Outline: The Ultimate Guide to Google AdWords

Chapter 1: Force Prospects to Choose Your Site
· The way business is being done is changing. Instead of businesses going to the consumer the consumer is going to the businesses. How? Through Google.

· Google AdWords can bring customers to your website 24 hours a day, 7 days a week, 365 days a year; and for much less than that cost of traditional advertising.

· No matter the size of your business Google AdWords can help it, if you can understand what your customers are searching for.

Chapter 2: Build Your Own Autopilot Marketing Machine

· When consumers go online to buy a product they start it out by a search. Either at Google or a customer review site. Google and many other sites have a set of sponsored links or “Google AdWord ads. 
· When the consumer clicks on your ad only 3 things can happen:

1. They buy the product/service

2. They leave

3. They ask for more information and can come back later. 

· When traffic comes to your site YOU MUST get their email address so they can be invited back with coupons, gifts, specials, etc. 
· The overall goal of these “Google campaigns” is to have the consumer spend more on your site than it costs you for them to click on your link.

Chapter 3: Build a Google Campaign from Scratch – the Right Way

· Questions to ask when starting your Google Campaign:
· How many people are looking for this product?

· This is your benchmark so that you can keep expectations realistic.

· How much will your clicks cost?

· Setting your pay-per-click cost is up to you and your initial budget. The simple answer is visitor value, if the click cost you “x” dollars make sure they spent at least “x” dollars.

· Who are your competitors?

· On the search you want to have your AdWord come up on count the number of advertisers already paying to come up with that search. The books opinion is any number less than 15 means it’s going to be comparatively easy. A number higher than 50 and the market will be highly competitive. 

· Setting up your campaign:

Go through the steps at http://adwords.google.com
1. Choose your language and location.
2. Write your first ad.

· Google AdWord Ads consists of four lines. A headline, description line 1, description line 2, and the URL

· The book suggests the first description line should be some sort of benefit received from your product or service, and the second description line should have a feature or offer.

3. Insert your keywords.
· The book suggest when starting on Google AdWords not to dump in hundreds of keywords into this, so one can be more focused and get customers more likely to actually purchase your product/service.

4. Choose your currency and set your daily ad budget.
· It is better to cut bid prices rather than your daily ad budget so that you ads can run for a full 24 hours rather than just a partial part of the day.
5. Set your maximum cost-per-click.
· With Google AdWords you are bidding with other companies to be the highest sponsored link where you maximum cost-per-click compares with your competitors are how far down or how high up you will be on the searches.

6. Review everything.

7. Enter your e-mail address and password.

8. Enter your billing information.

Chapter 4: Pay Less and Get More Clicks

· Number one mistake noticed with google campaigns is improperly organizing campaigns. 
· Since each search is different in a perfect world each ad would be different so as businesses can match that search perfectly, however this is impractical. Ad groups are groups of keywords that will see a particular ad so you can be more refined to consumer searches. 

· Keyword organization:
· Use tools like keyword trackers to organize your keywords into highly related terms and create a Google Ad for those particular terms.

· Consider negative keywords, or searches that include your keywords but are focused on something your business does not offer.

· Write multiple ads for each ad group. Google will track which ad is more successful, keep the most successful one and try to beat it.

· Keep a watchful eye on your keyword list and eliminate ones that are irrelevant to your business.

· Peel and Stick Method: taking high traffic keywords and give it its own ad. This is based on the concept that people are more likely to click on your ad if it contains their keywords in it.
Chapter 5: Develop High-Quality Keyword Lists to Craft Killer Headlines
· The content in the Google ad campaigns must match the keywords searched by the user to get the most effect from your ads.
· Use negative keywords to get rid of the searches you don’t want to come up for and effectively increase your effectiveness while bringing down your expenses, with those people clicking on your ad and not purchasing anything from your website.

· Misspelled searches often have cheaper prices for your ads and are often as effective as searches where everything was spelled correctly.

· To go along with misspellings there are often many keyword variations (Ex. email, e-mail, e mail) that can be useful to you as well.

Chapter 6:  Write Google Ads that Attract Eyeballs, Clicks, and Earn You Money

· Make sure the keyword the consumer just searched is in your headline.

· Descriptions must have benefits and features.

· Benefits: emotional payoffs your customer gets from using your product.

· Features: what your product has, or what you are going to do.

· Make your URL relevant to the search.

· If possible test your ad with your target market.
Chapter 7: Triple Your CTR – No Genius Required

· The best way to increase your CTR is to keep working on your ad. Google will let you run multiple ads for the same search and lets you compare the effectiveness of them.
· Running two ads and comparing results is suggested by this book.

· Use a spilt-tester two to test the validity of your results

· http://www.SpiltTester.com
Chapter 8: Triple Your Traffic with Site-Targeted AdSense and Google Image Ads
· Considerations:

· Google AdSense can be costly for businesses but also can bring in high quality traffic to your website.
· Sometimes AdSense will only be profitable for one or two keywords, other times thousands. It depends on your particular business.
· You are aiming for the highest CTR possible. 

· Just like with Google search ads, spilt testing is the key to success with AdSense.

· Image ads have higher CTRs than text ads.

Chapter 9: Local Ads on Google: Beating the Yellow Pages

· An estimated 60% of internet searches are local searches.
· It costs upwards of $1,000.00 a month to advertise in various yellow books.

· Google does not market pay per click advertising locally. 

· Online yellow book advertising is often more expensive than pay-per-click advertising.

· Pay-per-click advertising lets you control your message to the customer and is more direct.

· Keyword groups need to spilt on the national and local level if your business is selling a product.

· If you offer a service think locally, if you offer a product think nationally.

Chapter 10: Slashing Your Bid Prices: Google Rewards You for Relevance

· The formula for success on Google is relevance.

· You pay more for higher space, but the higher your CTR, Google will position you higher for the same price.

· Your relative position = your bid price x your CTR.

· Improving your CTR gets you higher position at a cheaper price.

· Google has a variable minimum bid for every keyword, if you’re bid price is less than Google’s variable minimum you won’t show up on the search.

· Put the keyword in the headline of your ad to improve relevance and consequently lower your price.

· Be aware of what goes into your quality score.

1. Historical keyword performance.

2. Relevance of ad text.

3. “Other relevancy factors”

4. Click through rate (CTR)

Chapter 11: The Most-Ignored Secret Behind the Most Profitable Marketing Campaigns
· Unique Selling Proposition (USP): one special thing about you, your customer can’t find anywhere else.

· Precise and to the point.

· Important to clearly state your USP on your ad and web page.

· A good USP can fit in a Google ad.

· Try to build a personality for your business with your USP.

Chapter 12: How E-Mail Transforms Those Expensive Clicks into Profitable Customers

· If you can use e-mail effectively, you can have customers stick around three times longer.

· If you get consumers e-mail address you can communicate with them on a regular basis whether or not they come to your site.

· Put personality and pizzazz in your e-mail marketing efforts.

· Make your e-mail marketing mail outs as personal as possible. Try to talk one-on-one with the consumer.

· The Subject of the e-mail is the most important part of the e-mail. It must tap into what specific people interested in at a particular time.

· Stay relevant!

Chapter 13: The Winning Method the World’s Smartest Marketers Stole from the Wright Brothers

· Test your product ideas on Google before you’ve spent a lot of money on that idea.

· To have any success with Google ads you need to have a quality website.

· Google AdWords can create high volume quality traffic, but it’s up to your website to convert traffic into sales.

Chapter 14: Get Customers to Eat Out of Your Hand

· Your Google ad can have a 75% better chance of success by using Google to measure your traffic.

· Know demand.

· Test headlines.

· Consumer feedback.

· Market research today is about what people SAY not what they DO.

· You can use Google AdWords for your market research. By running product, description, and title possibilities and comparing the CTRs.

· Steps to Google market research:

1. Write an e-book, white paper, or guide about your offering.

2. Bid on relevant keywords on Google.

3. Post an Ad.

4. Get ideas/feedback from your traffic.

5. Sell the e-book.

6. Test consumer response.

7. Sell your actual product.

Chapter 15: Converting Visitors to Buyers

· The landing page from the Google Ad (URL on the Ad) should match the consumers search.

· Make it as easy as possible for them to buy/find what they are looking for.

· Tell people what you’re going to give them and deliver that immediately.

Chapter 16: Google’s Conversion Tracking Tells You What’s Working

· Keep track on what you pay-per-click (PPC).
· Make sure it is less than visitor value.
· Set up Google tracking to perfect your ads and grow your business.

· Track what keyword groups are profitable for you and which ones are not profitable and adjust your spending accordingly.

· Set up tracking codes in cookies to see who makes a purchase.

· Lets you compare performance of different ads.

· Tells you whether your turning clicks into sales.

· How detailed and meticulous you get determines your success.

· Top position on Google Ads is not always best.

· Has a higher price.

· Delivers less quality traffic.

· Your task is to find the “sweet spot” between low cost clicks and position.

· When is Google AdSense Good?

· Good: you sell something of high value, it’s very niche or specialized, not a huge CTR with Google Ads.

· Bad: High traffic in a highly competitive market. You have the ability to get higher CTRs with GoogleAds.

· Some keywords will be better for you than others.

Chapter 17: The Magic Number that Defines the Power of Your Web Site

· Your web site will see higher revenue when it achieves a higher visitor value, average visitor value each click.
· Value per visitor = total sales/ total visitors.

· Needs to be greater than PPC.

· Profit alone doesn’t tell you effectiveness of sales process. It is important to look at other factors such as CTR and the quality of your web site.

· Visitor value = total sales value / total number of clicks.

· Use spilt-testing to increase visitor value.

Chapter 18: Beat the Competition When It’s Most Brutal
· Seven ingredients to a successful Google Ad strategy.
1. Killer ad copy.

2. The best keywords are often not the most competitive or expensive.

3. Know your visitor value and bid at the price where you are most profitable. Top position is not always best.

4. Share your customers and create partnerships.

5. Get the customers the “big boys” can’t get or don’t want.

6. Market offline as well.
7. Build your back end.

Chapter 19: Persuasive Ad Copy: The Ultimate Silver Bullet

· The average time on a website is 7 seconds.

· People are usually distracted when they visit your web site.

· A great hook makes or breaks a sales letter.

· Get your hook to stay inside customers’ heads.

· The first thing the consumer sees needs to grab their attention and intrigue them.

· Headline on your site needs to tell your visitor what he/she will get if they stick around on your site.

· Have benefit(s) in your headline.

· Have testimonials on your website.

Chapter 20: Untapped AdWords Copy Ideas

· Know your competitors Google Ad campaigns and use what is good about them.

· Different types of Google Ads:

· Words that evoke the 5 senses.

· Rhymes or haikus.
· Metaphors.
· Purnuciation.

· Question marks – Google does not allow ??, ???, etc…

· Exclamation point – Google only allows you one and not on your headline.

· Dashes.

· Special offers.

· Different tones of your ad.

· Sarcastic, hyped, compassionate.

· Get your URL noticed.

Chapter 21: Potential Customers Are Already Looking for You on Google and Don’t Know It

· People that are searching for what you offer do not know your web site.

· It is important to advertise on keywords that are substitutes for your product.

· Customers want results not procedures, sell results.

Chapter 22: How to Grind Down Your Competition: A Google Lesson from Han Solo

· Spilt testing + attrition = success.

· Google makes spilt testing easy. It will let you run multiple ads and compare the effectiveness of them.

· Success with spilt testing is up to your due diligence of keyword analysis, headline relevance, and other ways to increase your CTRs.

· Writing a good ad takes experience. The more you try the better you will make your Google Ads.

· The top 3 Google Ads get most of the business. Get in the top three as cheaply as you can.

· Use affiliate marketing.

· 10-30% internet traffic is driven by affiliates.

Chapter 23: No More Bitslinging: Create Wealth with Your Customer List
· The best asset a marketer has is a well maintained customer database.

· You need a way to contact potential customers. 

· A good opt-in page includes:

1. A benefit driven headline.

2. A statement of what problem will be solved.

3. A description, often in bullets.

4. Explanation of how to get it.

5. A promise not to violate the consumer’s trust.

6. Simple information fields.

Chapter 24: How to Get High Rankings in Google’s Organic Search Results

· Search engine optimization (SEO) can help your business’ profitability.

· It is free traffic, and high quality traffic at that.

· Google AdWords and pay-per-click keyword research tells you which keywords your business should focus on.

· 3 tools/keys to search engine optimization:

1. Build a site easy for search engines to find and index.

· Google Sitemaps makes sure Google sees you.

2. Make proper use of keywords that customers use when searching for your service.

· Keywords determine if your website is relevant.

· Use keywords from your AdWords campaign.

3. Locate the so called “important” web sites that are similar in top to your own and get them to link to your web site.

· Be careful who you link to and who links to you, Google can look at this negatively if your links are not quality websites.

· SEO clicks are free, Google’s sponsored links are not.

Chapter 25: Google’s Tools for Smarter AdWord Results

· Use Google Analytics to research about your website traffic.

· Track profitable keywords through Google Analytics.

· Bid smarter and adjust your bid prices for different keywords.

Chapter 26: FAQ: Answers to All Your Frequently-Asked-Questions about Google Adwords

Chapter 27: Epiphany in Nairobi, Kenya
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