GOOGLE
ADWORDS

BOOTCAMP DAY 1

Alex Sierra, CEO Sigma Ridge




i

l

A
1 \ -
| s -
8
\ \\ 70
(11 A\
\ .
\ \ :“:\\‘\.E [ K b
N : =
A\N N QR /////

AN > mmnp.
i —i e
W e R




GA Campus Locations

3 | © 2018 General Assembly



A Leader in Education

Today’s complex, global economy requires a skilled workforce that can leverage technology to fuel
success. Since 2011, General Assembly has transformed careers and teams through pioneering,
experiential education in today’s most in-demand skills.

GA's robust suite of courses includes all the fundamental pillars of innovation to give individuals and teams

options for growth and development. These skills — coding, data, design, digital marketing, and product
management — foster innovation and drive the modern economy. @ ’




Alexander Sierra
CEOQO, Sigma Ridge

Alexander Sierra has a diverse background. He has a bachelor's degree in
Aerospace Engineering from the University of Florida, A master’s in Finance from
Harvard University, and an MBA from the University of Massachusetts. Over 23
years of experience as a leader in Consulting, Sales & Marketing. Alex has
managed teams of over 130 direct reports in 13 different countries and Marketing
budgets of over 25 million dollars a year. He has been able to achieve year-over-
year growth for his clients from 25% to 120%.

His consulting practice -Sigma Ridge- was a spinoff from the Harvard University
Consulting club where he works with companies like Cisco, Dell, and some of the
largest fashion companies in the US.
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Please tell us about yourself

* Name
» Current professional work

* What are you hoping to get from this bootcamp?




What you’ll learn

- Learn how to build successful Google Ads campaigns that work for
user acquisition, e-commerce, and lead generation.

- Find out how to run successful A/B testing

- Discover how to optimize spending and avoid throwing your money
down the Google Ads wishing well.

- FInd out the most important strategies to maximize conversions and
ROI for your Google Ads campaigns.




Agenda

- Google Ads Overview (a lot of info don't fall asleep!)  « Review

- Google ads (NOT Adwords) - Testing and Optimization
.- Campaign Type - Partners, Ad Extensions,
- Keywords Campaign settings
' Igsprkessions . Display Advertising
» LIICKS . Recap

- Clickthrough Rate
- Page Rank / Ad Rank
- Landing Page
- Call to Action (CTA)
- Bidding
- Campaigns, Ad Groups
- Ad Extensions
- Google ads application




Google Ads Certification Exams

Assessment Description
Google Ads The Google Ads Fundamentals assessment covers basic and intermediate concepts,
Fundamentals | including the benefits of online advertising and Google Ads, and best practices for
managing and optimizing Google Ads campaigns.
Search The Search Advertising assessment covers basic and advanced concepts, including best
Advertising practices for creating, managing, measuring, and optimizing search ad campaigns across
the Search Network.
Display The Display Advertising assessment covers advanced concepts and best practices for
Advertising creating, managing, measuring, and optimizing Display campaigns.
Mobile The Mobile Advertising assessment covers the basic and advanced concepts of mobile
Advertising advertising, including ad formats, bidding and targeting, and campaign measurement and
optimization.
Video The Video Advertising assessment covers basic and advanced concepts, including best
Advertising practices for creating, managing, measuring, and optimizing video advertising campaigns
across YouTube and the web.
Shopping The Shopping Advertising assessment covers basic and advanced concepts, including
Advertising creating a Merchant Center account and product data feed, and creating and managing
Shopping campaigns.




Google Ads Certification Exams

Passin . .
Exam 9 Time limit
score

AdWords Fundamentals 80%

Shopping Advertising 80%

https://support.qgoogle.com/qoogle-ads/answer/9028754

120 minutes
120 minutes

120 minutes
90 minutes
90 minutes
90 minutes
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https://support.google.com/google-ads/answer/9028754

Google Ads Certification Exams

e

Academy for Ads

New here? Find the right training for you
Get started Learn about our courses

Featured >
1= | 1.2br %50 Intermediate @ i= ;‘mms %47 Beginner @ 1= | 47mins %44 Intermediate @ {= | 1.8hr %48 Beginner R i= | 1.0hr
YouTube creative essentials DoubleClick Search Basics Manage campaigns in DoubleClick Ad Exchange DoubleC
DoubleClick Search Basics Manage
Get AdWords Certified <>
= | 37hr %48 Beginner @ {= | 32hr %48 Beginner Q {= | 54hr %47 Beginner Q 1= | 43hr %46 Beginner i= | 44hr
AdWords Fundamentals AdWords Mobile Certification AdWords Search Certification AdWords Video Certification AdWords

https://academy.exceedlms.com/student/cataloq
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WHY WE USE PAID SEARCH

HOW EFFICIENT IS SEARCH ADVERTISING?

- High intent

Consumers are actively trying to buy your product or service.

Responsive
You can reach thousands of people looking for your products within minutes.

- Testable
Quantifiably determine the best performing ads and easily optimize.

- Targeted

Show different ads based on location, time of day, device, etc.

.  Profitable

Return-on-investment typically falls between 200% and 600%.



Google Ad Types

Google

Search Ads

Your ad appears next to
search results on Google.
Talk about good timing.

Display Ads

With text and banner ads
across Gmail and a
network of over two
million websites and apps,
your ad can show up
where your customers are.

9

Video Ads

Your business comes to
life in front of new
customers on YouTube.
It's a unique way to share
your story.

| vl
@ 25+ Levels!

é

App Ads

Promote your app by
running ads across the
entire Google network -
no design experience
required.

14



WHY WE USE PAID SEARCH

AVERAGE CONVERSION RATE

The average conversion rate (CVR) in Google Ads on mobile across all industries
i5 3.48% on the search network and 0.72% on the display network.
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Source: https://www.smartinsights.com/paid-search-marketing-ppc/paid-search-display-network/google-adwords-conversion-rate-averages-by-industry-infographic/
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https://www.smartinsights.com/paid-search-marketing-ppc/paid-search-display-network/google-adwords-conversion-rate-averages-by-industry-infographic/

WHY WE USE PAID SEARCH
1. FINANCE

2. TRAVEL

1 U Tady L e T30 Locgy Sewti Loyt T Sy
snorcrs T TR | v NN IO
Click Thru Rate Click Thru Rate 4.88% 0.18%

0.10%

Number of Clicks

Cost Per Click

Cost Per Click 50.29 $0.28

Conversion Rate Canversion Rate

Compieted Sales** Completed Sales**

TOP § ADVERTISERS
In Finance in Travel
a8 Mot 2 GEIcO BRSSUER 2 hotels.com

(@] > D> i.m...,,_

sl d

Ad Impressions

TOP 3 ADVERTISERS

Ad Impressions
Click Thru Rate

Click Thru Rate

Number of Clicks

Number of Clicks

Cost Per Click S0.25 S0.27

e [

614K

Completed Sates** 690 K 548K

Completed Sales**

TOP 5 ADVERTISERS amagoncom

[Bevoy
Walmart >3

——— e—

Source: https://www.smartinsights.com/paid-search-marketing-ppc/paid-search-display-network/google-adwords-conversion-rate-averages-by-industry-infographic/
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WHY WE USE PAID SEARCH
5. INTERNET & TELECOM

6. COMPUTERS € ELECTRONICS

Gogie tes-? Diing Shtmriod by Y e T Codyhe Sewrhi Govrghe Divy Sad =
v EERNETI | - ECERETTIN
Click Thru Rate Click Thru Rate
R
Cost Per Click $1.11 $0.40 Cost Per Click $139
v, | B,
Completed Sales** 706 K e, Completed Sales** 512K 73K

TOP S ADVERTISERS | 1 atat TOP 5 ADVERTISERS 1@

In Internat & in Jobs & Education X
Telecom 2 Sprint naran 2 .Apph
w03 32
3+« - Mobile- Jam ) (O Pirbasy

4 worizon

9 &

el bewh Larighe 20grmy Meswrs

- EETET

Click Thru Rate 3.20% 0.15%

RN o | o |

Cost Per Click $0.76 $0.83

B

Completed Sales** 191K 68.6 K

Cost Per Click
Conversion Rate
Completed Sales**
TOP 5 ADVERTISERS

in Business &

Industrial
" Orame

3 ULINE
# s GRate— |
5 Office pevor

Source: https://www.smartinsiqhts.com/paid-search-marketinq-DDc—/bé{idlseérbh-displav-netwbrk/qooqIe-adwords-f:onversion-rate-averaqes-bv—industrv-infoqraphic/
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https://www.smartinsights.com/paid-search-marketing-ppc/paid-search-display-network/google-adwords-conversion-rate-averages-by-industry-infographic/

WHY WE USE PAID SEARCH

-----------------------------------------------------------------------------------------------------------------------

Industry Average CPA (Search) Average CPA (GDN)
 Advocacy $655 . $7069 |
Ao $3352 | $2368 |
B8 i $11643 i $13036 |
' Consumer Services | $070 | $6048
 Dating & Personals | $7676 . $6028
E-Commerce . $4527 i $6580 |
Educaton | s270 L $14336 |

Employment Services $48.04 $59.47
 Finance & Insurance | $81.93 . $5676 |
Health & Medical | $7800 | $7258
 HomeGoods | $87.43 i $116.17 |
Industrial Services | $7928 . $5158
legal $8602 | s$3es52 |
'RealEstate | s11661 . $7479 |
' Technology . $13352 | $10360 |
Travel & Hospitalty | $4473 i $9913 |

_______________________________________________________________________________________________________________________

Source: https://www.smartinsights.com/paid-search-marketing-ppc/paid-search-display-network/google-adwords-conversion-rate-averages-by-industry-infographic/
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It's the only advertising
channel where you can
get in front of people who
are actively trying to buy
your product or service.

| want to go to there.



SEARCH MARKETING

Google

=

Google Search I'm Feeling Lucky




Our mission

From the beginning, our
mission has been to organize
the world’s information and

make it universally
accessible and useful.







Activity
INSTRUCTIONS

' 1.Search or Google "Sailboat” on an incognito
. window

2 .Now search the same on your phone




SEARCH ACCOUNTS FOR MORE THAN HALF OF TRAFFIC + HALF OF REVENUE

GO 8[6 sweaters

Web Shopping Images Videos News More ~ Search tools

About 87,400,000 results (0.41 seconds

Lands' End® Sweaters - LandsEnd.com
www.landsend.com/ ~
Shop For Lands' End® Sweaters. Free Shipping On Your $50+ Order!

Chic Oversized Sweaters - WildFox.com
www.wildfox.com/Sweatshirts ~

Wildfox Baggy Sweaters & Jumpers. Free Shipping Over $100

Free Shipping on $100+ - Shop Online Now

Sweaters at LuLu*s - Lulus.com
www.lulus.com/Sweaters ~

Cozy Up This Season With Cute Cardigans and Warm Pullovers

Free Shipping + Returns - Daily Updates - Coveted-Curated-Collected

Dresses - Sale - Shoes - Back in Stock

Sweaters & Cardigans | WOMEN | Forever 21
www.forever21.com/Product/Category.aspx?category=sweater ~ Forever 21
Grab cozy sweaters, classic cardigans & sassy pullovers to keep you looking hot when
it's cool out. Go sweet with polka dots, edgy with studs or get both.

View 120 - Basic Sweaters - Sweatshirts & Hoodies - View 60

*77.8 percent of US search ad revenues for 2017 is

expected to be earned by Google. (eMarketer)

Fan s O

Shop for sweaters on Google Sponsored @

)

Sweaters: Basic Sweaters: Faux Sweaters: Faux  Apricot Batwing
Hoodie... Leather Slee... Fur Ruffle, Ne... Long...
$19.00
Venus flights
% Speci: GO gle 9
Web Flights News Shopping Apps More - Search tools
— About 544,000,000 results (0.31 seconds)
White Lo
Sleeve T
$19.99 Expedia Flights - Expedia.com @
Sheinsid

www.expedia.com/Flight ~
Expedia Guarantees the Best Price. Book Flight + Hotel & Save More.

Book Cheap Flight Tickets - CheapQair.com
www.cheapoair.com/Cheap-Flight-Tickets -

4.5 %% ¥ rating for cheapoair.com

Our Best Price Guarantee on Flights Fastest Way to Book 450+ Airlines.

CheapOair has 3,850 followers on Google+

Flights from New York, NY (all airports)

www.google.com/flights

Sponsored (&
Prices are for Feb 19 — 23 round trip
Enter a destination Search flights on Google

Maore »

To: Chicago, IL $107 London, United Kingdom $881



https://www.emarketer.com/Chart/Net-US-Search-Ad-Revenue-Share-by-Company-2016-2019-of-total-search-ad-spending-billions/205004

SEARCH ACCOUNTS FOR MORE THAN HALF OF TRAFFIC + HALF OF REVENUE

* 51 percent of all website traffic comes from organic search, 10
percent from paid search, 5 percent for social, and 34 percent from all
other sources.

« 73 billion: The estimated number of phone calls that will be
generated from mobile search alone by the end of 2018.

* As at December 2018, there are approximately 1.94 billion
websites in the world.

https://hostingfacts.com/internet-facts-stats/



https://hostingfacts.com/internet-facts-stats/

SEARCH ENGINE OPTIMIZATION

SEO IS ORGANIC
SEM IS PAID



Go g Ie dog toys $ Q

All Shopping Images Videos News More Settings Tools

About 441,000,000 results (0.72 seconds)

Scented Playology Dog Toys | Shop Now | playologypets.com Shop for dog toys on Google Spansored

www.playologypets.com/ ¥
Millions Of Microbeads Of All-Natural, Irresistible Scent In Each Toy.
Checkout Our Products - Find a Store Near You - The Science. How it Works - Product Benefits

Dog Toys at Chewy.com | 24/7 Award-Winning Support.
www.chewy.com/DogToys/—- ¥
Y% %% Rating for chewy.com: 5.0 - 411,562 reviews - Order accuracy: 95-100%

Dog Toys at Chewy, Free 1-2 Day Shipping, Low Prices, 24/7 Expert Help, Shop Now Busy Buddy Jack  Busy Buddy KONG Plush

Prices 10/10 - 24/7 Customer Service - Service 10/10 - Fast, Free Shipping - Overall 10/10 Dog Toy, Medium Kibble Nibble D... Teddy Bear Dog...

Interactive Toys - Chew Toys For Dogs - Balls & Dog Fetch Toys - Stuffed Plush Dog Toys $9.95 $14.95 $1.99
Chewy.com Chewy.com Chewy.com

Yk kK (234) kK o+ (169) %%k (765)

Dog Toys & Puppy Toys: Low Prices - Free Shipping | Chewy.com
https://www.chewy.com/b/toys-315 v

Results 1 - 36 of 1560 - Make the most of playtime with dog toys from Chewy. Discover fetch toys, chew
toys, squeaky toys, tug toys and more that were made to ...

Dog chew toys - Dog Plush Toys - Puppy / Toys / Dog - KONG / Toys / Dog

The Best Dog Toys, from Plush to Tough and More at BarkShop

https://barkshop.com/dog-toys v Busy Buddy Busy Buddy KONG Jumbler
Sniffing out the best dog toys ever? From durable super chewer toys to soft and snuggly plushies, we've Calming Dog To..  Magic Mushroo..  Ball Dog Toy,...
got the perfect toy for Fido. Check out BarkShop today! $18.95 $14.95 $12.59

Top Reviewed Toys - Oh My Dog You're 1?!? - Super Chewer - Plush Chewy.com Chewy.com Chewy.com

% %%+ (16) *k ko (142) * kK k) (3k+)

Dog & Puppy Toys: Indestructible Chew Toys | PetSmart
https://www.petsmart.com/dog/toys/ v

437 ltems - Every kind of toy for every kind of dog. We have balls for fetch, puppy toys for teething,
indestructible and tough toys, interactive games, along with ...

N i o (R e G o O R s I B e o e, IR R TN oo g o oo ofl gy 0ol



SEARCH MARKETING

: " )

m9 laage wank gees up Xx

source: Matthew Capala

80% of consumers search for a
product/service before purchasing it

/0% read online reviews before making
purchase decisions

68% of consumers begin their decision-
making while searching with a keyword

- Websites that blog regularly receive

55% more traffic and over 80% more
leads compared to websites that don't

Over 70% of search clicks are organic






Revisiting the Objective-First Framework

Now that we know what we want to achieve, how do we do it?

Design Measure Optimize
Objectives KPls Tactics Campaign Outcomes Results

30 | © 2018 General Assembly



GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS

CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

OO0 0000000 @

31



Before we start with campaigns

Sigma Ridge LLC » -
GUOQIE Ads Sigma Ridge - Cisco Spark 382-766-6662 ~ All campaigns

Reporting Issue - Google Ads reporting for April 30 and May 1 (Pacific Time) is incorrect. We will update this message when the issue is resclved and the data is corrected.

S AD GROUPS AUCTION INSIGHTS

bample camp. GA Recommendations

ark_BRA Campaigns A

btion_BRA Ad groups

btion_MER

Ads & extensions

ng_BRA

| campaigns

@ 1 campaign missing Dynamic Search Ads and dynamic ad targets X
Lastr

N INSIGHTS

@ A new version of Google Ads is available. To start using it, please reload this

page.
= Clickd

32
O\ Find ad groups Y = m m

FILTER SEGMENT COLUMNE REPORT.

https://ads.google.com



https://ads.google.com/

33

Before we start with campaigns

= 4 Google Ads 4  Google Ads

All campaigns ° None of your ads ai  All campaigns °

[N  search campaigns Overview N [} search campaigns

) Display campaigns Recommendations ) Display campaigns

Enabled and Paused Campaigns " Enabled and Paused T;

[ 190501 Sample camp. GA

Ad groups class

. Cisco Spark_BRA
Ads & extensions

) Collaboration_BRA
Landing pages

Collaboration_NBR

Keywords
Messaging_BRA

Audiences
Messaging_NBR

M B2 B B

Demographics
Phone Systems_BRA

Topics
Sales-Search-13

Placements
Video Conferencing_BRA

Removed campaigns are hidden

Settings Video Conferencing_NBR

O 8 88 B8

Locations Website traffic-Display-1

Sigma Ridge LLC >
Sigma Ridge - Cisc

None of your ads are run

Overview L)

Recommendations

Campaigns A

Ad groups

Ads & extensions

Landing pages ‘

Keywords

Dynamic ad x X
targets

Audiences

Demographics

Topics

Placements

Settings

https://ads.google.com



https://ads.google.com/

Where it all begins, campaigns

& Gnogle Ads | mmm 2 2 All campaigns

1

| campaigns ° Mone of your ads are running - Your campaigns and ad groups are paused or removed. Enable them to begin showing your ads.

\abled and Paused Overview Y CAMPAIGNS AUCTION INSIGHTS

Cisco Spark_BRA
b Recommendations

Collaboration_BRA

Campaigns .1
Collaboration_NBR

Ad groups 1
Messaging_BRA

Messaging_MBR Ads & extensions 0
_ har 1, 2019
Phone E.'f'Ef E‘rI-IE_EI RA Land]ng pages
Video Conferencing_BRA O\ Find campaigns Y
Keywords FILTER
Video Conferencing_MBR
Audiences Y  Campaign status: All but removed Add filter
Whiteboard_BRA
Demographics |:| [ ] Campaign Budget Status Campaign type Clicks Impr. CTR Avg.
Whiteboard_NBR
_ O o Q| $8.00/day Paused Search 0 0 -
moved campaigns are hidden SIS
O o Q| $10.00/day Paused Search 0 0 -

Locations

34 | © 2018 General Assembly https://ads.google.com



https://ads.google.com/

Marketing objectives are typically rooted in the funnel.

o Brand Marketing:

AWARENESS “I want to make people aware and
excited about what we have to offer!”
INTEREST
o Customer Acquisition:
CONVERSION “I want to grow my bottom line by gaining
new customers.”
HeEel o Retention and Loyalty:
‘I want to engage my customers and get
REFERRAL

them to buy more!”

Keep in mind: Business goal, Conversion goal, Personas and products

35 | © 2018 General Assembly



Smart Campaigns are based on goals, funnels, personas

- : e
Select the goal that would make this campaign successful to you 2

‘ Sales

Drive sales onling, in app, by phone, or e e

in store
@ Leads Website traffic Product and brand consideration

L+

CAMPAIGN TYPES

Search * Display * Shopping + Video
Sedrcn 'JI.' = | =] '_.|_||_' n:l LR L L=

0000
o o

Create a campaign without a
goal's guidance

Brand awareness and reach App promaotion

36 | © 2018 General Assembly



CAMPAIGN TYPE: SEARCH NETWORK

Google

shoes

All Shopping Images Maps Videos More » Search t

About 801,000,000 results (0.40 seconds)

Shoes at Zappos.com
www.zappos.com/Shoes ¥
Fast, Free Shipping & Free 365 Day Returns on Huge Selection of Shoes!

Shoes at ShoeBuy - Shop a Huge Selection of Shoes
www.shoebuy.com/ ¥

4.2 Y% %% rating for shoebuy.com

Enjoy Free Shipping Every Day!

Ratings: Selection 8.5/10 - Website 8/10 - Shipping 8/10 - Returns 8/10

Women's Shoes - Men's Shoes - Boat Shoes - Outlet

Shop Brand Name Shoes - shoes.com
www.shoes.com/Shoes-Shoes ¥

4.2 Y% %% * rating for shoes.com

Shop The Best Styles And Brands. Plus Free Shipping & Free Returns!

Categories: Shoes, Bags, Clothing...

Women's Shoes - Dress Shoes - Casual Shoes - Shoes.com Sale

37




CAMPAIGN TYPE: DISPLAY NETWORK

« > C 0 @ htips://hbr.org/2017/03/do-search-ads-really-work Qa w8 0 ¢ @& ti

o e P com = PN Fanmas Fase = s s s Do o D s

Interacting with Al

How humans and machines will work together.

S——1l{{O}

paos
SR

Latest Magazine Popular Topics Podcasts Video Store Tha Big ldea Wisual Library Raading Lists Case Selections

Do Search Ads Really Work? o

ROM THE MARCH-APRIL 2017 ISEUE

Advertising Analytics 2.0
(Hsave Mishare E_ocnmmem: wH et size El Print  §6 Buy Copies
Driving Digital
Strategy

Featuring Sunil Gupta

REGISTER® MAY 21 @ NOOM user

38




CAMPAIGN TYPE: SHOPPING

Go gle Star wars heels  Q
Q Al [ Images [9 Maps J Shopping ¢ More Settings
Your location: New Rochelle, NY = | SORT BY: DEFAULT ~ A MYLIST(0) ¥

Sponsored @)

Show only

New items | '

Price

Up to S30 ()
830 - $60
$60 - $100
Over $100

GO $65.00 from Etsy - MileHighHeel $70.00 from Etsy - MileHighHeel $70.00 from Etsy - MileHighHeel $75.00 from Etsy - MileHighHeel
MileHighHeel Star Wars Heels. MileHighHeel Star Wars Heels MileHighHeel Star Wars High Heels. MileHighHeel R2D2 Heels

Brand

Star Wars

Crocs

|

Irregular Choice

Ellie Shoes *|
Vans [ ] $42.00 from Auscosplay.com $57.39 from Etsy - GroovyShoesetsy $46.70 from Etsy - Walkincreation $43.00 from Auscosplay.com
adidas | | Auscosplay Star Wars Shoes Imperial Naval GroovyShoesetsy R2D2 Heels Starwars Walkincreation Star Wars R2D2 Inspired Star Wars Cosplay Shoes Jedi Knight Obi-

39



CAMPAIGN TYPE: VIDEO NETWORK

= BYouTube Search Q

Display Network:

A group of more than 2 million websites,
videos, and apps where your ads can
appear.

Display Network sites reach over 90% of
Internet users worldwide*. With the Display
Network, you can use targeting to show
your ads in particular contexts (like
“outdoor lifestyles” or “cnn.com”), to
particular audiences(like “young moms” or
W&l “people shopping for a new sedan”), in

‘consumieisen o ‘ ired. Offered by Capital One N.A.M ber D ,m." B 2 third party. Vdgg:illnlv aﬂ H rt. | r I t. n nd m r
Ci / f select locations. Go to |ocatio w e.coM gcato === pa ICu a Oca IO S’ a‘ O e'

cator 8Caitzl
;1 . -

- =

y ¢ N
JOvertiser's Sites ) : ’ -

*Source: Comscore.
Trump Dodges Questions on Mueller, Tax Returns, WikiLeaks: A Closer Look

2,676,812 views il 29 &l 11K A SHARE =4 SAVE  eee




GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

O00000008 0

41



KEYWORDS

Google

Keywords start here

Google Search

I'm Feeling Lucky

42




Marketing objectives are typically rooted in the funnel.

o Brand Marketing:

AWARENESS “I want to make people aware and
excited about what we have to offer!”
INTEREST
o Customer Acquisition:
CONVERSION “I want to grow my bottom line by gaining
new customers.”
HeEel o Retention and Loyalty:
‘I want to engage my customers and get
REFERRAL

them to buy more!”

Keep in mind: Business goal, Conversion goal, Personas and products

43 | © 2018 General Assembly



Lead Pipeline

Attract
Traffic
Convert Nurture Close and
Leads Prospects Delivery
User Advocacy /
Enjoyment Referral Marketing

Capture
Prospects




KEYWORD RESEARCH

Understand
your
prospects

Craig
CEO of Big Furniture, LLC

When
interest sparks

Unawareness

Sneakers

Awareness

Nike
Sneakers

Consideration

Air Jordan 6
Retro All Star

Inquiry & Purchase Decision




INTENT VS. VOLUME FUNNEL

LOW
INTENT

MEDIUM
INTENT

Shoes Kids Shoes
Footwear Comfortable Footwear

VOLUME

HIGH
INTENT

Kids Shoes at Old Navy

Buy Comfortable
Camping Footwear

LOW
VOLUME



Keywords Lists

NEW YORK TIMES BESTSELLER

CHRIS ANDERSON

WHY THE FUTURE OF BUSINESS
IS SELLING LESS OF MORE

on
T4l

HIGH VOLUME Short Keyword Phrases
HIGH COMPETITION “law firm”

Mid-length Keyword Phrases
“utah law firm”

Natural Language Phrases

LOW VOLUME “How do | hire a law firm in Utah?”
LOW COMPETITION i
HARD TO RANK EASY TO RANK
HARD TO CONVERT EASY TO CONVERT



KEYWORD RESEARCH TIPS

Use Google Keyword Planner
3rd Party Tools: SEMrush, Spyfu,
Google predictive search

. Google Trends

> W o



TAGS + KEYWORDS

Use Google Predictive Search to see the most popular phrases on the web.

Go glﬁ' |mymnmisag| J,L“

my mom is a girl scout leader patch
my mom is a ghost

my mom is a gambler

my mom is a gossip

Press Enter to search.

Compare Search terms «

poison

Search term

Add term

eeeeeeeee

Interest over time News headlines

Use Google Trends Explore
to see query behavior.

https://trends.qoogle.com/trends/ II



https://trends.google.com/trends/

KEYWORD PLANNER

146-048-
X 4 Google Ads Keyword plan aQa M N\ 1 9O A
GOTO REPORTS @
None of your ads are running - Your campaigns and ad groups are paused or removed. Enable them to begin showing = PLANNING |El SHARED LIBRARY @ BULK ACTIONS % MEASUREMENT £ SETUP
i Budget Planner Audience manager All bulk actions Conversions Billing & payments !
Keyword ideas Q, cisco online sales 9 g g & pay
Tarrelfee Keyword Planner e Bid strategies Rules Google Analytics Business data
Found 485 keyword ideas Ad Preview and Diagnosis Negative keyword lists Scripts Search attribution Account access
lanlorenyiew Display Planner shared budgets Uploads Linked accounts
Y  Show broadly related ideas; Exclude adultideas Add filter
Ad groups Placement exclusion lists Preferences
Keyword Avg. monthly searches
Keywords O Google Merchant Center

4 Locations: United States Language: English Search networks: Google

Last 24 months

Q Cisco online sales DOWNLOAD KEYWORD IDEAS ADr2017 - Mar2019 v <
Found 485 keyword ideas Y m
FILTER  COLUMMNS
Y Show broadly related ideas; Exclude adultideas Add filter X
- RESET
D Keyword Avg. monthly searches = Competition Ad impression share Top of page hiliglgg € Top(:ifgﬂalg?';g Account status Organic im pre;? Lorg E;T;p)e‘ti‘tian (indexed Organic average position
Keyword ideas
D ciscoipo 10 -100 Low - 5146.19 532574 - 12z -
D cisco voip system 100 - 1K High - $17.05 $103.50 — 100 -
D cisco telephone system 100 - 1K High - $14.55 $§71.25 - 99 -
D cisco sales phone num... 10 - 100 Low - 5443 $57.19 - 4 -
|:| cisco voip phones 1K - 10K High - 516.50 §552.49 - 97 -
D cisco business phones 100 - 1K High - §13.29 $42.88 — 100 -
D cisco ip phone 1K - 10K High - §12.93 $40.00 — 100 -
|:| cisco products for sale 10 - 100 High - $8.58 $36.21 - g5 -
D cisco office phone syste . 10-100 High - $14.59 $34.12 ] -




KEYWORD RESEARCH

How hot are
your prospects?

[sneakers] “sneakers” +sneakers

Awareness

Craig
CEO of Big Furniture, LLC

“I am uncomfortable, but not ready to seek out a solution”

e B e |




KEYWORD RESEARCH

How hot are
your prospects?

[nike sneakers] “nike sneakers” +nike +sneakers

Consideration

Craig
CEO of Big Furniture, LLC

“| am hurting, it is time to find a solution”

-




KEYWORD RESEARCH

How hot are
your prospects?

[Air Jordan 6 “Air Jordan 6 +Air +Jordan +6
Retro ‘All Star’] Retro ‘All Star’” +Retro +All Star

Inquiry and Purchase Decision

Craig
CEO of Big Furniture, LLC

“l need a solution right now!”

e B i o |




Keywords Lists




ACTIVITY




z& Computers Out: Keyword Research Activity 1 20 minutes
@)

DIRECTIONS

1.Use the Keyword Planner to find a general list of keywords for your
campaign(s)
2.Write a list of 20 keywords you think best describe your business

3.Input those keywords into the Keyword Planner
4.At least 50% of the keywords will have 3+ words

5.Refine the list into this worksheet: http://bit.ly/KeyPlanSigma

DELIVERABLE


http://bit.ly/KeyPlanSigma

KEYWORD MATCH TYPES

Broad Match (aka Expanded Broad Match). Keyword: mens formal shoes
Matches: womens shoe, formal dresses, mans flip flops, horse shoes
Initial Bids: 20%

Anchor Modified Broad Match (BMM). Keyword: mens formal +shoes
Matches: womens shoe, formal shoes, cheap boys shoe, horse shoes
Initial Bids: 40%

Dual Anchor Modified (BMM). Keyword: +mens formal +shoes
Matches: mens shoe, mans shoe formal, horse shoes for men
Initial Bids: 60%

Fully Modified (BMM). Keyword: +mens +formal +shoes
Matches: formal man shoe, formal mens horse shoes
Initial Bids: 80%

Phrase Match. Keyword: “mens formal shoes”
Matches: cheap mens formal shoes in miami
Initial Bids: 80%

Exact Match.

Keyword: [mens formal shoes]
Matches: mens formal shoes
Initial Bids: 100%

Pay Per Click Keyword Match Types - July 2010 - Infographic by WebRanking.com

Broad Match: Matching search query only needs to loosely match 1 word

of any of the terms contained within your bidded keyword to display your ad.
Targeting & Control: Keyword matching is very loose with a low level of control.
Bidding Strategy: Initial bids should be set at a minimum.

Anchor Modified Broad Match: Matching search query must match the
designated “anchor” word contained in the bidded keyword to display ad.
Targeting & Control: Limited keyword targeting with minimum level of control.
Bidding Strategy: Initial bids should be low for testing and new keyword discovery.

Dual Anchor Modified Broad Match: Matching search query needs to match
the 2 designated “anchor” words contained in bidded keyword.

Targeting & Control: Selective keyword targeting with a moderate level of control.
Bidding Strategy: Initial bids should be moderate.

Fully Modified Broad Match: Matching search query needs to match all of
the designated “anchor” words contained within your bidded keyword.
Targeting & Control: Very good keyword targeting with higher level of control.
Bidding Strategy: Initial bids can be set at a competitive level.

Phrase Match: Matching search query needs to contain within it the entire
bidded keyword in the exact order that the words appear.

Targeting & Control: Good keyword targeting with high level of control.
Bidding Strategy: Initial bids can be set at a competitive level.

Exact Match: Matching search query needs to contain the exact bidded
keyword and cannot contain additional terms.

Targeting & Control: Exact keyword targeting with high level of control.
Bidding Strategy: Initial bids can be highly competitive.

0

Source: https://www.webranking.com/blog/pay-per-click-keyword-match-types-exact-phrase-broad-and-modified



https://www.webranking.com/blog/pay-per-click-keyword-match-types-exact-phrase-broad-and-modified

KEYWORD MATCH TYPES

Broad = Reaches anything Google considers ‘relevant.’

+Modified Broad = Add a plus in front of any word in the keyword phrase to indicate Iin

must be included In the search.

“Phrase” = “cute women'’s shoes” — the phrase is contained in the search (e.g. buy

cute women’s shoes)

[Exact] = [cute women's shoes] — exactly matches the term

(-) = Negative. If (-) is In front of a word, it wont activate the ad.

This includes Singular, plural, misspellings: [men’s formal shoes] ... man formak shoe

It will also ignore “function words” like to, for the, and, over

s

Source: https://www.webranking.com/blog/pay-per-click-keyword-match-types-exact-phrase-broad-and-modified



https://www.webranking.com/blog/pay-per-click-keyword-match-types-exact-phrase-broad-and-modified

237 Computers Out: Keyword Research Activity 2 15 minutes
@)

DIRECTIONS

Create keyword versions for each Match Type: Choose 3 long tall
keywords on your list (3+ words) for this exercise

http://bit.ly/KeyPlanSigma

DELIVERABLE


http://bit.ly/KeyPlanSigma

COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

OO0 00000800
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IMPRESSIONS

Gg gle shoes

All Shopping Images Maps Videos More « Search t

About 801,000,000 results (0.40 seconds)

Shoes at Zappos.com
WWw.Zappos.com/Shoes ~
Fast, Free Shipping & Free 365 Day Returns on Huge Selection of Shoes!

Shoes at ShoeBuy - Shop a Huge Selection of Shoes
www.shoebuy.com/ ~

4.2 Y% rating for shoebuy.com

Enjoy Free Shipping Every Day!

Ratings: Selection 8.5/10 - Website 8/10 - Shipping 8M0 - Returns 8/10

Women's Shoes - Men's Shoes - Boat Shoes - Outlet

Shop Brand Name Shoes - shoes.com
www.shoes.com/Shoes-Shoes ~

4.2 Yc¥Jcdic rating for shoes.com

Shop The Best Styles And Brands. Plus Free Shipping & Free Returns!

Categories: Shoes, Bags, Clothing...

Women's Shoes - Dress Shoes - Casual Shoes - Shoes.com Sale

61



COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

OO0 00008000
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CLICK THROUGH RATE

CLICK THROUGH RATE (CTR) = CLICKS / IMPRESSIONS

63



COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

OO0 0080000 0
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PAGE RANK

PageRank (PR) is an algorithm used by Google Search to rank web pages in their search
engine results. PageRank was named after Larry Page, one of the founders of
Google. PageRank is a way of measuring the importance of website pages.

A Consider an imaginary web of 3 web

Pag e Ra n k / \\ E.:%jeti:ie inbound and outbound link

structure is as shown in the figure. The

B - calculations can be done by following
1 b d PR(pJ) method :
* pieM(pi) \Pi
PR(A)= 0.5+ 0.5 PR(C) PR(B)=0.5+0.5(PR(A)/2) PR(C)=o0.5+0.5((PR(A)/2)+PR(B))

= 0.5 + (0.5%1)

= = 0.5 + 0.5 (1/2) = 0.5+ 0.5 (1/2 + 0.75)
= 0.5 + (0.5 * 0.5) = 0.5 + 0.5 (1.25)
= 0.5 + 0.25 = 0.5 + 0.625
= 0.75 =1.125

65 @



AD RANK

d

HOW DOES GOOGLE DETERMINE

WHICH AD IS SHOWN WHERE?

Once you are entered into the auction, Google looks at two key
factors to determine where your ad ranks: your maximum bid
and your quality score.

_ CPC . QUALITY
AD RANK = g1y * "SCORE

- his 1S 3 Mmetng 10 determine how
this 15 the maxamum bed you i o2

s g . : relevant and useful your ad is to
specity for your keyword

the user {(compoenents are CTR
relevance, and landng page). The

RF_J

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

higher your quaity score, the

better

Max Bid X Quality Score =1 Ad Rank m

66 Source: https://www.wordstream.com/ad-position ®
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QUALITY SCORE

== QUALITY
== SCORE

USER EXPERIENCE

 RELEVANCE

67 Source: https://www.wordstream.com/ad-position
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QUALITY SCORE

O Cost Per Click | Click-Through Rate

8%

6%

4%

2%

0%

Relevance Score

68 Source: https://blog.hootsuite.com/adwords-quality-score/ ®
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https://blog.hootsuite.com/adwords-quality-score/

AD RANK

d

HOW DOES GOOGLE DETERMINE

WHICH AD IS SHOWN WHERE?

Once you are entered into the auction, Google looks at two key
factors to determine where your ad ranks: your maximum bid
and your quality score.

_ CPC . QUALITY
AD RANK = iy * "SCORE

e Vg —— Sy

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

This is 3 metnc 1o determine how
relevant and useful your ad is to
the user {(components are CTR

relevance, and landng page). The

This 15 the maxamum bid you

specfy for your keyword

hightCr your quaity score, the

pettern

Max Bid [Pa¢ Quality Score = Ad Rank m

69 Source: https://www.wordstream.com/ad-position ®
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AD RANK

Advertiser 1

Advertiser 11

Advertiser 111

Advertiser IV

m X Quality Score =4 Ad Rank Position

$6.00

70

Source: https://www.wordstream.com/ad-position @
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AD RANK

Max Bid Quality Score Ad Rank

Actual CPC

Advertiser | $2.00 : ;C;l.oeo:.m-'

19/4 + 001»

Advertiser Il - $3.01 '

Advertiser 111 - : :‘:tg.:l- ‘

| Highest
Advertiser IV : ‘ vel | CPC

71 Source: https://www.wordstream.com/ad-position @
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AD RANK

$300 -
$250 -
$200 -
$150 -
$100 -

$50 -

$0

$278.05

CPA BY QUALITY SCORE

“==Cost/Conv.

$20.30

5 6 7 8 9

10

72

Source: https://www.wordstream.com/ad-position @
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AD RANK

Overview

All time

SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS Oct2,2017 -Jun2,2018  ~

Recommendations

Q, Find keywords Y m ¥ % i
Campaigns N

Y  Keyword status: All but removed

~araar ill"ii' i“'iii'

Source: https://www.wordstream.com/ad-position ®

73

Ad groups
D [ ] Keyword iils Final URL Clicks Impr. CTR Avg. CPC Cost Il, Q;:‘I;:: Ad relevance ti:dmg page
Ads & extensions
Total: All but removed keywords 2,300 96,466 2.38% $1.58 $3,632.98
Landing pages R
[0 ®  college - 0 43 0.00% - $0.00 g/10 Above Above
average average
students
"grants for
Keywords [J ®  college - 0 0 - - $0.00 810 Above Above
students” 9 g
. fashion Above
Dynamic ad D @ scholarship - 16 160 10.00% $0.82 $13.07 7/10 Average averade
targets fund g
"fashion Above
. D [ ] scholarship - 32 262 12.21% $0.67 $21.28 7/10 Average
Audiences fund” average
Demographics best Below
D [ ] scholarship - 0 1 0.00% - $0.00 6/10 Average
. average
websites
- job vacancies
Settings 0O e fashion - 0 1 0.00% - $0.00 6/10 Average 25:::’ .
industry 9
Locations fashion
D [ ] scholarship - 0 6 0.00% - $0.00 6/10 Average Average
fund
Ad schedule "fashion
D [ ] scholarship - 1 19 5.26% $1.08 $1.08 6/10 Average Average
fund"
Devices Above
D ® scholarships - 5 279 1.79% $1.78 $8.92 5/10 average Average
Advanced bid adj. Below
D [ ] macys - 2 81 2.47% $1.83 $3.65 5/10 average Average
Change history [J e  Scholarship - 1 122 0.82% $1.24 $1.24 5/10 Above Average
foundation ’ : : average
D °® fashion design _ 0 21 0.00% _ $0.00 5/10 Below Below



https://www.wordstream.com/ad-position

AD RANK

There are three possible statuses your keywords can have:

1.Above average
2.Average
3.Below average

Having an "average" or "above average' status means that there are no major
problems with this keyword's ad relevance when compared to all other keywords
across Google Ads.

A "below average" status means that your ad or keyword may not be specific
enough or that your ad may cover too many topics. Try creating tightly-themed
ad groups by making sure that your ads are closely related to a smaller group of
keywords.
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AD RANK

Google

shoes

Y

All Shopping Images Maps

About 801,000,000 results (0.40 seconds)

Shoes at Zappos.com
www.zappos.com/Shoes ~

Videos More ~

Fast, Free Shipping & Free 365 Day Returns on Huge Selection of Shoes!

Shoes at ShoeBuy - Shop a Huge Selection of Shoes

www.shoebuy.com/ ~
4.2 %% %% rating for shoebuy.com
Enjoy Free Shipping Every Day!

Ratings: Selecton 8.5/10 - Website B/10 - Shipping 8/10 - Returns 8/10

Women's Shoes - Men's Shoes - Boat Shoes

- Outlet

Shop Brand Name Shoes - shoes.com

www.shoes.com/Shoes-Shoes ~
4.2 %% %% rating for shoes.com

Shop The Best Styles And Brands. Plus Free Shipping & Free Retumns!

Categories: Shoes, Bags, Clothing. ..

Women's Shoes - Dress Shees - Casual Shoes - Shoes.com Sale

: ) , Sedpy. SO
Lith g ?""”‘ """ &® moTown

DSW Designe

‘ ®
: § ehde D, S X
£ Shoe War 5¢ = %
;@ g P L
b7i4 S | A e 24,
e g o i .'"-5/
Hobokep I < o
) ~N w
Fl e 3 &
2 New Balfince New York @ RN
1t Carlo’s Bakery o2 '@ Steve Madde,
: g

DSW Designer Shoe Warehouse
4.2 %k %%+ (42) - $S - Shoe Store
Discounted brand-name shoes & handbags
213 W 34th St - (212) 967-9703

Open until 9:30 PM

New Balance New York

KEE S 8 & | (39) - Shoe Store
Athletic feotwear, appare! & accessories
150 5th Ave - (212) 727-2520

Open until 9:00 PM

Steve Madden

3 reviews - Shoe Store

Source for trendy men's/women's footwear
B61 Broadway # 1 - (212) 206-1682

Open until 9:00 PM

Website

®

Website

®

Website

Search tools

Directions

T

Directions

T

Directions

Shop for shoes on Google

Nike Foamposite One, Nike
$180.00 - VILLA
Free shipping

Jordan Retro 7 Gr, Jordan
$80.00 - VILLA

Designer Shoes for Less
www.shoedazzie.com/shoes-shoes-shoes ~
4.3 % %% %9 rating for shoedazzie.com
Discover Discounts on Hot Footwear.

Shop Stylish Shoes Online Now!

JustFab™ Women's Shoes
www.justfab.com/ ~

4.2 %% K% rating for justfab.com

Get Your Shoes Handpicked for You!
2 Pairs for $39.95 + Free Shipping.

Brand Name Shoes for Less
waww.zulily.comy ~

Up to 70% Off All Shoes, Socks,

& More. Exclusive Deals - Join Now!

Womens Shoes at Macy's®
www.macys.com/Shoes ~

Shop Womens Shoes at Macy's

Buy Online, Pick Up In-Store!

FitFlop™ New Range SS16
www.fitflop.com/SS16 ~

Love Doesn't Have To Hurt The Feet.

Buy Comfy Shoes & Sandals Online.

Shoes Up To 70% Off
www.nordstromrack.com/Shoes ~
Why Pay More For Shoes? Score
Free S&H Over $100 +90-Day Returns!

Sponsored

75

Source

. https://www.wordstream.com/ad-position
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AD RANK

Percent Of Traffic by Google Result

40.00%
5‘; 35.00%
= 30.00%
m 25.00%
20.00%
15.00%
10.00%
5.00%
0.00%

ke Tra

Percent of Goo

Bzsed on asample of 8,253,240 impressions across the Chitika network

1 2 3 4 56 7 8 9 1011121314 151617 1819 20

R R—" S ——" .

T
-

Chitika

»
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Source: https://www.wordstream.com/ad-position ®



https://www.wordstream.com/ad-position

COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

OO0 08000000
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LANDING PAGE

CAR

LEASING

Want a cheap ;

Sannere  CAR LEASING CONTRACT HIRIE EAP LEASE CARS
c:n:d. How It Price L |$°°’u 1@ Quote/

Vans Works Lists Linq Cuotmzs Stuff Oxder

CARSFRWLMVALBW“

Fou can brmat e’ . = W rent owyr £30 millon of canry e H'

ﬂw l LING'S LIVE TWITTER FEED | u\l‘- 'y

microsarah 9003 wis @3 o GRALYSUnCiove 1
D R o PPL T

My cheapest
leasing deals!

h rsaema: BLOW MY MIND Ling's Cas S0 caBThs

Uick \a chat

Sovgasmercer, RT QUINCACARS RT Qi Gow Can

s slgaadd N5 R StyPaTONNG »> Damn yo !

— e s | Intzo Tilm News Blog Office TV Contact Moam Links Play Quiz  Privacy Policy Google Visitors

e .
»
ABARTH CAR .

LEASING
500 A
300 Comerodle {@ You can’t find a car? J’ Arply for 2 CAR QUOTE J
595 Convertible Richard 'w% - ‘Twanted 1o invest, | was amalzed by(ong; Duncan Banmatyne - 7 wanted to Deborah Meaden
Punto Evo complere Lack of merves, and als0 by her business acumen.” invest... But ye turrn'ed me doocoal Hacrumph! fm ot

UK WARNING: Customers reporting many other internet prices are hiding true lease costs!

W mmmvmmmmmm "60"

AuA;ERgAM:so w Ling (s OFRCIAL VIZ ebthnde Dutinets ambasiador!

Chabiotta Vo it vaton RERARARARRRRRAZAARART AR RARRRZN RRARARA 40 ..

R T T & was Joahe
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LANDING PAGE

1

Google

Influencer marketing software Lx

Google Search I'm Feeling Lucky

2

Marketing Data Done Right - Domo.com

www.domo.com/ ~

Domo's Business Management Platform Helps You Boost ROI. See A Demo!
Your dream business cloud w/o you having to build it — Killer StartUps
Game-Changing Features - 450+ Data Connectors - Domo Solution Pricing

Domo for Online Marketers

The Challenge.

Whether you're a digital marketer, social media manager, marketing
automation pro, or beyond, the most important performance metrics are
often hard to measure. Infermation like:

& ROl by channel
® Revenue and lead attribution
® (gst per acquisition and customer LTV

The Domo Solution.

Domo's enterprise business management platform that solves that problem
by bringing real-time online marketing data—from your CRM, web analytics,

PPC, social media, marketing automation, financials, and more—into a single
place.

A Google Adviords '

& Odiusas N
E Google Analytics ﬂ
SAPd

(4§ KENSHOO

-t QERR® - = ‘ e ———
B 4 g e e

T 3 Webatad ERadls

A -$202K  -$3.6K

Watch a quick custom video demo.

Last Name
Business Emnail
Phone
Company

Joh Title

hld

Department

Company Size

WATCH DEMO

Domo helps businesses of all sizes, in every industry:

Source: https://senseimarketing.com/good-bad-examples-of-google-adwords-ads-landing-pages-for-search-influencer-marketing-software/
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LANDING PAGE

80

Lets do our own test

Google

Influencer marketing software

Google Search I'm Feeling Luc ky



BOUNCE RATE

Website flow sam

81

Q

All accounts > Google Merchandise Store

Analytics

Search reports and help

== Customization

REPORTS

® Real-Time

2  Audience

}4 Acquisition

B Behavior o
Overview

&
Q

o

Behavior Flow e

v Site Content

v Site Speed

v Site Search

v Events

v Publisher

Experiments

Conversions

Discover

Admin

1 Master View ~

O

»

All Users
100.00% Sessions

| [

=p home
= 54K

=p /google+red...nd/youtube
= 14K

up (googletred.. s+t+shirts
= g52

wp /store_html
672

=p /google+red...gn/apparel
= 475

= 47K

e

+ Add Segment

Starting pages
17K sessions, 16K drop-offs

(mot set)
16K

a Google
95

YouTube
7

A

A
A
A

1st Interaction
874 sessions, 238 drop-offs

Google
565

YouTube
245

(not set)
52

Android
12

2nd Interaction
636 sessions, 425 drop-offs

(not set)
A 621

AT

YouTube
1

»
©

3rd Interaction
211 sessions, 34 drop-offs

|
. YouTube
108

Googl
A
A (not set)

9

Android
8

This report was generated on 4/30/19 at 3:44:05 PM - Refresh Re



BOUNCE RATE

Website flow sample

Page

Purchase
Page

Customer make a
purchase?

Exit intent pop-

up with
82 discount

Features
Page

Customer
Testimonials

Pricing Page
Yes Thank You
Page

Plans Page

L

Source: https://www.pinterest.com/creately/
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BOUNCE RATE

Website flow sample

THIS CLASS

“ Presentation
( Start class ) > and activity
—
|
Dovwnload PDF
Key
—— Frnary o i
———— Becondary Flow
Sereencast Database
E.hﬂt Room l'"“'---—____.—---"""‘l
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=S }( End class J

Yes

>4 Getit?
No
Q&A
Find presentation PDF

| €t>

No




The Puzzle Pieces of a User Flow

These are the standard titles, shapes, and functions of the pieces
used in a flow:

“Start/End C ) The beginning or end point of the
? flow.
“Arrow” | ’ The connection between points.

“Process”

What a user does.

“Decision” <> The choice a user must make.

84 | © 2018 General Assembly




8 Solo Exercise: Finding Data on User Flows 15 minutes

“Start/End” ( ) “Arrow” | >

1. Define your objective, e.g.:
“Process’” “Decision”

. Build a mailing list.
. Drive sales. | |
. Increase app downloads.

. Encourage webinar registrations.

2. Define your target audience:

.  Who are you targeting?

Yes

Draw your user flow using the shapes provided. .

85 | © 2018 General Assembly




8 Solo Exercise: LANDING PAGE ACTIVITY “

AWARENESS
REMEMBER THE WEBSITE FLOW?
1.Choose the best landing page for your ads INTEREST
2.1f your ideal landing page doesn'’t exist, write a CONVERSION
description and/or sketch it
RETENTION
REFERRAL

’ L



COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
O AD EXTENSIONS

O08000000 0
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CALL TO ACTION (CTA)

Shoes at Zappos.com
Www.Zappos.com/Shoes ~
Fast, Free Shipping & Free 365 Day Returns on Huge Selection of Shoes!

Shoes at ShoeBuy - Shop a Huge Selection of Shoes
www.shoebuy.com/ *

4.2 Y% rating for shoebuy.com

Enjoy Free Shipping Every Day!

Ratings: Selection 8.5/10 - Website 8/10 - Shipping 8/10 - Returns 8/10

Women's Shoes - Men's Shoes - Boat Shoes - Outlet

Shop Brand Name Shoes - shoes.com
www.shoes.com/Shoes-Shoes -

4.2 ¥ %% rating for shoes.com

Shop The Best Styles And Brands. Plus Free Shipping & Free Returns!

Categories: Shoes, Bags, Clothing...

Women's Shoes - Dress Shoes - Casual Shoes - Shoes.com Sale
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COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

O 00000000
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BIDDING
STRATEGY




BIDDING

Keyword plan

X 4 Google Ads

None of your ads are running - Your campaigns and ad groups are paused or removed. Enable them to begin showing

Keyword ideas

Q Cisco online sales

Grouped ideas

Found 485 keyword ideas

Plan overview

Y  Show broadly related ideas; Exclude adultideas Add filter

Ad groups

O Keyword
Keywords

Avg. monthly searches

4 Locations: United States Language: English

Q Cisco online sales

Found 485 keyword ideas

Y Show broadly related ideas; Exclude adultideas Add filter

Search networks: Google

=] PLANNING

Budget Planner

Keyword Planner e

Ad Preview and Diagnosis

|E8 SHARED LIBRARY If@ BULK ACTIONS

Audience manager All bulk actions Conversions

Bid strategies Rules Google Analytics
Negative keyword lists Scripts Search attribution
Shared budgets Uploads

Placement exclusion lists

DOWNLOAD KEYWORD IDEAS

X MEASUREMENT

gn\\alo‘marm

GOTO REPORTS @

3 seTtuP

Billing & payments !
Business data

Account access

Linked accounts

Preferences

Google Merchant Center

Last 24 months
Apr2017 -Mar2019 ~ <

Y m
FILTER COLUMNS
X

RESET

D Keyword Avg. monthly searches = Competition Ad impression share Top of page hiliglgg Top(:ifgﬂalg?';g Account status Organic im pre;? Lorg E;m;p)e‘ti‘tian (indexed Organic average position
Keyword ideas

D ciscoipo 10 -100 Low 5146.19 532574 - 12z -
D cisco voip system 100 - 1K High $17.05 $103.50 — 100 -
D cisco telephone system 100 - 1K High $14.55 $§71.25 - 99 -
D cisco sales phone num... 10 - 100 Low 5443 $57.19 - 4 -
|:| cisco voip phones 1K - 10K High 516.50 §552.49 - 97 -
D cisco business phones 100 - 1K High §13.29 $42.88 — 100 -
D cisco ip phone 1K - 10K High §12.93 $40.00 — 100 -
|:| cisco products for sale 10 - 100 High $8.58 $36.21 - g5 -
D cisco office phone syste . 10-100 High $14.59 $34.12 ] -




BIDDING

Flexible Bid 5trategy

When to use it or not

Where it can be
applied

Maximize Clicks — set bids to
get the most clicks for a target
spend amount

Flexible version of auto bidding

Use when your goal is to
get traffic to your site.
Do not use when you
have strict ROl and CPA
goals

Campaigns, ad groups,
and keywords

Target Search Page Location —
have Google set your bids in
accordance to the First Page or
Top of Page bid estimates

Use when you want to be
on the first page or top of
page and cost is not an
issue,

Do not use if you have a
small budget or strict ROI
and CPA goals

Campaigns, ad groups,
and keywords

Target Cost-per-Acquisition —
sets bids in accordance to
reach your target CPA goal.
Google will set bids to get you
as many CONversions as
possible within an average CPA

Flexible version of Conversion
Optimizer

Use when you want to
get the most conversions
for a target CPA.,

Do not use when you
want control over bids
and ad scheduling

Campaigns and ad
groups
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BIDDING

Enhanced Cost-per-Click —
adjusts the bid you manually
set up or down based on a
click’s likelihood to convert

Flexible version of Enhanced
CPC

Use when you want to
get more conversions but
still want control over
your bids.

Do not use when you are
limited by budget

Campaigns and ad
groups

Target Return on Ad Spend
(ROAS) — sets bids to maximize
conversion value while aiming
to reach an average return on
ad spend

Use when conversions
have different values and
you want them to meet a
target return.

Do not use when you do
not know the different
values of your
conversions.

Campaigns, ad groups,
and keywords
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BIDDING STRATEGY

Expected -

Revenue Max. Willing
from X X — to Spe_n_d
Acquisition Per Visit

$100 15% 50% $7.5
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BIDDING STRATEGY

Expected -

Revenue Max. Willing
from X X — to Spe_n_d
Acquisition Per Visit

$100 5% 20% $1
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BIDDING STRATEGY

CPA = Cost / Conversions

Ok, now I'm really going to blow your mind with some math trickery. Let's break down that CPA
formula—cost is actually number of clicks multiplied by your CPC and conversions are the
number of clicks multiplied by conversion rate.

Cost = Clicks x CPC

Conversions = Clicks x Conversion Rate
Nix clicks from the equation and you'll discover that CPA can also be found by dividing CPC by
conversion rate.

CPA = CPC/ Conversion Rate
Now, if that's the case, simple algebra tells me that CPA multiplied by conversion rate will give
me my CPC.

CPC= CPA x Conversion Rate

The bottom line is here, if you know your goa/CPA and your current conversion rate by ad
group, you know exact/y what you're willing to pay for a click to the keywords in that given ad
group. Use this information to drive your bid decisions moving forward.

. L



COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
D AD EXTENSIONS

8000000000

97



STRUCTURE FOR CAMPAIGNS, AD GROUPS...

AdWords Account

Campaign 1 Campaign 2

Ad Group 1a Ad Group 1b Ad Group 2a Ad Group 2b

Keyword Keyword Keyword Keyword
Keyword Keyword Keyword Keyword
Keyword Keyword Keyword Keyword
Keyword Keyword Keyword Keyword

Keyword Keyword Keyword Keyword

Landing page la | Landing page 1b § Landing page 2a | Landing page 2b

o8 https://www.wordstream.com/blog/ws/2017/05/02/adwords-account-structure-quide ®



https://www.wordstream.com/blog/ws/2017/05/02/adwords-account-structure-guide

CAMPAIGNS, AD GROUPS

Account
>
Online electronics store
> Campaign Campaign
» Televisions * Cameras
Ad Group Ad Group Ad Group Ad Group
Flat Screen TVs Plasma TVs Digital Cameras Compact Cameras

99 https://www.wordstream.com/blog/ws/2017/05/02/adwords-account-structure-quide @
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CAMPAIGNS, AD GROUPS

Account

Online electronics store

Campaign Campaign
» Televisions * Cameras
> Ad Group Ad Group Ad Group Ad Group
Flat Screen TVs Plasma TVs Digital Cameras Compact Cameras

100 https://www.wordstream.com/blog/ws/2017/05/02/adwords-account-structure-quide @
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CAMPAIGNS, AD GROUPS

AdGroups need a name, an ad and keywords.

AdGroups will share Ad Extensions (set at the Campaign level) and so should have a common theme. A

new feature of Enhanced Campaigns is that you can now set Ad Extensions at the AdGroups level as well
as the Campaign level.

Here is an example of three AdGroups in our Coffee Bean campaign.

Gourmet Dark Roast French Roast

Gourmet Coffee Beans Dark Roast Coffee Beans French Roast Coffee Beans

Gourmet Whole Coffee Beans |Dark Roast Whole Coffee Beans AENG REESE NSl E Colitee

Beans
Gourmet Ground Coffee Dark Roast Ground Coffee French Roast Ground Coffee
Beans Beans Beans

101 https://www.wordstream.com/blog/ws/2017/05/02/adwords-account-structure-quide m
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8 Solo Exercise: CAMPAIGN AD GROUP ACTIVITY

SETUP YOUR CAMPAIGNS AND AD GROUPS AWARENESS
INTEREST
As you create your structure think:
L. CONVERSION
1.Brand Objectives
2.Products and categories RETENTION
3.Clients (Personas)
REFERRAL
4.Locations —languages?
Campaign
DELIVERABLE » Televisions = Cameras
At least one Campaign, a few Ad
Groups, and several keywords in e G G
those Ad Groups i e o
Flat Screen TVs Plasma TVs Digital Cameras
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Campaign

Ad Group

Compact Cameras
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COMMON TERMS FOR GOOGLE ADS

CAMPAIGN TYPE
KEYWORDS
IMPRESSIONS

CLICKS
CLICKTHROUGH RATE
PAGE RANK / AD RANK
LANDING PAGE

CALL TO ACTION (CTA)
BIDDING

CAMPAIGNS, AD GROUPS
B AD EXTENSIONS

OO0 00000000
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AD EXTENSIONS

Manual Extensions

» Sitelinks » Location
Call-out » Affiliate location
Structured snippets » Price

Call » App

Message » Review

v

v

v

v

Seller Ratings

Location Ext.

Teleyisions at Walmart

/ walmart.com/TVs ¥ 4.4 % % % % ¥ advertiser gafing
Savg On Televisions at Walmart. Free Shipping SitegeStore
Rafings: Prices 10/10 - Selection 9.5/10 - Website 8/10
Waimart has 22,654 followers on Google+

¥ 1133 No. jsfherson Road, Gee wood, IN - (317) 885-9059

TogARated Best Sellers

oliback Savi gs New Arrivals
Google+

Consumer Ratings

104 Source: https://www.youtube.com/watch?v=u8G14C4PgVU



https://www.youtube.com/watch?v=u8G14C4PgVU

AD EXTENSIONS

Seller Ratings

Location Ext. Consumer Ratings

afings: Prices 10/10 - Selection 9.5/10 - Website 8/10
Maimart has 22,654 followers on Google+

¥ 1133 No. Jsferson Road, Greenwood, IN - (317) 885-9059
TopARated Best Sellers
Rollback Savings New Arrivals

Nike.com - Nike Official Store

v www.nike.com/ ~

Shop for Nike Shoes and Gear. Available Now at Nike.com

Free Shipping With Nike+ - Free 30 Day Returns - No Minimums
Nike has 3,771,377 followers on Google+

Nike New Releases New Nike Pegasus 32

Shop our Latest Shoes, Gear Find Your Fast with The New Nike

& Clothing. Available Now at Nike. Air Zoom Pegasus 32 - Shop Now.
Custom Nike Shoes New Nike Free Shoes
Create Your Customized Footwear. Shop the Latest Free 3.0,40&5.0
For Performance, Fit and Style. Styles Exclusive Colors at Nike.comj

Mushroom Foraging Tours

50 www.example.com
Find chanterelle, porcini, oyster mushrooms with a fungi guide!
"So impressed. Brought home a pound of ceps." - exampleblog.com

San Francisco to New York - Up to 30% Off on all Flights
1 www.acmetravel.com/flights ~
Up to 30% off flights when you book by March 31.

Nonstop Flights: Average S/day from San Francisco to New York City

Daily Flight Deals - Top Destination Flights - International Flights

Walter's Bakery for Dogs
50 www.example.com
Artisanal Biscuits and Cakes. Doesn't your dog deserve it?

* Hours * Specials

* Biscuits * Special diets
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AD EXTENSIONS

a car accident help C

Go 816 car accident he n

Web News Images Videos More ™~

Car Accident Lawyer MA - Local ©

Accident Law Firm Lowell M4
] www.toddbeauregardlaw....

smewitations! Call Today
9 Get directions

Auto Accident Lawyers
.+ www.joelhschwartz.com/Auto_Accident

Automobile Accidents - Bicycle Accidents

106 https://www.wordstream.com/blog/ws/2017/05/02/adwords-account-structure-quide ®
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{ipuri}y?keywora={keyword}
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TRACKING TEMPLATES

Tracking parameters pass information about the click for your
account, campaign, or ad group in the tracking template. There are
two types of tracking parameters:

-Custom parameters represent an advertiser-defined value that can
be set in the tracking template. For example, you could
define{_campaign}=branding or { campaign}=1leads inyour
campaign'’s custom parameters and set your account tracking
templateto {1purl}?source campaign={ campaign} Learn
more

ValueTrack parameters represent the value in a URL parameter (e.g.
the “{network}” in the URL parameter “network={network}").
The {network} parameter will record the network the click came
from (Search Network or Display Network) in your ad's landing page
URL. Learn more

108 https://support.google.com/google-ads/answer/6325879 @
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HOW GOOGLE
SERVES ADS
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Google AdWords All campaigns coto [ A O A

Customer ID: 906-996-6911

None of your ads are running - Your campaigns and ad groups are paused or removed. Enable them to begin showing your ads. LEARN MORE

All campaigns : °
0 . . All time
verview Overview Oct 20,2011 -Jun 2,2018

m Search campaigns

Recommendations

E Display campaigns . .
Clicks ¥ Impressions ¥

Campaigns

Enabled and Paused 557 1 08K

Ad groups
AdWords Bootcamp -

August 2016

Ads & extensions
AdWords Bootcamp -

December 2016
Landing pages

AdWords Bootcamp -
October 2016
Keywords

Bootcamp - Consulting
Lead Gen Audiences

4th quarter 2011 2nd quarter 2018
DGM Training Demographics
SMB Consulting Topics .
Campaigns : Search keywords :
Startup Consulting Placements
Cost v Clicks = CTR ~» Cost v Clicks = CTR+
Bootcamp - Freelance
. AdWords Bootcamp -
Settings . .55% .56%
g December 2016 $136.61 398 0.55 @ nyc 4 0.56
Bootcamp - Teaching
Locati AdWords Boot -
ocatons ords Bootcamp $53.71 80 0.34% @ adopt a dog 6 4.44%
c : October 2016
ampaign #1
Ad schedule
Campaign #2 € Campaign #2 $9.47 20 2.65% @® pet dogs for adoption §2.54 3 1.75%
Devices
Campaign #3 @ Bootcamp - Freelance $7.06 6 0.60% @ adoption for dogs $1.85 2 0.66%
Advanced bid adj.
O Campaign #1 $6.89 14 3.81% @ dogs up for adoption $0.81 1 10.00%

Change history

test hi

ALL CAMPAIGNS > Page 1 of 3 v ALL KEYWORDS > Page 1 of 10 v



THEN COME ADS

Expanded Text Ads have 5 elements.

»Two headline fields (up to 30 characters each)

»A single, expanded description field (up to 80 characters)

»A display URL that uses your final URL's domain

»Two optional "Path” fields, used in the ad’s display URL (up to 15 characters each)



WRITING ADS

Final URL www.Jonchang.nyc/lead-gen
Headline 1 Hire a Facebook Expert Today
Headline 2 Great For New Businesses
Path jonchang.nyc /| Freelance /| Consultant
Description New York Social Media Advertising Free Consultation.Get

Real traffic

Sample ads View more

New College Programs For You - Plan For Your Future
%] www.example.com/Online_Courses
Apply For Campus Or Online Courses Of Your Choice. Request Information Today!

Preview Mobile | Desktop

Hire a Facebook Expert Today - Great For New
Businesses
[X] jonchang.nyc/Freelance/Consultant

New York Social Media Advertising Free Consultation.Get
Real traffic

PRO TIPS

Line 1 should highlight what you're offering,
aka the Benefit.

*Line 2 should include a clear CTA. Tell me
what | should do!

*If the user’s search term appears in your ad,
the text will be bolded.

* Most tests indicate that seeing the actual
keyword(s) in the ad copy generates higher
clickthroughs (hence, dynamic keyword
Insertion).



AD COPY CONCEPTS

Value

+Affordable
»LOW cost
»Save on

-Include Price

Quality

-High quality

-US made

-Money back guarantee

+Great service assured

Product
Information

~Unique selling
proposition

~The “only” product

Testimonials

-Fred from New York
says “great service”



BEST PRACTICES

Do Don't Do
Keep in mind limited Real Estate - Length
Be Specific - Exaggerated punctuation (only one !
. allowed)
Highlight your Value Prop
ALL CAPS

Relate ads to keywords

. Curse words
Include a Call-to-action

The word “click”
Take advantage of all characters

. . Link to non-owned properties
Use a unique display URL

. . . Use of trademarked terms
Maintain strong relationship between Ads

and LP’s
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Google AdWords All campaigns coto [ A O A

Customer ID: 906-996-6911

None of your ads are running - Your campaigns and ad groups are paused or removed. Enable them to begin showing your ads. LEARN MORE

All campaigns : °
0 . . All time
verview Overview Oct 20,2011 -Jun 2,2018

m Search campaigns

Recommendations

E Display campaigns . .
Clicks ¥ Impressions ¥

Campaigns

Enabled and Paused 557 1 08K

Ad groups
AdWords Bootcamp -

August 2016

Ads & extensions
AdWords Bootcamp -

December 2016
Landing pages

AdWords Bootcamp -
October 2016
Keywords

Bootcamp - Consulting
Lead Gen Audiences

4th quarter 2011 2nd quarter 2018
DGM Training Demographics
SMB Consulting Topics .
Campaigns : Search keywords :
Startup Consulting Placements
Cost v Clicks = CTR ~» Cost v Clicks = CTR+
Bootcamp - Freelance
. AdWords Bootcamp -
Settings . .55% .56%
g December 2016 $136.61 398 0.55 @ nyc 4 0.56
Bootcamp - Teaching
Locati AdWords Boot -
ocatons ords Bootcamp $53.71 80 0.34% @ adopt a dog 6 4.44%
c : October 2016
ampaign #1
Ad schedule
Campaign #2 € Campaign #2 $9.47 20 2.65% @® pet dogs for adoption §2.54 3 1.75%
Devices
Campaign #3 @ Bootcamp - Freelance $7.06 6 0.60% @ adoption for dogs $1.85 2 0.66%
Advanced bid adj.
O Campaign #1 $6.89 14 3.81% @ dogs up for adoption $0.81 1 10.00%

Change history

test hi

ALL CAMPAIGNS > Page 1 of 3 v ALL KEYWORDS > Page 1 of 10 v



ACTIVITY




8 Solo Exercise: BUILD YOUR AD

DIRECTIONS

1. Write at least 2 Ads for the objective you identified earlier.
Save your Ads to your Ad Group. Give each group a name.
These will be your new Ad Groups.

2. Pick another Ad Group, and write 4 ads for that AdGroup.
Change your approach to better address the keywords, theme,
and intent of the keywords contained in your new AdGroup.

DELIVERABLE
6 Ads: 2 in one AdGroup and 4 in another AdGroup

AWARENESS

INTEREST

CONVERSION

RETENTION

REFERRAL
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AdWords Certification Exams

| PASSED ADWORDS
FUNDAMENTALS

-

301 GUESS U COUlll SAY THINGS
ARE GETTING PRETTY SERIOUS
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FURTHER LEARNING (OPTIONAL)

Download AdWords Editor:

» AdWords Editor is a desktop tool used to build out and manage many campaigns. It
can do rapid duplication and bulk edits to help with creating keyword lists of
hundreds or thousands of terms.

» http://www.qoogle.com/intl/en/adwordseditor/

Example AdWords Questions and Answers
» http://coodie.com/adwords-search.php

Read more about AdWords!

» http://searchengineland.com/library/google/google-adwords

Sign up for Google Partners
» https://support.gooqgle.com/partners/answer/3198387



http://www.google.com/intl/en/adwordseditor/
http://coodie.com/adwords-search.php
http://searchengineland.com/library/google/google-adwords
https://support.google.com/partners/answer/3198387

THANK YOU.

PRESENTER, TITLE
GENERAL ASSEMBLY



A QUICK LOOK AT ADWORDS EDITOR

What i1s AdWords Editor?

AdWords Editor is a desktop tool used to build out and manage
many campaigns. It can do rapid duplication and bulk edits to
help with creating keyword lists of hundreds or thousands of
terms.

Where do | get it?
Here. http://www.google.com/intl/en/adwordseditor/



