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INTRODUCTION

The total percentage of digital spending reached almost $101 billion in 2019/20 on paid search alone
- a massive 46% 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 was staggering (see below), which obviously encour-
ages more and more brands to adopt paid search (PPC) as a key part of their marketing strategy.
We've referenced this because in the last four years the trend has doubled hand over fist with the
revenue trajectory producing a graph far beyond a humble PPC guide. More brands are advertising,
more consumers are clicking and more money is being generated by this marketing channel. 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 Google Ads 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 a Google Ads 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.

Quarterly revenue growth trends 1996-2016 ($ billions)
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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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About this statistic Show source

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.

WWW.CLICK.CO.UK 6



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.

DID YOU KNOW?

The most expensive keyword to target in 2020 is “insurance”.

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.

R

Go gle clip in ped
clip in pedals
clip in pedals mtb
clip in pedals types

clip in pedal shoes
ADoUt Z, UTU UUU resuns (U548 seconas)
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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.

Google clip in pedal shoes 4 Q

Al Shopping Imagpes: Viduos Mags Murg Sullings Tools

About 3,940,000 results (0.4 seconds)

Shop for clip in pedal shoes Sponsored
>

Diadora X Shimana ROES Nesthwawve Flash Shimane MT3 Decathlon B'twin,
Phantom I MT... SPD-5L Road.. Road Shoes - 4. SPD Touring 100 Road Cycli...
£31.99 £44.08 EBTAD £59.99 £29.93
ChainReaction. . Wiggle co.uk Wiggle.co.uk Wigghe. co.uk Decathilon UK
rdededed (37) v skl (452) Jeve e (9) dededede i (37) e dede ok (5)
By Google By Goagle By Google By Google By Google

Cycling pedals and cleats buying guide | Wiggle Guides

hitps: fguides wiggle co ukicycling-pedals-and-cleats-buying-guide -0 -

Clip-in pedals are made up of two main components. the pedal, which attaches to your bike like a
requiar flat pedal; then the cleat, which attaches to the sola of your cycling shoe A spring machanism
on the pedal allows you o "clip’ the cleats on your shoes in and out of the pedals. With most systems,
you push your foot

Wiggle | Clip-In Pedals

www.wiggle.co.uk » Components » Pedals

Supwb range of Clip-In Pedals at Wiggle, the online cycle. mun, swim & bi shop! Collect+ and Next Day
dalivary avallable in LK. FREE wardwide delheery avallable

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?

WWW.CLICK.CO.UK

Goog Ie shimano spd clipless shoes 4 Q

Al Shopping Images Videos News More Settings Tools

About 2,240,000 results (0.47 seconds)

Shop for shimano spd clipless shoes Sponsared
¥

Decathlon Decathlon Shimano ROE5 Decathlon Shimana RP3
Shimano AmS.. Shimano MDE5.. SPD-5L Road. .. Shimano Mt34... SPD-5L Road..
£2999 £39.99 4408 £44.99 £56.99

Decathion UK Decathlon UK Wiggle.co.uk Decathion UK Wiggle.co.uk

48% price drop dede gt (6) Adkdkd (452)  dkkkx(T) Joddkd (182)

By Google By Goagle By Google By Google By Google

Shimano shoes - We won't be Beaten on Price
www wiggle co ukiShimano_Shoes ~
Discover gur range of Shimano Shoes. Buy now from Wiggle!

Pedals - Shimano

bike shimano.com/conlent/sac-bikefenmome/mib1/p sedals.himl =

Results 1-12 of 20 - DX M64T SPD Pedal BMX/Off-Road Racing Pedal Quick View PD-
M540_B00x450_v1_m565T7569630921629 jpg SHIMANO M540 SPD Pedal. Off-Road Racing Pedal
Quick View PO-M530_1200:900_v1_mbES F IH6983092 7369 jpg SHIMAND M530 5PD Pedal ..




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.

Q ROOM USERS

@ PERSONAS
% KEYWORD THEMES FUNCTION ROOM

-----------------OQ-----------------

LR L] EE R R RN
WEDDING PLANNER BRIDE AND GROOM HR MANAGER SALESPERSON BIRTHDAY w

CosT PRESTIGE CosT LOCATION TRANSPORT

LOCATION CAPACITY LOCATION PRESENTATION OPENING HOURS LOCATION
AMENITIES AESTHETIC CAPACITY AMENITIES LOCATION OPENING HOURS
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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 SEQO strategy to create
one - a process that can be used for both SEO and PPC).

What is Keyword Planner?

Keyword Planner is a Google tool within Google Ads 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 Google Ads 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
Google Ads 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.

Keyword Planner

Where would
B} Find new

v Search for new keywords using a phrase, website or category
v Oet search volure data and trends

b Multipdy

ﬁ] Plan your budget and get forecasts

b Enter or upload a list of keywords 1o get forecasts

v BETA Oet lorecasts for campaigns of keywo

Building on or improving your keyword list

vords and get search volume data

Before you begin

sse Keyword Planner

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

The first step to building or improving your keyword list
using Keyword Planner is to generate some keywords -
this can be done quite quickly and easily by expanding
the ‘Search for new keywords using a phrase, website

or category’ box.
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~ Search for new keywords using a phrase, website or category

Fritere conwe e et of Thee Tellenwing

Your product or service

marketng

Your landing page
IV CHCK. CO.UK

Adwenising & Mareting

Targeting Customise your seanch
Uniled Kingdam Keyword filters
Al languages
Keyword options
Google Snow broadly refated ideas
Hide keywords in my account
Negative keywords Hide keywards in my plan

Dare range Keywords o include

Shiow 3vQ. MonInly soarcnes
for last 12 monkhs

A dummy example using the Click Consult site
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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.

‘Yaur product or servica Your landing pags Your product calegery

markating it click co uk Adverising & Marketing Gotideas  Modify swch

Semch volume rends =

Myerage monthly searches
108

ek
208
G . . . .
dan e way - et 2017

How 2006
A group dess | Keywond isess Celumm = = A Dowrioad Al (TO0)

Thars was & problam ratrisving |deas. pleass bry again

Keywond {by reiunce) Avg. monly wrarchen (7| Competiion 7 Suggesiedbid o Ad mpr share 7 Add 0 plan

sea I 33400 Medium £B.04
aniline marketing I 2400 Medium £5.54
280 services k2 3600 Medium £14.15
inteenet marketing 1,900 Medim £3.48 -
80 company 2500 Medum Falid -
pay per cick 2400 Medium £6.44 -

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.
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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.

Find new keywords and get search volume data
¢+ Search for new keywords using a phrase, website or category
b Get search volume data and trends
= Multiply keyword lists to get new keywords

List1 List 2

Paid sarch services
PPC agency

SED management
ONgARIC SEATCH consumANCy
Soarch Marketing X campaigns
Drwatal Marketing

SEM
Soaren Enging Markcsting

Targeting 7

United Kingdom s
Gaogle ’
Negatve keyworas ’
==

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).

¢ sevicen, aguncy manap i

L o

2
[ - e i ™ et 34

A group e Kiypword idess Oubonte ¥ (o] [ Tombendll| || ackiisbioty
Miward (by stievince) Avg mantiy pearchey T Compatban Suggentesbid A g whare 7 Aded 6 i
««««« - HE00 Mdaciorm 1w
dhgital marketing agency 4400 High £161
s agancy 2000 Madiom [T
chgital markesng senvices 390 Madiem (13,
328 cemitarn 1600 Madiom i)
chgrtal markesng manager 550 Mediom {71 ]
300 manager 30 Madiarn LT

These keywords can then be incorporated into your Google Ads 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.
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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.

DID YOU KNOW?
Facebook's ad revenues eclipsed the entire print industry in 2019. As a result, marketers who

invested in these advertisements reaped huge benefits...

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 Google Ads (though this will
require you to have at least run an example campaign to test the water).

‘Auction Insights’ can be found in Google Ads 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).

+ ADGROUP Edit ~ Bid strategy - Automate ~

AUCTION INSIGHTS

[ ] Ad group lefault Labels 7 Clicks 7 Impr. | 7
x CPC
All
® Click Consult Eligible £2_[£ m 15,901 147,521

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.

Display URL domain Impreasion share 7 & Awg. position Overlap rate Position above rate Top of page rate Outranking share

Ak com 10 47% 3 40 BE% 57.86% B BE% 6.13%
Qther 18.42% 3.0 40.88% 57.86% 5.88% 6.13%
virginmeaia. com 11.94% 1.5 £.03% .T4% 88.06% T.46%
Crthver 11.84% 15 2.03% 8.T4% 88.08% T.46%
You =10% 238 458%
Ohthver =10% 28 458%
broadbandchoices. co.uk =10% 3 3.01% 100.00% 683.02% T.79%
Other = 10% 30 3.01% 100.00% 53.02% 1.70%

Show rows S00~ 1-40f4
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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:.

search markeling agency ,!, Q,

Al Maws Maps Videos Images More Settings 00ls

About 4,000,000 results (0 63 saconds)

UK Search Marketing Agency - Full Service Solutlons - visualsoft.co.uk
[aa) www visualsoft coukisearch/agency =

Let Owr Markeling Experts Takes Your Business To The MNeoxt Level - Contacl Us Now

Digital Markating Experts - Email Marketing - Comact Us - Social Markeling - SEQ - Affiliates

Search Marketing Agency - 1200 Experts In 107 Countries - croud.com
(&) weww croud comiSearch_Agency/Digital_Experts

Our Liniqua Combination of Teeh & Team Drives Fxcoptional Results, Find Cut Mare

AdWords Cerlfled Partner - GACP Cualiflied - Industry Expens  Listed In Tech Track 100
Services PPC, SFEO, Programmatic, Analytics, Fead M pement, Shopping C. I

FPC Advertising Croud Technology Contact Us Today Tech Track 100 Feeds & Shopping

Adapt Search Marketing Service - Enhance Your Digital Presence

[Ad) www.adaptworkdwide com/Senvices/Marketing v

Dur Tech Tearm Will Ensure That Your Site Is Monifored and Audited. Choose Adapt

Multiingual SEQ - Over 175 Languages - Agile Landon Agency - EMEA. LATAM, APAC Regions
Services. SEDQ, Training Courses, Baidu SEQ, PPC. Social Media Markeling. Content Marketing, ASD
Find Crut Who We Are - Seo For China - View Our Work - Intermational PPC - Get In Teuch With Us

Search Engine Marketing Agency - Award Winning SEQ Services

[&d) weww novi digitallSEM +

Since Swsrard-winning nowl have achioved growth for their SEC clionts

Fxperts in SEQ. CRO & PPC Founded In 2009 Qur Tram Are All In-House

Click Censult: SEO & PPC Search Marketing Agency

htps:/www. Click.co.ukl +

Clck Consul s an Award-winning Search Engine Marketing Agency. Our sendees Include Search
Engine Oiptimisation (SEO) & Pay Per Click (PPC)

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.
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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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@CLICKCONSULT“

CONVERSION
FUNNEL BASICS

UPPER FUNNEL
Awareness

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

MID FUNNEL
Consideration/preference

Consumers here are aware of products/services,
and have been 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 journey, many consumers
will have decided what to buy, but not
necessarily where from.

LOW FUNNEL
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 only do we seek to convert at this
point, but also to retain custom.
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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).

T M mapra— This option (under the 'Plan your budget and forecasts')
T T S tab, allows you to make projections regarding possible
Google Ads campaigns carried out with your uploaded

Option 1. Enter keywords

o keywords.

search marketing tamlna i

OIJANC SEAICH SANICAS

Organic seirch managimenl

TRRRE N You can look to experiment with the graph slider to

——— optimise your possible campaigns for impressions, clicks

i or cost, allowing you to make decisions about how best

. Oste range to incorporate this group of keywords in to your strategy

—— e i (again, this is excessively large and diffuse for most Ad
iages Snowing monihly forecasts . . .

Govge Group requirements, but used for illustration - see here

e for advice on keyword groups).

=

P bt gt
Performance forecasts
Erder & b i dady

201
Unfted ongdom AN languages ;- GoOQW . Kegatve kpwards.

MdGeeme  Mevwsd  Devir  Lsestin: Peevings =

Morithly forecasts uainy: 1

Ad Grop. L Mawcro Cian e, comt O AR Ao
B sarvces 1 BRe varices. py canpaigni. p 201 29002 IMTIEIG EANTIDE LFCR e
Total 230137 FATIENS 47906 4% s 78

Shemrmn 30 v 10000 0 preien

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) MEDIUM
COVERAGE

AD GROUP (TYPE OF FOUNDATION

AD GROUP (TYPE OF

PRODUCT) ANTI PRODUCT) ORGANIC
SHINE FOUNDATION FOUNDATION

CAMPAIGN (PRODUCT):
FOUNDATION

ORGANISATION:
COSMETICS SUPPLIER

AD GROUP (TYPE OF AD GROUP (TYPE OF
PRODUCT) NON PRODUCT) REVLON
GREASY LIPSTICK EYE SHADOW
CAMPAIGN (PRODUCT)
LIPSTICK

AD GROUP (TYPE OF
PRODUCT)
MAYBELLINE EYE
SHADOW

AD GROUP (TYPE OF
PRODUCT) SMUDGE

RESISTANT LIPSTICK AD GROUP (TYPE OF AD GROUP (TYPE OF
PRODUCT) VEGAN PRODUCT) RIMMEL
LIPSTICK 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

LIPSTICK KEYWORD (VARIATION OF

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 Google
Ads account, and select the campaigns tab.

A GOOgle AdWords LB Co-nﬁgl'}-zm-swa g Accounts  Campaigns  Reports

Manager

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

+ AD GROUP Edit - Details 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).

Mame this ad group
An ad groap €ontaing oné of nane adk and 3 88t of ralated kaywords For badt radulle, try 1a focus all the ads and kaeywords in thit ad group on oné produc of Eervice Laam mare about how bo Slruchus your ateount

o Sp Ad Group 8351

Create an ad
» Textad Dynanmic search ad Mobile: app engagernent Callonly ad
To get stared, wrile your first ad below. Flemember, you can shviys create more ads laler Leam how to wile & greal lexl ad

Headline (7] | 0n Page Contien Sence Ad preview: The follewing ad preview may be formatied slightly diffenently from what i shown to wsers. Leam more
S i Page Content Serdce
Description line 17 Ruquest Frue Buspoke Suarch Engine weww click o uk/Content

Request Free Despoke Search Engine Optimésation Analysis. Call Teday

Descriplion line 2 v Opamisaten Analysis. Call Today
Ad extensions expand your ad with additional information, ke a business address or phore
Chsplay URL 7 www Click co uk/Content number
Take a tow
Final URL 7 mipur & www lick o ukrequestycur-Foa-organic-s

B URLS for mobile

B A0 URL options (advanced)
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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).

Fywords

£l Select keywards
Your ad can show on Googhe when peoplis search Tor things: rdatiad 1o your kispwords

Tips
e Start with 10-20 keywonds
. B sward kipwords Choose phrases thal customis would use 1o semch for your

prach

* By dh ' broad matched to serchis to hlp you captise a wider cnge of rdevant tadfic
U malch types ta ool this

» Lusarn mare abaut chacsing elfective ks

Enter ane keyword per line.

ElGategary Seo Analysis

page analysis
hiryevord anidysis
wilis analysis oo
CNpage S8 aNalYEIs
Se0 analysis of website
dol  webisilie anlysis fr s
on page sa0 analysis
page 380 anafysis
til i link analyss
£80 analysis website
580 0N page analysis
barst s
fol  wob page seo analysis
onsite se0 analysis
wal 380 analysis
el seo & voebsiie

mlysis
5@ and website analysis
‘website and seo analysis
fid  sia wish analysis

£80 pagerank analyss
se0 analysis for websie

Estimale search traffic

Then set a maximum CPC for the ad group.

Maximum cost per click (Max. CPC)

WO Can Influence your ad's posiRen by seting its maximum cost-per-click (CFC] bid. This Did 15 Tie highest prica youTe willing 1o pay when someons clicks on your ad, Youll inpulan inital bid betow, DUt vou can changs your bid as often a& you ke, Try
it el o o ot stiwted], then evise it later based an hav your ads perfonm

Dt bid |7 E
o) £am 30t keyword-evel i separately

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:
The most common of these enhancements range from the addition of ‘call’ buttons for mobile, to

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

business more prominently ,_,

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

MANUAL EXTENSIONS AUTOMATED EXTENSIONS
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 Google Ads 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
www.smabrian.com/Washington/Family-Law ¥

Sophisticated, Tailored Solutions For Your Specific Case. Contact Us Today!

Trusted & Knowledgeable - Handling High-Asset Cases - Skilled Trial Attorneys

Tyges, j renting, Divorce, Domestic Violence...
Testimanials Divorce
About Us Contact Us
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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.

XH

Fresh Look Hair Salon - We Know It's
More Than A Cut
B www nample com

Fant, friendly & professonal saion services at
rrascnable provs, Book onbee!

Wormen's haircut

Men's haircut

Kid's haircut

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 is terrific!

Buy example app now
IDo-.-.'nload Example App Here |

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

) www.example.com/

Vigit Thames Valley Cheese Wharves LI
Call Mimi 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

Q,  sonytv

WEB IMAGES VIDEDS SHOPPING MORE

Sony® 4K HDR TV's - A Masterpiece of
Design
B www.sony.com/4KHDR

Experience Stunning 4K HDR Clarity, Color &
Contrast in Everything You Watch.

o See 3 retailers near Palo Alto >

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.

white frainars

All Shopping Images News. Videos Mare Settings

About 58,100,000 results (0.47 seconds)

Wh:te Reebok@ Trainers - Official UK Store - reebok.co.uk

o reahok co.uk/Trainers_White
pling for reebok.co.uk
T ROEn iners Online Today! Shop al the Official Site Now.

Des»gn your own shoes - 100 day free retums - Frese Dafivery

Brands: CrossFit, Les Mills, UFC, Spartan
Reebok® Classics Reebok® Men
Reabok® Woman Reabol® CroasFit

White Trainers - Shop Online Or Instare - johnlewis.com
EF] www.jchnlewis.com/Shoes
On-trend white trainers online now. Shon 1he collection at John Lewis.

£yE v’ i - Nex : 3 2 ar £50
Ral“gs 2’o-uuctq ahtyg 510 - We:s i 8 |[! Selectongw Re‘ur'\sg 10 - Prices 910

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®
| www.onlineshoes.com/ ~
4.7 % %% %3 rating for onlineshoes.com
110% Price Guarantee. Enjoy Sitewide Free Shipping!
—) Brands: Ariat, Birkenstock, Born, Bostonian, Brooks, Clarks, Cobb Hill, ...
Women's Shoes Dress Shoes
Men's Shoes Boots
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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 Wark™ - Save Up To 60%.
Competitive Prices - Furniture-Work.co.uk
www.furniture-work.co.uk/

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

Office Chairs - Executive & Confere... From £21.00

Office Desks - Range of Office Desks  From £51.00

Filing Cabinets - Metal or Wooden From £47.00

Promotion extensions

Promotion extensions are a new extension currently only available through the Google Ads 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 - Relive Your Fondest Memories
waww. truprint.co.uk/Prints +
4.4 Y4 rating for truprint.co.uk
Use code TREAT20FD for Free Delivery & 20% Off Everything at Truprint
Years P intin lg Prices - sased Premium Quality - Unlimited Photo Storage
eal: 20% off All 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 trainers
All Shopping Imingos MNows Vidoos Mare Seltings
About 58,100,000 results (0.47 seoonds)

White Reebok® Trainers - Official UK Store - reebok.co.uk
Esnsw eaboh co.ukTrainers_White =
STy iners Online Todayl Shop at the Official Site Now.
Design your own shoes - 100 day free retums - Free Dalivery
Beands: CrossFit, Les Mils, UFC, Spartan
Resbok® Classics. Reabok® Men
Rechol® Women Rk CrossFit

pting for reebok.co.uk

White Trainers - Shop Online Or Instore - johnlewis.com
www johnlewis.comiShoes =
On-trend white trainers anline now. Shop e collection al John Liwis.

Ratings: Product quality §.5/10 - Wabsite 8/10 - Selaction 8/10 - Returns 810 - Pricas 810

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

Dangly Earrings, Bangles, And Rings. All Handmade!

|Y0u'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

Ad www,ae.comMomensJeani;/

4 4 Y% % % % ¥ 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) 439-8582 - 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, Google Ads may set up this

feature automatically.

Google B R
(801)6959240 O W

weetin limes equace 3

HEWS  SHOPPING

MASS  MAGES

Hi, Fmintesested in a reservation. Flease
et Bk

Wactin Timoe Sguare - Stay Hers n NY at
Tirnes Squsare - ReservalionCountes, com
[ ww e vaONCOUStEr CTY

Sure, what dates aee you iriveling oa?

W 4300 S, M Yok WY
Amenmues; Free i, Friness Facilty, Coftes Maker,

Hobel Amenities

Phoios rite & Message

PO = @ @&

Pleasa 1 The &

Hotsl Deseripton

Mg B Directions
L Cal(se4) 2250052

o |

£ Got Questions? Send Us a Text! E] FA T! Y’ Uf IG 0‘ P‘
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KILLER STATS FOR 2020

According to Social Media Today:

«  The industries spending the most on PPC advertising in 2020 include retail, travel, publishing
and education. The consumables, automotive and home improvement industries are spending
the least on PPC advertising.

+  The most effective PPC channels are text ads, remarketing and mobile.
+ 4 out of 10 marketers want to increase their PPC budget.
+  Google Ads, Facebook and mobile are the most popular PPC platforms.

« 80 percent of respondents surveyed view artificial intelligence as an important player in the
digital advertising industry during 2020.

. Programmatic is gaining importance and popularity as a PPC channel in 2020.

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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GET IN TOUCH WITH US TODAY
ABOUT US

Click Consult is a multi award-winning digital and search marketing agency with a focus on organic (SEO)
and paid search (PPC). Part of global consumer brand business Ceuta Group, we have a team of 70-plus
specialists and a portfolio of more than 60 clients worldwide.

Our complementary services include content marketing, outreach, social media, conversion rate
optimisation (CRO) and international/multilingual search marketing. We can also offer training and
consultation to support your teams or existing strategy.

Click was named Organic Search (SEO) Team of the Year 2020, adding to our long list of other awards
and accolades, and also ranks within Econsultancy’s ‘Top 100 Digital Agencies’, and Prolific North’s ‘Top
50 Digital Agencies’ We're also a Google Premier Partner, a Bing Select Partner and feature in The Drum
Recommends.

ADDITIONAL RESOURCES

Blog

Click Consult regularly posts
actionable insights on its blog -
dealing with all aspects of search
marketing. From technical SEO
to PPC, content marketing and

Click Consult produces in depth
eBooks on aspects of search
marketing on a regular basis,
dealing with the latest best
practices, changes to standard
practices, methods of improvement

of reference about complex
subjects. Thanks to its team of
highly talented designers, Click
Consult is also able to distil its
vast experience into easy to
understand visual content.

Analytics advice, the Click Consult and more.

blog has something for everyone of

InfographicsSometimes
what you need is a quick point

any ability.
eBooks

Follow us on Google+, Facebook, Twitter or LinkedIn, or to find out what Click Consult can do for you, call:

0845 205 0292
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http://www.click.co.uk/blog/?utm_source=eBook&utm_medium=eBook&utm_campaign=ppc-uncovered-strategy&utm_term=ppc-uncovered-strategy&utm_content=eBook
https://www.click.co.uk/resource-types/whitepapers-ebooks/?utm_source=eBook&utm_medium=eBook&utm_campaign=ppc-uncovered-strategy&utm_term=ppc-uncovered-strategy&utm_content=eBook
https://www.click.co.uk/resource-types/click-consult-infographics/?utm_source=eBook&utm_medium=eBook&utm_campaign=ppc-uncovered-strategy&utm_term=ppc-uncovered-strategy&utm_content=eBook
https://plus.google.com/+ClickConsultLtd/about
https://www.facebook.com/ClickConsult
https://twitter.com/clickconsultltd
https://www.linkedin.com/company/click-consult
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