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DAY 2



ALEX SIERRA, CEO SIGMA RIDGE 

WELCOME 
BACK!



• Google Ads Overview a lot of info don’t 

fall asleep!

• Google ads (NOT adwords)

• Campaign Type

• Keywords

• Impressions

• Clicks

• Clickthrough Rate

• Page Rank / Ad Rank

• Landing Page

• Call to Action (CTA)

• Bidding

• Campaigns, Ad Groups 

• Ad Extensions

• Google ads application

Agenda
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• Review

• Display Advertising

• Google ads editor

• Attribution models

• UTM Codes

• Testing and Optimization

• Campaign settings



REVIEW

PRESENTATION TITLE4



SEO IS ORGANIC
SEM IS PAID

SEARCH ENGINE OPTIMIZATION



Google Ad Types
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Marketing objectives are typically rooted in the funnel. 

● Brand Marketing:

“I want to make people aware and 

excited about what we have to offer!”

● Customer Acquisition:

“I want to grow my bottom line by gaining 

new customers.” 

● Retention and Loyalty:

“I want to engage my customers and get 

them to buy more!”
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Keep in mind: Business goal, Conversion goal, Personas and products



KEYWORD RESEARCH



INTENT VS. VOLUME FUNNEL

MEDIUM 
INTENT

HIGH 
INTENT

Shoes

Footwear

Kids Shoes

Comfortable Footwear

Kids Shoes at Old Navy

Buy Comfortable 
Camping Footwear

HIGH 

VOLUME

LOW 

VOLUME

LOW
INTENT



KEYWORD MATCH TYPES

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


QUALITY SCORE

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

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


AD RANK

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

https://www.wordstream.com/ad-position
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LANDING PAGE
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CAMPAIGNS, AD GROUPS

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

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
French Roast Whole Coffee 

Beans

Gourmet Ground Coffee 

Beans

Dark Roast Ground Coffee 

Beans

French Roast Ground Coffee 

Beans

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


15

STRUCTURE FOR CAMPAIGNS, AD GROUPS…

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

Landing page 1a Landing page 1b Landing page 2a Landing page 2b

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

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

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

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

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

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

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

https://ads.google.com/home/tools/ads-editor/

https://ads.google.com/home/tools/ads-editor/


Attribution

● The rule, or set of rules, that  determines how 

credit for  conversions is assigned to  various 

touchpoints before a  conversion

● Without some form of  attribution model, you 

are not taking into account the full value of your 

marketing efforts
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Attribution: Who Gets The Credit?
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SMS

Web 

Retargeting

Email Cart 

Reminder

Social



Marketing objectives are typically rooted in the 
funnel. 

● Brand Marketing:

“I want to make people aware and excited 

about what we have to offer!”

● Customer Acquisition:

“I want to grow my bottom line by gaining 

new customers.” 

● Retention and Loyalty:

“I want to engage my customers and get 

them to buy more!”
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Attribution
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AdvocacyRetentionConversionInterestAwareness 

Radio
TV
Print

Email

Social Ads

Blog

eCommerce

Community 
Forum

Blog

Newsletter

PR

Word of Mouth

Online Ads

PPC Reviews

Media

Direct Mail
Email

Store

Website

FAQ
Knowledge Base

Promotions

Social Networks

Email/Survey



Four things to know about attribution

1. No channel is independent

2. There is no perfect attribution model

3. Attribution is art & Science

4. There is no complete data set



Bring Out The Models
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Last interactionFirst interaction
Last non-direct interaction

Position-based Time decay Linear



Choosing your model
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Awareness ● First interaction
● Last interaction
● Position-based 

Demand 
generation

● First interaction
● Linear
● Position-based 

Conversions ● Last interaction
● Last non-direct 

Interaction
● Time decay

Engagement ● First interaction
● Position-based 

Campaign goal



Choosing your model
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Shorter Longer

Sales cycle

Last 
interaction

Linear

First 
interaction

Time decay

Position-based

Last non-
direct



Choosing your model
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Less 
complex

More 
complex

Tech stack

First 
interaction

Last 
interaction

Linear

Last non-direct
Time decay

Position-based



Choosing your model
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Tech stack

What data am I able to 
gather and analyze?

Campaign goal

What am I trying to 
measure and accomplish?

Sales cycle

How long is my 
sales cycle?

• Not a lot of data: FI, LI

• A lot of Data: LN-DI, PB (U), TD, Linear

• Short Sales Cycle: LI, PB (U), FI

• Long sales Cycle: LN-DI, TD, Linear
• Awareness/Demand, New Product or 

Brand, single point campaigns: FI

• Conversion, easy & default for 

Google Analytics: LI

• Interest marketing: LN-DI

• Awareness & Conversion: PB

• Promotion: TD

• Awareness TO conversion: Linear

Activity 
Pick your attribution model (10 minutes)



UTM CODES

PRESENTATION TITLE
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UTM Codes in Action  (Urchin Tracking Module)
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HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-M?

VS

HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-

M?utm_source=tellapart&utm_medium=retargeting&utm_campaign=product_feed_retargetting



UTM Codes – How to Create Your Own

You need the following to create your tagged URL: https://ga-dev-tools.appspot.com/campaign-url-builder/
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=

https://ga-dev-tools.appspot.com/campaign-url-builder/


UTM Code Principles

● Before you deploy any campaign, creative, email, or link, ask 

yourself: “Why are we not tracking this?” The answer should 

unilaterally be, “Well, we need to.”

● UTM codes are only helpful if people are actually looking at the 

reports after you deploy them.

● Any UTM code you add to a URL will override the “source.” For 

example, without a UTM code, traffic from Reddit would appear as 

“reddit.com.” However, if you added “source=reddit_blog,” Reddit 

would then show as “reddit_blog” in Google Analytics.
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UTM Coding: Pro Tips

● Encourage others in your organization to add UTM parameters to everything they do (within 

reason).

● You can even add UTM codes within your site (tag links on your blog that drive back to your main 

website so you can separate who came from your blog).

● Develop a simple naming convention and circulate it to other departments (e.g., “medium” 

must always be “medium=web” if it’s coming from a website, or “medium=email” for any 

inbound email efforts.)

● Be consistent in your campaign tagging structure. 

● Keep an Excel spreadsheet handy with your campaign tag structure until you memorize it. 

● There is no “right” way to do this. Experiment until you find the right level of tagging for you.
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Solo Exercise: UTM Codes

35 | © 2018 General Assembly

10 min

35

● You are sending weekly emails to leads on your B2B list, driving them to your blog. 

● You are conducting a sweepstakes for free tickets on Facebook and Twitter in order 

to drive traffic to your site and build your email list. 

● You are promoting the sweepstakes with a video campaign featuring your 

influencer, Guy Fieri.  

● Create UTM structures for these three campaigns. 

http://bit.ly/SigmaUrl

http://bit.ly/SigmaUrl


TEST & 
OPTIMIZATION    

PRESENTATION TITLE
3

6



HOW DO YOU 
CREATE 
EXPERIMENTS?
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WHY DO WE EXPERIMENT?

DATA-DRIVEN 
DECISION 
MAKING

EXPERIMENTATION=
Determine how well a tactic worked, then develop ways to optimize

https://hbr.org/2017/06/a-refresher-on-ab-testing

https://hbr.org/2017/06/a-refresher-on-ab-testing


WHY DO WE EXPERIMENT?

WHAT 
QUALIFIES AS A 
VALID TEST?

40 | © 2018 General Assembly



DESIGNING YOUR EXPERIMENTS: FRAMEWORK

1. Define quantifiable success metrics

2. Explore before you refine

3. Less is more. Reduce choices.

4. Words matter. Focus on your call to action.

5. Fail fast.

6. Start today.

7. What is your main KPI? 

8. What do customers need to do to get there?

9. In what part of the conversion funnel does this test fall? How does 

this relate to your main KPI?

STOLEN FROM DAN SIROKER
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WHAT IS EXPERIMENTATION?

LET’S GO BACK TO 
YOUR MIDDLE 
SCHOOL SCIENCE 
CLASSROOM FOR A 
MINUTE...

...WHAT IS the 
scientific 
method?
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WHAT IS EXPERIMENTATION?

Concept

Test

Analyze

Act Data-Driven Strategy

Strategize

Strategize

ExecuteExecute

What To Do How To Do It

What HappenedWhy
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WHAT CAN YOU TEST: VARIABLES

WHO
WHAT

WHERE
WHEN

HOW
WHY

PERSONAS
COPY/IMAGES
PLATFORM
TIME/DATE/SEASO
N
UX/UI
BEHAVIOR
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WHAT COULD YOU TEST WITH THIS AD?

▪ Phrasing / Language

▪ Call to action

▪ Offers

▪ Targeting

▪ Keywords

▪ Location

▪ Age

▪ Language

▪ Day of Week, Time of Day

▪ Devices

▪ Ad destination (i.e. landing page)

▪ Bid amount45 | © 2018 General Assembly



Solo Exercise: WHAT COULD YOU TEST WITH THIS SITE?

https://www.warbyparker.com/eyeglasses/women/linwood/violet-magnolia
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https://www.warbyparker.com/eyeglasses/women/linwood/violet-magnolia


DESIGNING YOUR EXPERIMENTS: FRAMEWORK

1. Define quantifiable success metrics
2. Explore before you refine
3. Less is more. Reduce choices.
4. Words matter. Focus on your call to action.
5. Fail fast.
6. Start today.

What is your main KPI? 

STOLEN FROM DAN SIROKER47 | © 2018 General Assembly

http://youtube.com/watch?v=Eh00PoR76NY




EXPERIMENT DESIGN: TEST YOUR HYPOTHESIS

OPTION 3: Run “free shipping” ad + 
CONTROL ad on same keywords AT SAME 
TIME & compare conversion rates.

OPTION 1: Run “Free Shipping” ad on all 
keywords for 1 week & compare Conversion 
Rate to average conversion rate. 

OPTION 2: Run “free shipping” ad on half of 
keywords for 1 week + CONTROL ad on 
other half & compare conversion rates.



PREMATURE 
OPTIMIZATION IS THE 
ROOT OF ALL EVIL. 

- DONALD KNUTH
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Check your current data use visualization tools 



DESIGNING YOUR EXPERIMENTS: FRAMEWORK

1. Define quantifiable success metrics
2. Explore before you refine
3. Less is more. Reduce choices.
4. Words matter. Focus on your call to action.
5. Fail fast.
6. Start today.

What is your main KPI? 
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DIGITAL MARKETING

OPTIMIZATION: 
CUSTOMER 
JOURNEY



UX AND ITS ROLE IN MARKETING 

LANDING PAGES 
“Landing page experience refers to how good we think 

someone’s experience will be when they get to your landing 

page” Google. 

“User experience’s greatest impact to SEO is through the 

increase it creates in organic sharing and distribution” Rand 

Fishkin, Moz.

“Pages with little content (aka thin content) are routinely ranked 



CONVERSION FUNNELS



CONVERSION FUNNELS

100

%
750,000

10

%
75,000

5%
3,750

40

%
1,500



landing pages 

‘CLICK THROUGH’ AND ‘LEAD PAGE’ LANDING PAGES 
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LANDING PAGES 

IMPACT



LANDING PAGES 

H.BLOOM 



LANDING PAGES 

VELARO 
LIVE CHAT
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Statistical Significance
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What to ask your data

● Should I take action based 
on these results?

● Does x really affect y?
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Statistical Significance



Case study

For Sigma Ridge Statistical Significance is the difference between a hunch and a fact. Between getting the job or 

not.
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Statistical Significance

https://www.youtube.com/watch?v=R13BD8qKeTg



66 | © 2018 General Assembly

Use significance to review your insights

• What we currently have
• What we assume to be true
• Status quo

• The new guess, theory
• Opposite to what we had
• The “new”

Null hypothesis Alternative hypothesis

𝐻0 𝐻1 𝑜𝑟 𝐻𝐴
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Use significance to review your insights

A Dominos pizza manager is worried that his cheese distribution machine for 
each pizza is giving clients extra cheese for free!! -Anything more than 6 
ounces of cheese is free cheese to the clients. The manager doesn’t like that!

He makes 30 pizzas to see if the average weight of cheese is over 6 ounces.    

Alternative hypothesis

𝐻0: µ = 6 ounces

Null hypothesis

𝐻1: µ > 6 ounces
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Use significance to review your insights

Alternative hypothesis

𝐻0: µ ≥ 8 hours

Null hypothesis

𝐻𝑎: µ < 8 Hours

Source, Khan Academy
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Use significance to review your insights

Email B is getting a higher 
conversion rate than Email A 
due to random chance.

Email B is getting a higher 
conversion rate because it’s 
more effective than Email A.

Null hypothesis Alternative hypothesis

Step 1: Form two hypotheses to test

𝐻0: CR (B) = CR (A) 𝐻𝐴: CR (B) > CR (A) 
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Use significance to review your insights

Step 2: Run your test, get your data

Email options Email A Email B

Visits 5,300 5,200

Orders 46 55

Conversion rate 0.87% 1.06%



71 | © 2018 General Assembly

Use significance to review your insights

Step 3: Calculate the p-value

p-value < .05 Results are statistically significant

p-value > .05 Results are not statistically significant

Probably not random chance; null 
hypothesis is incorrect

Probably random chance; null 
hypothesis is correct
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Use significance to review your insights

Source: https://emcrit.org/pulmcrit/demystifying-the-p-value/

https://emcrit.org/pulmcrit/demystifying-the-p-value/
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Which one won?

p-value = .15 > 0.05

Email B is getting a higher 
conversion rate than Email A 
due to random chance.

Email B is getting a higher 
conversion rate because it’s 
more effective than Email 
A.

Null hypothesis Alternative hypothesis



Guided Walk-Through:

74
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No Math Needed 5 minutes

Use AB Testguide’s calculator to determine the winner and p-

value for the A/B test.

https://abtestguide.com/calc/

Maggie, Marketer

“I want to know 

which of the two 

email options 

performed better.”

Email options Email A Email B

Visits 5,300 5,200

Orders 46 55

Conversion rate 0.87% 1.06%

https://abtestguide.com/calc/
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Use significance to review your insights
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Use significance to review your insights

Step 4: Do something

p-value < .05

p-value > .05

Take 
action!

More testing 
needed



77 | © 2018 General Assembly

What do I do if it’s not significant?

Wait! 
Run the test longer

Get more people 
to test

Step 4: Do something



Partner Exercise: 

Make Your Case
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10 minutes

1. Use AB Testguide to determine if the results from the second test are 

statistically significant.

2. What next steps will you recommend for

Maggie to take?

Maggie, Marketer

“I ran the A/B test again, for a 

longer time period, and have 

new results to share. Can you 

let me know if they’re 

statistically significant?”

Email options Email A Email B

Visits 7,150 6,800

Orders 60 76

Conversion rate 0.84% 1.12%
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Use significance to review your insights



Activity: Plan your campaigns - 30 minutes
DIRECTIONS

1. 5 minute: Re-assess your work from yesterday

2. 2 minutes: Determine your Ads objectives (ie - sign ups, purchases, etc.) and business 

model/category.

3. 5 minutes: Research keywords based on each objective, then create a separate campaign for each 

objective. 

4. 5 minutes: Collect keywords into Ad Groups for each campaign. Aim for 5-20 keywords per Ad Group.

5. 2 minutes: Pick landing pages for each Ad Group.

6. 5 minutes: Write at least two Ads for each Ad Group. Don’t forget to use the keywords you’ve selected 

in your Ads where possible.

7. 5 minutes: Calculate your Max CPC to set your bids for each Ad Group.



THANK YOU.

PRESENTER, TITLE
GENERAL ASSEMBLY


