a “buy now!” call to action seems too salesy to some
– And the ! might be part of the problem
– Where it shows up in the body text can matter.

• You need to reintroduce new tests periodically
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Display URL – Subdirectory keywords or no?

• Tends to win
• Eye-grabbing
• Additional relevancy cue for user
• Seems “navigational”
• It’s ALLOWED ☺
• Might help QS?
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Display URL: “looks like a destination URL,” or no?

• I’ve seen it work
• Why? User confidence?
• Looks more like “real” search?
• Just test stuff, people ☺
• User persona: slightly gullible, likes “real” search, 

hates “ads” but in reality not really that picky
• OK, that wasn’t really a persona
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Conclusion: DON’T LISTEN TO MY OPINION!!!

• Data can be complex
• I don’t know your business model
• Interaction of many variables
• Not all parts of the account behave like other parts
• Need a true testing methodology
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Stage 1: Rapid Discovery

• Look for hot buttons
– Be motivated by ‘skinny persona research’
– Ask who
– Consider what drives them
– Try certain incentives, offers, and calls to action
– Price, shipping, style, a personal or business crisis…

• On very granular campaigns be considering what 
you can or can’t extrapolate to other ad groups
– Headline styles
– Calls to action
– Benefits, shipping offers, testimonials, etc.
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1A: Beware Statistical Noise & Context-Sensitive Tests

• “Test everything in the summer when it’s slow, so 
the copy is perfect for the fast season”

• Can you see a problem?
• Resources:

– Nicholas Nassim Taleb, Fooled By Randomness
– Scott Miller, TheConversionLab.com
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1B: Statistical relevance of tests by ad position?
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Even at the rough discovery phase, click & sales 
volume matters

• Scenario: Testimonial #2 used in body copy seems 
to help in most ad groups being tested

• At what point can we develop certainty around this?
• How long will it take to prove it in other ad groups?
• With low volume, even getting to this point means 

you haven’t tested other things
• With low volume comes lower expectations of 

testing
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Stage 2: Multivariate testing
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AdComparator.com – Free MV test builder
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“Tight Targeting Bias” in a Quality Score World

• Best practices account-wide will “half write the ads 
for you”

• Keywords, Ads, Landing Pages connection
• Poor relevancy, loose targeting will make testing 

beside the point
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High CTR Bias in Paid Search

• Going granular is part of the battle
• But what about broader parts of the account? 
• You don’t always know the intent. Valuable prospects with 

different intent can be typing the same terms. “Web 
analytics package” or “anonymous surfing software” could 
be typed by a client with a tiny, medium, or large budget

• Just because the term is general doesn’t mean the searcher 
is unsophisticated

• “High ROI” filtering gives low CTR’s.
• Could you filter less and then fix your landing page?
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Site Navigation Overall to Improve Conversion Rate for 
Any Prospect (Not Just Laser-Relevant Ones)



Deal?
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