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Why I Love PPC

New Business Opened
Aug-07

Goal:  Get people in store

One Month Later: 
124K Ad Impressions

300+ Qualified Visitors 
to Site

Cost - $185 

Sales:
3 mos. ahead of  projections! 



Why I Love PPC

Shows only to these 
people !!!! 

This Simple Ad…



Why I Love PPC

Investment in PPC Ads is measurable. 



Why I Love PPC

PPC Allows You More Control over Messaging

Get going quickly

Discover what words convert

Lower risk to sales when natural algorithms change

Predictable, dependable flow of traffic

You control messaging through ad text. 

You determine what pages visitors first land on.

PPC and SEO are Complementary



Why I Love PPC



Getting Better Every Day

Process Creates Sustainable Advantage
Its not just about keywords, ads, bids and “secrets”

Use Systems-Level Thinking
Align PPC campaign goals with larger company goals.
Increase sales, not just clicks

Track Performance, Make Adjustments
Be methodical, measure and test everything you can
Don’t react too quickly, but don’t get analysis-paralysis

Set Good Goals and work towards them



Campaign

Ad Group

Ad 1

keywords
keyword1
keyword2
keyword3
keyword4

.

.

Ad 2

Landing Page

Structure of  a PPC Account



Keywords



Keywords 101

Google  / MSN  Keyword Match Types

Broad
Phrase
Exact
Negative

Yahoo Keyword Match Types
Standard
Advanced
Excluded Words



Google / Microsoft - Broad Match

If your Google/Microsoft keyword = Pug dog

Broad pug dogs………………………
what is a pug dog…………….
dogs with pug noses…………
dog pugs………………………
pug…………………………….

yes
yes
yes
yes
good chance

Type User searches on: Will your ad show?

Broad Matches       - queries in any word order
- likely plurals  
- likely equivalents incl. misspellings.



Google / Microsoft - Phrase Match

If your Google/Microsoft keyword = Pug dogs

Phrase pug dogs……………….…...
what do pug dogs eat……..
dogs with pug noses……….
dog pugs…………………....
Pug………………………..…

yes
yes
no
no
no

Type User searches on: Will your ad show?

Phrase Matches           - exact query order



Google / Microsoft  - Exact Match

Exact Matches: - only if query matches keyword exactly

If your Google/Microsoft keyword = Pug dogs

Exact pug dogs……………….…...
what do pug dogs eat……..
dogs with pug noses……….
dog pugs…………………....
Pug………………………..…

yes
no
no
no
no

Type User searches on: Will your ad show?



Yahoo:   Standard Match

If your Yahoo keyword = Pug dogs

Standard pug dogs…………………….
what do pug dogs eat………
dogs with pug noses……….
pug dog…………………..….
pug……………………..........

yes
yes
no
yes
no

Type User searches on: Will your ad show?

Standard Matches: - exact query order
- common misspellings
- singular or plural forms
- words in your ad!



Yahoo:   Advanced Match

If your Yahoo keyword = Pug dogs

Advanced pug dogs…………………….
what do pug dogs eat……..
dogs with pug noses………
pug dog…………………….
pug ……………..................

yes
yes
yes
yes
possibly

Type User searches on: Will your ad show?

Advanced Matches:         - queries in any order
- common misspellings
- singular or plural forms
- words in ad text or website! 



Keyword Review

Use Broad Match / Advanced Match generate traffic and discover 
new terms. 

Stick to 2 and 3 word terms

Use one word keywords only very rarely if at all.

Watch your conversion rates and web logs.

Use Phrase and Exact Match to hone in on important high-traffic 
terms. 

Use Negative Match to reduce Ad Impressions on non-productive 
searches.



Negative Match 

Negative Match Keywords (aka Excluded Keywords)
- Prevent ads showing on non-productive searches

- Subtle differences across PPC networks 

- Improves CTR, Quality Scores, & reduces costs.

Search Term Possible negatives
Wool capes -batman

-costume
-witches

Google: unlimited # negative keywords. Ad group & campaign level

MSN: 1022 characters worth of negatives.  Ad group & campaign level.

Yahoo: 250 words at ad group and 250 more at ACCOUNT  Level



Increase CTR &  Quality Score

Click Through Rate (CTR) =  Clicks / Ad Impressions
Reduce Unproductive Ad Impressions, Improve CTR

- Use Negative (Exclude) Keywords

- Fine Tune Your Lists

Keyword List

Examine Web logs 
or web analytics –

Look for weird 
search terms

Add negative words, 
or get rid of overly 

general terms



Tune Your Keyword List



Sock Monkey   
old fashioned sock monkey
small sock monkey
monkey sock toys
stuffed sock monkey
sock monkey club
jamondas sock monkey                                     
girls curiosity kits sock monkey
sock gorilla
sock monkey clothes
sock monkey ornaments
sock monkey calendar

Tuning Broad Match Lists

Sock Monkey   557 .37 $206.09

Tune-up Savings 23%

$159.00



Ads



Where do your Ads Show?

Search Engine Results Page  (SERP)

Websites That Accept Ads (a.k.a. Content Sites)

A user types in a query.

They are actively seeking answers, products, etc. 

User does not type in a query. 

Users encounter ads while doing something else. 



Search vs. Content

Search Ads
More Directly Relevant Visitors

More Control on Placement

Content Ads
Less control over where your ads are placed

Can be “spikey” – good or bad

Traditionally where more click-spam lives

Tip - If Ad Spend $$ for Content > Search,
make adjustments…quickly!



Ads Designed to Draw Clicks

Ads Designed to Filter Clicks

PPC Ads  - Serve Two Purposes

- ambiguous keywords like "home care" need 
ads that clearly identify purpose.

- impacts quality score, unfortunately.

Find Caregivers in CA
Our Free Consumer Referral Services
Help You Find Local Caregivers. 
www.SeniorCaregivers.com
California 

- relevant to keyword, caregiver.
- Ad includes the keyword
- Good, strong offer
- Local campaign, you get a 5th line.
(google only)

Home Care for Elders
Need help with in-home care for
an elderly loved one? Call us. 
www.home-care.com
California 

http://www.google.com/aclk?sa=l&ai=Br-rwQWjER5P0J5LEpgSSnNH6BdabsiDG2LbHBJ60oQbwunkQAhgFKAgwADgBULLU1777_____wFgyd74hsij6BmgAffng_8DyAEB2QOji9JdXVrH8-ADMA&num=5&q=http://www.eldercarelink.com/Default.aspx%3Fsource%3Dgoogle%26cpgn%3Dca%26group%3Dalgen%26lbl%3DA100%26code%3D00503%26phn%3Deecs&sig=AGiWqtyQmx-QyF6gnJTXD1RyFrf2DnBMlQ
http://www.google.com/aclk?sa=l&ai=Br-rwQWjER5P0J5LEpgSSnNH6BdabsiDG2LbHBJ60oQbwunkQAhgFKAgwADgBULLU1777_____wFgyd74hsij6BmgAffng_8DyAEB2QOji9JdXVrH8-ADMA&num=5&q=http://www.eldercarelink.com/Default.aspx%3Fsource%3Dgoogle%26cpgn%3Dca%26group%3Dalgen%26lbl%3DA100%26code%3D00503%26phn%3Deecs&sig=AGiWqtyQmx-QyF6gnJTXD1RyFrf2DnBMlQ


Increase CTR - Write Great Ads

Note the Variety of Copy Styles:

1st Person story.

Trusted Authority – “Uses Quotes”

Price Appeal 

Convenience  - Call 800 #

Get Information – Medical Alert Guide

We’re different from “Them”

Which of these is the Best Ad?   



Which of these Ads  is performing better?

Lessons:  Watch small samples sizes.   
Track Conversions, not click-throughs.  

Conversion Rate: 10.5% Conversion Rate:  2.5%

Evaluating Ad Performance



Manage to Conversions

What is the Your Primary Goal of Your Campaign? 
Leads, Sales, Brand Building? 

How Do You Define Success?
Online vs. Offline Sales Conversions

Steps on the path towards sales conversion

Start Measuring ACTIONS.    
Don’t Manage Just CTR or CPC

How Do You Measure Success?
Google, Yahoo, and (soon) Microsoft  Free Conversion Tracking

3rd Party Web Analytics Tools (Hitslink, WebTrends, Webside Story, etc)  

How much the phones are ringing.  

Hybrid reporting approaching using Key Performance Indicators (KPIs)



How Does PPC Really Work?

- What’s the best position for your ads?

- Does the highest bid always get the top spot?

- How much will I pay? (Max CPC vs Avg. CPC)

- What’s all this stuff about Quality Score?

You know the questions:



What Position Should I Bid to?

Tip – In general, the higher ads appear, 
the more clicks you get and the more you pay.



Your Keywords & Max Bids

User Search Query:
Blue Widgets

Red Widgets               $.10 
Blue Widgets              $.10
Blue Green Widgets   $.10

Blue Widgets
Buy blue widgets today. 
Free next-day shipping.
www.widgetworld.com/bluewidget

In Your Perfect World...

You're a Winner!!! 
CPC = $.10 or less! 

Your Ad

Your Site:



…this would be a great set of answers.

Ads Competing  
Against Each Other

On a search for the color blue…

Search Engines Want Relevant Results



$ 3$ 1

$ 2 $ 4

$.25$10

$ .30 $ 6

If highest bid determined ad display…

Advertisers Want Their Ad at #1 Spot

Ads Competing  
Against Each Other 

on Bid Price

…results may not be quite as relevant.



Ad Rank  =  Quality Score x  MAX Bid

What Goes Into a Quality Score:

- Relevancy:   Keywords Ads Landing page 

- Historical Performance (CTR)

your keywords 

your keywords + ads in combination

your ad groups, campaigns, account 
Tip:   CTR is normalized by ad position.  

It doesn't help to muscle your quality score with high initial bids.  

Hybrid Approach For Relevancy & Profits 



Who Wins the Ad Rank Auction?

$ 3$ 1

$ 2 $ 4

$.25$6

$ .30 $ 5

.95

.90

.30

.30

.10

.25 .80

.95

Lets Say Quality 
Scores look like this

AD RANK =
QS x  MAX Bid

1.8 1.21.5 .95 .90



Who Pays What CPC? 

$ 3$ 1

$ 2 $ 4

$.25$6

$ .30 $ 5

.95

.90

.30

.30

.15

.25 .80

.95

Lets Say Quality 
Scores look like this

AD RANK =
QS x  MAX Bid

1.8 1.21.5 .95 .90

$ .10

$ .96

3.18

$4.81

$1.68

BIG DISCLAIMER 

These CPC prices are shown for 
demonstration purposes only

Actual pricing algorithms likely vary.   



Review Point #2

Forget everything you just learned about Ad Rank. 

Please remember only that Ad Rank exists.

Concentrate on creating great PPC Campaigns.

Sorry.



Campaign

Ad Group

Ad 1keywords
keyword1
keyword2
keyword3
keyword4

.

.

Ad 2

Landing Page

Structure of  a PPC Account



Campaign Organization – Beginners



A Well Organized Campaign



Time is running short.  
We need to switch gears. 

We’re going to talk about Additional 
Targeting Options.

Abrupt Transition Slide



Where you have an advantage…Exploit it!  

Improve Ad Position & Investment

Choose Your Battles and Win

Geo Targeting 



Geo-Targeting



Microsoft AdCenter

Time & Day Targeting

Google’s Day Parting

Set time based on 
where campaign is 
setup.,



Demographic Targeting
Microsoft      - Available, Bid Boost

Google - Available, sort of, on Content network only

Simple Concept   Show your ads to most likely buyers.

Demographic Targeting



Tools and Resources

Excel – Become an expert
Learn these functions: Filter, SORT, LEN & Text to Columns 

CONCATENATE  to build lists and URLs.

TextPad – Industrial Strength Text Editor.  Beats Word / WordPad.   $29  

Rapid Keyword – Combine Lists quickly.  Wrap Keywords into Match types

Other Resources
www.clixmarketing.com/blog   (David Szetela)

SEMPO  (www.sempo.org)    



Get Rapid Keyword Software 

This tool will save you hours in text manipulations



Focus on Search Networks First
- Content Networks can be good, but get search right first 

Review

Organize your Campaigns Logically
- Easier Campaign Management.
- Be prepared to redo your campaign structure at least once.

Balance Your Time and Efforts
- Don’t spend all your time on changing bids

- Keep track of changes.  Jot down what you did and what outcome you expected. 
Did it actually happen?

Process is Your Long Term Advantage
- Don’t spend all your time on changing bids

- Keep track of changes.  Jot down why you made a change and what outcome you 
expected.

- Test. Test. Test. 



The End


	Tuning Broad Match Lists

