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Essential background knowledge

ÅPPC hierarchy 
ïthe differences and level change between 

campaigns, ad groups and keywords 

ÅYŜȅǿƻǊŘ άƳŀǘŎƘ ǘȅǇŜǎέ 
ïgenerate generic or targeted traffic

Å/ƭƛŎƪ ǘƘǊƻǳƎƘ ǊŀǘŜ ό/¢wύ ŀƴŘ άǉǳŀƭƛǘȅ 
ǎŎƻǊŜέ 
ïimprove to get top positions in search 

engines



PPC Hierarchy for Perfect Plumbers Ltd

List of Keywords

Ad groups

Campaigns

Account Perfect 
Plumbers

National 
targeted

(£20/day)

Plumber in 
Nottingha

m

Plumber in 
Nottingham

Plumbers in 
Nottingham

Nottingham 
plumber

Plumber in 
East 

Midlands

Plumber in east 
midlands

Plumbers in east 
midlands

East midlands 
plumber

Nottingha
m 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

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

ÅBroad match 
ïads are displayed when the words are typed in any 

combination (and with other words either side)

ÅάtƘǊŀǎŜ ƳŀǘŎƘέ 
ïads are displayed for the exact search term in the 

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

ÅNegative match 
ïads 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

ÅGoogle

ïbased on the max bid price and relevancy 
(quality score)

ÅMSN 

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

ÅYahoo

ïcombines max bid price and quality 
(click through rate)



Google Quality score

ÅInfluenced by:

ïkeyword's Click through rate (CTR) 

ïad text relevance

ïkeyword relevance

ïlanding page relevance



Keyword view ςshowing quality score and 
click through rates (CTR)

Although the CTR is 1.93% the words Bulgarian & 
properties do not appear in the ad copy ςresulting in 
a poor quality score



PPC Strategies

ÅSelecting the right network and campaign type

ÅCampaign settings

ÅSetting your budget

ÅBidding strategies

ÅKeyphrase strategies

ÅAd copy strategies

ÅLanding page strategies

ÅManagement and use of the free tools



Selecting the right network      
and campaign type in Google

ÅNetworks
ïSearch network 

ïContent network 

ÅCampaigns
ïKeyword targeted  

ïPlacement targeted (formerly site targeted)

ÅLimited budget
ïkeyword targeted campaigns on the search network

ÅYahoo and MSN
ïoften at a lower CPC and cost per conversion



Campaign settings

ÅCampaign structure
ïseparate phrases into logical ad groups and campaign 

hierarchy (not all in the same ad group)

ÅGeo-targeting
ïcampaigns can be targeted to different locations 

ïcountries, regions, counties, cities or map area

ÅContent network
ïseparate campaign and delete when it uses too much of 

your budget or does not convert

ïdo not turn ads off in the evening or weekends 
unnecessarily



Edit campaign settings



Setting your budget

ÅSet a realistic budget
ïuse the traffic estimator and keyword tools

ÅLimited budget 
ïonly bid on specific keyphrases 
ïdo not use the content network

Å5ƻ ƴƻǘ άǎǘŀǊǾŜ ǘƘŜ ōǳŘƎŜǘέ
ïads will be shown intermittently throughout the day or 

you will run out of budget in the afternoon 

ÅAllocate your campaign budgets
ïaccording to the predicted spend, this will help to 

maximize your traffic

ÅGeneric and specific terms
ïǎŜǇŀǊŀǘŜ ƛƴǘƻ ŘƛŦŦŜǊŜƴǘ ŎŀƳǇŀƛƎƴǎ ƛŜ ƎŜƴŜǊƛŎ ǇƘǊŀǎŜǎ ǾΩǎ 

performing phrases



Bidding strategies

ÅBidding for positions3-6 (not top) 
ïStill get good click through rate (CTR) and less expensive 

ÅBidding too low 
ïresult in very poor positions and low click through

ÅCost per acquisition (CPA) 
ïmaximum you can afford to spend to gain a sale? 

ÅMaximum cost per click (CPC)?
ïDivide CPA / 100 = estimate of the maximum CPC



Keyphrases strategies

ÅKeyphrase match types

ïuse the different types

ÅKeyword tool

ïto identify all the [exact match]phrases; targeted, 
cheaper and more likely to convert

ÅLƳǇǊƻǾŜ ȅƻǳǊ άvǳŀƭƛǘȅ ǎŎƻǊŜέ ϧ /¢w

ïdo not bid on very generic phrases - low CTR and 
poor quality score

ïdelete keyphrases with a low CTR - demote the 
quality score of phrases in ad group



Google keyword tools



Ad copy strategies

ÅCreate small ad groups
ïwith 1-20 similar or related phrases; write ad copy that 

includes these phrases

ÅImprove the quality score and CTR
ïtest different ad copy for each ad group 
ïdelete poor performing ads 

ÅDynamic keyword insertion
ïadd the keyword directly into title of your ad



Creating Great Ads



!Ř ŎƻǇȅ ǾƛŜǿ ǎƘƻǿƛƴƎ ŘƛŦŦŜǊŜƴǘ /¢wΩǎ



Landing pages & conversion tracking

ÅDeep Link
ïmost relevant page - not the home page

Åά/ŀƭƭǎ ŦƻǊ ŀŎǘƛƻƴέ 
ïadd to landing pages eg registration forms/ability 

to buy

ÅConversion tracking
ïŀŘŘ ǘǊŀŎƪƛƴƎ ŎƻŘŜ ǘƻ ǘƘŜ άǘƘŀƴƪ ȅƻǳέ ǇŀƎŜ

ÅLots of clicks - no conversions 
ïŘŜƭŜǘŜ ǇƘǊŀǎŜǎκŀŘ ŎƻǇȅ ŀǎ ǘƘŜȅ ŘƻƴΩǘ ƎŜƴŜǊŀǘŜ 

sales



PPC landing page




