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Paid Versus Organic Search
What is paid search?

| Q Paid Search Advertising means advertising within search

results and only paying when the user clicks on an ad.

Digital Marketing Institute



Paid Versus Organic Search

Differentiating between search formats

Paid SearCh adS appear above Go gle digital marketing institute $ Q

’ O rga n |C Sea rc h “Stl ngs a n d a re th e All Images News Maps Videos More Settings Tools

About 5,640,000 results (0.88 seconds)

fIrSt thlng d SearCher sees When Digital Marketing Instltute Enrolllng For Courses Now
= (B www.digi Jte.
5] . 81% Of Grads Got A Promotion After Completing Our Course Book Your Place Today!
Google returns their search results Incusty Valdatod - FllyAccrdiod - Rocognised Worcide
o Types: PPC, SEO, Display, Email, Social Media, Strategy, Analytics
Course Modules Why Choose Us?
See All The Different Disciplines 18,000+ Students Worldwide In Over
N Covered By The Diploma 115 Countries Across The Globe
For Educators Corporate Training
n Increase student intake & grow ROI Inquire about globally recognized
by over 300% in just 3 years. staff digital training packages.
o Digital Marketing Institute: Digital Marketing Courses & Training
https://digitalmarketinginstitute.com/ v
@ The Digital Marketing Institute is the global standard in digital marketing & social selling education
with over 20000 professionals worldwide.
. Courses For Students
° Marketing Courses. The only Courses - Digital Diagnostic -
® N a accredited digital marketing .. Postgraduate Diploma - ...
5 ® Professional Diploma in Digital ... About
The Professional Diploma in Digital The Digital Marketing Institute is the
Marketing course covers ... global certification standard ...
o ° Postgraduate Diploma Masters in Digital Marketing
...career and your company with AMasters in Digital Marketing
Postgraduate Diploma in Digital ... qualification will establish you ..
\ More results from digitalmarketinginstitute.com »




Paid Versus Organic Search

Similarities of paid and organic

Goog |e digital marketing institute $ Q

All Images News Maps Videos More Settings Tools

Cl |C ka b | e h ea d | | n e About 5,640,000 results (0.88 seconds)

Digital Marketing Institute - Enrolling For Courses Now
. ometitute. - .
81% Of Grads Got A Promotion After Completing Our Course. Book Your Place Today!
Industry Validated - Fully Accredited - Recognised Worldwide

Types: PPC, SEO, Display, Email, Social Media, Strategy, Analytics

Course Modules Why Choose Us?
See All The Different Disciplines 18,000+ Students Worldwide In Over
Covered By The Diploma 115 Countries Across The Globe

E B. Non-clickable body copy

For Educators Corporate Training
Increase student intake & grow ROI Inquire about globally recognized
by over 300% in just 3 years. staff digital training packages.

<./ C. Clickable site links

Digital Marketing Institute: Digital Marketing Courses & Training
https://digitalmarketinginstitute.com/ v
The Digital Marketing Institute is the global standard in digital marketing & social selling education

® with over 20000 professionals worldwide.
Courses For Students
Marketing Courses. The only Courses - Digital Diagnostic -
[ % accredited digital marketing ... Postgraduate Diploma - ..
- el ) . R
Professional Diploma in Digital ... About
The Professional Diploma in Digital The Digital Marketing Institute is the
\ Marketing course covers ... global certification standard ...
\ // Postgraduate Diploma Masters in Digital Marketing
\ ...career and your company with AMasters in Digital Marketing
o @ Postgraduate Diploma in Digital ... qualification will establish you ..
N\ More results from digitalmarketinginstitute.com »
b \




Paid Versus Organic Search
Differences between paid and organic

Paid Organic

Traffic is paid: advertisers pay to serve for different user | Traffic is “free”: results are optimized based on website
searches using keywords, landing pages and ads content, html coding and link building

Faster and more straight forward means to serve Results take time to serve
clickable links on the SERP

Paid results shown at the top or very bottom of the
o Organic results always shown below paid results
SERP with a small “Ad” note in the copy

Organic results dynamically created by the search engine

Shorter and more control over the ad copy organic algorithm




Paid Versus Organic Search
Strategic considerations

N

Fill Gaps Visibility Access to Market Device Preference
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Search Engines

Widely used search platforms - % Market Share

us

EU

UAE

AU

JPN

GLOBAL

Google
87.1%
91.2%
94.3%
97.0%
67.7%

92.0%

YAHOQO!
5.3%
1.9%
0.9%
1.4%

28.0%

2.2%

b> Bing
6.5%
3.7%
4.1%
1.2%
3.7%

2.5%



Search Engines

How consumers use search engines

1. Identify a need or want 2. Search for solutions 3. Evaluate alternatives

6. Post purchase

. 5. Purchase 4. Decide to purchase
evaluation




Search Engines
Evolution of AdWords

2000
AdWords Launched
AdWords was launched on

the 23rd of October 2000.
Priced as CPM

2005
Quality Score & GA Integration Launched

Quality score introduced to determine minimum
bids. Google Analytics integrated with AdWords

2009
Site Link Extensions Launched
Add additional links below your

search ads to increase deeper click
through into your site

2003 2008 2010
Content Network Launched Search Keyword Tool Phone Extensions
Launched Launched

Google launches AdSense and the
early stages of the Google Display
Network

Google introduces automated keyword
research to help advertisers grow their
accounts with ease

Recognizing the increase in mobile
search, searchers can now call
businesses directly from AdWords
Ads



Search Engines
Evolution of AdWords

2010
Remarketing Launched
Now advertisers can create

audience lists and serve ads back
to people who have visited their

2015
Gmail Ads Launched

Target users with ads directly in Gmail

2016

Expanded Text Ads Launched

Biggest change to search ads in15
years, now features two headlines,
free-form body copy and URL paths

site before
[ ummmesssssnl@) & & Oumm———
. 2014 2016 2017
Location Extensions Removal of Right Hand Side Search AdWords Beta Interface
Launched Ads Launched

Link AdWords to My Business (maps) to
physical locations for businesses

Removal of right hand side search ad units
increase the number of top ads to a max of 4
and 3 below organic search as mobile search

dominates

Dramatic change to AdWords interface
launched globally. Now a faster, more
streamlined interface



Benefits of Paid Search
Why use paid search?

Advertising features

Business objectives

@
»
| &

Quick access to market Tracking

Mobile position #1 Time sensitive promotions

N Leverage buyer intent

Compete in marketplace

S ] Organic optimization




Benefits of Paid Search
Key benefits

@ Relevance @ Accountability
) Timing ) Visibility
®
@ Qualified visitor @ Measurability
T~ ) Control @ Mobile micro-moments
®
‘ - ,.\ »




Campaign Elements
Three basic elements

Keywords Ads

What users will see when
they search on a search
engine

The cornerstone of paid
search advertising

Landing Pages

Where the user lands after
they click on an ad




Campaign Elements
Keyword lists

I'm
I'm comparing
researching options
online

I'm ready to
purchase




Campaign Elements

Ad copy

Relevant

Contains keywords and uses the
language of the consumer

Attractive

Includes an offer or USP/ESP

Directional

Uses a CTA to direct the searcher to
what you would like them to do,
purchase, download etc.




Campaign Elements
Ad copy

(X )
Google new york hotels 4 Q
All Maps Images News Videos More Settings Tools
About 177, sults (1.06 seconds)
) .
A, R6|eva nce tO N ew YO rk H Otels 500 Hotels In New York NY - Best Price Guarantee
www.booking.com/New-York-Ny/Hotels ¥
Book your Hotel in New York NY online. No reservation costs. Great rates.
&) Hotels in New York from €82 - 2309 Hotels to choose from - trivago.ie
. H www.trivago.ie/Hotels/NewYorkCity ¥
X B . Attra Ctlve Offe r tO b O O k Your Ideal Hotel in New York - Compare over 200 Booking Sites with trivago™!

Fast and Simple - Compare & Save - Impartial Comparison - 1,300,000+ Hotels - Save Time & Money

\ Destinations: Dublin, London, Galway, Cork

| e, » Last Minute Deals - up to €100.00/night - Top Discounts - More v

[

o . . . . .
| C. Directional CTA to drive action New York Hotels - Up to Hal-Price on Hotes - hofels.com
| / ‘ 4.5 Yok Jskk rating for hotels.com
- & | New York Hotels Price Guarantee, No Reservation Costs
f Types: Hotels, Resorts, Hostels, Motels, B&Bs
( ® 3 Star Hotels - Last Minute Deals - Business Hotels - Top Hotel Deals - 4 Star Hotels




Campaign Elements
What are landing pages?

Certification for Digital Marketing & Sales Professionals

Corporate
Training
Providers

n DIGITAL MARKETING n DIGITAL MARKETING DIGITAL MARKETING
Professional Postgraduate Becomg an
Diploma Diploma Education
Partner
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Campaign Elements
What is a good landing page?

They look for

The user has a need ; ’
solutions online

They click
your ad

They land on
your website




Campaign Elements

Landing page

Professional Diploma

in Digital Marketing Seoel W B L0 A.

Details (summary)

Special Offer - Get 3 frme short course warth €400 when you oo S

ONLINE/CLASS  CERTIFICATION EXAM 3HR

B. Personal, relevant Copy

s C

C. Directional CTA to drive action

D. Aspirational hero image




Campaign Elements
Mobile landing page

= Google = 2 P =@

ALL IMAGES NEWS MAPS \

Digital Marketing Institute - 2017 Certified

Courses Now Enrolling

digitalmarketinginstitute.com/Ireland... D |g|ta |
53% of our grads got a pay rise after M a rketl r]g

completing a course. Book your place

e today. Specialized Courses. Industry... Co U rSES

Professional Diploma
o The only accredited digital
(O, For Educators ; —
marketing qualification
Entry-Level Courses designed,

taught and validated by the
Postgraduate Diploma
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Google AdWords

What is Google AdWords?

| Google AdWords is an online advertising
Vi service by Google for businesses who want to

serve clickable ads on the Google search
results page.



Google AdWords

Account types

Manager Account

Child Account

L ]
®
Campaign #1 Campaign #2
4
L ] @




Google AdWords

Create an AdWords manager account

o000
Google Adwords SIGNIN START NOW ~
Home How it Works Pricing Tools. Resources
) Overview Customer Match Manager Accounts Keyword Planner Display Planner AdWords Editor

All of your AdWords -

accounts in one e —— =
N Accoums
[N g 1 o
AN place. & —
b 1 (—]
| N Monitor and manage all of your AdWords accounts from a = s = =
N —_—
single dashboard. Save time with cross-account campaign
management and reporting, access control, and
consolidated billing =
START USING MANAGER ACCOUNTS © —_—
——
e— —




Google AdWords

Features of a manager account

ovenview
PERFORM} 'MANAGEMENT BUDGETS <
’ Oppartntes P
== e A. Manger Account
o 250% N a g Cc u
Campaigns
® B. Child Accounts
.
P 52017
| ] H
| Na =0 m
Fiter  Leve: Directy inked
ly
| I O e  Acom Accoun ool - cicks em e v com cont Moos  Comemons  Com/com: Comurme  Conuwhe  CUUSRE  Viewnwogh
{
Oe 1. OMI Brand & Certication 16209 5 ases 3 3 3 2 43500 o a5 o - o
Oe 2 Specilst Dilomas. 3200 2208 eees o o o 20 2800 o suzn o - o
Oe 3 Masters 19744 ss8 2888 3 3 o 17 200 o s66% o - o
Oe 4 Postarsduste Disoma B i Feee o o o s 1000 o 7878 o - o
| O e  SFemekenssDsly 288862 1826 o8z o o o 0 500 o o o - o
Oe 6. Content Promotion 3 o 0008 o o o - 000 o o008 o - o
Oe 7. Comorate Sales 119195 s 0s7% o o o i 1400 o 3158 o - 3
. Loensesoes

Oe st s ossh . o . 1 1200 . ausn o - s
Oe o Tl 2001 & 2108 o 3 3 1 000 o o00s o - o
Ee— s 3 1em . o . 1 ) . sson o = .




Google AdWords

Features of a child account

00
o i R Last 7 days
verview Overview Nov2-8,2017 v ¢ >

Biggest changes Costv 3 Campaigns H
Last 7 days compared to the prior 7 days
Cost v Clicks v Conversions ¥

+€87.73 Adwiords - Search - €105.05 14 0.00 . .
_— : A. Navigation Tabs

Adwords - Search - B2B- . »
Digital Transformation - Br.. +1,016.57% B2B - Digital

Campaigns

Ads & extensions 713 N
New - AdWords - Search - ... » +€17. o -
Social Media - Broad MM | | o ° Social 2 QE
Landing pages
Adwords - Search - B2B - .. > +€8.69 1
1 ” : B. Performance Overview
Keywords
New - AdWords - Search - .. » I -€9.26 €9.04 1 0.00
Marketing - Exact -50.60% :
Audiences
New - AdWords - Search - ... » -€9.12
Demographics Social Media Marketing - E... I -100.00% w ! o
»
/ ALL CAMPAIGNS > ALL CAMPAIGNS >
( Settings
\. Locations
: . .
) Devices : Day & hour Impr.v 3
|\ Adschedule
| Mobile Phones Tablets Computers
Devices 0 (] &3 come DAY DAY & HOUR HOUR
| Advanced bid ad I o
| M ANEEEEN
| T [ | [
o w
___ Change history . Clicks ~ "
] F
S
No data Conversions ¥ s
00 06 12 18 00

DEVICES > AD SCHEDULE >




Account Structure
Structure of a campaign

Keywords

Ad Group &
Ads

. Keywords
Campaign

Ad Group &

Keywords
Ads




Account Structure
Structure of a campaign

Buy HDTV

Best HDTV

Campaign

Smart TV Low Cost Smart TV

O

Ad Group Keyword



Account Structure

Factors determining how campaigns work

Negative

Match Type Max CPC Bids

Keywords

How Keywords Trigger Ads

Ad Extensions

The Ads Searchers See



Account Structure

How to structure your account

L Kglm”a; Ad Groups, Campaigns VSelarch
ywords Ad Copy olumes




Account Elements

Keywords

Keyword Level

Overview

Opportunities

Campaigns

Ad Groups

Ads & extensions

Landing pages

Keywords

Audiences

Demographics

Settings

Locations

Ad schedule

Devices

Advanced bid adj

Change history

(]

SEARCH KEYWORDS

NEGATIVE KEYWORDS

Keyword

Total: All but removed keywords

0O O 0O O O 0Oooa0o

-
[Digital
Transformation]

[Digital
Transformation
Training]
+Digital
+Transformation
+Training
+Digital
+Transformation

[training
company]

[company
learning]

[company
training]

[training
companies]

[company
trainings]

Campaign

-

_-

Adwords - Search - B2B -
Digital Transformation

Adwords - Search - B2B -
Digital Transformation

Adwords - Search - B2B -
Digital Transformation

Adwords - Search - B2B -
Digital Transformation

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -

B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

-
~ At group

Digital Transformation -
Exact

Digital Transformation -
Exact

Digital Transformation -
Broad

Digital Transformation -

Broad

Company Training - Exact

Company Training - Exact

Company Training - Exact

Company Training - Exact

Company Training - Exact

MORE ~

Status

Eligible

Eligible

Eligible

Eligible

Keyword List




Overview

Opportunities

Campaigns

Ad Groups

Ads & extensions

Landing pages

Keywords

Audiences

Demographics

Settings

Locations

Ad schedule

Devices

Advanced bid adj.

Change history

Account Elements
Ad Groups

AD GROUPS

AUCTION INSIGHTS

NOVZOT

O e Ad group

Total: Ad groups

Company
[ ] Training -
Broad MM
Company
[ ] Training -
Broad MM
Company
[ ] Training -
Exact
Company
[ ] Training -
Exact
Corporate
Training -
Broad MM
Corporate
[ ] Training -
Broad MM
Corporate
[ ] Training -
Exact
Corporate
[ ] Training -
Exact

Digital - Broad
MM

Digital - Broad
MM

OO0 DO O0OO0OODOO0OOoOao
[ ]

Campaign

New - AdWords - Sear
B2B- Corgorzte Generic -
UK &JRE

_ NEw - AdWords - Search -
B2B - Corporate Generic -
us

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -
B2B - Corporate Generic -
us

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -
B2B - Corporate Generic -
us

New - AdWords - Search -
B2B - Corporate Generic -
UK & IRE

New - AdWords - Search -
B2B - Corporate Generic -
us

New - AdWords - Search -
B2B - Digital Specific - UK
&IRE

New - AdWords - Search -
B2B - Digital Specific - US

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

Campaign
paused

-
-

€3.50
(enhanced

@50,
(enhanced =

€3.50
(enhanced ~—

€50,
(enhanced =~

€3.50
(enhanced “

€3.50
(enhanced ~—

€3.50
(enhanced

€3.50
(enhanced

€090,
(enhanced ad

€0.90 )
(enhanced

_-
Default max~
“cpc

Clicks

20

Impr.

2,757

Ad Groups



Account Elements
Campaigns

Overview
CAMPAIGNS AUCTION INSIGHTS

Opportunities

Campaigns 8 .
e Campaigns
Ad Groups .7
-
4 -
Ads & extensions g
-
Landing pages 0 =
=
-
-

10ct 2017
-
-
-
Keywords Phe
-
-
-
Audiences Pie
-
-
Demographics =  Campaign name contains UK Phe
-
-
N - Bid strategy .
Campaign -~ Budget Status Campaign Type
Settings 0O e . 9 type paign Typ
New - AdWords
Locations - Search-B2B -
O o Corporate €5.00/day [\ Paused CPC (enhance.. ~ Search
Generic - UK &
Ad schedule IRE
New - AdWords
-Search - B2B -
Devices D (1] Digital Sales €5.00/day A Paused CPC (enhance..  Search
Specific - UK &
p I IRE
Advanced bid adj. New - AdWords
-Search-B2B - N3
O o Digital Specific - €5.00/day [\ Paused CPC (enhance.. ~ Search
UK & IRE

Change history New - AdWords




Account Elements
Keyword match types

Last mc

SEARCH KEYWORDS NEGATIVE KEYWORDS MORE ~ Oct1-31,

Overview

Opportunities
Add Keywords

Campaigns To build a list of relevant keywords, add ideas below. Keywords can trigger your ad to show when people search for related terms. Learn more about choosing effective keywords

. Broad Match

Select an ad group

hotel new york°

Ads & extensions Get keyword ideas

A

& Q- B. Phrase Match
C
D

Ad Groups

Landing pages ed website
” hotel new york]

oduct or service

+hotel +new +york
Keywords

. Exact Match

. Audiences

s Demographics

. Modified Broad Match

Settings
]

Locations

Ad schedule

-

5 " . p » »
/ @
L ]
\
)




Account Elements
Negative keywords

Overview
SEARCH KEYWORDS NEGATIVE KEYWORDS MORE ~ Oct1-31,2017
Opportunities ===C-_C_
Campaigns T e m—e .
O Negatve kepword addedto Leve Mateh ope Negative Keyword Level
Ad Groups
[  digital marketing institute] New - AdWords - Search - B2B - Digital Sales Specific - US Campaign Exact match
X . _ — = = —AdsREx@nSions
Negatlve List - [0 [(digital marketing institute] New - AdWords - Search - B2B - Digital Specific - US Campaign Exact match
Landing pages
D [digital marketing institute] New - AdWords - Search - B2B - Marketing Specific - US Campaign Exact match
Keywords [ (digital marketing institute] New - AdWords - Search - B2B - Mobile Specific - US Campaign Exact match
Audiences [0 (digital marketing institute] New - AdWords - Search - B2B - Online Generic - US Campaign Exact match
Demegiephics [0 [(digital marketing institute] New - AdWords - Search - B2B - Search Specific - US Campaign Exact match
& New - AdWords - Search - B2B - Corporate Generic - UK & IRE » Company
% Settings [0 ftraining company] Training - Broad MM Ad group Exact match
New - AdWords - Search - B28 - Corporate Generic - UK & IRE » Company
Locations [ lcompany learning] Training - Broad MM Ad group Exact match
New - AdWords - Search - B2B - Corporate Generic - UK & IRE » Company
Ad schedule [  Icompany training] Training - Broad MM Ad group Exact match




Account Elements
Bids

o000 o000
AD GROUPS MORE ~ SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS MORE ~
O e Ad group Campaign Status Default ’gg’é O e Keyword Campaign Ad group Status Max. CPC
Total: All but removed keywords
Total: Ad groups
- . : : . ' - €402
[ ] [digital marketing] AdWords - Search - Digita..  Digital Marketing - Exact Eligible
0 @  Digital Marketing Institute - Exact AdWords - Search - Digita...  Eligible €174 75 O s (ennance: B2
(enhanced
841 D [ ] “digital marketing” AdWords - Search - Non-... Digital Marketing Eligible £€7.50 ‘\A
D [ ] Digital Marketing Courses Top Conversion - All Visitors - Exact AdWords - Search - Non-... Eligible (enhanced E o
. . , N - €9.56
. O e +digital +marketing +courses AdWords - Search - Non-..  Digital Marketing Course_.  Eligible M
[0 @  Digital Marketing - Broad MM AdWords - Search - Digita..  Eligible .53 S (enhance:
| (enhanced
N £29.46 D [ ] +digital +marketing +courses AdWords - Search - Non-... Digital Marketing Course... Eligible =
O e Digital Marketing Institute - Broad MM AdWords - Search - Digita.. ~ Eligible (enhanced S
| €202 D [ ] [digital marketing] AdWords - Search - Digita..  Digital Marketing - Exact Eligible (ent ?m]:g E
‘.‘ O e Digital Marketing Courses Top Conversion - All Visitors - Broa.. AdWords - Search - Non-..  Eligible . ~(Enhanced ] S > L
[ P 053 [0 @  -+digital +marketing +courses AdWords - Search-Non-.  Digital Marketing Course..  Eligible < (eninlazngg ]
I O e Digital Marketing Courses Top Conversion - All Visitors - Exact AdWords - Search -Non-..  Eligiele (enhanced ] -
/ z
| i D [ ] [digital marketing courses] ‘AdWords - Search - Non-... Digital Marketing Course., # Eligible En” 40 E
[ [0 @ Digital Marketing - Broad MM AdWords - Search - DigitS..  Eligible 89315 .2 (enhance:
| - (enhanced g
- P
-

-

Ag Group Bids Keyword Bids




Account Elements
Text ads

Mobile

Newtext ad (n] 4 . "\ Mobile

Select an ad group /‘

Final URL Digital Marketing Institute - Courses Enrolling for ©

https://digi ketinginstitute.com/studer profess @ Sept/Oct
digitalmarketinginstitute.com/2018_Courses/Apply._...

Headline 1
Diéiital Markatiig IRstitie ® Over half our graduates got a pay rise and 81% were
< N promoted after their course.
. Headling2: 27/30 Industry Validated - ialized Courses - Indivi Tutor Sup...
\ Courses: Digital Marketing Diploma, Search Marketing Diplom...
¢ Courses Enrolling for Sept/Oct @
\ Professional Diploma Digital Marketing Masters
N Display path @ 3030 Postgraduate Diploma For Educators
e, digitalmarketinginstitute.com
| : /2018 Courses  / Apply Now
1
i 12/15 9/15
¥ Description
| \ Desktop
Over half our graduates got a pay rise and 81% were promoted @ D k
after.thelr.course. Digital Marketing Institute - Courses Enrolling for Sept/Oct es tOp
| 8080 digitalmarketinginstitute.com/2018_Courses/Apply_Now
{ Over half our graduates got a pay rise and 81% were promoted after their course.
I v Ad URL options Industry Validated - Specialized Courses - Individual Tutor Support - Global Certified Courses
| Courses: Digital ing Diploma, Search ing Diploma, duate Diploma, Digital Marketi...
[ Professional Diploma Digital Marketing Masters
Learn digital marketing in 10 weeks Expert-Level Certification for
Globally ized Certif i i Digital
X Postgraduate Diploma For Educators
‘\ Advanced Digital Marketing Courses Increase student intake & grow ROl
) SAVE NEW AD CANCEL For Traditional & Digital Marketers by over 300% in just 3 years.
>




Account Elements

Ad extensions

Paps Ad Extension
Opportunities -
ADS EXTENSIONS AUTOMATEDEXTENSIONS
4 Ads & extensions
-
-
) P Landing pages
-~ - —
- - =  Extension type: All
-
- X Keywords
Ad Level O Extension Added to Level Status L I
- . Audiences eve S
+  sitelink extension
Sitelink extension
+  Callout extension DD . . .
The Insider A S I k E
) ) (] Read about the latest digtal trends New - AdWords - Sear..  Campaign Approved . |te N Xte nsion
. » +  Structured snippet extension Setti ngs inthe corporate world.
+ Callextension » Staff Digital Training .
R Devices (] Grow your revenue with our bespoke New - AdWords - Sear..  Campaign Approved B . Ca | I EXte n S I O n
{ digital training solutions
| J +  Message extension
—e Change history Industry Validated Disapproved:
& 4+ Location extension O Al training programs are validated New - AdWords - Sear..  Campaign Punctuation and C C a | I (o] ut Exte ns | on
® by industry giants such as Google.. symbols .
+  Affiiate location extension Customised Training
a We listen to your needs & customise New - AdWords - Sear..  Campaign Approved . .
+  Price extension each digital training package D . F U | | EXte n S I 0 n L I St
)
+  App extension Call extension
\
+  Review extension O 015311200 New - AdWords - Sear..  Campaign Approved
-+ Promotion extension Callout extension
\ \ O Out of the Box Solutions New - AdWords - Sear..  Campaign Approved
_— 0. 4 O Grow ROI by 300% New - AdWords - Sear..  Campaign Approved
O Employee Digital Training New - AdWords - Sear..  Campaign Approved




Keyword Research

What is keyword research?

Keyword Research is the process by which lists of

gl D keywords relating to a product or service are created

using tools like the Google Keyword Planner.

® Digital Marketing Institute



Keyword Research
Differences for PPC and SEO

, Organic Search is
usually at the top of
Interest the funnel
®
|
| ’

PPC typically engages

|
—4 people when th.ey are ~ CarmvErshar
‘ closer to making a

purchase




Keyword Research
Google Keyword Planner

Return to previous AdWords 5]

=) PLANNING |E} SHARED LIBRARY @ BULK ACTIONS 2 MEASUREMENT
Keyword Planner Audience manager All bulk actions Conversions pccarchifernevikeyenisiusinglglphizs siwebsitelogcategery
Ad Preview and Diagnosis Portfolio bid strategies Rules Google Analytics
Enter one or more of the following:
) Negative keyword lists Scripts Search attribution Your product or service
Shared budgets Uploads cheap iphone case

tough iphone case

Placement exclusion lists
Your landing page

. www.example.com/page e StepS B & C are nOt
Your product category e reco m m en d ed

Enter or select a product category

’ Steps to USing the too' Targeting (7 Customise your search |7
All locations Keyword filters
‘ ‘. A. Enter Some Keywords - Q
e Keyword options
. Google Show broadly related ideas
B? Use Your Landing Page Hid kewerds n oy accon
3 Negative keywords Hide keywords in my plan
. broken, faulty, overheating

Date range |7 Keywords to include

s - 72 S Select Your Product Category

Show avg. monthly searches

. D., Set targeting e o
@
“_E. Getldeas e




Keyword Research
Google Keyword Planner benefits

[ X J
Keyword Planner Find keywords Review plan
Search volume
«
Targeting |7 Your product or service summary
Al locations cheap iphone case, tough iphone case Getideas  Modify search
English s
Search volume trends =
Google
Set cou ntry & Average monthly searches -
Negative keywords -

M -

language data

broken, faulty, overheating

3.75M

Date range 7
25M
Show avg. monthly searches
for: last 12 months 1.25M
Nov 2016 Feb May 0Oct 2017

Customise your search (7

- Keyword idea data

Keywo rd Planner Keywordifiltars pr—— RS em==—T Coltmns = | I~ 4 Download Add all (478)
results — oD Yol S —
Keyword eptions === "
Show broadly related Teas _ Search Terms Avg. monthly searches (7 Competition 7 Suggested bid Ad impr. share 7 Add to plan
Hide keywords in my account S~< ~o
Hide keywords in my plan cheap iphone cases I 3600 High €042 -
Keywords to include tough iphone case Iz 1,300 High €052 -




Campaign Creation
Elements of a search campaign

:

‘ Y Name Goal Location Language Daily Budget




Campaign Creation

Campaign set-up

Select a campaign type @

Campaign type
[N search Network [ Display Network £ shopping 0 video 3 Universal App
o " ™ ™ o
| = £ I E
Reach customers Run different kinds of Promote your products Reach and engage Drive app installs across
i in your product ads across the web with Shopping ads Viewers on YouTube and
web

or service with text ads

CAMPAIGNS MORE v

Sep1,2017

O e Campaign

| Total: Campaigns

|
‘ [0 @  Adwords-Search - Digital Marketing - Top Conversion - Broad MM - UK

[0 @  Adwords-Search - Digital Marketing - Top Conversion - Broad MM - Global

O e AdWords - Search - Digital Marketing - Top Conversion - Broad MM - AU

O e AdWords - Search - Digital Marketing - Top Conversion - Broad MM - New EU




Campaign Creation

Campaign set-up

Use goals Select the actions you'd like customers to take (@

Influence consideration @ Drive action ®
’ Express interest on your website and 2 more
() Visit your website ) Express interest on your website
9
N B3 Buy on your website
o f R, Callyour business
||
|
—e




Campaign Creation

Campaign set-up

Networks

Search Network

Ads can appear near Google Search results and other Google sites when people search for
terms that are relevant to your keywords

Include Google search partners @

Display Network

Expand your reach by showing ads to relevant customers as they browse sites, videos, and
apps across the Internet

[:] Include Google Display Network @
e




Campaign Creation
Campaign set-up

Locations Select locations to target @ ~
QO Al countries and territories
O reland A. Enter target location
r @ Enter another location
B. Target specific locations
® Targeted locations (1)

Reach @ @
New York, New York, United States city

peme @ C. Enter audience language
° Q_  Enter alocation to target or exclude Advanced search e

|/ X
S ‘/x [ Languages e Select the languages your customers speak @

English €3

Q Start typing or select a language




A.
B.
C.

Campaign Creation

Campaign set-up

Set bid strategy
Set daily budget
Modify delivery method

AdWords automatically sets your
bids to help you get the most
conversions within your budget

Learn more

Bidding Select your bid strategy @
° Maximize conversions (recommended) ~
Daily budget Enter a daily budget
€5

A Delivery method

e @® standard
QO Accelerated

Your daily budget is the most
you're willing to spend each day
on your campaign. Actual daily
spend may vary. ®

Standard: spend your budget
evenly over time.




Campaign Creation

Ad group elements

Keywords

Keyword Lists are
x organised into Ad
Groups

Ads

Ads are created to

match the type of
keywords in the Ad
Group

Bids

Set single bids for all
of the keywords in
an ad group for
simple management




Campaign Creation
Ad group set-up

Q Select campaign settings —————— e Setupadgroups o Create ads

Set up ad groups

An ad group contains one or more ads and a set of related keywords. For best results, try to focus all the ads and keywords in an ad group on one product or service.

\ ® Ad group name Get keyword ideas
¢ Cheap iPhone Cases
GD Enter arelated website

| Na cheap iphone case @j Enter your product or service

| chespest iphone case
] low cost iphone case
best iphone case|

Match types help control which searches can trigger your ads
keyword = Broad match "keyword" = Phrase match [keyword] = Exact match Learn more




Campaign Creation
Ad copy set-up

Create ads

For each ad group, we recommend you create at least three ads that closely relate to the theme of your keywords.

Ad group: Cheap iPhone Cases
Keywords: cheap iphone case, chespest iphone case, low cost iphone case and 1 more

© NEWAD
o New text ad 0 1of2previews ¢ >
Final URL
www.example.com [©]
{ Highlight ad \_JIY
| R Headiine 1
| Enter Your Headline Here @ Mobile
A Headline 2 e / o \
| A second headline/company name [0}
30/30 Enter Your Headline Here - A second °
| Display path @ )
[ example com / add keywords / add an offer headline/company name
| example.com/add_keywords/add_an_offer
12/15 12/15
| Description Write about your product, special offer and include a CTAs
| Write about your product, special offer and include a GTAs to @ to direct searchers!
[ direct searchers! Industry Validated - Specialized Courses - Individual Tutor Sup...
/ 79780 Courses: Digital Marketing Diploma, Search Marketing Diplo..
 Ad URL options Professional Diploma Digital Marketing Masters
Postgraduate Diploma For Educators




Campaign Creation
Ad group level bids

( X J
)
O e Ad group Status pefat rg}a;);)
\ ®
o Total: Ad groups
STR——
| Na ? [ ] digital marketing certification Eligible £1400 M
| ’ O (enhanced
l
O e digital marketingd Eligibl snced
‘ ‘ igital marketing degree courses igible (enhanced
Ly \ - ) - £€8.00
| O e part time digital marketing courses Eligible (enhanced
| O e digital marketing course Eligible (enh::é(e)g M
— ‘ A ;
[ ]
\
— \ ©

Clicks

17

Impr. CTR
730 2.33%
2 0.00%

0 0.00%

0 0.00%

3 66.67%



Campaign Creation

Ad extension set-up

- Campaign status: () Paused Type: Search Budget: €5.00/day More details Vv _ Choose Extension

Opportunities
J ADS EXTENSIONS AUTOMATED EXTENSIONS MORE ~

Ad Groups

Ads & extensions
= Extension type: All

Landing pages

a D Extension Added to Level Status
|

—¢ Keywords Sitelink extension

‘ w
[P | S D ®

« °

\
e \. \ &




Campaign Creation

Ad extension options

hd & Certification (PDDM) > *** Search tester

=+  Sitelink extension

earch Daily budget: €5.00
LR + Callout extension
Opportunities
4+  Structured snippet extension plONS MORE ~
Ad groups
=) +  Call extension
® Ads & extensions
+  Message extension
Landing pages
Added to Level Status
. +  Location extension
Keywords
|
Audiences +  Affiliate location extension
Account Account Approved
— . Demographics )
o ¢ +  Price extension
Account Account Approved
Settings
g + App extension
Locations Account Account Approved
= | +  Review extension
~ ] Ad schedule
* Account Account Approved
Devices 4+ Promotion extension
& o
? \
e




Campaign Creation
Benefits of ad extensions

Google digital marketing institute

All Images News Maps Videos

About 5,640,000 results (0.88 seconds)

Structured Snippets

DY

More Settings Tools

Digital Marketing Institute - Enrolling For Courses Now

www.di ite. /i

. -—— 81% Of Grads Got A Promotion After Completing Our Course. Book Your Place Today!
add details Te——a . .
= = —Types: PPC, SEO, Display, Email, Social Media, Strategy, Anal

Course Modules Why Choose Us?
See All The Different Disciplines 18,000+ Students Worldwide In Over
Covered By The Diploma 115 Countries Across The Globe
For Educators Corporate Training
Increase student intake & grow ROI Inquire about globally recognized
by over 300% in just 3 years. staff digital training packages.

& Digital Marketing Institute: Digital Marketing Courses & Training

https://digitalmarketinginstitute.com/ v

with over 20000 professionals worldwide.

OSA Courses
X Marketing Courses. The only
accredited digital marketing

Professional Diploma in Digital ...
The Professional Diploma in Digital
@ Marketing course covers

Postgraduate Diploma
\ \ ... career and your company with a
\ Postgraduate Diploma in Digtal ...

More results from digitalmarketinginstitute.com »

The Digital Marketing Institute is the global standard in digital marketing & social selling education

For Students
Courses - Digital Diagnostic -
Postgraduate Diploma - ...

About
The Digital Marketing Institute is the
global certification standard

Masters in Digital Marketing
AMasters in Digital Marketing
qualification will establish you ...

Deep links drive action
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AGENDA

[_] PAID SEARCH
M 1. Budget Management
2. Bidding
3. Campaign Optimization
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Budget Management

Set a budget to manage spend

-UK

Daily budget
€100|

Actual daily spend may vary @

CANCEL SAVE

Daily budget

€50.00

€10000 N1

€150.00 A

€200.00 A4

Status

Limited

Eligible

]

Bid strategy
type

CPC (enhanc...

CPC (enhanc...

CPC (enhanc...

Manual CPC

Campaign
type

Search

Search

Search

Search



Budget Management
Manage daily spend

€2,500.00

€1,250.00

€0.00

= Cost ¥ = None v [l

Daily budget

€300.00
€200.00

€200.00 )4
€200.00

€200.00 (M
€200.00 (M
€300.00 )4

€300.00

Status

Eligible

Eligible

Eligible

Eligible

Eligible

Eligible

Eligible

Eligible

Bid strategy
type

CPC (enhanc.
Target CPA

CPC (enhanc...
CPC (enhanc...
CPC (enhanc...
CPC (enhanc.
CPC (enhanc.

CPC (enhanc..

Campaign
type

Set the maximum each campaign can go up to

searcn in a day and track total spend over time to

ensure you don’t go over budget
Search
Search
Search

Search

Search



Budget Management

Use budget trackers

Budget

€17,195.83 32.83% €17,349.15 100.89% -€153.32

€20,500.00 39.14% €20,145.57 98.27% €354.43
€13,682.66 26.12% €13,651.37 99.77% €31.29
€1,001.51 1.91% €1,001.51 100.00% €0.00



Budget Management

Forecast to estimate performance

Clicks X CPC =

Impressions X CTR =

Clicks

Budget

10,000 10% 1,000 .5 €1500



Bidding

The bid auction

| BID $1.50

| BID $2.20

| BID $1.25




Bidding

Ad Rank & Quality Score

Max CPC Bid )@ Quality Score Ad Rank




Bidding

How much to pay for a click?

Status - Max. CPC Impr. Clicks CTR Avg. CPC
-
-
s 112,719 5434 4.82% €515
» -
_ 7 Eligible (enhance 1,104 356 32.25% €1.42
o €483
Eligible (enhance: ) 1,027 167 16.26% €219
Eligible 35.96% €1.67
Setyour Max CPC [ | Mex.crC .
Eligible €319 1429% £1.60
Eligible 33.33% £0.88
To use the ad group default bid of €11.74,
leave this blank
Eligible 13.98% €299
CANCEL SAVE
Eligible 32.71% €189
- £6.20
Eligible (enhance M 80 12 15.00% €197




Bidding

Landing pages

Status Max. CPC Impr. Clicks CTR
’ 112710 5434 4.82%
Eligible | This keyword is eligible to run ads 5 32.25%
Eligile 7 1626
Ad showing in search results?
An ad is showing now
Hover to see status 9 g p 35.96%
- Eigbie| TESTAGAIN b 14205
Eligible D 33.33%
""""" Quality Score  Expected clickthrough rate
10/10 Above average
Bligible Ad relevance 1 13.98%
Above average
Eligible Landing page experience 7 32.71%
Above average
?llglbl? Learn more 2 15.00%
€305

58 21 36.21%

Eligible Eenhance-




Bidding

Bid strategies

Bidding
)
o
|
»
.
|
[ \

Daily budget

‘ Start and end dates

@
\

Manual CPC

Automated bid strategies

Maximize conversions (recommended)

Target CPA
Target ROAS ‘0 try to maximize
Maximize clicks -

Target search page location
Target outranking share

Enhanced CPC

With Manual CPC bidding, you
set your own maximum cost-
per-click (CPC) for your ads

Learn more

CANCEL

A~

SAVE

Manual bid strategies

Manual CPC
set

Flexible bid options for

different KPIs




Bidding

Bid strategies

: @ Write better Ads

@ Improve Landing page

@ Add negative keywords

@ Test bid strategies



Bidding

Bid Simulator

Keyword bid simulator:

Explore how your bid can impact your Search traffic, then apply any changes to your keyword. Learn more

= Clicks ~
)
e
@ 3 ¢
&
€0 +
] - . - ; :
k3
Max. CPC Clicks Cost Impr Top Impr. Conv forateon
B @ €13 (current) 9 €179.00 252 248 13 1,560.00
O «ass 83 €11400 247 243 12 1440.70
O «ass 77 €91.00 244 241 1 1357.29
@ : O =
/ ¥ - -
CANCEL APPLY
[}
; \




Bidding

Deciding on bid levels

Search  Search lost Est.first  Est. first page

Conversions Conv.rate impr. share IS (rank) Quality Score position bid bid
r 481.00 8.83% 61.40% 18.24%
\ ° 8.00 9.76% 99.03% 0.97% 10/10 €075 €013
g 37.00 10.34% 99.70% 0.30% 10/10 £0.82 €0.09
“ » X ( 25.00 14.97% 94.03% 5.97% 10/10 €0.83 €0.30
| L
“ { 31.00 12.55% 99.18% 0.82% 10/10 €1.03 €033
1.00 5.00% 98.41% 1.59% 10/10 £0.50 €0.25
0.00% 100.00% 0.00% 10/10 £0.54 €0.08
20.00% 97.97% 2.03% 10/10 €0.80 €0.09




Campaign Optimization

Bid adjustments

This month
AGE GENDER HOUSEHOLD INCOME MORE ~ Sep1-26,2017 ~ <& >

®
¥
18-24 25-34 35-44 45-54 55-64 65+ Unknown
]
.
o = QO m
‘ ' [:| [ ] Age Ad group Status Bid adj. Clicks Impr. CTR Avg. CPC Cost
I:l [ ] 18-24 Digital Marketing - Broad Eligible - 90 2816 3.20% €3.57 €321.24
“ D [ ] 25-34 Digital Marketing - Broad .. Eligible - 178 6219 2.86% €348 €620.07
D [ ] 35-44 Digital Marketing - Broad ... Eligible - 96 2719 3.53% €353 €338.82
D [ ] 45-54 Digital Marketing - Broad Eligible - 38 1,060 3.58% €345 €130.93
@




Campaign Optimization

Optimize for audiences

(X N J
loverview Campaign status: @ Enabled Type: Search Daily budget: €300.00
Opportunities
AUDIENCES EXCLUSIONS <
Ad groups
2
Ads & extensions
N Landing pages Sep1,2017 Sep 26,2017
\
N - »
. Keywords Q_ Find audiences =
1
J O ®  Audience Type Ad group Status Bid adj. ::;ﬁﬁg"g Level
\. Demographics
| O e  Alviitors x‘l’se:;r';e Digital Marketing Institut.. ~ Eligible +15%  Observation  AdGroup
{ |Eettings [0 @  Analytics-People Who Visited the Blog at Least Twice Over 90 Days phepste Digital Marketing Institut.. ~ Eligible +25%  Observation  AdGroup
| Locations - Website : - .
[
D [ ] People Who Visit the Course Page - PDDM visitors Digital Marketing Institut. Eligible +20% Observation Ad Group

JRdEchectie Total: Audiences




Campaign Optimization

Optimize for devices

Overview

Devices

Opportunities

Ad Groups.

Ads & extensions

Landing pages.
= QO m

‘. | Keywords

Audiences
| Filter  Level: Campaign
} Demographics

N\ n
N . ] Dpevice Level Added to Bidadj.  Adgroup bid adj. Clicks Impr. CTR Avg. CPC Cost
| L@ AdWords - Search -
| £ Computers Campaign Non-Brand - PDDM Bid adjustment ® 18 684 2.63% €454 €81.73
[ Adschedule -IE
h AdWords - Search -
| M| pevices [0  Mobile phones Campaign Non-Brand-PDDM |  Increase v 19% 13 228 5.70% €470 €61.10
I -1
[ Advanced bid adj AdWords - Search -
| E] Tablets Campaign Non-Brand - PDDM Example: a €10.00 bid will become €11.50. 1 20 5.00% €6.89 £€6.89
I (Changahistory; -IE To remove a bid adjustment, leave this field blank.
| Total: Campaign 32 932 3.43% €4.68 €149.72
[ I CANCEL SAVE

experiments.




Campaign Optimization

Location & language targeting




Campaign Optimization

Optimize for locations

Campaign status: @ Enabled Type: Search Daily budget: €100.00

This month
' TARGETED EXCLUDED MORE ~ Sep1-26,2017 ~ & >

[0 Targeted location Bid adj. Clicks Impr. CTR Avg. CPC Cost Avg.pos.  Conversions Cost/ conv. Conv. rate
D Switzerland - 6 12 50.00% €1.05 €6.29 10 1.00 €6.29 16.67%
lands - . X 5 : I . .
Netherland: 3 9 33.33% €1.58 €474 10 0.00 €0.00 0.00%
.

N—YK \.\ - n 2 nnne £nnn nnn 1n non ennn nonne




Campaign Optimization

Optimize for time of day

AD SCHEDULE DAY & HOUR DAY HOUR




Campaign Optimization
What is AdWords Editor?

Google AdWords Editor 3 GET RECENT CHANGES ~  C CHECK CHANGES ~ sl VIEW STATISTICS ~ £ SETTINGS
CAMPAIGNS A~ = @x| |- ~|-
Search Campaig d groups
ADD CAMPAIGN ~  MAKE MULTIPLE CHANGES ~ REMOVE  CHECK VIDEOS ~ REPLACE TEXT ~
> EX AdWords - Search - Non-Brand - PDSEM - SEO Courses - UK @
> E3 AdWords - Search - Non-Brand - PDSEM - SEO Courses - USA 4 @ ™ e Campaign name Status Campaign Type M
> EY AdWords - Search - Non-Brand - PDSMM - Social Media Marketing Courses - AU @ AdWords - Search - Non-Brand - PDDSP - Digital Strategy Courses - AU Eigble Search Network only  *
» [ AdWords - Search - Non-Brand - POSMM - Social Media Marketing Courses - EU ®  AdWords - Search - Non-Brand - PDDSP - Digital Strategy Courses - EU Eigble Search Network only
& » B AdWords - Search - Non-Brand - PDSMM - Socil Meda Marketing Courses - Gl ®  AdWords - Search - Non-Brand - PDDSP - Digital Strategy Courses - Global Eigble Search Network only
®  AdWords - Search - Non-Brand - PDDSP - Digital Strategy Courses - IE Eigble Search Network only
> EX AdWords - Search - Non-Brand - PDSMM - Social Media Marketing Courses - IE
®  Adwords - Search - Non-Brand - PDDSP - Digital Strategy Courses - New EU Eigble Search Network only
> EX AdWords - Search - Non-Brand - PDSMM - Social Media Marketing Courses - L.
®  AdWords - Search - Non-Brand - PDDSP - Digital Strategy Courses - UK Eigble Search Network only
. > B Adwords - Search - Non-Brand - PDSMM - Sodial Media Marketing Courses - L ®  AdWords - Search - Non-Brand - PDDSP - Digital Strategy Courses - USA Eligble Search Network only
- MANAGE ®  AdWords - Search - Non-Brand - PDDSS - Non-Brand Socil Seling Courses - AU Eligible Search Network only
®  Adwords - Search - Non-Brand - PDDSS - Non-Brand Socil Seling Courses -EU  Eligible Search Network only
®  AdWords - Search - Non-Brand - PDDSS - Non-Brand Socil Seling Courses - Global  Eligible Search Network only
~
Campaigns (51) ®  AdWords - Search - Non-Brand - PDDSS - Non-Brand Social Seling Courses - IE  Eligible Search Network only v
o Ad groups (2,816) 8 2
 Keywords and targeting (74,289) Edit selected campaigns  Universal app g5 Dynamic Search Ads  Shopping settings  Video settings  Flexible reach ~ URL opt
Keywords (18,708] Q
4 { b Status Daily budget (EUR)
Keywords, Negative (17,879) es- AU 68 [ ® Enabled > 30.00
Locations (284)
partners i Ad schedule
@) Locations, Negative (2,496) !l Paused
v ~| | x Removed None PASTE
€ SHARED LIBRARY Y |istments Ad rotation Delivery method .
CUSTOM RULES v e >
@ Campaigns selected: 1 of 51 Verson 1211 [100% ~




Campaign Optimization
Features & uses of AdWords Editor

Post changes

' Google AdWo CCOUNTS & GETRECENT CHANGES ~  C CHECK CHANGES

CAMPAIGNS o] _
Choose campaigns Search Campaigns or Ad groups Choose item in Level
p g A| ADDKEYWORD MAKE MULTIPLE CHANGES ~ REMOVE REPLACE TEXT ~
_ — = — = 3 Adwords - Search - Non-Brand - PDDSS - Non-Brand Social Sellng Only - New EU
%) to edit > [EY Adwords - Search - Non-8rand - PDDSS -Non-Brand Social Seling Only - UK X © m e adgow Status Labels Keyword
> [EX Adwords - Search - Non-Brand - PDSEM - PPC Courses - IE A ®  SEMMarketing C... Eigble sem online dlasses for beginners = Exact Mar.
» > [EV AdWords - Search - Non-Brand - PDSEM - PPC Courses - UK A ® SEMMarketing C... Elighle ‘sem marketing dasses for beginners Exact Mar
> X AdWords - Search - Non-Brand - PDSEM - SEO Courses - AU A ®  SEMMarketing C... Eighble ‘sem marketing online dasses for beginners Exact Mar
. .. © 7
> Y AdWords - Search - Non-Brand - PDSEM - SEO Courses - EU A SEM Marketing C... Elighble sem marketing online training dlasses for beginners  Exact ar |
° A ®  SEMMarketing C... Eligible sem online training dasses for beginners Exact Mar
. 1 > BV Adwords - Search - Non-8rand - PDSEM - SEO Courses - Global ~
> 0 ks Scarch “Hem fel - FSEM - S50 G I A ® Study Adwords .. Eigble study adwords marketing Exact Mar
| > [E) AdWords - Search - Non-Brand - PDSEM - SEO Courses -LV - AU ol A ®  Study AdWords .. Elighle study adwords marketing oniine Exact Mar
e A ® StudyPayPerCl... Eigble study pay per cick marketing Exact Mar.
A ®  studyPayPerCl... Elgble study pay per click marketing online Exact Mar
Search e ype A ®  StudyPPCMark.. Eligble study ppc marketing Exact Mar
¢ Campaigns (1) Al A ®  StudyPPCMark... Eligble study ppc marketing online. Exact Mar
o Ad groups (106) A ® StudySearchM.. Eigble study search marketing online: Exact Mar. Edit items here
- < >
_ 7"~ Keywords and targeting (2,016) =
-
s Keywords (604) Editselectedkeywords  URLoptions ~ Labels ~ Comments _- -
Choose Level NG -
Keyword semmarketngtran 44 Match type Max. CPC (EUR) Max. CPV (EUR)
B Locations (1)
/ 7.95 <default>
Locations, Negative (47) Dest. URL default> 2]
\ Placements (0) .| Fnalur [ Bidstrategy Status
<default> ~| | ® Enabled -
SHARED LIBRARY v Final mobile URL ] I
. . CUSTOM RULES.
\
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AGENDA
Campaign Measurement

PAID SEARCH
1.
2. Advanced Measurement
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Campaign Measurement

Key Performance Indicators

Conversions

Success can be measured
by the number of
conversions/ sales, leads
etc. attributed to a
campaign

Awareness

Awareness of your
product can be achieved
by increasing the total
number of impressions
from generic searches so
more people see it when
searching

Brand Searches

Brand searches tend to be
lower than generic. When
your brand search
increases, it's a good
indicator of increased
awareness or brand value
among searchers



Campaign Measurement

Conversion tracking

- B s &

‘ Leads Purchases Phone Calls Downloads
| ®
' ;



Campaign Measurement

Track different actions

ES

Track sales and other
actions on your website

W] :

Track app installs and in-

app actions

Phone calls

Track calls from your
ads or your website

Import

—

Import conversions from
another system




Campaign Measurement

Add conversion tracking

Conversion name Purchase

100
Category Select the category that best describes this conversion action @ ~
Purchase/Sale ~
Value ~
Select how to track the value of each conversion Select this option if each conversion is
worth the same amount to your business.
Use the same value for each conversion
S} “ el sch time s conversion happens, AdWords
US Dollar (USD $) ~ 3§ record the value you enter here as the
conversion value.
Q Use different values for each conversion Leam more
P Q Dontuseavalue
Count ~
Select how many conversions to count per click or Every” s ecommended for purchases,
interaction where every conversion adds value.
@ Every Example: If someone clicks your ad, then
\ makes 3 purchases, AdWords will count 3
O one conversions,
Leam more
Conversion window 30 days v
View-through conversion
1day v
window
Include in "Conversions" Yes v
Attribution Model Last click v

Tag options

Select whether to track conversions on a page load or click @
@ Pageload Add the tag o the page a customer reaches after completing a conversion

O click Add the tag to a button on your website, such as a "Buy now” button

Copy the tag below. Paste it between the <body></body> tags of the page to track.

ogle Code for Purchase Conversion Page
Pt type="text/Javascript’>

< ICOATAL

id = 93614

f
dvLXCKysXHUQg-uxvgM!
alse;

img height

VLXCKvsxHUQg-



Campaign Measurement

Paid search metrics

Avg.
Position

®
»
. . Conversion Cost Per Impression |mpr§SS|gn
i Rate Conversion Share assiste
‘ conversions
~4
&
e\ .
I B ¢
/ )

\




Campaign Measurement

Choose your metrics

Modify columns for campaigns

Performance
Viewability

Conversions

Q Your columns
Drag and drop to reorder

<
Cp

Campaign

Daily budget

Status

Bid strategy type

Attribution o
= Campaign type
Attributes v
= Clicks
. [0 saveyour column set
APPLY CANCEL
uuu

O e Campaign

‘Total: Campaigns

Q_  Find campaigns

Custom

(]
(]

Bid str:
type



Campaign Measurement
Add filters to understand metrics

( X J

CAMPAIGNS MORE v <
) = Cost ¥ = None ¥

€2,500.00

Impr.
® .
€2500  cTR
|
Avg. CPC 1
€00 Cost
N »

Avg. pos.

"
e ] o e O m

| Cost / conv.
sz o} Conversions X
B Filter | x

0O e  campaion 100 Dailybudget  Status g;g:"‘
[ -, >

o= -
| 2% : APPLY |
// e \

« 2]
\

h ®




Campaign Measurement

Report on all levels of your account

o0
Overview I
CAMPAIGNS MORE v
Opportunities Paste ctrlv
= Cost Y
s Hide paused
Show removed
. Ad groups
¢ €1,250.00 Create an automated rule
S Ads & extensions
) Videos Ii Download I
o » £0.00
4 Upload
4 Landing pages
‘ o g pag
\ Q_  Find campaigns = QO m :
Keywords
f Audiences O e  campaign Dailybudget  Status glg estva‘
‘w‘ Demographics Total: Campaigns
{ Topics D [} 'AdWords - Search - Non-Brand - Digital Marketing Course - Top Conversion Broad MM - UK €450.00 Paused CPC (en
Placements D [+] ‘AdWords - Search - Non-Brand - Digital Marketing Course - Top Conversion Exact - UK €250.00 Paused CPC (en




Campaign Measurement

Add segments to metric reports

[ |
Paste Ctrl-v
) I —— Download
Excel csv -
| Hide paused
Excel .csv O compressile
[] ~_ Show removed
csv Segments ®
»
sv Create an automated rule — Click to add segments
] pdf Day |
L]
| ¥ Download ek
» Xxlsx ‘ Month ‘
/ 4 Upload | Quarter
[ )
A Email now veer

= & Day of the week
‘ C  Schedule = Q m E]

Save this report (optional)
More options

yailybudget  Status ;'y'g:"a‘ CANCEL  DOWNLOAD




Campaign Measurement
Use pivot tables

Campaign repor Potiabe Name: Actue i

Puotiabies

@Xun D) e i O T

Home ‘ Insert ‘ Page Layout Formulas Data View ASAP Utilities & options + - 5 e ki sort || Refresh ("5’:5"[:’3“ Clear Select PvotTab
Puotmabic sort osta Actions
B2 i ;ooc & 5 i) R T
) an«jable Table  Picture cnp Shap!s SmartArt column I.ln! Hve _ar Am sumr cmm | Hyperlink . A ) 8 [ ¢ o E
| | >
Tables lustrations charts Links & wmarcias =
T -~ £ s 0 E3
s s 7w om
. I N Y M H P
] Dayof@campaElcampaE]Danyb@sza:us E]B-dstrsElcampaE]cncks @umpr E]cm (] 5 % % a
. 2 Tuesday Paused AdWords €450.00 Paused  CPC (enhzSearch 12.47% T3 @ =
3 |WednesdiPaused  AdWords  €450.00 Paused  CPC (enheSearch 108 907 11.91% P )
© 4 Monday Paused AdWords €450.00 Paused  CPC(enhzSearch 87 877 9.92% B S s w o
5 Monday Paused AdWords €250.00 Paused CPC(enhzSearch 72 389 18.51% e o P
6 |Thursday Paused AdWords €450.00 Paused  CPC (enhzSearch 7% 849 8.95% | . .
7 Tuesday Paused AdWords €250.00 Paused  CPC (enhzSearch 60 392 15.31% o & & m s
. 8 [Friday Paused AdWords €450.00 Paused  CPC (enheSearch 7 656 10.67% 2 !
9 Wednesd:Paused AdWords ~ €250.00 Paused  CPC (enheSearch 57 385 14.81% = R -
-« 10 Thursday Paused AdWords €250.00 Paused  CPC (enheSearch 53 419 12.65% ol 3
11 Monday Paused AdWords €350.00 Paused  CPC(enhzSearch 59 470 12.55% O . g
| 12 Tuesday Enabled Adwords €400.00 Eligible Maximize Search 98 4551  2.15% o, s 7 s
13 Tuesday Paused AdWords €350.00 Paused CPC(enheSearch 52 384 13.54% s
| 14 Friday  Paused AdWords €350.00 Paused CPC (enhzSearch 53 368 14.40% S a0
hd 15 Wednesd:Paused  AdWords  €350.00 Paused  CPC (enheSearch 50 469 10.66% . r—
16 Friday  Paused AdWords €250.00 Paused  CPC (enhéSearch 52 319 16.30%
17 Monday Enabled WG-AdWc €500.00 Eligible  CPC (enhzSearch 70 4153 1.69%
18 Tuesday Enabled AdWords €200.00 Eligible Maximize Search 132 4,62  2.85%
19 Thursday Paused AdWords €350.00 Paused  CPC(enheSearch a2 412 10.19%
[ 20 Sunday Paused AdWords €450.00 Paused  CPC (enheSearch 50 501 9.98%
21 saturday Paused AdWords €450.00 Paused  CPC (enheSearch £ 456 11.84%
22 Tuesday Enabled WG-AdWc €400.00 Eligible  CPC (enhzSearch 55 98 5.80%
23 |Monday Enabled AdWords €400.00 Eligible Maximize Search 83 3,685 2.25%
24| Monday Paused AdWords ~ €50.00 Paused  CPC(enheSearch 51 3487 146%
25 Tuesday Paused AdWords ~ €50.00 Paused  CPC (enheSearch 52 3,789 137%
[}
<
: \




Campaign Measurement
Link AdWords to Google Analytics

o0
ACCOUNT PROPERTY VIEW
’ Digital Marketing Institute - New Site v - Digitalmarketinginstitute.com - New Website v - All Site Data
. Account Settings ﬁ Property Settings . View Settings
\ o ams User Management a4 User Management ams User Management
L
Y All Filters Js Tracking Info F Goals
| N, 9 Change History I. Content Grouping

i Rubbish Bin AdWords Linking Y Filters

oo

AdSense Linking Channel Settings

[ Ad Exchange Linking W E-commerce Settings
‘5 Optimise and Tag Manager Dd Calculated Metrics peTa
| Linking
All Products PERSONAL TOOLS & ASSETS

Segments




Campaign Measurement
Access Google Analytics in AdWords

3
Overview
CAMPAIGN
) 7 b
Coeciinities =) PLANNING | SHARED LIBRARY 9, BULK ACTIONS £ MEASUREMENT [ seTup
Keyword Planner Audience manager All bulk actions Conversions Billing & payments
Campaigns €2,500.00
s} Ad Preview and Diagnosis Portfolio bid strategies Rules Business data
Ad groups
¥ N Negative keyword lists Scripts Search attribution Account access
€1,250.00
Ads & extensions /\ Shared budgets Uploads Linked accounts
» Videos Placement exclusion lists Preferences
. €0.00 ————
> Landing pages
‘ ) Q_ Find campaigns = QO m
Keywords
e
Audiences Filter X
Demogeaphics 0O e  campaion Dailybudget  Status ;'y'g:"a‘
[ Topics
Total: Campaigns
\
@
g \
— \ )




Campaign Measurement
View AdWords data in Google Analytics

(X J
Secondary dimension ¥ | SOTT 1ype: | Detaurt ~ Q | swvances |65 | @
> ACQUISITION L — T =1
) Search Query ¥ Pages/Session EEETIEED o e Bounce Rate Goal etions
Overview
> Al Traffic 3,217 1.80 00:01:24 70.84% 74.63% 262
% of Total: 9.62% AvgforView:1.82 | Avg for View: 00:01:30 AvgforView:71.60% |  AvgforView:7332% | % of Total: 24.39%
v AdWords (33.428) (1.01%) (-6.33%) (119%) (1.79%) (1.074)
Accounts (5] 1. digital marketing institute 333 (10.35%) 268 00:02:26 49.25% 53.15% 29 (11.07%)
|
Campaigns =] 2. digital marketing course 189 (s5.88%) 163 00:01:13 65.61% 78.31% 14 (s34%)
{ Treemaps O | 3. digital marketing 167 (5.19%) 145 00:00:48 80.84% 82.04% 10 (382%)
’ Sitelinks NEW -
. e 4. digital marketing courses 83 (2.58%) 178 00:00:41 59.04% 73.49% 7 (267%)
Bid Adjustments .
| O | 5. social media courses 39 (121%) 1.26 00:00:48 79.49% 84.62% 4 (1.53%)
J Keywords
| J e 6. digital marketing course dubai 26 (0.81%) 208 00:01:00 76.92% 73.08% 3 (115%)
Search Queries ~
- & e 7. digtal marketint instute 26 (0.81%) 1.50 00:00:38 73.08% 80.77% 3 (115%)
Hour of Day
e 8. institute of digital marketing 20 (0.62%) 1.90 00:01:50 45.00% 65.00% 2 (0.76%)
| Final URLs
/ O | 9. digital marketing course singapore 19 (0.59%) 153 00:00:13 78.95% 8421% 0 (0.00%)
| Display Targeting
I O 10. what is digital marketing 19 (0.59%) 121 00:00:37 94.74% 84.21% 0 (0.00%)
Video Campaigns
Shopping Campaigns &1 11, social media marketing course 17 (0.53%) 241 00:01:48 64.71% 58.82% 3 (115%)
1
@
S \
B S \ &




Advanced Measurement
Deep dive into AdWords with Google Analytics

( X J
»  All Traffic All  Desktop ~Mobile Tablet
v Adorss 25 Sep 2017 -1 0ct 2017
ep -1 0c -
"\ AllUsers
+ Add Segment
) Accounts el g
Campaigns
Explorer
Treemaps
‘Summar Site Usage Goal Set1 E-commerce Clicks
s} Sitelinks MW v N
. Bid Adjustments Users v Day Week Month 24 «%
Keywords
& ® Users Goal Completions
. Search Queries 1200 r
. Hour of Day //
\ i ——

| Final URLS M ~

Display Targeting

- Video Campaigns
B ] 26 Sep 27 Sep 28 Sep 29 Sep 30 Sep 10ct

Shopping Campaigns




Advanced Measurement

' Google Analytics

Gain insight into the actions people take on your website after an ad click or
impression. Import site engagement metrics, track Analytics goals and
transactions as conversions, and import Analytics remarketing audiences.

DETAILS

' Google Play

Create remarketing lists based on current users of your app. Track in-app
purchases as conversions to gain insight into which ads drive action.

DETAILS

Import Google Analytics Data into AdWords

’ Google Firebase

See how your ad campaigns affect app installs and in-app actions for your Android
and i0S apps. Use Firebase audiences to create mobile app remarketing lists, and
see AdWords cost data in Firebase.

DETAILS

@ Salesforce®

Measure how your online ads drive offline conversions by importing sales funnel
data from your Salesforce.com Sales Cloud accounts.

DETAILS



Advanced Measurement

Link Search Console to AdWords

Third-party app analytics

Link a third-party app analytics provider or your own software development kit
(SDK) to your AdWords account to see user lists and conversions for your Android

and iOS apps.

DETAILS

° YouTube

Gain insight into how viewers engage with your videos. Remarket to people who
interact with your channel, track actions people take after watching video ads, and
drive clicks with call-to-action overlays.

DETAILS [/

B Google Merchant Center

Use your product data from Merchant Center in AdWords. You'll be able to
advertise your products with Shopping campaigns, dynamic remarketing, and more.

DETAILS

Search Console

See how your ads and organic search listings perform (both alone and together) by
importing organic search results from Search Console.

DETAILS




Advanced Measurement

Use annotations

Search reports and help

Al Traffic
AdWords
Accounts
Campaigns
Treemaps
Sitelinks NeW

Bid Adjustments
Keywords
Search Queries
Hour of Day
Final URLs
Display Targeting

Video Campaigns

N AllUsers 22 Sep 2017 - 28 Sep 2017 ~

+ Add Segment
19.45% Users
Explorer
Summary  SiteUsage GoalSet1 Ecommerce Clicks
Users v | vs | Goal Completions Day Week Month
® Users Goal Completions
1,000 50
) A /.\.—2?
238ep 24 Sep 25Sep 26 Sep 27 Sep
PPC: Changed Bid Strategy to Maximize Conversi I
28Sep 2017 anged Bid Strategy to Maximize Conversions r— PR | oo
® prvate (2 |
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Advanced Measurement

Change history

Daily budget: €300.00

[rhis month
Sep1-26,2017 ~

o000
Campaign status: @ Enabled Type: Search

Ad groups

Change history
Ads & extensions
oning peges e
Keywords
Audiences [ User/Date & Time

O cathaimelinn

Demographics
Sep 26,2017, 4:09:53 PM

UNDO
Settings O cathamelinn
9 Sep 25,2017, 8:56:42 PM
Locations
UNDO
" Ad schedule

O cathaimelinn
Sep 25,2017, 5:26:19 PM

Devices
UNDO

Advanced bid adj. [m]

Change history

cathalmelinn
Sep 25,2017, 5:23:42 PM
UNDO

M cathalmelinnAdiaitalmarketinainstitute com

Bid changes (5+) Budget changes (1+)

Change

Vv 4expanded text ads removed

Enhanced CPC disabled

Campaign bid strategy type changed from *Manual
CPC" to "Maximize conversions”

Vv 1 exact match keyword max CPC increased

Vv 1budget amount increased

v 1camnaian active

Keyword changes (4+)

Network changes (0+) Status changes (13+)

C

Campaign Ad group

AdWords - Search - Digital Marketing Institute - Digital Marketing Institute - Exact

AdWords - Search - Digital Marketing Institute -
‘AdWords - Search - Digital Marketing Institute -
‘AdWords - Search - Digital Marketing Institute -~ Digital Marketing Institute - Exact

AdWords - Search - Digital Marketing Institute -

AdWards - Search - Dinital Marketina Instifute -

>
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Module complete. Well done




