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

company in 2004 and became a full digital agency in 2006 

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

behalf of Business Link

 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 

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

School and Reflex Website Content Management System. 

 The directors includes;

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

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

Professional

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

developing and maintaining our own stable of websites
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Part 1: Essential background 

knowledge

 PPC hierarchy 
 The differences and features between 

campaigns, ad groups and keywords 

 Keyword “match types” 
 Generate generic or targeted traffic

 Click through rate (CTR) and “quality 
score” 
 Improve to get top positions in search 

engines

 Campaign types and networks
 Where and how your ad will be displayed



PPC Hierarchy for Perfect 

Plumbers Ltd

List of Keywords

Ad groups

Campaigns

Account Perfect 
Plumbers

National 
targeted

(£20/day)

Plumber in 
Nottingham

Plumber in 
Nottingham

Plumbers in 
Nottingham

Nottingham 
plumber

Plumber in 
Leicester

Plumber in 
Leicester

Plumbers in 
Leicester

Leicester 
plumber

Nottingham 
targeted

(£10/day)

Emergency 
plumber

[Emergency 
plumber]

[Emergency 
plumbers]

[24 hour plumber]

[24 hour plumbers]

Corgi 
registered 
plumber

[Corgi plumber]

[Corgi registered 
plumber]

[Corgi fitter]

[Corgi registered 
fitter]



Keyphrases Match Type

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

Broad match 
 Ads are displayed when the words are typed in 

any combination (and with other words either 
side)

 Can also be found for synonyms and plurals

“Phrase match” 
 Ads are displayed for the exact search term in 

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

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

in combination with broad or phrase match)



Increasing keyword relevancy will result in 

higher positions and a lower CPC

Google 

 Based on the max bid price and relevancy 
(quality score)

MSN 

 Based on the max bid price and relevancy 
(click through rate and relevancy) 

Yahoo

 Combines max bid price and quality 
(click through rate)



Google Quality score

Influenced by:

 Keyword and Ad text relevance (do they 

“match”?)

 Landing page relevance and loading speed

 Keyword's Click through rate (CTR) 

 Historical click through rate (CTR) of whole 

account



Quality score



Selecting the right network      

and campaign type in Google

Networks
 Google Search + Search network 

 Content network (always in a separate campaign)

Campaigns
 Keyword targeted  

 Placement targeted (formerly site targeted)

Device platform
 Desktops & laptops

 iphones & PDA’s



Part 2: PPC Strategies

 Campaign settings

 Setting your budget

 Bidding

 Keyphrase

 Ad copy

 Landing page

 Management and use of the free tools



Campaign settings

Campaign structure
 Separate phrases into logical ad groups and 

campaign hierarchy – use campaigns for targeting 
and budgeting

Geo-targeting
 Campaigns can be targeted to different locations 

 Countries, regions, counties, cities or map area

 Languages – only one per campaign, keyphrases 
and ads need to be in the same language

Choice of network
 Separate campaign for content network and delete 

when it uses too much of your budget or does not 
convert



Edit campaign settings



Scheduling and geo-targeting



Each campaign has varying results for the search network



Setting your budget

Set a realistic budget
 Use the traffic estimator and keyword tools

Limited budget 
 Only bid on specific keyphrases 
 Do not use the content network or search network if 

they do not convert

Do not “starve the budget”
 Ads will be shown intermittently throughout the day or 

you will run out of budget in the afternoon 

Allocate your campaign budgets
 According to the predicted spend, this will help to 

maximize your traffic

Generic and specific terms
 Separate into different campaigns ie generic phrases vs

performing phrases



Bidding strategies

Bidding for positions 4-7 (“goldilocks zone”) 
 Still get good click through rate (CTR) and less 

expensive 

Do not bid too low 
 Result in very poor positions and low click through

What is your Cost per acquisition (CPA)? 
 Maximum you can afford to spend to gain a sale? 

Maximum cost per click (CPC)? 
 Most sites convert around 1% of clicks into leads/sales

 Divide CPA by 100 to get an estimate of the maximum 
CPC you can afford

 If you cannot achieve position 4-7 with this bid, then 
look for less competitive phrases at a lower cost, or 
improve your conversion rate!



Keyphrases strategies
Keyword tool

 To identify all the [exact match] phrases; targeted, 

cheaper and more likely to convert

Keyphrase match types

 Use all the different types (clone exact phrases)

Improve your “Quality score” & CTR

 Do not bid on very generic phrases – these will results 

in a low CTR and poor quality score

 Pause keyphrases with a low CTR – these will reduce 

the quality score of phrases in the whole account

 Better quality scores mean you get better positions 

and pay less per click



Google keyword tools



Traffic estimates for the UK



Ad copy strategies

Create small ad groups
 With 1-20 similar or related phrases; write ad copy 

that includes these phrases

Improve the quality score and CTR
 Test different ad copy for each ad group 

 Delete poor performing ads 

Dynamic keyword insertion
 Add the keyword directly into title of your ad



Creating Great Ads



Ad copy view showing different CTR’s



Landing pages & conversion 

tracking

Deep Link

 Most relevant page - not the home page

“Calls for action” 

 Add to landing pages eg registration 
forms/ability to buy

Conversion tracking

 Add tracking code to the “thank you” page

Lots of clicks - no conversions 

 Delete phrases/ad copy as they don’t 
generate sales



PPC landing page





Management and using the available 

tools 

Monitor your campaign
 Daily during the first few weeks

Collect sufficient data 
 Before making changes, eg 

altering/deleting keyphrases/ad copy

Free Tools
 Optimising tools

 Google Editor

 Google Analytics



SUMMARY

Top Tips for Improving 

Campaigns



Campaign set-up

Create separate campaigns for:
 Products or services 
 Search and content networks
 Geo-targeting 
 Generic vs specific phrases

Create Ad Groups
 Small number (5-30) of similar keyphrases 
 Ad copy containing the keywords
 Relevant landing page with calls for action  



Bidding

Bid on specific terms
 Use [exact match] rather than broad match

Negative keywords
 To exclude things you don’t want to be found for

Do not starve the budget 
 Put popular Ad Groups in different campaigns

Do not aim for position 1
 Aim for position 3-8 (ad is seen on first page)

Test and make changes manually



Improving your CTR 

and Quality Score

Quality score is “poor” or the CTR is <1%:

1. Restructure ad groups - smaller number of 
similar keyphrases with matching ad copy

2. Amend title & description (test several to 
review which ad works the best!)

3. Pause keyphrases with a CTR of <1% - too 
generic and will effect quality score of other 
keyphrases in the whole account



Improve sales conversion rate 

Conversion tracking
 Aim for >1% conversion rate

Content network & search networks
 Pause if converts at lower rate than the search network

High clicks no conversions 
 Pause any Ad Groups/keyphrases with large amount of 

clicks but lower than average conversion

Landing pages 
 Deep link to most relevant page 

 Add calls for action

 Test different landing pages to maximise conversions



Probably the most important way 

to maximise your PPC budget 

is to ensure that your website 

looks professional 

and is easy to use!



Download presentation 

and free PPC audit for anyone 

spending >£1000/month on PPC

www.anicca-solutions.com/CIM.htm

or email

ann@anicca-solutions.com

http://www.anicca-solutions.com/CIM.htm
http://www.anicca-solutions.com/CIM.htm
http://www.anicca-solutions.com/CIM.htm

