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We have the Internet that provides a huge platform for advertising products and services
online. Advertisers around the world have shown a keen interest in making good use of the
Internet that is omnipresent these days to market various products and speed up their
business activities by reaching out to numerous users.

You might be aware of the conventional methods of push marketing that involves the use
of brochures, television ads, radio ads, banners, bills, balloons, etc. where people are driven
to hear, listen, and view the product or service they can get.

Quite contrary to the traditional model, the recent methods of internet marketing involve
innovative techniques to catch more eyeballs and pull online traffic to visit, listen, view, or
buy a product or a service that is on offer. It is done through a model that is now being
widely regarded as Pay Per Click (PPC). It is a successful model for internet advertising that
directs online traffic to particular websites, where the advertisers pay the publishers a
certain amount when their ad is clicked.

Here, in this introductory chapter, we will provide an overview of PPC as a concept and
explain the role of its entities involved in the entire workflow of PPC advertising.

About PPC Ad

PPC stands for Page Per Click. It is an internet marketing model where the advertisers use
the publishers’ website to market their products or services through ads. The publisher gets
paid by the particular advertisers when a user clicks on their ads. It is a pull-type internet
marketing of buying user visits to a site.

Search Engine Advertising

One of the most popular forms of PPC marketing is Search Engine Advertising (SEA). It
allows advertisers to bid for placement of ads in the search engine’s sponsored link,
when a user searches for a keyword that is relevant to a product or a service.



Whenever a user clicks on an ad, the link directs the user to the product’s website.
At the same time, the product or service provider needs to pay some amount to the
search engine, such as Google.

Behind every successful PPC campaign lies a catchy ad that can attract the
attention of online users. Advertisers focus on the following aspects while creating
an online ad:

e Research for effective keywords related to a product or a service
e Choose the right keywords
e Group the keywords relevantly

e Arrange the keywords to create an advertise

More often than not, the ads that are useful and relevant are charged less fees per
click by the search engines. This is rewarding for the advertisers, as they get more
business in exchange of minimal fees.
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Google AdWords is an example of a popular advertising system. It facilitates
businesses to publish ads on Google’s search engine.

Entities Involved in PPC Advertising

The following entities are involved in PPC Advertising:

e Product or Service Seller
e PPC Advertiser

e Landing Page Provider

e Landing Page

e Viewer or the Visitor

Take a close look at the illustrations below that depict the general roles of the
entities involved in PPC advertising:

Provides PPC Services

> -
\\_ Pays for Services \\_________,_/

Product/Service Seller PPC Advertiser

(a) A product/service seller contacts advertisers for PPC based Ad
programs




Landing Page

| Users click on the Ads

E and arrive on the landing




5. On the buyer’s side, a user visits the search engine - say Google.com, enters
one of the keywords or keyword phrases - say “Kindle Paper white” and clicks
the Search button.

6. The search engine finds the matching ads and places them on the results page.

7. If a user clicks on the ad, she is taken to the advertiser's website, and the
advertiser is charged for the click.

History of PPC

PPC ads have been in existence over a decade now. The term PPC came into
existence during the year 1990 when organizations started conducting their
business on the Internet. One of the companies that pioneered the concept was
goto.com. Yahoo took it over in 2003.

When Google launched its AdWords solution for PPC marketing, heavy activities
started in the domain of PPC. In addition to Google, a number of search engines
such as Yahoo, Bing, 7Search, ABCSearch, and Findology provide PPC ad hosting.

Properties of a Compelling PPC Ad

A compelling PPC ad has the following properties:
e Itis a part of a closely-knit ad-groups.
e It can address the desired search queried by the users.
e [t takes the user to an appropriate landing page.

e It drives the users to click on it and explore.

General Formula for Calculating PPC

The basic formula of calculating PPC is:

Pay per click ($) = Advertising cost ($) + Number of ad clicks

Advantages of PPC

PPC helps in branding and creating leads as well, both in parallel. PPC provides
quick results in contrast to SEO results that are equally important but may take
months or even years to materialize.

e Quick Actions PPC gives immense traffic, quick results, and more hype
branding in a short span of time.

o Negligible Initial Investment Search engines do not charge fees to insert a
PPC ad or to set up an account. The user pays only when someone actually
clicks on his ad.

e Business Gets Noticed Globally A business can get global recognition,
even if it has a small local setup.

e Instant Results As compared to SEO methods, PPC ads can deliver faster
response, if quality ads are posted.



Given below is a list of the terms frequently used in PPC advertising followed by a
short description of the terms. You should be thorough with these terms before
proceeding further.

Ad group

It is a collection of relevant keywords under one name. Maximum 20,000 keywords
can be added into an Ad Group.

Ad Network

An Ad Network is an online business that specializes in matching up of advertisers
to the websites looking to host the ad. Ad networks work as brokers for both
suppliers (sites with content that can host ads, for example, tutorialspoint.com) and
buyers (the advertisers). An ad network relieves the websites from having to set up
and invest in their own ad servers and tracking software.

Ad Position

Ad position is the order in which an ad is displayed on a webpage. For example, ad
position "1" means the ad is displayed first on the webpage.

Ad Rank

It is a value used to determine the Ad Proposition.

Call-To-Action (CTA)

This is a marketing term used for the action you want the website visitor to take.

Campaign

It is a series of relevant ad groups.

Click-Through-Rate (CTR)

It is a metric showing how often a visitor clicks your ad after seeing it. It can be
defined as the number of clicks per thousand impressions. CTR contributes to Ad
Rank.

www.webiroce.com

Conversion

Conversion is the action the user wants when he clicks on an ad. It occurs when a
visitor takes action. For example, the user makes purchases, signs ups, submits
enquiry forms, views a page, or downloads, depending on the program's goals.



Conversion Rate

It is the measurement of the success of a paid campaign. It is measured by the
number of potential visitors performing any of the desired actions such as buying a
product, filling a form, etc.

For example, if there are 100 visitors to a particular webpage via a PPC ad, and
three of those 100 visitors buy the product the website sells, then the conversion
rate for that particular ad is three percent. The larger the conversion rate, the more
successful the website is.

Cost Per Action

It is the amount you pay for every lead, sign-up, or purchases. It is also known as
cost per acquisition.

Cost Per Click (CPC)

It implies the amount you pay for every single click on your ads.

Cost Per Mille (CPM)

It is the amount paid for every thousand views of the PPC ad.

Destination URL

It is where you want the user to land when he clicks on the ad.

Display URL

It is the name of a page of the website.

Geo-targeting

Delivery of ads to a particular geographic location of the users. It allows the
advertisers to choose specific locations where they wish to show their ads.

Impression

In the context of online advertising, it is a measure of the number of times an ad is
seen irrespective of clicking on it. Each time the ad displays, it is counted as one
impression.
Keyword

It is a search query made by a user. A word or a phrase of words entered in the
search box by the user. The search engine matches your keywords and gives you
relevant results on the Search Engine Result Page (SERP).

Landing Page

It is any standalone webpage distinct from the main website on which the visitor
lands.

Negative Keywords

They are the ones for which you do not want your ad to appear.



PPC Bid

It is the maximum amount of fees an advertiser is ready to pay for a click.

Prospect

Prospect is a potential user who can buy a product/service being advertised.

Quality Score

It is a dynamic metrics assigned to each of your keywords and ads. It determines
the quality of your keyword, ad, and the landing page. High quality score boosts the
ad rank.

Search Engine Result Page (SERP)

The page that lists the results returned by the search engine in response to a user
query.

Split Testing

It is a classic method of testing an ad to determine the effectiveness of a PPC ad. It
compares two versions of an ad that are identical except for one specific difference
of a word or an image.

www.webiforce.com



3. CREATING A KEYWORD LIST

Keywords are the primitive entities of PPC ads. Choosing a correct and relevant set
of keywords can help design a crisp and persuasive ad to fulfil the sole purpose of
increasing the number of clicks on the ad.

Various keywords have different meanings and intents. Some keywords are
typically used by general users who are into early research phase and some
keywords are used by expert researchers.

Categorizing the Keywords

Keywords are categorized and arranged on the basis of their potential effectiveness
in an ad. Refer the following target model for creating appropriate keywords.

This model shows generic keywords or phrases used by the users to describe their
demand on the outermost section. The keywords or phrases become more specific
as you go towards the center of the diagram.

Product-Complementary Phrases

Product Phrases

Desired Conversion Event
Purchasing a Particular Brand

Competitor Phrases

User Phrases

www.webiforce.com
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The keywords can be categorized as follows:

User Phrases

Impression volume on these words is vast. It is based on the interest and pastime
of users. These keywords generate lowest conversion and highest CPA for all the
keywords. These terms depict that the user has no intention of searching for a
particular product.

Product-Complementary Phrases

These are the terms the users use along with the main product. They can be someone
else’s product terms. For example, “Kindle Sleeves” in case of “Kindle Fire HD Tablet”.

Competitor Phrases

Earlier, competitor phrases were next to the brand terms in order to get a high CPA,
but recently, it is not possible, and it is not a good practice to use competitor phrases.

Product Phrases

This is a list of the products or services offered by a business. It can be as lengthy
as all the range of products or services. The CPA on these terms is higher than that
on the brand terms. The users searching for these terms are in a decisive frame of
mind.

Brand Phrases

The users who use these as keywords are easy to convert. These keywords might
not produce impressions or page views in terms of volume but these phrases
produce the best conversion rate.

Building a Keyword List

You can use the given target model for keyword research and building a keyword list.
The basic steps of building a keyword list are:

e Create a basic list (Seed List) of usual business terms

e Expand the list using keyword research tools

e Refine the list of keywords

Let us go through the steps in detail:

Creating a Seed List

A seed list is nothing but the initial set of keywords of the seller’'s business. Write
down the six keyword categories in columns. Use a combination of brainstorming
and investigation for categorizing the keywords into these six groups by keeping
the brand and the product terms at the center of attention.

www.webiforce.com
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You need to build this list thoroughly, keeping in mind all the features of the
product or service the seller is providing. You need to ponder and create a list of
words about what all problems this particular product or service can solve.

1. Research the Audience: Take the help of Internet to research and find out
the following:

o What are the terms your audience uses for describing the product or
service?

o What are the other day-to-day terms they use for the ones you created?

¢ Research on Search Terms Used Currently: Use your analytics tool,
Google Webmaster tools, and your weblogs to find out what search terms
people are using currently to reach to the seller.

[0 Research on More Suggestions: Make use of keyword suggesting tools
such as Google’s Keyword Planner or an autocomplete tool, Soovie. Keyword
planner suggests more options of keywords. Soovie lets you enter a keyword
and find out what the top autocompletes are for a number of different search
engines and other sites. You can try a couple of keywords to see if you
missed anything.

[0 Research the Competitor Briefly: You can see what the competitors are
bidding on using tools such as SpyFu or SEM Rush. It can be helpful to put
in a few competitor names or key terms to see if there is anything you
missed out.

A thorough research builds a good list of keywords.

Expanding the List

Initially, you need to think of only a few dozens of keywords, then expand, and
finally refine. While expanding, you can add new potential keywords in the existing
list so that the list is always up-to-date. For this, you need to:

1. Review the seller’'s website for new or upcoming products or services.

2. Understand how people talk about the product and its features.

3. Identify unique and well-performing keywords that need to be added in the
list.

4. Use keywords research tools for various suggestions.

Refining the List

While expanding, you may have added non-value adding or non-interesting
keywords. Now it is time to refine the keywords list by eliminating the less
interesting keywords and keeping only the best ones. There is no hard and fast rule
to do this. Refining the keywords list is vital, as you need to take care not introduce

any negative effect on the present list.
www.webiforce.com
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Here are some factors to consider while refining a list of keywords:

« Use keyword categories to get an idea of intent of search

Maintain a good proportion of audience keywords and product keywords by
dropping some of the less interesting audience phrases. Focus on the
categories closest to the product and services.

For example, if the seller is offering a B2B financial product, then “financial
management” is a potential product phrase, but “financial management jobs”
is a user phrase and therefore less interesting.

e Participate in Google Keyword Competition

In the online tool, Google rates keyword competition from Low to High. These
tools can help you find words that you might have an easier chance of winning.

e Check for the results relevance

Enter some of the most important terms into the search engine and see what
suggestions come up. You can drop the words and phrases of ambiguous
meanings and make a list of potential negative keywords for any out of the
topic results you may find.

e Group the Keywords Semantically

As you go through the list of your keywords, create a column to group them
semantically. For example, the phrases such as “tablets”, “tablets for sale”,
and “tablets for kids” should be grouped under “tablets”. The tightly-
connected groups of words can be used as the PPC ad groups. If a group is
too lengthy, you can drop some of those with a lower search count.

How Long Can the Keyword List Be?

The length of a list of keywords entirely depends upon:

e The complexity of seller’s business
e The complexity of the product or service the seller is offering.
e The range of the products or service the seller is offering.

It need not be huge, unless you are developing a keywords list for a large
enterprise that goes around thousands of keywords.

Keyword Research Tools

Keyword research tools help you to expand the list of keywords in most relevance
of the seller’s product or service. These tools suggest numerous variations of the
words from which we can select the appropriate one.

www.webiforce.com
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These tools include:

e Google AdWords Keyword Planner
e Word Tracker
e SEO Book Keyword Suggestion Tools

e Keyword Discovery

e SpyFu

Keyword Match Types

Pay Per Click

Keyword match types determine how closely a user query matches with the

keywords provided by the advertiser.

The keywords are matched irrespective of their case. That is, “perfumes”,
“Perfumes”, and “"PERFUMES”, all are treated the same.

The following table shows the keywords match types from broad match to narrow

match:

Match Symbol Example [Triggering Queries of the Ad | Example
Type Keyword Queries
Broad None women’s They are any word in your buy ladies
Match perfumes | keyword, in any order, perfumes

including words closely related

to the keyword, misspellings,

synonyms, acronyms, split-

words, and blended-words.
Broad +keyword | +women’s |They contain the modified perfumes
Match phrase (or near variations, for women
Modifier +perfumes | oy cept synonyms) in any

order.
Phrase “keyword” [“Women’s |They are the keywords perfumes
Match perfumes” |followed by the phrase or near | for women

variations of that phrase.

Exact [keyword] | [women’s |They are the exact phrase and | women'’s
Match perfumes] |near variations of that exact perfumes
phrase.

Negative | -keyword | Women Any searches without the Amouage
Match keyword. Epic Man

Using keyword match types, you can help control the searches that can trigger the
ad. More precise is the keyword-query match, higher is the conversion rate.
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Negative Keywords

Negative keywords are an important part of the keywords list.

They make sure that an ad appears only for a particular product the seller sells.
They serve as ad filters. A negative keyword ensures that an ad does not appear for
that particular term and reaches only the best potential audience.

For example, here is a list of typical negative keywords for books and manufacturing:

e Books: Download, Audiobooks, Kindle, eBooks, Films, Movies, DVDs, and CDs.

e Manufacturing: second-hand, used, rental, rent, hire, repair, and service.

Negative keywords can:
e Prevent the users from browsing for other products the seller is not offering.
e Help avoid paying for useless clicks.
e Reduce average Cost-Per-Click (CPC) and increase return on the investment
o g::\c?’igse overall Click-Through-Rate (CTR) of the PPC account in the long run.
e Help create more relevant keyword groups with higher CTR.

e Raise the Quality Scores.

e Lower the investment cost.

Adding negative keywords is an important task in PPC strategy, which is scheduled
once in a month. It is scheduled even more frequently, in case of large ads.



4. SETTING TARGET LOCATION &

LANGUAGE

A pay-per-click ad that targets mass market is seldom successful. Setting
appropriate target locations for advertising allows an ad to reach the consumer
precisely with specific needs and demands. In the long run, it benefits the business,
as it allows to take better strategic marketing decisions.

For higher number of impressions, more CTC, and in turn higher ROI from the PPC
ad, you need to analyze the target locations beforehand.

A target market can be segmented on the basis of:

e Geographic location of users
¢ Demographics of users
e Language of users

Geographic Location of Users

Publishing an ad for the customers where they are located elevates the popularity
of the product and the possibility of higher ROI.

The method of determining the geolocation of the visitor with respect to country,
state, region, IP address, or device ID of the user’s device, and showing ads as per
the user’s location is termed as Geo Targeting.

The geographic location can vary from within a few kilometers distance from the
seller’'s business to faraway countries. If the business serves in several areas, the
seller might wish to create separate ads for each location to track the performance
separately.

16
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Demographics of Users

User demographics are an important factor while targeting a market. Demographics
include age, gender, income, occupation, marital status, literacy, and lifestyle of the
ad recipients.

You need to consider the following demographics while creating an ad:

e Age: Users’ needs and demands change with age.

e Gender: Male and female users react differently towards consumer products,
jewelry, magazines, etc.

¢ Income: Users’ affordability varies depending upon their income levels.

e Occupation: Users’ occupation affects their lifestyle which in turn affect the
product or service they opt for.

e Marital status: Experts say, single customers buy a specific product
frequently than those who are married. Also, married people are inclined to
pay more price. Marital status is an important factor.

e Literacy: Awareness and comfort level of the users with handling internet
activities affect PPC ads and in turn the seller’s business targets.

o Lifestyle: The acceptance of a product is highly driven by the people’s day-
to-day lifestyle.

Language

You might get into a tough situation if the ad itself falls short of conveying the right
message across its consumers. In case of PPC advertising, you want the ad to show
up for the customers who can comprehend and convert them.

Language targeting allows to choose the language of the websites that you would
prefer the ad to appear on. For example, if an ad is in French, you probably would
want it to appear it on French sites too.

For creating an ad in a target language, you need to:

e Analyze the local terms, phrases, and dialects of the language.

e Have access to the translators and native speakers.

e Keep a list of carefully researched English keywords, but use them only as a
starting point.

e Brainstorm with translators for alternative keywords and test the
effectiveness of those keywords using the keyword suggesting tools.

e Keep a dictionary handy but get to understand the context and culture of
natives beforehand.
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¢ What words are going to resonate with each group of keywords?

Keyword Research

Find out the following:
e Which are the products searched by the users in the seller’s business domain?
¢ Who are looking for the products similar to those offered by the seller?
e What is the cost to bid for PPC ad on relevant searches (keywords)?
¢ What keywords the competing advertisers are using?

Build Pay-Per-Click Ad

Build the PPC ad. Put groups of related keywords into one ad group. Create multiple
ads and split-test them for each ad group.

Build Landing Pages

Build the respective landing pages combining aesthetics, art, and technology.

Track, Measure, and Report

Monitor and measure the following:

e Impressions (how often your ads appear),
e Click-through rate (how often your ads are clicked on),

e Response rates (how often people respond to what website offers) for various
keywords, ad groups, and ads.

Optimize the Ad

Optimize the ad as follows:

e Using the monitoring data, refine and improve the keywords, ads, and
landing pages as and when required.

e Make sure all the changes are implemented and performance is trending in
the right direction.

¢ Remove non-working words, images, links, and move on.

www.webiforce.com
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Elements of a PPC Ad

Refer the following image to understand the elements of a PPC ad.

Description Line 1 Description Line 2

Headline

Kindles at Amazon.IN - Massive Selection.
www.amazon.in/kindles ~ Display URL

= Guaranteed 1-Day Delivery

Headline This is the main title of the ad. It must be magnetic, crisp, and

compact.

Display URL This is the link of the relevant web page where the prospects will
be taken onto. It is not required to be the exact landing page but it should be
relevant. You can, for example, include your website with the top keyword in

your Ad Campaign.

Description Line 1 and 2 This is the body of the ad. It describes the product

or the service the seller is offering.

Creating a PPC Ad Using Google AdWords

A well-written, persuasive, and concise copy can make a difference between
success and failure in a PPC advertising campaign.

Step 1: Know the Rules of Framing an Ad
If you use Google’s AdWords, this is how you should frame the PPC ad:

Headline: Catchy, Correct, Informative, Crisp, 25 characters long.
Description: Two lines description of product or service, 35 characters long.

Display URL: 35 characters long. If you run out of description size of 35
characters, do not continue the description text into the Display URL. For
example, do not frame the second description line such as "Visit this site:" or
"Learn more at...".

Do not use the Display URL field as another line of ad text.

Do not make the ad text appear cut off abruptly or incomplete.

The Display URL is required to be on the same domain as the real URL.

www.webiforce.com
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Pay due attention to the grammar.

Step 2: Identify True Competitors of Seller

Identify who is competing with you in bidding for your target terms and who is
consistently getting the top ad rank. Based on this insight, you can find out the
companies and their ads. You also need to consider the advertisers who are
completely irrelevant to your business; treat them as competitors, as they are also
going for the same share of your prospect attention.

Step 3: Identify Seller’s Assets, USPs, and Your Credentials

Go through the product or service offering of the seller and identify his online
assets. What can you offer to the prospective user?

Testimonials: What are the user reviews of this product or service?

USP of the seller: Unique selling proposition (USP) is a factor that
differentiates a product or service from a competing product. The USP
includes:

o Cost of the product, value for money

o First of its kind product in market, innovative
Quality of the product

(0]

o Additional offers along with the products

Seller’s Credentials: Has the seller won any awards? Is the seller proven to
be the best in his domain industry?

Show Off to Your Prospective Customers: Have you work with any well-
known brands? Then this is a good time to show off your credentials. This
way you stand out from your advertising competitors.

Step 4: Create an Effective Call-To-Action (CTA)

Ad Copy is your only opportunity to convey your audience exactly what action you
want them to take, once they reach the website. For example:

Direct Response Phrases: Call, Register, Purchase, Checkout, Download, and
Donate.

Lead Generation Phrases: Contact us, Request a Quote, Start, Verify, Access,
Receive, Fill, and Enroll.

Engagement Phrases: Watch, See, View, Read, Discover, Uncover, Check Out,
Visit.

www.webiforce.com
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Step 5: Write Your Copy of Ad

As an advertiser, you write for your audience, not for yourself. Think of the
intentions your user is searching with. Think how accurately your ad copy can
answer their questions or help them.

e Use numbers and exclamation marks. They capture user’s attention.

e Use abbreviations if they are well known and non-ambiguous. They save space.

e It helps increase Click-Through-Rate (CTR) if you capitalize each word
besides the articles in your copy.

e Use your keywords in the headline. Google makes them bold, which
automatically makes the ad prominent.

Step 6: Add Extensions

Another way to increase your click-through rate is to add extensions to your ads.
Add contact numbers, location information, well-organized site links, reviews and
testimonials about the product or services for the positive aspects given below:

e Contact numbers and location extensions boost conversation.

e Site links help users to get what they are looking for on the website with just
one click. Site links appear in ads at the top and bottom of Google search
results.

e Reviews and testimonials build up confidence about the product or service.

Step 7: Repeat Keywords on the Landing Page

The keywords used in your ad should be repeated on the landing page. It helps the
prospect feel reassured of visiting the right place for his requirements.

Step 8: Test

Use AdWords Experiments (beta) to test different versions of your ad. If required,
refine them based on the judgment of what works best for your ad and what
converts.

www.webiforce.com
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If you create a beautiful and catchy PPC ad with an effective Call-To-Action and do
not link an appropriate landing page to it, then all your efforts go in vain.

It can be very annoying and disappointing for a prospect when he clicks on a great
looking ad and finds out that the landing page is irrelevant to the ad. Poor landing
page management is a waste of money.

Use of landing pages in the PPC ads helps to:

e Increase conversion
e Reduce Cost-Per-Click (CPC)

e Reduce bounce rate

Types of Landing Pages

e Click Through: This is the most basic type. It has general information about
a product, why you should buy the product, when it will be available, etc. It
provides a button to take the visitor to the page where the item can be
purchased.

e Viral: This type of landing page tries to reach out to a large group of people.
It is full of social sharing buttons and catchy content.

e Lead Capture: There is no exit route when it comes to a lead capture
landing page. Such pages gather user data to send email marketing
campaigns, connect with social media, call with special offers, etc.

e Mobile: It provides bare minimum contents with eye-pleasing appearance.

¢ Homepage. Sometimes organizations just link to the homepage, which is not a

good move. The homepage is likely to offer different options and choices, when
in fact the visitor is interested in a specific link to get something specific.

Elements of an Effective Landing Page

The primary goal of a landing page is to pursue the user to convert. An effective
landing page has:

e Engaging and beautiful appearance.

e Well-organized contents.

e Tight coupling between advertise and page contents.
e Simple, yet descriptive and informative.

www.webiforce.com
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e C(Clear and discrete Call-To-Action and offers.

e Capability of building trust about authenticity of a product or service the
seller offers.

e Capability of pursuing the visitors to take action.

An effective and well-formatted landing page resembles the following page:

AN AWESOME HEADLINE YOU CANNOT IGNORE

What the offer is, in a nutshell, and why
you have to have it.

INFORMATION VIDEO OR

» Buleet points about your awesome offer
« And the amazing features it has

* Or the valuable tips and tricks it contains

» it will change your life forever

EYE CANDY IMAGE

CALL TO ACTION BUTTON

= BIG
: BRAND

,‘ ‘( NAME

Remarkable Testimonial 1 Remarkable Testimonial 2
“This awesome ebook | “Before | bought thi product,
downloaded changed my life had no meaning. Now |
life. Now my cat and | visit a have more meaning than |
new country every month!” know what to do with!"”
-Mr. Cat Man -Meaningful Lady

Creating a Well-Formatted and Informative Landing Page

A well-formatted landing page as shown here grabs the attention of the visitors and
compels them to complete a conversion. For creating a good landing page, you
need to do the following:

Keep a Clean and Organized Design
e Use pleasant and appealing colors.

e Keep high contrast among page background and CTA buttons.

www.webiforce.com
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e Set appropriate size of image, text, and buttons on the page.

Keep Minimal Required Information
e Provide all necessary information that encourages the visitor to convert.
¢ Avoid anything extra and pop-ups.
e Highlight the key points of the product.

Use a Header to Convey Offer

e Use a header for displaying the value of the offer on the product and
convince the visitor how unavoidable it is.

e Use sub-headings for descriptions.

Use Trust Signals or Trust Badges for Conveying Trustworthiness

e Trust signals include testimonials, like counts, capitalizing on word-of-mouth,
reviews, etc.

e Trust Badges include any endorsements, logos of popular brands, certain
recognitions, membership of some popular communities, etc.
Make It Mobile-Friendly

These days it has become absolutely necessary to make the landing pages
compatible with mobile devices, as the conversion rate doubles if the website
appears smoothly on mobiles.

e Make the page easy to navigate
e Fast to load

Keep the Forms Short

¢ When it comes to gathering data from visitors, it is extremely necessary to
keep the length of the forms short.

e Lesser the number of fields in the form, more the chances of converting a
prospect.

e If more information is required to be gathered from the visitor, plan it on the
thank you or similar page.

Match Contents of Landing Page and PPC Ad

Make sure you match the contents of the landing page with the keywords of the ad.
This reduces visitor’s disappointment and cost, and encourages the visitor to convert.

www.webiforce.com
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Testing the Landing Page

You can test a landing page manually or using a tool. You can test the following:

e Loading time of the page.

e Appearance of page layout and design.

e Visibility of various elements on the page such as images and buttons.
e Focus on the buttons.

e Appropriate button functionality.

Use AdWords Landing Page Grader, a free tool that checks the PPC landing pages
for best practices and conversion rate.

www.webiforce.com

27



Bidding is offering a competitive price that a bidder is ready to pay for a service.
The term ‘bidding’ is always used in the context of auction. Bidding is very useful to
set the value of an object, an art piece, a property, a commodity, etc. The amount
itself is called as a bid.

PPC Bidding

In the context of internet marketing, the amount an online business organization
allocates for PPC advertising is known as PPC bid. The bids specify the maximum
amount that an organization is ready to pay each time a user clicks your ad. This is
called the maximum Cost-Per-Click (max CPC).

Factors that Affect Bidding

Bidding depends upon the following factors:
e Advertising budget of the organization
e The time the organization plans to use paid advertising.
e Keyword popularity

e Competition from other advertisers

http://www.webiforce.com

What to Bid For?

With the help of bid management tools, you can bid for:

e Conversion events such as video views, contact forms, store directions, the
time of ad display, etc.

e Keywords such as brand phrases, user phrases, direct response phrases, lead
generation phrases, engaging phrases, etc.

Pricing Strategies

Before you start bidding, you need to consult the seller to determine and set the
price of the product or the service the seller is selling. The following list shows
popular pricing strategies:

e Cost-Plus-Price: It is the simplest method of determining price. Here, you
sell the product or service for more price than it took for making it.

¢ Competitor-based Pricing: It involves finding out the prices set by other
businesses in the same sector, and then adopting the numbers, with some

www.webiforce.com
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positive and negative marginal numbers according to how the seller’s product
does for that day.

e Value-based Pricing: Note that the prospect is not all that interested in the
manufacturing cost of a product; he is rather more concerned about receiving
the full value for the price he pays. Hence, it is quite critical to research the
other products available to the prospect and analyze what additional value do
they offer, and price your product based on the value it provides.

How Much To Bid?

When it comes to pricing, what you pay for depends on overall media budget,
aggressiveness, negotiation skills, and the business circumstances.

PPC Bid Management Solutions

You can use AdWords to build and manage your ads pretty easily. But in case you
have more than a few dozen ad groups, or you are spending more than $10,000 a
month on paid search, a bid management tool is required for day-to-day
management of the ads.

There are quite a few bid management platforms available in the market. Selecting
the best platform is a time-consuming task. These tools vary in options and
features from one another.

Here is a list of some popular bid management solutions:

Acquisio

They manage Facebook paid socials and provide retargeting efforts. Acquisio’s PPC
bidding tool adjusts bids and campaign budgets automatically based on the events
you define, and delivers automated reports with data from Google, adCenter, as
well as Baidu.

Kenshoo

The bid management tool offers portfolio, model-based or rules-based bidding, and
it is easy to optimize, tag, research, and optimize campaign elements. Kenshoo has
customized A/B testing tools, conversion attribution, great reporting options, and
real-time campaigns that dynamically build and sync your campaigns with inventory
data.

Marin

It is an easy-to-use online management platform. It provides a desktop editor tool
and strong reporting solutions. Marin also has a real-time campaign feature for
online merchants called Marin Dynamic Campaigns.
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Clickable

Social and search advertising management platform Clickable offers a bid management
system that delivers quantitative and qualitative keyword, ad group, and campaign
recommendations. Clickable also offers Conversion Tracking, Keyword Call Tracking,
Bulk Keyword Editing, Custom Reporting, and free PPC evaluation.

keywordMax

It is designed for advertisers, agencies, and local businesses. Its PPC product
performs rule-based bid adjustments 24 times per day, and offers advanced real-
time reporting. The platform is easily private labeled.

PPCBidMax

It is an automated bid management tool for AdWords and adCenter. Their prices
are flat monthly rates, between $48 and $799.20 for PPC BidMax 5.1, and $239.20
for PPC Ad Max 1.0.

SearchForce

It can quickly adjust the bidding rules anytime for the entire campaign or make
multiple one-time adjustments to the entire portfolio. It is a flexible platform.

WordStream PPC Advisor

It offers weekly and on-demand recommendations based on bidding best practices
and the user’s goals. PPC Advisor combines keyword discovery, analysis, grouping,
organization, and prioritization.

WordWatch

It is an advanced management tool for Google AdWords campaigns only. Users can
choose either traffic or conversion goal and it identifies keywords with high
performance potential and optimizes bid prices for increased results.

The list of the ad management tools is still growing day-by-day.

Factors to Confirm Before Bidding

Before bidding for the keywords or conversion events, here are the questions you
must be ready with the answers:

e Is my goal defined and known? What is this PPC ad meant for: increasing
brand awareness, increasing sales, or increasing number of subscribers?

e Is the budget set properly for this ad?
e Is the list of potential keywords ready?

e Is the list finalized into a targeted list of words manually by hiring

professionals or by using a tool?
www.webiforce.com
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It is very important to measure the success of your PPC ad. To improve an existing
PPC ad further, it is vital to analyze its ROI, conversion rate, and the problems
incurred.

Even if an existing ad is doing well in terms of conversion rate and generating ROI,
there is always a room for improvement. To improve an ad in the right direction
and elevate its ROI, it is necessary to measure the success of the launched ad.

The following metrics can be used to confirm the success of your ad:

Metric Description Value
How often your ad was served in contrast to
% Served .. .
other similar ads in the same ad group.
Average Cost per The lower,
Click (CPC) the better.
Average Position How hlgh in the results page is your ad 1_|s the
showing. highest.
The percentage of visitors who leave to The higher,
Bounce Rate : : . s
navigate the website after visiting one page. the poorer.
. The number of times a visitor clicks your ad. The more,
Clicks
the better.
Click-Through- The percentage of clicks divided by The higher,
Rate (CTR) Impressions. the better.
The number of times a visitor clicks on the ad | The more,
Conversions and completes an action you defined as a the better.
conversion within a specific period of time.
The percentage of the total number of times
Impression Share your ad could have been shown versus the
actual number of times it was shown.
IMDressions The number of times your ad was displayed The more,
P on the search results page. the better.
Quality Score Relevance of the keyword, ad, and landing The higher,
Y page combined, which affects your CPC. the better.
(Return - Investment) x 100 The more,
ROI
the better.
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9. PPC AD ON GOOGLE

adwords - Google Search %

AdWords Basics
An Intro to Advertising on Google.
Learn How AdWords Works.

Tips for Success
Know How to Make Your Ad Count.
Explore Tips on How to Advertise.

AdWords Training - Want to be certified? Sign up now
[l www.localmedia.org/adwordstraining ~
Online and live onsite options.

Google AdWords

https:/fadwords.google.com/um/StartNewLogin ~

Advertise with Google AdWords ads in the Sponsored Links section next to search
results to boost website traffic and sales.

Advertise locally and attract customers with the products that they're searching for. Get
your pay-per-click ad on Google today with AdWords.

Google AdWords | Google (PPC) Pay-Per-Click Online ...
https://www.google.co.in/adwords/ ~

Advertise locally and attract customers with the products that they're searching for. Get
your pay-per-click ad on Google today with AdWords.

Google AdWords - Get started - Google Ads - Google AdWords Costs

In the news

AdWords Scripts For Every Level: Part 1,
Learning How To Read Scripts

Search Engine Land - 16 hours ago

AdWords Scripts are incredibly powerful tools for paid search,
but since many of us don't ...
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Google AdWords | Google

€ 5 C fi B hitps//www.googlecoin/adwords/
[ tutorialspoint - Goo... & 10 'Must-have' Skills,.. [Lc) Knowledge base Liv... (LJ] Canned Responses | ... ([Lc) Agent's Handbook ... & Examples of Respon... () LivePerson's BestPr...

Google AdWords Already a Google AdWords customer? Sign in

Overview Benefits Howitworks Costs Get started

Get your ad On GOOSIC ‘freshcoffeenearkhanmarket
Google today

Be seen by customers at the very moment that
they're searching on Google for the things you offer.
And only pay when they click to visit your website or
call.

Free phone support: 1800-419-6346 *

Freshly Brewed Coffee
cafe.example-business_com
Always perfectly brewed coffee. The perfect way to start your day.

Google AdWords [ = Googe Aot cmtomar s |

Overview Benefits Howitworks Costs Get started

Get your ad on Google  tresh ofies near ko
Google today

Be seen by customers at the very moment that
they're searching on Google for the things you offer.

Freshly Brewed Coffee

¥ cafe.example-business.com
AnI:! only pay when they click to visit your website or wperiectly cotfon: T petfict way o shirt your &k:
call.

Free phone support: 1800-419-6346 *




oogle

One account. All of Google.

Sign in to continue to Google AdWords

Manisha Shejwal
manisha.shejwal@tutorialspoint.com

Sign in with a different account

AGOOgle AdWords ~ Home  Campaigns  Opportunities  Tools

Welcome to AdWords! Learn more

Create your first campaign Learn more about AdWords
= @ Common questions

Saatling siariel ‘Where will my ads appear?
How much does AdWords cost?

@ 1, Gnooss yourbydgst How do | choose a budget?
How do | choose a maximum CPC bid?

@ 2. Create your ads How do | select keywords?
How do | write targeted ad text?

Q 3. Select keywords that match your ads to potential customers Search help center Go

(2 4 Enteryour billing information. s Taasirees
« Foriree campaign setup support call: 1-855-331-2683 (ot n the Us?)

« Wantto learn all the basics? Check out our Beginner's Guide
« Wantto find an AdWords Certified Partner to manage your account? Use our Partner Search to find a partner

For experienced advertisers experienced with clients like you.

Choose one of the following and get started with the full range of AdWords features ‘Would you like extra help?
/ Receive personalized ideas and special offers to help me improve my advertising performance.

« Start creating advanced campaigns v/ Receive AdWords newsletters with best practices and offers to evaluate new AdWords products.

« Go to billing setup
« Setup conversion fracking
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Hello, and welcome to Google AdWords

Let's get started creating your account.

Please enter your email, time zone, country and currency. You won't be able to
change these settings later, so choose carefully.

Enter your email

Next you'll create a Google Account with this address to use with
AdWords.

Country

4 0= India
Time zone
(GMT+05:30) India Standard ... &

Time zone is used for account reporting and billing.

Currency

lmiénﬂwee

Save and confinue




Create a new Google Account

s | 1075

| W +D18331854502

Prove that you're not a robot
required)

Location
indis (NTE)

[4 |agres tothe Google Terms of Servics and
Privacy Policy
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You're just one step away from your new AdWords account

ur email
nfirmation email to manishashejwal@tutorialspoint.com. Click the link to confirm your email

A,

11. Open the inbox of your gmail account. Click on the link for conforming your
email address to Google to start AdWords service.

Creating a PPC Campaign in Google AdWords

Before creating an actual campaign, let us take a look at a dummy advertising
project. Suppose you need to create a PPC ad for selling mechanical and electronic
locks, keys, and their repairing services.

You need to keep the following checklist ready:

e Budget per Month - Rs 10000
e Budget per Day - Rs 300
e Scope of Geotargeting — Hyderabad City
e List of Keywords — Key makers, Key makers in Hyderabad, local key makers,
computerized key makers, car key maker, car key makers, key maker for
car, key makers for car, etc.
e A Ready Ad Copy with the Following Details:
o Heading of ad (25 char) - Locksmith Hyderabad
o Description Line 1 (35 char) - Looking For Keymaker?
o Description Line 2 (35 char) - Call For Immediate Response o
Display URL (35 char) - http://www.affordablelock.net
o Destination URL (1024 char) -
http://www.affordablelock.net/remote_keys
o Landing Page URL- http://www.affordablelock.net/Purchase_Lock o
Design of landing page ready/not ready - Not ready
o Image required, if any

Start with creating the ad now.

1. Sign-in to your Google account. After a few seconds, you get to see the
following webpage:
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A Google Adviords  Home  campaigns  Opportunies  Tooks

Welcome to AdWords! Learn more

Create your first campaign Learn more about AdWords

(@) Common questions
Where will my ads appear?
How much does AdWords cost?

Getting started

How do | choose a maximum CPC bid?
How do | select keywords?
« Howdo | write targeted ad text?

Q 3, Select keywords that match your ads to potential customers Search help center Go

i
.

@ 1. Chaose your budget + Howdo  choose a budget?
.
.

@ 2. Create your ads

a 4. Enteryour billing information. More fesources
« Forfree campaign setup support call: 1-855-331-2683 (Not in the US?)
+ Wantto lear all the basics? Check out our Beginner's Guide
«» Wantto find an AdWords Certified Partner to manage your account? Use our Partner Search to find a partner

For experienced advertisers experienced with clients like you.

Choose one of the following and get started with the full range of AdWords features gs:?ywalikeamlm?d e e
v/ Receive personal leas and special offers to help me improve my advertising performance.

« SHICIed BVinced campains v/ Recelve AdWords newsletters with best practices and offers to evaluate new AdWords products.

+ Goto billing setup

« Setup conversion tracking
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ACOOgleAdWords Home  Campaigns ~ Opportunities

Welcome to AdWords! Learn more

| Create your first campaign I Learn more about AdWords

Getting started @) common questions

Where will my ads appear?
@ 1. Choose your budget

How much does AdWords cost?
@ 2. Create your ads

.
« Howdo | choose a budget?

« Howdo | choose a maximum CPC bid?
« Howdo | select keywords?

o How do | write targeted ad text?

Q 3. Select keywords that match your ads to potential customers Search help center Go

a 4.Enteryour billing information. Wi rasoireas
« For free campaign setup support call: 1-855-331-2683 (Not in the US?)
« Wantto leam all the basics? Check out our Beginner's Guide
« Wantto find an AdWords Certified Partner to manage your account? Use our Partner Search to find a partner

For experienced advertisers experienced with clients like you.

Choose one of the following and get started with the full range of AdWords features Vvvomlike e)(tralﬂol"p'?ae d Vs B — »

) v personalized ideas and special offers to help me improve my advertising performance.
. Zt::) ubgmgsea:‘;anwd campaigns v/ Receive AdWords newsletters with best practices and offers to evaluate new AdWords products.
« Setup conversion tracking
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A COOSIC AdWords Home Campaigns Opportunities  Tools

© select campaign settings ) Create an ad group

To choose different networks, edit the campaign type above, or create a new campaign.

+" Google Search Network
v Include search partners

Devices 7  Ads will show on all eligible devices by default.

Locations 2 Which locations do you want to target (or exclude) in your campaign?

. All countries and territories

Advanced search

Choose your locations
i ¥
< 208
P
s

KJ“/,»-’ \m/ Search | Radius targeting | Location groups | Bulk locations
\; Tckagy ragr | e

For exampie. 8 country. oy, region, o postal code. O, cick the bution above 10 show avaiable
dalaxpe: + | locations wthin the msp ares

Hyderabad, India - oty x
Resch 9,850,000 » ADD Exclude Rermroe

Nearby locations  Show all ~
' Secunderabad, India - cty

Keth @ show locations on map
Mazk
~ Enclosing locations Reach 7
,,,,, oo India - country 158,000.000 Add | Exciude | Nearby
OuSoL M
- . " Manch
Shahabad - W Aé \
MM - Selected locations

oL TE sapemaaiiGooge TemsofUse Baponamigers: | TA1018 (0) Showlocations

—_—
-

Cancel




ﬁ'ugmd locations Reach 7. Remove all |
| Hyderabad, India - ity 0,850,000 Remove | NesrbyJ

Hyderabad Advanced search

For example, a country, city, region, or postal code

Languages » English Edit

Bid strategy »  Basic options | Advanced options
‘@ [l manually set my bids for clicks

“ You'll set your maximum CPC bids in the next step.

' AdWords will set my bids to help maximize clicks within my target budget

Defaultbid » s 5o

This bid applies to the first ad ﬁmup in this campsign, which you'll create in the next step.

Budget ? Rs. per day

Actusl! daily spend may vary. |7

Enter Default bid as 50. Enter Budg . It sets the maximum

Default bid + Rs. 50
This bid applies to the ﬁrst ad group in this campaign, which you'll create in the next step.

Budget » po per day

Actusl daily spend may vary. 7

Ad extensions

You can use this optional feature to include relevant business information with your ads. Take a tour

Location » || Extend my ads with location information
Sitelinks » | | Extend my ads with links to sections of my site
Call » || Extend my ads with a phone number

| Save and confinue | Cancel new campaign

Reporting s not realtime . Clicks and impressions recewved mn the last three hours mey not be included here




Ad groups

Enter your landing page (7

The webpage your ad will link to (ex: www.example.com/yoga)

Create ad groups

An ad group contains one or more ads and a set of related
keywords. For best results, try to focus all the ads and keywords in
an ad group on one product or service. Learn more about how to
structure your account.

Ad group name
Locksmith Hyderabad

~

eywords
Your ad can show on Google
keywords.

search for things related to your

locksmith hyderabad
keymaker hyderabad

Q Select campaign settings © create ad groups

locksmith hyderabad
keymaker hyderabad

Tps

« Start with 10-20 keywords

« Be specific avoid one-word keywords. Choose phrases that
customers would use 1o search for your products and services.
By defaull. key are broad hed to ches 1o help you
capture a wider range of reievant traffic. Use maich types to control
this

« Leamn more about choosing effective keywords

Create new ad groups for additional products, services, or themes.

+ New ad group

¥ My landing page isn't ready

, Get keyword ideas grouped into
" themes

Enter a website

locksmith hyderabad Q

Keywords like: Mobile Locksmith
mobile locksmiths

mobile locksmith

+ 5 additional keywords

Keywords like: Key Maker

key makers in hyderabad
duplicate key makers in hyderabad
+ 3 additional keywords

©) Create ads

mobile locksmith
+ 5 additional keywords

Keywords like: Key Maker

key makers in hyderabad
duplicate key makers in hyderabad
+ 3 additional keywords

Keywords like: Auto Locksmith
auto locksmith

auto locksmiths

+ 8 additional keywords

Keywords like: Lock
auto locks

car lock repair

+ 13 additional keywords

Keywords like: Key Locksmith
car key locksmith

locksmith for car keys

+ 11 additional keywords

See more ideas >

0O Create ad

Destination URL 7
www.aflordablelock.netremote_keys

Side ad preview

i Locksmith Hyderabad
| www.affordablelock net

This is the webpage you want your ad 1o link to ‘ Looking for locksmith? ‘
Call now for immediate response! |

Write your ad 1?2
Locksmith Hyderabad

www.affordablelock net

Top and bottom ad previews

‘1 Locksmith Hyderabad - Looking for locksmith?
| www affordablelock net
| Call now for immediate response!

Looking for locksmith?




A Coogle AdWords  Home Campaigns  Opporiuniies  Tools

@ select campaign setings @ create ad groups

Ads

For each ad group, we recommend you create at least two ads that closely relate to the theme of your keywords. Tips for creating successful ads

Locksmith Hyderabad [ )

locksmith hyderabad '-°°'"'m“"';'”b"°'| : m“‘dt

keymaker hyderabad btrtodeotrit il i + Create ad
Looking for locksmith?
Call now for immediate response!

Review campaign Save and finish Cancel

Rep Grung s not rea-tme Cichs and pressons retemed In the last three hours may not be nouded here
Thare is an 16+ hour delay for some metrics. Time zone for sl dates snd tmes: (GMT+05 30) Indis Standard Time. Leam more

©2014 Google | Editorial Guidelines | Privacy Policy
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& select campaign settings & create ad groups

Review

You're almost done! Review the performance estimates and settings for your campaign.

Daily estimates 7 Bid and budget Campaign Settings
0 Clicks Rs 5000 Bid India  Google search and search partners
Rs.0.00 cost English

::::ﬂ dlicks, mantisl e GG After you finish this campaign, you can change these settngs.

Rs. 300.00 Daily Budget »

Ad groups and ads
Li:l:":nm Locksmith Hyderabad S X
Rs 50.00 Bid www .affordablelock net

Looking for locksmith?

locksmith hyderabad Call now for immediate response!
keymaker hyderabad

Daiy estimates: 0 Cicks 0 Impressions Rs.0.00 Cost 0% of total spend

o Ssarbrdems b




Opportuniies  Tools

A Google Adviords
‘W | Search Al oniine campsigns >

Campaign: First Campaign
Allonline campaigns

Home  Campaigns

© Enadled

Jmm'm ads Keywords  Adextensions  Dimensions

et |

Shared library Total - all but removed ad groups
Total - Search 7
Bulk operations =

Total - Display Network 7

Reports Total - all ad groups

All oniine campaigns >
Campaign: First Campaign

@ Enabled  Type: Search Network only - Standard Edit  Budget: Rs.300.00/day Edt  Targetn,

Mm‘m‘m Keywords Mnmhm‘mm

All but removed ad groups ~ Filter «

Segment + Columns + = &

MClicks v Vs None + Daily «

Details + Bid strategy ~ Automate v
Default Max. CPC 7

Rs.50.00

Total - all but removed ad groups

Find ad groups Q

Find ad groups

Last 7 days: Dec 23, 2014 - Dec 29, 2014 ~

Tyoe: Search Network only - Standard Edt  Budget Rs.300.00/day Edit Targeting: India Edit

View Change History

Showrows: 50 ~| 1-10f1

Last 7 days: Dec 23, 2014 - Dec 29, 2014 ~

Q View Change History

Clicks 7 ¥ Impr. 7| CTR 7 Avg. Pos. 7|

0.0




10. YAHOO! AND BING
SEARCH MARKETING

Yahoo! Search Marketing is a keyword-based marketing where the advertisers pay
the publishers a fixed amount for each click. Though Google dominates PPC

advertising, Yahoo gives certain advantages over AdWords. Lower CPC and CPM are
the prominent ones.

Your search traffic volume is low on Yahoo! Yet, you have less competition on ad
position and major traffic seems to be genuine. Also, Yahoo, Bing, and MSN make

up for one-third of the total web traffic. So, you might miss millions of searchers by
skipping it.

Yahoo and Bing had an advertising deal that leads to merging of the two companies.
You can manage ads on ‘Microsoft AdCenter”.

Microsoft Advertising
adCenter

Start your sea rch Get started right away Sign in with your adCenter user
el . . name

advertising with Microsoft m

tOd ay User name:

Clicks. Leads. Sales. We're here to help you grow your Sf‘now ads on Bing. . ST

business. Pay only when someone clicks your ad. Display your product or service :

to as many as 78 million
potential customers. More...

YAHOO_’ bln Learn what's new. = Reneubecidie
SEARCH Improve customer targeting, | sign in
pause and resume ads and
it == _ keywords, and more. More...

Forgot your user name or password?
Learn about the search
alliance.
e DT . Discover the benefits of the
. i e Yahoo! and Microsoft search
- alliance. More...

A3~ T —

Sign in to adCenter with your Windows
Live ID (example555@hotmail.com).

To use Windows Live ID to sign in to
adCenter, first link your adCenter user
Get training and certification name to a Windows Live ID. More...
s with the Microsoft Advertising
= Accredited Professionals
program. More...

P = Become an expert.

Structure of an Ad Account

An Ad Account is a cluster of all the attributes given below:

e Set of keywords.

e Ad group, which is the group of keywords packed under a name.

e Ads copy containing marketing messages that you draw on Yahoo! search
network.

¢ Campaign made of one or more ad groups.

Creating a PPC Ad on AdCenter

To get on Yahoo and Bing Ads, you need to sign up with a Microsoft AdCenter account.

e Login to your MS AdCenter account



Add a URL you want your traffic to redirect to

To create a campaign, provide details such as name, time zone, budget,
location, and language

Add Ad groups

Create ads

Ad keywords

Set prices (bidding)

Add your location

Verify your campaign

Click on button ‘Submit’

Bill the amount using PayPal

You can even import an ad from Google AdWords.

Bidding

Bids affect your ad position directly. Although there are other features that
influence the ad position, the Auction bid is the maximum amount you are willing to
pay for a single click.

AdCenter offers you:

Controlled bidding

Bid on individual keywords
Bid on match types
Suggested bids

Incremental bids

You can set the bids in the following ways:

Mainline bid — Shows your ads on the top of a search page.
Best position bid — Fetches your ad the best position.

First page bid - Displays the ad on the first page.

Adgroup bid - Applies to all the keywords in an ad group.

Custom value - Bids on selected keywords.

Key Features

Yahoo! network comprises of 27 percent of the total web traffic in US.
Yahoo! offers PayPal transfer mode with a minimum payout of $50.
You only pay the amount you are willing to pay.

Only genuine traffic arrives, since you pick the keywords yourself.
Wide range of reporting tools.

Easy account navigation.

Free conversion tracker.



Yahoo/Bing Ads Editor

Yahoo/Bing Ads Editor is a powerful offline tool that lets you manage your
campaign in a smooth and flawless manner. It lets you create and manage
accounts offline and in bulk.

You need to sign up for ads account and download the ‘Ads Editor’. Once
downloaded, you can either create a new campaign or you can import it.

FILE EDIT ACCOUNT DATA TOOLS HELP

¥) GET CHANGES -~ (&) POST CHANGES -~ “‘ IMPORT = ) EXPORT i) SHOW STATISTICS ~
_L‘ From Google L
A This account is pending. No ads are serving f il § nt is missing or is still being v
“%» From Yahoo From Google v
MQ”C]C} el *% From Bing Ads Import campaign data from one or more §
. x Google AdWords campaigns !
- [ From a custom spreadshf—— L
Campa:gns Ad 9 - - &2 Press F1 for help. | e
CREATE AN AD GROUP MULTIPLE CHANGES ~ EDIT SELECTED REVERT COPY TO

The editor menu band includes various options such as:

e Get changes - You can change any conflicts between offline and online
accounts.

e Post changes - You can post and undo changes.

e Import — You can import campaigns. For example, you can import from
Google AdWords Editor.

e Export - You can export your campaigns.
e Show Statistics — You can have a look at performance data.

e Panes - On Ads Editor, you can find a few panes such as Manager pane,
Editor pane, and Browser pane.

o Manager pane - Lets you customize your account according to your
requirements.

o Browser pane - Lets you browse your account.

o Editor pane - Lets you edit and view your campaigns.

You can optimize an existing Ad account by visiting individual tabs on the platform
and following the instructions there. You can set default values for your new and
imported campaigns and ad groups. You can specify your dashboard to collect
statistics. You may even select match types for your keywords. Use keyword bid
estimation tool for keyword mining. It also lets you choose custom devices and
demographic targeting.

Budget and Billing

You can set your budget on a daily or a monthly basis. Setting the daily options ‘on’
lets you control your daily expenditure. However, in monthly basis, it depletes as
frequently your ad is being clicked.



Daily Standard Budget - It is set by default. The budget is spent in a
particular rate throughout the day. If CTR is high, the rate of impressions
reduces. It does not affect your budget. If you monitor and change your
budget frequently, set the ‘daily standard’ option.

Daily Accelerated Budget - It shows your ad more frequently till the
budget is over. If you monitor and change the budget daily, set it to ‘daily
accelerated’ budget.

Monthly Budget - Here the budget gets depleted as your ad is being clicked
on. It ceases the impressions once the budget reaches zero. If you update
your budget rarely, set it to ‘'monthly budget’ option.

Yahoo/Bing allows you flexible payment methods as:
o Pre-pay - You pay before commencing the campaign.

o Post-pay - You pay the bill after a month. However, you can decide a
threshold limit. You impression ceases once this value is achieved.

You may pay using any payment mode, be it credit/debit card, net banking, pay-
pal, or through personal cheque. You can manage your payment methods by
updating the ‘Accounts and Billing’ feed. Under the tab, you can even review your
billing summary.

Campaign Optimization

Campaign optimization is all about improving your campaign. You can track its
performance by measuring these three KPIs:

Impressions
CTR

Conversions

To improve a campaign, you need to focus on the following:

Ad quality and relevancy

Delivery of maximum information without compromising the layout and
grammar

Compliance of ad with keywords, business, landing page, and USPs
Provide correct information about seller’s product and services
Estimate what is working and what is not for the ad

Keep an eye on your budget by generating expenditure reports

Weigh up the performance and build up insights for account optimization

You can report in five formats:

Performance Reports - Track how ads are performing at various levels.

Change History - Tracks the changes made so far.



e Campaign Analytics - Report leads incurred, ROI generated, etc.
e Targeting Reports - Show what areas are targeted.

¢ Billing and Budget Reports - They track how much you are spending in an
account.

Conversion Tracking

To track conversions, you need to place a small snippet of Java code in your ad, landing
page, or thank you page so that you can record your visitors and their origin.

By tracking conversions, you can find out:

e the audience you need to spend upon,

e the potential features in your campaign,
e which visitor is costing you less and how,
e the leaks in your website, and

e the ROI.

In AdCenter, navigate to campaign settings - Enable conversion tracking - Collect
the page code > Click copy code - Add the snippet into your source page in the
<body>.......... </body> tag.

You can count one click as a conversion, a unique URL as a conversion, or all
conversions without any filtration.

Simply, keep a track of what you require and discard what is missing. Wise
conversion tracking may give an immense boost to your ROI.
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11.

FACEBOOK ADS

Facebook is the most popular social networking platform. People of all ages, tastes,
and demographics use it, thereby creating a good option for an advertiser to reach
a wide audience. Facebook ads draw the attention of users and drive them to the

seller’'s website.

Overview

Facebook ads follow the auction method. Here, advertisers are charged when their
ad is clicked, or it shows (impression) or a lead is generated by clicking the ad. It
depends on the mode one has selected (clicks, impressions, or acquisition).

Facebook ads run across all devices and platforms. You can reach the people who
matters the most to your business, no matter wherever they are.

<a rel="nofollow" href="htt

p://www.webiforce.com/"> facebook </a>

Setting up an Advertising Account

To start running ads on Facebook, you need a working Facebook account.

1. Search ‘Ads Man

ager’.

www.facebook.com/sear

n ad manager

3

Ads Manager
Facebook

Ad Manager

App

2
aF
- Ad Managers
o F .
o

General Manager 2

S Amit A Dhulap (AD)

tISS

ile Like Page

~* AirAsia

»* Kirribilli House

~ Vimeo

~* Shanghai

2. You are shown the present status of the ad.

&«

C' | @ https://www.facebook.com/ads/manage/home/?account_id=548064315308158

Q

m Ads Manager
All Camp:
Account

Manisha Shejwal v

(L] Campaigns

] Pages

| Reports

& Audience Insights

Settings

Notifications

aigns

Daily Spend ?

All Except Deleted View Report | | View History

" Manisha Home Find Friends

See Billing Activity

March 26, 2014 - January 1,2015 v

[ Billing

Status ?

Campaign Name ? Delivery ? Results 7 Cost ? Reach?

Spent Today

Total Spent ?

Start Date ?

%> Conversion Tracking
@ Power Editor

[E5] Account History

4:] Audiences

[ Help Center
[ Advertiser Support

Manage Your Ads




ﬂ Search Facebook [l ™ Manisha Home Find Friends

Advertise on Facebook

STEP 1: CREATE YOUR CAMPAIGN

Choose the objective for your campaign Help: Choosing an Objective

Send people to your website | i Use the clicks to website objective to send

people to your website.

Increase conversions on your website
Boost your posts

Promote your Page

Get installs of your app

Increase engagement in your app
Raise attendance at your event

Get people to claim your offer

Get video views

ﬁ Search Facebook ' Manisha Home 2 Find Friends

Advertise on Facebook

STEP 1: CREATE YOUR CAMPAIGN

Choose the objective for your campaign Help: Choosing an Objective

| R Send people to your website |

Increase conversions on your website

Boost your posts Clicks to Website

Promote your Page Increase the number of visits to your website.

Get installs of your app

Increase engagement in your app tutorialspoint.com

Raise attendance at your event

n Search Facebook [OQl ™ Manisha Home 2  Find Friends

Advertise on Facebook

STEP 1: CREATE YOUR CAMPAIGN

Choose the objective for your campaign Help: Choosing an Objective

<Back

Clicks to Website

|+ hitp:/Rutorialspoint.com x

Empaign Name © I First C i Clicks B




ﬂ Search Facebook Q I Manisha Home 2 Find Friends

STEP 2: CREATE YOUR AD ACCOUNT

Enter Your Account Info Help: Ad Account Overview

Account Country India ¢

; Currency and Time Zone

All your ads billing and reporting data
will be recorded in this currency and
time zone. To change these in the future,
you'l need to create a new ad account.

Currency Indian Rupee ¢

Asia/Kolkata ¢

UTC TIME LOCAL TIME
01/02/2015 457AM  01/01/2015 8:57PM

| Ad Account Name Tutorials Point I

Use your own name of the name of the business youll advertise. You can change
this later

Hide Advanced Options

n Search Facebook " Manisha Home 2 Find Friends

STEP 3: CREATE YOUR AD SET

Who do you want your ads to reach?

Target Ads to People Who Know Your Business
You can create a Custom Audience to show ads to your contacts, website visitors or app

users. Create a Custom Audience Audience Definition

Your audience is
Locations @ | India l | donec
AllIndia

Specfic Broad

Help: Choose Your Audience

Add a country, state/province, city or ZIP Audience Details:
Age® | 18v |- 650w | e
) e J °
Gender © Men | Women | « Education Level:
SRS Shbhdnibetel o In college or College grad
= Age:
Languages © | English (All) | o 18-65+
Enter a language = Language:
o English (US) or English (UK)
T = Placements:
Education Level @  In college o on News Feed and right column
on desktop computers, Mobile
| Gosege grad Feed and Third-party Apps
Choose education statuses

Potential Reach: 60,000,000 people
More Demographics v |




n Search Facebook Q ™ Manisha Home 2 Find Friends

Interests @ = Technology qestions | Browse |

Audience Details:

Behaviors @  Digital activities > Internet Browser Used

Primary Browser: Chrome

Mobile Device User
Smartphone Owners

Search behaviors
Digital activities
Expats
Mobile Device User
Seasonal and Events

»  Fall Football (US)

How much do you wa

»  Travel

Budget @ | Perday v | ¥250.00 INR

Schedule @ ¢ Run my ad set continuously starting today
Seta startand end date

Technology

Digital activities > Internet Browser Used
Primary Browser: Chrome
Mobile Device User

Smartphone Owners

Digital activities

Expats

Mobile Device User

Seasonal and Events
» Fall Football (US)

How much do you
»  Travel

Budget © | Perday v | €250.00 INR

Schedule @ Run my ad set continuously starting today

Seta start and end date

= Location:
o India
Behaviors:
o Smartphone Owners or Primary
Browser. Chrome
Education Level:
In college or College grad

e:
o 18-65+
Language:
o English (US) or English (UK)
Placements:
o on News Feed and right column
on desktop computers, Mobile
Feed and Third-party Apps

Potential Reach: 44,000,000 people

Help: Budgeting & Pricing

Estimated Daily Reach

n Search Facebook ™" Manisha Home 2 Find Friends

Audience Details:
= Location:
o India
Behaviors:
o Smartphone Owners or Primary
Browser. Chrome
Education Level:
o In college or College grad
Age:
o 18-65+
Language:
o English (US) or English (UK)
Placements:
o on News Feed and right column
on desktop computers, Mobile
Feed and Third-party Apps

isbons | Browse

Potential Reach: 44,000,000 people

Help: Budgeting & Pricing

Estimated Daily Reach




Select the images you want to use Help: Selecting Imag

Add up to 6 images. You can upload new images, use images Creating Maltipls: Ads

from your library or search for free, professional images from Each image you add will create a

Shutterstock. different ad in your ad set. After your
campaign starts, you can monitor how
audiences respond to the different
images.

Recommended Image Size
1200 x 628 pixels

If you want to learn more about different
ad formats and sizes then visit the Ads
Product Guide.

Upload Browse Library “ Search ‘ Reposition ‘

What text and links do you want to use? Help: Editing 4

AD PREVIEW AND PLACEMENT S
Connect Facebook Page

Choose a Facebook Page to represent your business
in News Feed. Your ad will link to your site, but it will
show as coming from your Facebook Page.

| % Tutorial on Cloud Computing v + ‘

n Search Facebook Q F" Manisha Home 2 Find Friends

v Desktop News Feed

v Mobile News Feed

Add up to 6 images. You can upload
from your library or search for free, pfl (€' 2 1l « images » Facebook Ads Search Facebook_Ads
Shutterstock.
Organize v New folder &~
& Pictures
[ syed javed (tp005)
+ {8 Videos
&, 05(C)
= Data (D7)

Upload Browse Library ‘ '




Mamisha Home 2 Find Friends

n Search Facebook Q

Choose a Facebook Page to represent your business AD PREVIEW AND PLACEMENTS

in News Feed. Your ad will link to your site, but it will
show as coming from your Facebook Page

3 Tutorial on Cloud Computing

or Turn Off News Feed Ads

Headline O

Tutorials For Free

Text ©@

Free tutorials and reference manuals with
examples for JOB, Hadoop, Hive, HBase.
XStream

Call-to-Action Button (optional) @
Choose Button
Shop Now
Book Now

Sign Up
Download

v Desktop News Feed

+ Mobile News Feed

Tutorial on Cloud Computing

Free tutorials and reference manuals with
examples for JOB, Hadoop, Hive, HBase,
XStream

Tutorials For Free
tutorialspoint.com
Learn More

Like Page - Sponsored

Ad Review

v Right Column

v Partner Mobile Apps

Choose a Category

1
Local Business or Place

Company, Organization or Institution

Brand or Product

Artist, Band or Public Figure

Entertainment

Cause or Community

Cancel

Remove

See Smartphone Preview




Create Page

Page Name | Tutorial on Cloud Computing
Category | Intenet'Software
Profile Picture 180 px

Upload Image
1899 or Select From Library

By clicking Create Page, you agree 1o the ==
Facebook Pages Terms. CIREE S -

Add Payment Method

Add a new payment method to your Facebook Ads account - Terms Apply

Show payment methods for: | India v |

« Credit Card visA -

__ I'have a coupon to redeem [?] ‘ Cancel ‘




Pay Per Click

You can manage your campaign. Set it ‘active’ or ‘inactive’. You can set the
delivery options and can delete your campaigns, ads, or account. Other
advanced features are available.

To edit your ad set’s budget or to reschedule
it: Ads Manager - Ads sets > Budget

To set the ad dates:
Ads Manager - Ads sets - Date (on top of the graph) > select dates > Save

To change the bid:
Ads Manager - Ads sets = Scroll over current bid - click pencil icon > make
bid changes - Save

To edit the existing ads:
Ads Manager - Ads sets > Ads - Creating, Targeting, and Pricing > edit >
Save

You can add Account Groups to access multiple advertising accounts.

Managing the Ad

The next step is to manage the ad you created. It involves the following:

Changing the running frequency of the campaign

Changing budget of the ad

Cahnging the keywords or images of the ad

Assuring the changes are in place, implemented correctly, and working fine

Engaging the users to visit more

www.webiforce.com
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