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INTRODUCTION

The total percentage of digital spending reached almost $72.5 billion in 2016 on paid search alone
- a massive 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 (PPC) 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 over the years, 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.

Uuarterh revenue growth trends 1006-2010 (5 hillions)
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CREATING CONSUMER PERSONAS

In various research projects, both from Click Consult and industry bodies, it is confirmed time and
again that one of the leading factors in customer loyalty, and in selection of brands to purchase from,
is the level of affinity they feel for the brand - and this is largely achieved through personalisation
and targeting.

WHY CREATE CONSUMER PERSONAS?

Whether for B2C or B2B, consumer personas should be at the core of a data-driven strategy. These
personas are idealised versions of your prospective or existing customer base, and the primary
focus of your search strategy will be to ensure that your site is as relevant and appropriate to these
personas as possible. Though, of course, these should be open to change based on the data you
discover later in the process, it is important for you to have at least a sketched outline to build upon
and add to.

The main reason for this is that search marketing is, in essence, a method of engineering a customer
journey. Though a good marketer will ensure that there are routes and entry points that begin in
various places, the destination for each journey should be eventual conversion. For this reason, it
makes the process easier to know who you want these journeys to appeal to and, therefore, how to
lead them through all of the variously constructed paths to conversion.

The following represents key aspects of research to consider when developing these personas.
As stated previously, there is no one size fits all - but all good persona creation will consider these
aspects.

Target demographic (industry specific)

At the point of beginning a business venture, there will have been at least some knowledge of where
and to whom similar companies are pitching their goods and service. Though it is increasingly the
desire for online consumers to receive highly relevant marketing, at this point it is safe to generalise
- think of this stage as a rough sketch, the detail and shading of your personas will come later.

For example, if you are a fitness instructor leading Zumba or yoga classes, it could be reasonably
assumed that your clientele will be predominately female, more so that they may be 25-50 years
old. Though, clearly, this will not represent the full extent of the consumer base for the service, it
represents an outline which is useful to carry through to the following steps.
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Device use

Understanding how your consumers (both existing and idealised) use their devices is important
for a number of reasons - not least of which is in the development of your site following the move
to Mobile First Google update which indexes the mobile version of a site first as a priority to non-
optimised or desktop only optimised sites.
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Device use also offers correlation with intent - with buyer research, search investigation, and
resultant purchasing being performed predominately on desktops (see table above), while solution
based searches, local searches and voice searches tend to drive mobile intent.

Being able to determine device intent will feed directly into any good search marketing campaign,
granting rather than permitting brands the ability to design a strategy which permits cross-platform
journeys and personalisation, nurturing consumer relationships to increase eventual conversion
whichever device they use.

Mobile search also tends to be influenced more by location, offering brands with a location specific,
or multiple, location specific offers or products - whether this is a store locator or direct call function,
thereby allowing brands to focus on driving mobile users to convert in person, while expecting
desktop users to purchase online - for example, while promoting a 'store locator, RadioShack
estimated that somewhere between 40% and 60% of users visited a store, while 85% of those made
a purchase.

Clearly it may be the case that the products or services offered by specific brands may be friendlier

to one device over another - but this is the reason a strategy should be data-driven. Here we are
talking generally, but a good search strategy must deal with specifics.
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Useage charts

As much as knowledge of device use will help you to plan your site and the way you deliver product
and service information, knowing about the times of consumer use is also important in deciding time
dependent parts of any strategy. If, for example, use peaks in working hours then this should be your
focus for updates, offer message, fresh content and the like, or if an eCommerce site is to make the
most of its consumer base it must also look to work to its strengths during periods of high seasonal
or holiday activity - think Christmas for toy manufacturers, or summer for BBQ equipment.

It's not enough to be online for these periods; it is important to use gathered data and your buyer
personas to make your best pitches at times when your services are most required, to help you
stand out from the competition. Though this is predominately of relevance to paid search campaigns,
it is also useful when planning asset marketing for inbound sales, email, social media and content
marketing, and even for seasonal updates to product feeds.
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KEYWORD ANALYSIS
DEVELOPING A LIST

Brainstorming

As with an organic keyword strategy, we'd recommend creating buyer personas - archetypal
consumers of your goods or services with which you can plot levels of intent and queries that may
typify these stages. Though consumers are never the same individually, a large enough consumer
base will allow for more generic assumptions so that personalisation to a number of personas can
lead to a greater appearance of personalisation throughout the conversion funnel.

Once the buyer personas are in place, the next step is to brainstorm words or terms around your
goods and services - as in the example below, each word or term can then become a hub for further
expansion of the list. With ‘shoes’ broken down into varieties of shoe, then into colours, gender
specific varieties and on and on, each step increasing your list of words and terms for the next step.

This can then be combined with information from your Analytics account to see what consumers are
searching for on your site, or to check anchor text for inbound links, Google’s autocomplete can be
used to find the top performing autocompletes for your terms.

Using search

As latent semantic indexing has improved with the advent of 2013 Google algorithm update
Hummingbird and the new levels of query relevancy determination offered by RankBrain, a lot of
brands and agencies have begun to place less importance on the role of keywords in SEO - but in
PPC, the right keyword approach is vital.

Google | cipinped ‘B
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WWW.CLICK.CO.UK 8



For example - if someone is looking to make a purchase for a new hobby, in which they are
interested, but about which they lack a degree of knowledge of key terms, then they are going to be
searching more general, long tail keywords and are going to rely on strategies that account for this.
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In addition, good keyword research will reveal gaps - areas with low, no or little competition from
your rivals. If your brand is new to a marketplace, the chances are that competitors will be well
established for trophy keywords, whereas there may be appropriate, industry specific long tail gaps
that can be exploited for early gains.

This is a good time to start thinking about your buyer personas, what are they looking for, what will
they want to know and at what stage in the buying cycle will they want to know it? Think about how
you search on a phone as opposed to on a laptop. Are there differences in your own search types
from one device to another? What are your intentions across devices?
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Think about levels of interest and expertise of your buyer personas - are people looking for brand
specific items, using specific industry jargon more likely to want to buy or to need information than
those searching for generic, non-specific terms? How can your keyword targeting nurture the buyer
journey by delivering the right content at the right time?

Once you have assembled lists of key terms and questions, use online tools (such as Google's
Keyword Planner) to quantify density and, therefore, which of these should be the focus of your
efforts. Ideally you're looking for the golden ration of low competition and high volume. Also, use
Analytics to monitor in-site searches - those customers are searching while on your page - as well
as popular landing pages and seek to consolidate these terms externally.
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Three simple steps
Think like a customer - pick short and long tail keywords likely to be searched by your buyer

personas.

Look for gaps - in a crowded marketplace it can be difficult for newcomers to compete against
established companies. So don't compete, find where they aren't present.

Rank for priority - it is counterproductive to spread yourself too thin, so choose your targets
wisely and look for the golden ratio of high volume, low competition.

Consolidate gains - if you begin to rank for certain terms, don't rest on your laurels but
continue to target these keywords as you expand your target list.

Using Google’s Keyword Planner

We're going to assume you have a list of keywords already and are simply looking to expand your
lists and obtain some more data (if not, you can take a look at our guide to SEO strategy to create
one - a process that can be used for both SEOQ and PPC).

What is Keyword Planner?

Keyword Planner is a Google tool within Google's AdWords which enables brands to get visibility of
search volume and potential costs of specific keywords and also to build out their keyword lists for
both SEO and PPC purposes.
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How to use Keyword Planner
First up, you'll need to log in to AdWords before you can use the tool, then you can access Keyword
Planner. Here there are two distinct types of research you can do through the tool:

- Keyword research - you can use Keyword Planner to find additional keyword targets for your
AdWords campaigns and SEO keyword targeting which are relevant to your industry, landing
pages and marketing collateral.

- Keyword analysis - secondly, you can use the tool to mine data for search volume and see
how your budget may perform for select keyword groups. This can help you prioritise content
for high volume search terms, as well as help you to decide which keywords you need to bid on
and how much.
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Building on or improving your keyword list

Building out your keyword list predominately involves the top of the two options above - ‘Find new
keywords and get search volume' - which is broken in to three options. These options are, loosely, a
keyword generator, a concatenation tool and a keyword explorer.

Keyword generation R i T
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A dummy example using the Click Consult site
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https://adwords.google.com/KeywordPlanner
https://adwords.google.com/KeywordPlanner

If you input your service or product offering, site address and product category and click ‘Get Ideas,
you will be taken to the next screen which will give you keyword ideas, search volume, the level of
competition you can expect and a suggested PPC bid amount.
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As you will see from the above results, the answers provided are pretty generic - but this is a
problem you can resolve by being more specific with the product or service description. In addition,
you can reorder the results by search volume, competition (and the rest) which can allow you look
for more niche terms to target.

The box below this in the main option list is ‘Get search volume data and trends, but as the other two
options both show this data, we can leave this and use the keywords generated in the first step and
use the concatenate function in the third.

WWW.CLICK.CO.UK
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Concatenation

By expanding the ‘Multiply keyword lists to get new keywords' box, you have the option to paste

some keywords in to the two revealed boxes and further extend your lists.
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By clicking '‘Get search volume, you will then be taken to another search volume report which will
give you a breakdown of average monthly searches, competition and suggested bid for a host of

combined terms (the small lists above returned keyword options).
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These keywords can then be incorporated into your AdWords account - using the ‘Add all’ button at
the top right of the table - or downloaded for reporting.
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PRIORITISING KEYWORDS

This process of refinement is about finding those areas which are best suited to your brand's finan-
cial and market position, in which to compete. By narrowing down your list by those terms with the
highest traffic and a recommended bid which is within your comfort zone, you can reduce your list

to terms you know you can successfully compete for, that have sufficient traffic to drive conversions
and which are representative of your brand.

Once you have these lists, you can then segment them by the level of intention they demonstrate.
As shown below, there are levels of intent inherent in specific searches. A ‘buy white adidas trainers’
search, for example, is much closer to conversion in our spiral diagram than simply ‘white trainers!

WHAT MAKES THE RIGHT
KEYWORD “RIGHT”?

Keywords for PPC are part of a journey toward conversion - that's why we've
used the spiral over the conventional target metaphor. With a target,
anything less than a bulls eye (conversion) is a miss, yet each keyword
target fulfills a separate need, caters to a different level of intent. To ensure
you are practicing the right keyword strategy, ideally you should be covering
as many of these as possible to guide the consumer toward your goal. Some
journeys start closer to the centre, some do not follow the expected route -
but by being present at each step, you can avoid missing an opportunity.

Brand Terms: These are those closest to conversion - representing the
highest level of intent. The consumer knows your brand, have done their
research and are well on their way.

Product Terms: These are about what your product is or does - and
represent probably the last stage of research before the consumer is ready
for purchase level searches.

Competitor Terms: Consumers at this level are far enough along to be
looking for types of specific goods or services. Competing at this point is
less effective than it was, but could still sway potential consumers of rival
brands.

Substitute Product Terms: At this level, consumers are looking for items
or services in the same area as those you provide and with the right ad, may
be convinced yours are right for them.

Complementary Product Terms: Consumers here are looking for items
that accompany the services or items you sell - accessories etc. With well
crafted ads, they could see the need for your products too.

Audience Terms: These are terms remaining (that do not fit with other
groupings), but that might represent activities or searches typical to your
buyer persona, at this stage ads would be considered as predominately to
raise awareness.

WWW.CLICK.CO.UK @ 15



INDUSTRY AND COMPETITOR ANALYSIS

Unlike with industry research for SEO or content, you are not necessarily competing with your
biggest rival or drawing solely on your industry knowledge when looking at PPC (though, obviously,
industry expertise helps) - it's for that reason we'd recommend that your industry research is
conducted predominately through tools that cater specifically for paid search.

COMPETITION IN SEARCH ENGINE RESULTS PAGES

These tools include Searchmetrics (which offers a competition report that reveals competition for
your keyword targets with clickable features that show which specific keywords you overlap for),
SEMrush which has both free and paid options that allow you to view competitor ad copy, average
position and more, and the free-to-use Auction Insights option in AdWords (though this will require
you to have at least run an example campaign to test the water).

‘Auction Insights’ can be found in AdWords in the Campaign tab, by selecting the campaign you

want competitor insights for (obviously, the more campaigns you have, the more granular and useful
your data will be).
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Once you select the insights for the ticked campaign, you will be taken to a report that breaks down
the campaign between you and your competition - this can be broken down by day of the week,
day, week, month, quarter, year or device and reveals your campaign performance compared to that
of competitors for keywords, ad groups and campaigns participating in the same auctions.
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From this report it's possible to deduce how close you are in terms of bid amount through the
'‘Outranking share', how often you compete in the same auction through 'Overlap rate' (and therefore
if there are any keywords you are potentially missing out on).

If you are looking to check out the competition for free prior to the launch of your first campaign,
however, there is always the option of searching for your keywords and checking in the SERPs what
your competition is doing - this can give you some insight as to standard industry tone, the calls to
action that your industry is employing, what kind of extensions they are using and more - these, for
example, are the ads showing above our organic result for ‘search marketing agency:
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INDUSTRY TRENDS

In addition to scouting your competitors for their presence in the SERPs, checking out their offering
etcetera, it is also important to have a strategy in place for seasonality. This is one area where your
knowledge of your industry is absolutely invaluable. You can look to track the click through rates
(CTRs) and cost per click (CPCs) of various keywords over the year for any sociological, cultural

or political events that typically have an effect on your industry as a whole - this will allow you to
properly allocate your budget throughout the year and to make predictions based on potential and
historic conversion rates.
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TAILORING THE JOURNEY

It is common knowledge that brands cannot simply show the same ad to all consumers at all points
of the journey and expect to achieve the best results possible. While a great ad can, of course, lead
to conversions, it is vital in the digital age to tailor your ads to numerous segments of population and
buyer intent. But which platforms are usually best for each stage in the buyer's journey?

UPPER FUNNEL - AWARENESS

Google Display Network
Enabling the building of brand or need awareness, regular and static GIFs can be placed using
broad keyword and topical targeting (as well as strong branding) to build desire.

Display advertising

Whether you use pop-out catalogues, static pop-outs, or video - ads using rich media formats are
great for initial exposure. By ensuring strong and consistent branding across formats, there is plenty
to do that can raise awareness of a product or need.

Remarketing

Arrival on your homepage demonstrates an initial interest or brand awareness. With use of
retargeting cookies, visitors that have gone no further than your homepage can be targeted with
branded ads to educate them on the scope and variety of products available through your site.

Search campaigns

Search campaigns are, really, better used later in the funnel, but careful research of keyword and
keyword intent, followed by intelligent broad keyword bidding, can place your ads in appropriate
searches for the initial ‘query-level’ intent.

Paid social ads

Whether on Facebook, Twitter, Instagram or any of the many other social media platforms now
offering ad options, you can segment ads here by demographic to tighten the focus of specific
ads, delivering a more individuated ad experience. Paid social ads also offer the benefit of reactive
potential - where in addition to targeting users on stated, permanent interests, tweet topics or post
content can be tracked to deliver pertinent, highly relevant ads to social media consumers.
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MID FUNNEL - CONSIDERATION/PREFERENCE

Dynamic remarketing

This is for those consumers that showed an initial interest, but for whatever reason were drawn away
from the page. The dynamic remarketing approach aims to get products in front of the consumer
that they have already viewed, as well as other similar products. By visiting a product page they have
acknowledged a need, this kind of ad is to show them various ways of fulfilling that need with the
intention of drawing them back in.

High engagement remarketing

This variety of remarketing is really to re-engage with consumers that have shown a consistent

high engagement with products or services previously (be careful to set your parameters for what
constitutes ‘high engagement’ carefully, for this variety ad you really want to be targeting users with
high time on site/page view to make the most of the campaign). By showing products and services
similar to those with which they have previously engaged, you can capitalise on an already high level
of interest.

Previous purchase remarketing

Clearly those consumers that have already made a purchase will have been delighted with your
supply and aftersales services, now is the time to begin offering them linked products and services
- whether this is by way of offering accessories for electronic or fashion purchases, or service
extensions and upselling packages, this method of marketing seeks to capitalise on a consumers
previous enjoyment of your offering and increase their attachment to your brand for subsidiary or
follow-up purchases.

Search campaigns

Search campaigns at the mid-funnel level will focus on a suitable mid-level intention - such as the
search for product descriptions, comparisons and reviews. Using keyword strategies which target
search terms at this level of the buyer’s journey the aim is to convince consumers that not only is the
product or service they are researching is the right one, but that they should be buying it from you.

WWW.CLICK.CO.UK 19



LOW FUNNEL - PURCHASE/LOYALTY

Google Shopping Campaigns

Via the Google Shopping Search vertical, consumers with an easily defined, high intention to
purchase can be targeted specifically with image and promotion based ads, which seeks to
capitalise on their high intent searches. By ensuring your products and services are in front of them
at this stage, you have a much higher chance of reaping the conversion they are about to make. In
addition to this - if you have ensured your brand has been raising awareness at all other stages of
the journey, the trust and awareness levels at this stage are likely to be high.

Remarketing (cart/basket abandons)

It is safe to assume at this stage that the consumer is ready to make a purchase, but that there is
something holding them back from clicking that final button leading to conversion. At the point of
leaving the basket there can be a number of factors - from time issues, to payment method, price
or delivery method. Depending on where they abandoned, seek to offer quick fixes, offers and
alternatives to enable them to make the purchase both sides now want to make.

Search campaigns

Search campaigns in the lower funnel category are all about the push to purchase. By bidding

on high purchase intent keywords, however, you are likely to face stiff competition. It is your
responsibility for search campaign ads at this stage to really heighten the desirability of your brand
over the others that will likely be competing for their attention. Provided you have been nurturing
the buyer’s journey at the other funnel levels you will have developed a level of trust and brand
awareness that will put you ahead, but now is the time to push promotions, discounts and other
payment options which will really elevate your brand over the competition. A well-executed keyword
strategy here is worth the extra cost entailed in the bidding process, because at this stage you will
be competing on the quality of your ads and merchandise for a far higher percentage chance of
conversion.

Loyalty remarketing

Loyalty remarketing primarily targets previous converters, seeking to capture return custom through
upselling and accessories. By tailoring ads to previous purchases, it is possible to predict needs - so
that sunglasses purchases could lead to remarketing ads for other ‘holiday’ themed accessories,
while those taking out a free trial subscription can be targeted for upgrade to premium packages,
thereby seeking to capitalise on an initial positive interaction to drive repeat custom.
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CONVERSION
FUNNEL BASICS

UPPER FUNMEL
Awareness

The point of entrance into aur funnel is the
initial stage, we seek to fill this by raising
customer awareness, generating a desire
for @ product or service, or in seeking to
fulfil an extant nead.

MID FUNNEL
Consideration/preference

Consumers here are aware of products/services,
and have bean shopping around and comparing
prices. We are seeking to entice rather than
educate, This section of the funnel is described
as 'consideration [preference’ is because at this
time in the buyer's journgy, many Consumers
will have decided what to buy, but not
necessarily where fram.

LOW FUMNMNEL
Purchase/loyalty

Consumers at this level know what they want
and have intent to purchase; they may however
have difficulties at the basket stage or require
a final gentle nudge.in the right direction. This
section takes in both purchase and loyalty
because not enly do weseek to convert at this
point, but also to retain custom.

WWW.CLICK.CO.UK




SETTING BUDGETS

PLANNING BUDGETS

Having downloaded the keywords from the previous step, you can then use them to create a
performance forecast for your possible campaign (for which I've just used broad match for ease of
input, but wouldn't recommend it for most campaigns - for more information on match types, see

our blog on the subject).

[ Plan your budge! and get forecasts

= Eanter or upload & bt of heypwords loget ety

This option (under the ‘Plan your budget and forecasts')
tab, allows you to make projections regarding possible

AdWords campaigns carried out with your uploaded
keywords.

| You can look to experiment with the graph slider to
optimise your possible campaigns for impressions, clicks
or cost, allowing you to make decisions about how best

e rarge |1

Gettrcnes tissen 30 ¢ to incorporate this group of keywords in to your strategy
e (again, this is excessively large and diffuse for most Ad
Group requirements, but used for illustration - see here
for advice on keyword groups).
Pertormings fresia

[T Frmer daly peigar
am

L Rl B s L e e
T T

blormvy krscann S, 0

e e e s BRUIT e TR CAITNGE iy rim am
(™ B PR L Er Y i

T WS 0 RE Y e —

Keyword Planner forecast graph

By using these forecast modifiers, you can look to craft a rough budget for your campaign (notice
the Avg. Pos. is 3.68 - something you can improve by improving your Ad Quality, which will also
potentially lower your cost).
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CREATING AD GROUPS

Google recommends that a minimum of two ad groups are created, implying, for good reason, that
more is in actual fact more at least when it comes to ad groups - depending on the campaign this
can rise into the thousands. The reasons for this are numerous, but essentially boil down to the fact

that the more ad groups you have, the greater the specificity and targeting options you have to
ensure your ads are getting in front of the right people.

Ad groups are where you will:

«  Write your ads.

«  Choose the keywords that will trigger the ads.

Assuming best practice has been adhered to in the set-up of your campaigns, you will have a

number of fairly broad scope campaign titles generally associated with top level product categories
or services. Your ad groups represent a broadening of these campaigns by variations of these

products or services.

If we use a cosmetics supplier or manufacturer as a basic example, it could be assumed that it
has three key products it wishes to promote (apologies in advance for my clear lack of cosmetics
knowledge), which in this case are lipstick, foundation and eye shadow. These broad product
descriptions become your campaigns while subsections of them become your ad groups.

AD GROUP (TYPE OF
PRODUCT) ANTI
SHINE FOUNDATION

AD GROUP (TYPE OF
PRODUCT) NON
GREASY LIPSTICK
CAMPAIGN (PRODUCT)
LIPSTICK

AD GROUP (TYPE OF
PRODUCT) SMUDGE
RESISTANT LIPSTICK

AD GROUP (TYPE OF
PRODUCT) VEGAN
LIPSTICK
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AD GROUP (TYPE OF
PRODUCT) MEDIUM
COVERAGE
FOUNDATION

CAMPAIGN (PRODUCT):

FOUNDATION

ORGANISATION:
COSMETICS SUPPLIER

AD GROUP (TYPE OF
PRODUCT) ORGANIC
FOUNDATION

AD GROUP (TYPE OF
PRODUCT) REVLON
EYE SHADOW
CAMPAIGN (PRODUCT)
EYE SHADOW

AD GROUP (TYPE OF
PRODUCT)
MAYBELLINE EYE

AD GROUP (TYPE OF SHADOW

PRODUCT) RIMMEL
EYE SHADOW
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These can then be segmented further (and further stretch my failing knowledge of cosmetics) to the
level of keywords.

KEYWORD (VARIATION OF
TYPE OF PRODUCT)
RED

KEYWORD (VARIATION OF
TYPE OF PRODUCT)
WINTER

KEYWORD (VARIATION OF
TYPE OF PRODUCT)
AD GROUP (TYPE OF SUMMER
CAMPAIGN (PRODUCT): PRODUCT)

LIPSTICK NON-GREASY

KEYWORD (VARIATION OF
LIPSTICK CLIDl ONO

TYPE OF PRODUCT)
AUTUMN

KEYWORD (VARIATION OF
TYPE OF PRODUCT)
PLUM

KEYWORD (VARIATION OF
TYPE OF PRODUCT)
NUDE

Once you have set up your campaigns and have worked out how you are going to organise your ad
groups, the next stage is to actually create them. In order to do this, you will sign in to your AdWords
account, and select the campaigns tab.

N Google AdwWords | SlkComsat | - Accoumts  Campaigns  Repants

MasagEr -

Then select the campaign you wish to add ad groups to before you click the ‘“+AD GROUP’ button
(virtually unmissable).

+ ADGROUP Edit = Detalls = Bid strategy ~ Automate - -

The following steps are reasonably self-explanatory - insofar as you can't go too far wrong if you
follow the instructions provided next to the boxes - which ask you to name the ad group and create
the ad (for tips on creating ad copy, see here).
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Then select the keywords your research process has produced (checking for search volume using
the ‘estimate search traffic’ button if necessary).

Eeymos

H SEe0 e
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s

= Blad et 1020 heperds
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Then set a maximum CPC for the ad group.

Wanzimanms cosd per ol M CPC)
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This process is repeatable for any number of campaigns and ad groups, with one of the main
benefits of ad groups being the possibility to effect bulk changes so that, as you monitor the data
that comes in from campaigns, it is possible to implement the lessons learned to batches of ads,
gradually refining your ad groups to ensure the best possible results.
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WHICH SHOULD YOU USE

Google's PPC offering changes with a degree of regularity these days, with alterations to SERPs, as
well as the permitted ad copy and headline length being the most recent, but there is a simple paid
search feature which can confuse newcomers - and that is the ad extension.

As is discussed in our Beginner's Guide to Ad Rank, the make-up of an ad can be as important as
its content insofar as calculating its quality for ranking in the paid positions on SERPs, so it's vital for
businesses to be aware of what the options are and when to use them.

WHAT ARE AD EXTENSIONS?

According to Google, ad extensions are:

‘_‘ [visual] enhancements to search ads that display information about your

business more prominently ”

The most common of these enhancements range from the addition of ‘call’ buttons for mobile, to
location extensions to sitelinks (where additional site sub-pages are listed). Google sees these
extensions as providing useful additional information which can be used to help consumers
determine whether or not the ad is of use to them, and so rewards them as indicators of ad quality.

BENEFITS OF AD EXTENSIONS

Improved visibility

Ad extensions tend to improve your ad’s visibility. They often appear above the search results, rather
than along the sidebar. If two competing ads have the same bid and quality, the ad with greater
expected impact from extensions will generally appear in a higher ad position than the other.

Better return on investment (ROI)

Extensions can help improve the click-through rate (CTR) of your ads. More clicks mean more
customer traffic. Extensions also affect the Ad Rank algorithm and can lead to higher positions
without needing to increase CPC.
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VARIETIES OF EXTENSION
(MANUALEXTENSIONS  AUTOMATEDEXTENSIONS

Apps Consumer Ratings

Calls Previous Visits

Locations Seller Ratings

Reviews Dynamic Sitelink Extensions
Sitelinks Social Extensions

Callouts Dynamic Structured Snippets

THE DIFFERENCE BETWEEN MANUAL AND AUTOMATED EXTENSIONS

The differences between manual and automated extensions are essentially in the names of the two
types. Manual extensions require the ad-buyer to set them up and, while there are no associated
costs, manual extensions are more likely to be shown to consumers and therefore necessary to

drive clicks (or your metric of choice) with your ad. Automated ad extensions, alternatively, are
automatically shown to consumers when AdWords predicts they will make the most impact - though
obviously useful, they should not be relied upon as a substitute for the correct implementation of
manual extensions.

MANUAL EXTENSIONS

Sitelink extensions
These offer the consumer something extra - with alternatives to the main link providing similar
pages or pages with additional information.

Premier Family Law Attorney - The National Advocates Top 100

[ad] werw smobrian.com/Washinglon/Family-Law =

Saphisticated, Tallored Solutions For Yaur Specific Case. Contact Us Taday!

Trusted & Knowiedgeable - Handling High-Assel Cases - Skilled Trial Atbormeys

Tygas Businass yaluation Child Suoc stodv And Parenting, Divorce, Domestic Violence...
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Callout extensions
Callout extensions are your chance to let consumers know what you have to offer - special selling
points for your brand, or reasons to purchase from you ahead of the competition.
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App extensions
For brands with an app available for download, the app extension places a download link (either
beginning the download or redirecting to the app store).

Example mobile app
www._example.com/
Example app 1s ternfic!

Buy example app now
ml[}ﬂwnlmd Example App Heie I

Call extensions
Facilitating the consumer in contacting you, call extensions allow you to place a shortcut button
initiating a call with your brand.

(=]

Buscot Travel Agency
W EXATIE, comy
Call Mimd for special rates
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Location extension
This extension provides potential consumers with directions to your physical premises - making it
even easier for walk in traffic to find you.

Google

QO sonyiv

WEE IMAGES VIDEDS SHOMENG MOHE

Sony® 4K HDR TVs - A Mastempiece of 0
Design
BB wwee sy coenfACHDR

Expediance Stunning 4K HDR Clarity, Cole &
Contrast in Everything You Walch

@  See 3 retnilers near Palo Aho ¥

Review extensions

Your current consumers love your brand, so let prospective consumers know too with a review
extension - though these aren't to be confused with seller ratings, which use data from Feefo/Trust
Pilot etc.

whibe trainors

Al Bhoppirg imsgea 0 Wewa | Videm | Lo Sntirgn

Abscsat 55, 100000 resfis. [DLET soonds)
White Reebok® Trainers - Official LK Stone - reabok.couk
B e co L TERINErS_White =

g Foe" posboi 00 LK

m Orlise Todind Shap ot B Oficial St ow.

Diawicr your cme shows - $0 diy Fnps et - Fie Dlianry
Branch: CrossFi. Lus Mis, UFC, Sparian
[ [y — [Ty ]

Fipbck® Womas Aipebck Criaafie

‘While Trainers - Shop Online Or Instone - johnlewis.com
] wwew jehnieas somiShons =
Dt wiibe radears orbne row. SRop Ta coleckon o doha Len

Ruslinga- Product quality 3510 . Webaile 810 - Belaction 310 - Reterns W10 < Pricss @i

Structured snippets

Structured snippets are a feature that allows you to list all the various brands, services etcetera that
you have available. As with the other extensions, they will help increase CTR and setting up mobile
structured snippets will also help boost mobile Quality Score.

OnlineShoes.com®
[X] wemw onlineshoss.com/ =

4.7 % %4k rating for onlineshoes com
110% Price Guarantes, Enjoy Sitewide Free Shipsing!
=3 Brands: Ariat, Birkenstock, Bom, Bestonian, Brocks, Clarks, Cebb Hill, ...
Worner'™s Shoes Dyvens Bhowss
Men's Shoos Hoots
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Price extensions

Price extensions are a new type of extension to showcase the different products provided and price
points. These show predominantly on mobile devices. These provide an opportunity for highlighting
price competitive product lines.

Furniture At Work™ - Save Up To 609%.
Competitive Prices - Furniture-Work.co.uk
BB www fumiture-work_ co.ubky

Largest Online Range. Free Delivery
Best Price Guarantee - Free Delivery All Orders
Types: Chairs, Desks, Filing Cabinets, Office Book...

Offica Chalrs - Exscutive & Confers...  Fram £21.00

Office Desks - Range of Office Desks  From £51.00

Filing Cabinets - Metal or Woodan From £47.00

Promotion extensions

Promotion extensions are a new extension currently only available through the AdWords Beta
interface. It allows you to add in any promotions or offers currently available. These should be
regularly updated where possible.

Free P&P & 20% Off Sitewide - Rellve Your Fondest Memories
[&d) www truprind co uk/Prints =

4.4 ek rating for trupring co.uk

Use code TREATIUFD tor Free Delvery & 20% O Everything al Truprint

Jasied Premium Cuality - Linkmited Photo Storages
I: 30% off Al Products - Code TREAT20FD
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AUTOMATED EXTENSIONS

Consumer ratings
This extension allows potential consumers to see your brand'’s ratings from past consumers, so that
they can judge your business from your past performance in various areas with others.

white Iraiers

Al Bhappieg Imagoes by Vikaon Blere Betirgm

Al 56,120,000 results [DAT secorda

Whine Reebokll Trainers - Official LUK Siome - reebok.couk
= msabof o0 U Tesners_Whine ~

= Cirline Tocy) Bhop ot e (fkclal Bia o
Chsngrn o e ahoass - 500 day s refums. - Frs Dadary

Brands: CTEaFi Lis Mils, UFC. £l
Rissbri®® Claagoa Risshri® My
Risssbrk® Wi Rissbok Crosurd

Whing Trainars - Shop Onlina Or Instons - johnlesis com
) i jefoiirals SCrTiEACES ¥
r-tpend mivie sl e orire row Shop Poe colecior af Joha Lreis

‘ Biirgn: Product culty § S8 - Websbi 510 - Rascon 01 - Reberre 510 - Prices 55 )

Previous visits
Has the consumer visited previously? Maybe they need a little reminder of the times you've shared
together - for this reason there is the previous visits extension.

Aunt Lynne's Jewelry - Beautiful Bangles

[} www.example com
Da Eafrings, Bangles, And Rings. All Handmade!
You've visited example.com 7 times. Last visit: today

Dynamic structured snippets
In addition to the main headline of the ad, dynamic structured snippets automatically show
additional landing page details alongside your ad.
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Seller ratings

Similarly to the ‘consumer ratings' extension, the seller rating offers the potential consumer a view of
previous consumer’s experiences with your brand - only this time in the form of a star rating.

Jeans at American Eagle - AE.com
w.ae.nommamensJean.::/

4.4 %% %% ¥ rating for ae.com

Huge Selection & In-Store Returns! Shop Womens Jeans At AE

Looks: Jegging, Hi-Rise Jegging, Skinny, Straight, Kick Boot. ..
¥ 345 US Route 1, Suite 13 - (207) 438-8582 - Open today - 9:00 AM = 9:00 PM =

Message extensions
This extension allows consumers that see your ads to click an icon and contact your brand by text

message. If you have set up a call extension with a mobile phone, AdWords may set up this feature
automatically.
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CONCLUSION

As with all aspects of search marketing, strategy is absolutely imperative for successful paid search
campaigns. Not only should this represent a large portion of your initial set-up around your brand's
paid search presence, its maintenance should be considered a rolling activity, scheduled month to
month in order to pluck out further negative keywords, add others and to build the best campaign
possible.

The main benefit for brands beginning their paid search journey today, however, is the host of tools
and technology available to help with many of the tasks. So use them. Whatever your budget, there

is plenty you can use to push your paid search to the next level through assisting with the creation of

a killer paid search strategy.
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