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Anicca Digital Solutions
Á Anicca Digital Solutions was formed as a web development 

company in 2004 and became a full digital agency in 2006 

Á We are an East Midlands accredited supplier and carryout work on 

behalf of Business Link

Á In addition to working directly with clients; we have collaborative 

partnerships with other agencies and technology companies and 

carryout work for them on a sub-contract basis 

Á We have a number of sub-brands including Online Marketing 

School and Reflex Website Content Management System. 

Á The directors includes;

Á Ann Stanley (MD) is responsible for providing online marketing consultancy and 

training to clients. Ann is a chartered marketer and a Google AdWords 

Professional

Á Alex Fowler (Technical Director) is responsible for building clients websites and 

developing and maintaining our own stable of websites

http://www.cimhk.org.hk/cpd/logo.jpg
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Part 1: Essential background 

knowledge

ÁPPC hierarchy 
ÁThe differences and features between campaigns, ad 

groups and keywords 

ÁKeyword ñmatch typesò 
ÁGenerate generic or targeted traffic

ÁClick through rate (CTR) and ñquality scoreò 
ÁImprove to get top positions in search engines and 

pay less

ÁCampaign types and networks
ÁWhere and how your ad will be displayed
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Ad CopyKeywordsAd GroupsCampaignsAccount

Perfect Plumbers 
Ltd

National Targeted

(£20/day)

Plumber in 

Nottingham

[Nottingham plumber]

[Nottingham plumbers]

Nottingham plumber

Nottingham plumbers

Nottingham Plumber

24 hour emergency plumber

Low call out charge 0115900000

PerfectPlumbers.co.uk/Nottingham

Plumber in 

Leicester

[Leicester plumber]

[Leicester plumbers]

Leicester plumber

Leicester plumbers

Leicester Plumber

24 hour emergency plumber

Low call out charge 0116200000

PerfectPlumbers.co.uk/Leicester

Plumber in 

Derby

[Derby plumber]

[Derby plumbers]

Derby plumber

Derby plumbers

Derby Plumber

24 hour emergency plumber

Low call out charge 0113200000

PerfectPlumbers.co.uk/Derby

Nottingham Campaign

Geo-targeted

(£5/day)

Corgi registered 

plumber

[Corgi plumber]

[Corgi plumbers]

Corgi plumber

Corgi plumbers

Corgi Plumber

24 hour emergency plumber

Low call out charge 0115900000

PerfectPlumbers.co.uk/Nottingham

Emergency 

plumber

[emergency plumber]

[emergency plumbers]

Emergency plumber

Emergency plumbers

Emergency Plumber

24 hour emergency plumber

Low call out charge 0115900000

PerfectPlumbers.co.uk/Nottingham

24 hour 

plumbers

[24 hour plumber]

[24 hour plumbers]

24 hour plumber

24 hour [plumbers

24 Hour Plumber

24 hour emergency plumber

Low call out charge 0115900000

PerfectPlumbers.co.uk/Nottingham

Leicester campaign

Geo-targeted

(£5/day)

Derby campaign 

Geo-targeted

(£5/day)
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Keyphrases Match Type

[Exact match] 
ÁAds displayed when the exact words are typed in

Broad match 
ÁAds are displayed when the words are typed in any 

combination (and with other words either side)

ÁCan also be found for synonyms and plurals

ñPhrase matchò 
ÁAds are displayed for the exact search term in the 

quotes but with other words either (a hybrid of exact 
and broad match)

Negative match 
ÁAds will not appear if this word is typed in (used in 

combination with broad or phrase match)
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Actual terms used with broad/phrase match
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Trying to achieve the most clicks at the lowest price

Á Google rewards advertisers who have the most relevant ads by giving them a 

better position and by paying less ïwe use this to drive down costs!

Á Quality score is used to measure relevancy - we aim for a quality score of 

greater than 7/10

Á Your position in the search engine results is dependent on the max price per 

click you are prepared to pay (Max CPC or bid) multiplied by your quality score

Advertiser Maximum bid 
(cost per click)

Quality score 
(out of 10)

Ad rank
(CPC x QS)

Position 
achieved

A £2.00 1 2 5

B £1.50 3 4.5 2

C £1.00 6 6 1

D £0.50 6 3 4

E £0.50 8 4 3

Advertiser E is only bidding 50p but because of the 

high quality score (8/10) achieves position 3
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Google Quality score
Influenced by:

ÁKeyword and Ad text relevance (do they ñmatchò?)

ÁLanding page relevance and loading speed

ÁKeyword's Click through rate (CTR) 

ÁHistorical click through rate (CTR) of whole account

CTR

Relevancy

Landing Page
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Use customise columns to reveal quality 

score and number out of 10

Note: The keyphrase 

with the 3/10 quality 

score requires a bid of 

£2.75 to achieve an Ad 

Rank high enough for a 

page 1 position



www.anicca-solutions.com/CIM.htm

Selecting the right network, 

campaign type and device platform
Networks
ÁGoogle search only

ÁGoogle Search + Search network 

ÁContent network ïautomatic or managed (always in a separate 
campaign)

Campaigns type
ÁKeyword targeted - Google, Search network or automated 

Content network

ÁSite targeted - Managed Placement on Content network

Device platform
ÁDesktops & laptops

ÁiPhones & PDAôs
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Check the CTR for Google and Search 

network ïuse this to set CTR limits



www.anicca-solutions.com/CIM.htm

Part 2: PPC Strategies

ÁCampaign settings

ÁSetting your budget

ÁBidding

ÁKeyphrases

ÁAd copy

ÁLanding page

ÁManagement and use of the free tools
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Campaign settings

Campaign structure
ÁSeparate phrases into logical ad groups and campaign 

hierarchy ïuse campaigns for targeting and budgeting

Geo-targeting
ÁCampaigns can be targeted to different locations 

ÁCountries, regions, counties, cities or map area

ÁLanguages ïonly one per campaign, keyphrases and 
ads need to be in the same language

Choice of network
ÁSeparate campaign for content network and delete when 

it uses too much of your budget or does not convert
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Edit Campaign Settings
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Geo-targeting - Specific Area


