CLICK.CO.UK®

REVOLUTIONISE YOUR
PAID SEARCH PERFORMANCE




CONTENTS

10

11

12

WWW.CLICK.CO.UK

INTRODUCTION

1. THE KEYWORD CLEAR-OUT

2. THE AD GROUP RESTRUCTURE

3. THE MISSING EXTENSIONS

4. THE ONE THAT GOT AWAY

5. THE TEST OF PERFORMANCE

CONCLUSION



INTRODUCTION

The total percentage of digital spending reached almost $72.5 billion in 2016 on paid search alone
- amassive 48% of total spend - and the growth seems set to continue. One of the reasons for
this (and there are many) is that it works.

The trend in revenue between 1996 and 2016 is staggering (see below), which obviously
encourages more and more brands to adopt paid search as a key part of their marketing strategy.
When this is combined with a near constant effort on behalf of the main search engines to improve
ad functionality, visibility and performance, there seems to be every reason to be involved and few
to miss out.

However, for those that have been working on their AdWords accounts for a number of years, or for
those whose accounts have been managed by multiple individuals, your paid search performance
is almost certainly not all it could be.

The longer an AdWords account is running, the more people are involved in its maintenance,

the more likely it is that inefficiencies will creep into the mix, robbing even the best performing
accounts of the chance to achieve everything they can. For this reason, Click Consult has put
together five techniques that can (even if only one applies), create a mini revolution in paid search
performance.

Quarterly revenue growth trends 19906-2010 (% billions)

325

520

815

$10

55

30

1998 1567 1508 1568 2000 2001 2002 2003 2DD4 2005 2008 2007 2008 2008 2010 2011 2012 2013 2014 2015 2018

Sourve; JAB/PwC Internet Ad Revenue Report, FY 2016

WWW.CLICK.CO.UK 3


http://www.click.co.uk/blog/what-is-paid-search-ppc/
https://searchengineland.com/iab-sem-48-percent-total-digital-spend-2016-273953

1. THE KEYWORD CLEAR-OUT

Larry Kim, founder and former Chief Technology Officer at WordStream, wrote an article way back
in 2015 that outlined the negatives of what he termed ‘keyword hoarding’, linking the phenome-
non to reduced Quality Score and increased difficulty in account management.

It’s easy to understand how it happens — over many years, there are countless experiments run
in the pursuit of the elusive target key terms that are going to cost little and earn much. While
occasionally these terms are discoverable, what many paid search professionals neglect is the
clean-up process.

Think of it like a laboratory, the scientist working within can be as smart as you like, as qualified
and committed and as thorough an experimentalist as ever there was, but after the first few
experiments, he’s going to be held back if he is hemmed in by flasks and retorts, penned by the
pipettes of previous practices.

Note the dearth of 10/10 Quality
* Score accounts with more than
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Having excessive keyword volume can hinder your performance in many ways, but the most
salient point made by Kim in 2015 is that it can seriously impact your ability to trial new features
and extensions. In addition, it can become overwhelming to attempt new experiments because
of the amount of work it would take to re-categorise keyword groups or trial new approaches.
Therefore, your excess keywords have to go.
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https://searchenginewatch.com/sew/how-to/2405301/attention-keyword-hoarders-you-need-to-delete-98-of-your-adwords-keywords-here-s-why
https://searchenginewatch.com/sew/how-to/2405301/attention-keyword-hoarders-you-need-to-delete-98-of-your-adwords-keywords-here-s-why
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Customer Keyword  Match typ Max. CPC Clicks Imprassio CTR Avg, CPC Awg. CPM Cost Avg. position
-- - -- -- 100 7379 1.36% 5.09 63.96 50887 1.7
853-452-6enabled  Exact 6.19 nl :m! 0.00% 0 0 0 2
853-452-6-enabled Cxact 11.7 0 50  0.00% 0 0 0 1.7
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#h3-ds2-twenabled Phrase 1097 i ab 0.00% i i} i} b
A53-457-fuenahled Phrase A.96 1 45 2.27% 2.23 49.56 2.3 3.7
853-452-G-enabled  Exact 1.7 0 45  0.00% 0 0 0 1.7
853-452-6-enabled DBroad 8.02 0 H 0.00% 0 0 0 1.9
853-152-6-enabled Exact 2 A M 9.09% 0.37  33.86 1.49 1
Bo3-ds2-twenabled Phrase b.94 0 a3 0.00% 0 i} a 29
853-452-6<enabled  Exact 1.7 0 43 0.00% 0 0 0 24
853-452--enabled Phrase 10.97 0 42 0.00% 0 0 4] 1.6
853 452 6-cnabled  Phrase 10.97 1 42 2.38% 403 9595 4.02 1.5
853-152-6-enabled Phrase 10.97 0 41 0.00% 0 0 0 51
H593-452-tvenahled  Hroad Y. i) 41 (LA H] n 1 1.2
853-452-6enabled  Exact 10.05 0 40  0.00% 0 0 0 s
853-452-6-enabled DBroad 9.5 2 40  5.00% 417 2085 8.34 2.2

Simply put - anything that was tested and found wanting, anything that (over a sufficient period )
has not had a single impression: get rid!

As Larry Kim ends his aforementioned article:

“There are very high hidden campaign costs in maintaining a super
complex account, especially with reporting and the sheer degree of
difficulty to manage it on an ongoing basis. There are costs people don’t
always attribute to these unwieldy campaign structures and you don’t
need them.”
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2. THE AD GROUP RESTRUCTURE

Once you've ruthlessly decimated your keywords, the next step is to restructure your ad groups.
Neil Patel, despite having an inordinately annoying site full of popups and a little rattling and
button thing at the top, has a good blog on the creation of single keyword ad groups.

While it is not possible for some large retailers (those that may, through time constraints, run
more generic ads), for the vast majority of brands, single keyword ad groups are entirely possible
- allowing you to be hyper-specific to search queries with your ads, improve relevance and Ad
Quality and, therefore, cost per click (CPC).

This is, even for a relatively small account, going to take time. However, once an account is
restructured, the money and time saved as a result should more than balances out the initial
investment - be patient!

The concept is simple, though the execution is hard - by employing single keyword ad groups
with 2-5 ad variations and various match types, you can ensure that you are serving the most
appropriate ad every single time. You can get creative with ad copy and calls-to-action, employ
the most appropriate ad extensions, all adding to ad relevance, all encouraging click-through and
all, therefore, saving you money while increasing your traffic and, hopefully, your conversion rate.
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https://neilpatel.com/blog/google-adwords-skag-strategy/

Whether or not you choose to move to single keyword ad groups, however, you need to ensure
that your ad groups are closely thematically linked - again, for the purposes of relevance, you
need to ensure that the ads you create for each ad group are as specific as possible.

WordStream illustrates the perfect account structure like this:

AdWords Account

Campaign 1 Campaign 2

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

WWW.CLICK.CO.UK @



3. THE MISSING EXTENSIONS

What'’s free to use, offers greater visibility, is proven to improve click through rate and improves
your Ad Rank? That’s right, it’s extensions!

Google improves their extension offering all the time, meaning that if your account has been
running for some time, your ads may be missing out on extensions that could be incredibly useful
to your brand.

The following is the most up-to-date list of ad extensions at the time of writing — are you using all
those applicable to your business?

Expert PP Sralecies - Request Your Free PRC Review - clck cok Need to direct people to your shop or restaurant?
an[?-'h.-l:: ;..lll.'::‘h-hi .f:,x!:'::-:.:l::‘;\:!‘rm \I..-::{l";r.‘;:.;: Fogd Jpiminstos ey Try:
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l:-c SEC Deltvendta Dol -« ELropo
Pt 1 o vt men: Dsen ot opening hours, photos of your business, as well
F'F"Mar\-:etnq.ﬂgﬂh:y -ieipu-.a Brands Get Found, Fast - found o uk

) w0 (B =P as directions to your premises.
Ol Your Compasy Fausd Dalles The Eoats la Pelormesce Mickeing Goll How

Perlorsascs Depaitn  AdWords Parsr fgency [Daam Searck: Awacd Winnge R0 Fecuasd
Bt PR Compaige M6 Prageameet Dupley  Widte Acverizing Dt & Mraltics

« Affiliate location extensions — which help
Mesd To Do Keyword Ressarch? « Chack Out Keypword Explaner . . .
G me s cervme ey eeach people to find retailers selling your products.
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Flp::‘:-er'rl Feet BED Tochs Pla :H"vﬂ: E |n‘r~i"‘l-|-u:r'r: Keyeard Exbesn
Shardacd - ULSS9 Miwe - & Casrgaigr "

o Callout extensions - which add additional text
to your ad - USPs like “free delivery” or “24/7
support”.

T revaaph coredul and oonesesient ey, yod will bagn i
mhenbty mone keywords for whch 1o compets and mons
wiri shoukd et [magate’ keywords] Fnsune
Tosyword ressarch & & oy and sequiar par of your PRPC
ot misnasgemank e You Cn develop your
campagTs using AAYords” seanch quary epor (S0R
Mool 12 gy 261

FPPC 101 - Creating a Fakd Search (FPC) Keyword Srolegy - Click .
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Need customers to contact you? Try: G rew samsunsg phone -
By Geagie By Goagie

o Call extensions - which encourage Phane X on 02 - Pre-order today -
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or call button to your ad. PP

» Message extensions - which encourage locad . Freaach ppon 147, OBk &
people to send a text message from your s oy S
ad, through the addition of a button. e e e

@ 33 Eleemers Por- UngSOM. T
Q@ 43w Elssmies Pont - Una F Sy L

@ 57 mi Livespool - Pod 2 New Me L

Samsung Galaxy 59 Release Date: Mevs,
spacs and all you nesed o know
A, Erushesineviews. COm « News » SEMSL..

906t 2017 - Thee wirking thisry is that Semaung
pkang 50 releane 4 new Sop-end phone called the
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Mert's Shoes Online - Wide Range M House Of Fraser Need customers to convert on your website? Try:

[ e B Primkar 55 kS =

By Ovlee aeel Cobott I Ebera. Free Delvery On Ordass Cer D50

Brandcs Michesl Fors. Adeinra Pagel. Fogo Bris. Nask Well, Biba. Tom Ford
@ Grangs Raad, Biresrhead - 8148 850 1

o Sitelink extensions - which link people directly
Mers Shoss From Clang® . This Season's Shyles - clanc co.uk
Prepar s Wirasio ' The o S0 1418 o e Coorm, to specific pages of your site.
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. . [FE) womrws Frarngrpbnue €.k
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O fe o e e Ol e

Sust Eat
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onlirs with Just £, S L3 leades in food

With extensions making up a part of your Ad Quality score (which affects your Ad Rank and
therefore your CPC), it makes sense to ensure that you’re using all of the available weaponry at
your disposal - thankfully, the previous two steps will have made it easier for you to do so.
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4. THE ONE THAT GOT AWAY

We know it’s a little bit creepy when certain products follow you around the internet, sitting there
and staring at you from the sides of articles on news sites, but when done well, remarketing ads
really can serve as the necessary reminder to pick up that last birthday present or a pair of shoes
for an approaching event.

In addition, there doesn’t have to be a straight display ad involved in your attempts to regain that
consumer that got away - you can approach the ad in a number of ways - from abandoned basket
prompts (looks like you forgot to complete your order) to promotional offers (need another reason
to buy? Here’s 10% off!). Be creative when trying to reengage that consumer — win them back!

One thing to consider here is that (according to WordStream), remarketing ads fatigue (the con-
cept that the consumers are less likely to click the more they see an ad) at half the rate of generic
display ads, while increased per-consumer impressions improve conversion rate - making it a
fantastic weapon in the marketing arsenal.

For more information on remarketing, check out our in-depth blog on how to remarket using
Google.

1 8
A% WordStream HACKING ADWORDS: FREE »

HOW TO GET A (NEAR) PERFECT QUALITY SCORE  fgil GUIDE
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http://www.wordstream.com/blog/ws/2015/10/01/remarketing-facts
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5. THE TEST OF PERFORMANCE

Unbounce has some great advice (from the deep depths of historical 2013) on methods to
improve your landing page performance and on conversion optimisation in general. From

a, (admittedly small sample) group of 300 PPC ads clicked, 98% failed to match the message
between ad and landing page. That’s an extraordinary amount. While a rerun four years later
would most likely provide better results, there are still ads out there that fail even this most basic
test of performance.

The previous steps have all shown how to up your performance through focusing your paid
search, narrowing your sights and increasing relevance in keywords, groups, retargeting etc. If, at
this last hurdle, you are providing a user experience which is below par, then you will have wasted
your time almost completely.

The below is the ideal landing page suggested by the linked Unbounce article:

sen o

Headline that matches what was clicked
A supporting subheader to provide extra information

Hero Shat- Phaoto or Video

T —————— [ 1o 150 ot et e st |

Benent 1 Title Benefit 2 Title Benent 3 litle
This is content describing the Thits is content descriing the
first bemesia of your prochect or first Denasit of your prociect o

LlEracE | WORLILE BT BT 5 LEAACE. I RO BET AT S
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https://unbounce.com/ppc/poor-message-match/
https://unbounce.com/ppc/poor-message-match/

You can see in that image a number of aspects you should be looking to reproduce, but the main
takeaway of this (and many other) articles on conversion rate optimisation is that you should
make conversion as easy as possible.

1. Thelanding page should, as closely as possible, match the expectations set by the ad’s
content.

2. Thecallto action on the landing page should be clear, attractive and specific to the ad.

3. Thelanding page should set out all of the benefits of the product or service that you set out in
the ad (and any more that you couldn’t fitin).

4. The offer on the landing page should be the exact one you were advertising - and, where
possible, the only offer on the page.

5. Youshould test small variations in content, colour and layout in order to maximise the

landing page’s ability to convert visitors to consumers.

CONCLUSION

Age makes irrelevancies of us all, eventually - but that doesn’t have to apply to your paid
search accounts. By following some simple steps, you can reinvigorate, reenergise and
revolutionise your paid search performance.
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