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SEMINAR ONE:

Getting Started, and
Maximising Your
PPC Campaigns



MAIN COURSE PAGE AND
MEMBERS’ PRIVATE GROUP

All the course information, slides and
Seminar recordings are here:

UK:
https://www.cardellmedia.com/ultimate-google-mastery-hub/

USA and Australia:
https://www.cardellmedia.com/ultimate-google-mastery-hub-gl/

The VIP Inner Circle Private Members Facebook Group is here:
https://www.facebook.com/groups/CardellVIP/



https://www.cardellmedia.com/ultimate-google-mastery-hub/
https://www.cardellmedia.com/ultimate-google-mastery-hub-gl/
https://www.facebook.com/groups/CardellVIP/

|BONUS VIDEO

How to Create Your First
Google AdWords Campaign

UK:
https://www.cardellmedia.com/ultimate-google-mastery-hub/

USA and Australia:
https://www.cardellmedia.com/ultimate-google-mastery-hub-

gll



https://www.cardellmedia.com/ultimate-google-mastery-hub/
https://www.cardellmedia.com/ultimate-google-mastery-hub-gl/

IWHY MASTERY?

In any successful business, we are constantly looking at
the most productive use of our time. For every hour of

input, what will produce the maximum output — specifically,
customers, income and profit?

There is a dramatic disparity between those who take the
time to excel at Google Advertising — and the rest. Google
rewards the smart marketers with hundreds or thousands
more customers, often at up to half the price.



|YOUR SALES PROCESS

1) Google serves up your ad - Can be significantly
Increased with a good Keyword strategy.

2) A percentage of people who see the ad click on it -
Improvements through copy and pricing strategy.

3) They arrive at your website, where a percentage take
action - conversion strategy.



|YOUR SALES PROCESS

4) Having begun a relationship with you, you are able
to communicate regularly to these leads
and customers.

5) Over time, leads become customers and customers
can be re-sold to.



THE CUMULATIVE EFFECT OF IMPROVING YOUR
PAY-PER-CLICK AND WEBSITE CONVERSION

EXAMPLE 1

Number of People who click on your Ad 1000
(1.5% click-through rate)

Number of People who take action on your website 5% = 50
Number of people who become Customers 10% =5
Lifetime Value of each customer £1000

Total Income £5,000



THE CUMULATIVE EFFECT OF IMPROVING YOUR
PAY-PER-CLICK AND WEBSITE CONVERSION

EXAMPLE 2 — Our Goal for This Course

Number of People who click on your Ad 2000
(3.0% click-through rate)

Number of People who take action on your website  10% = 200
Number of people who become Customers 20% =40
Lifetime Value of each customer £1000
Total Income £40,000
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MoneySuperMarket Car Insurance | Compare Cheap Quotes Here
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Fully Comprehensive Cover - from £489.68/yr - Get a Quote Today - More ¥
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www.comparethemarket.com/ @ v
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Save Up To £219. Quick & Easy Quotes. Quotes Tailored By You.
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GoCompare™ Car Insurance | You Could Save Up To £247
www.gocompare.com/ @ v
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|WHY USE PAY-PER-CLICK ADVERTISING?

1) Targeting

)
2) Pay for Results

3) Attraction Marketing
4) Local or National
)
)

Predictable and Scalable

No Staff

5
6



|HOW IT WORKS

In your Google AdWords account, you will have:

1) Campaigns
You can have one or more campaigns. Your campaigns
contain a set of Ad Groups.

2) Ad Groups
Each ad group contains a set of (one or more) Keywords
and the ad or ads associated to those Keywords.



|HOW IT WORKS

1) Choose your Keywords

2) Write your Ads

3) Decide how much you're willing to spend per click

)
)
)
)

4) Measure your results



GOOGLE ADS GOLDEN TIP:
CAMPAIGN STRUCTURE

Large Numbers of Campaigns are no longer best practice. You want
the smallest number of Campaigns so that Google can use its
Artificial Intelligence/Machine Learning effectively



HOW MUCH SHOULD YOU PAY PER CLICK?

Keep the emotion out of it and just look at the figures.
Whether 10c or 50c or $5 per click feels too expensive
IS totally irrelevant.

All that matters is your return on investment. All that
matters is whether your PPC campaign is profitable.



HOW MUCH SHOULD YOU PAY PER CLICK?

You should start off your campaign spending as much as
you can to get your ad in the top three or four positions
because it will help you quickly get a good click-through
rate (CTR).

Once you're up and running, the most important thing is
to be able to measure the response so you can work out
what you are willing to pay to 'acquire' each new
customer.



|HOW MUCH SHOULD YOU PAY PER CLICK?

1) Unless cash flow is an issue, start higher.

2) There is no ‘right’' amount, and ‘expensive’ is not
the issue. It’s all about ROI.

3) If you're hitting your daily budget, lower your CPC
(cost per click).

4) Expect to be able to halve your cost per click over
time if you want to.



DAILY BUDGETS

You can specify a maximum daily budget so that you
always know how much you are going to spend.

This is just one of the factors that sets PPC apart from
traditional advertising. The ability to be able to test on a
very small scale is particularly useful for small businesses.



|DAILY BUDGETS

Google Ads Golden Tip

If you want to limit the amount you spend,
reduce your cost per click before you reduce
the daily budget. This will either reduce the
amount you are paying per customer and/or
bring you more customers for the same price.



BID HIGHER THAN YOU’RE PLANNING TO PAY

One of the anomalies of the Google system is that
you often have to enter a maximum bid that’s higher
than you're willing to pay.

For example, if you're willing to pay 20p per click,
you may need to have a maximum Cost per Click
(CPC) of 30p or more. But it varies, so make sure
that you monitor your campaign carefully.



|THE BREAKEVEN CONCEPT

When measuring the results of your Pay-per-Click
advertising, be aware of the break even concept. If
you have a good ongoing product or service range to
offer customers, it can often be worth breaking even
on the initial sale.

This should not be necessary with a good PPC
campaign, but think carefully before stopping a
break-even Marketing campaign (of any type).



CLICK FRAUD




|CLICK FRAUD

® Google has significant protections in place
e Easy to notice if you're measuring conversions

e If it's profitable, does it matter?



ESSENTIAL CAMPAIGN
| SETTINGS



SETTINGS

4 Google Ads

All campaigns

Search campaigns

Display campaigns

Video campaigns

Smart campaigns

AUS Display

Australia NZ Search

UK Dispiay

UK Search Book

advertising campaign

Aadvertising course online

advertisu._ in london

B28B Marketing

banner advertising

Business Cash Flow

business consultant

business help

business plan

business plan example

business plan tempiates

Cardell M > Cardell

You Tube 127-7:

Overview ~

Recommendations

Campaigns -

Ad groups

Ads & extensions
Videos

Landing pages

Keywords

Dynamic ad
targets

Audiences
Demographics
Topics

Placements

Settings
Locations
Ad schedule
Devices

Advanced bid adj

Change history

DDDD’DQ|



SETTINGS

Settings
Campaign name UK Search Book
Campaign status @ Enabled
Goal No goal selected
Networks Google Search Network, Search partners
Locations United Kingdom (country)
Languages English
Budget £75.00/day
Bidding Maximize con

Start and end dates Start date: May 23,2019  End date: Not set

v Additional settings



SETTINGS

Settings

Campaign name

Campaign status

Goal

/ Networks

Locations

Languages

Budget

Bidding

Start and end dates

UK Search Book

@ Enabled

No goal selected

Google Search Network, Search partners

United Kingdom

intry)

English

£75.00/day

Maximize ¢

Start date: May 23,2019  End date: Not set

v Additional settings



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

Start and end dates

v Additional settings

UK Search Book

@ Enabled

United Kingdor

English

£75.00/day

Maximize

Start date: May 23,2019 End date: Not set



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

Start and end dates

v Additional settings

UK Search Book
@ Enabled
No goal selected

Search Network

Ads can appear near Google Search results and other Google sites when people search for
terms that are relevant to your keywords

Include Eloogle search partners @

Display Network —

Expand your reach by showing ads to relevant customers as they browse sites, videos, and
apps across the Intemet

Include Google Display Network @

CANCEL

United Kingdom (country)

End

e: Not set

SAVE



SETTINGS

Settings

Campaign name
Campaign status
Goal

Networks
Locations
Languages

Budget

Bidding

Start and end dates

v Additional settings

UK Search Bc

rch partners

ate:May 23,2019  End date: Not set



SETTINGS

Settings
Campaign name JK Search Book v
Campaign status v
Goal No elected NV
Networks Google Search Network, Search partners v
Locations Select locations to target @ Y

Q  Entera location to target or e e Advanced search

v Location options

CANCEL SAVE

Languages English =
Budget £75.00/day S
Bidding Maximize conversions v
Start and end dates Start date: May 23,2019 End date: Not set v

v Additional settings



SETTINGS

Settings

Campaign name

v
Campaign status v
Goal No goal selected v
Networks Google Search Network, Search partners v
Locations Select locations to target ® ~
O Al countries and territ
@ united Kingdom
QO Enter another locat
Q  Ent cation to target or exclt Advanced search
/ + Location options
CANCEL SAVE
Languages English v
Budget £75.00/day v
Bidding conversions v
Start and end dates May 23,2019 i date: Not set v

v Additional settings



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

JK Search Book

® Enabled

ch partners
et or excl
1, or post
rgeted |

Advanced search

CANCEL

SAVE



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

~ Location options

Target

O reopi
(@ People

QO People searching f

Advanced search

CANCEL

SAVE



SETTINGS

Settings

—-—-——?

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

Start and end dates

v Additional settings

UK Search Book

@ Enabled

No goal selected

rch Network rch partners

United Kingdom (country)

English

£75.00/day

Maximize conversions

Start date: May 23,2019  End date: Not set



SETTINGS

Settings

Campaign name

v
Campaign status v
Goal v
Networks v
Locations v
Languages Eng v
Budget £75.00/day v
Bidding What want to fi n? @ 8

Clicks ~

Conversions s re ended for your campa Learn more

Maximum CPC bid limit (optional) &

£

© Based on the selections, this campaign will use the Maximize clicks bid k_

strategy ®
Or, select a bid strategy directly (not recommended)
CANCEL SAVE

Start and end dates Start date: May 23,2019 End date: Not set

v Additional settings



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

/

Start and end dates

s Additinnal eattinne

Google Search Network, Search partners

United Kingd

Englist

Clicks ~ Py -
Conversions is recommended for your campa Learn more

Maximum CPC bid limit (optional)

=

@ Based on the selections, this campaign will use the Maximize clicks bid
strategy @

Or, select a bid strategy directly (not recommended)

CANCEL

e: May 23, 2019 End Not set

SAVE



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

Start and end dates

v Additional settings

ch partners

Back to previous bidding options

Target CPA

Target ROAS

Maximize clicks

Maximize conversions
Target search page location
Target outranking share
Enhanced CPC

Target impression share

£: Not set
Manual CPC

Learn more

CANCEL

SAVE



SETTINGS

Settings
Campaign name UK Search Book
Campaign status @ Enabled
Goal No goal selecte:
Networks
Locations
Languages English
Budget £75.00
Bidding Back to previous bidding options

Target CPA inced CPC ()

Target ROAS n lower performance. Use Smart

Maximize clicks using more signals to optimize your
Maximize conversions

Target search page location

Target outranking share

Enhanced CPC

Target impression share
& Not set

v Additional settings
Manual CPC

¢ ot real-time. Time zone for alldates and times: (GMT+01-00) United Kingdom Time. Learn more
Some inventory may be provided through third party intermedaries



SETTINGS

Settings

UK Search Book

Campaign name v
Campaign status @ Enabled v
Goal No goal selec v
Networks Google Search vork, Search part v
Locations United Kingdom (country) v
Languages English v
Budget £75.00/day v
Bidding Back to previous bidding options A
Manual CPC -
Help increase conversions with Enhanced CPC (
Setting bids manually may result in lower performance. Use Smart
Bidding to help improve results by using more signals to optimize your
bids. Learn more
CANCEL SAVE
Start and end dates Start date: May 23,2019 End date: Not set v

v Additional settings



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

Start and end dates

UK Search Book

@ Enabled

No goal selected

Google Search Network, Search partners

United Kingdom (country)

English

£75.00/day

Maximize

nversions

Start date: May 23,2019 End date: Not set

/Additional settings



SETTINGS

Settings

Campaign name

Campaign status

Goal

Networks

Locations

Languages

Budget

Bidding

Start and end dates

Conversions

Ad rotation

UK Search Book

h partners

United Kingdom (country)

English

date: Not set

May 23,2019 En

CANCEL

SAVE



'KEYWORDS



|KEYWORDS

The
FOUNDATION
of Your Google AdWords Success is

Keywords



|KEYWORDS

Whether you're new to PPC Advertising or improving
your current campaigns, most people think that the
place to start is the ad.

It isn’t.

Start with your Keywords.



|KEYWORDS

One of the keys to Pay-per-Click success is:

LARGE NUMBERS OF
KEYWORDS



|KEYWORDS

Typical businesses will list two to six Keywords
related to their business.

There are two issues with this approach:

1) You end up with only the most competitive and
expensive Keywords

2) You miss out on a variety of related Keywords
that you could be bidding on



‘ Keywords Estimated Avg. CPC (2) Global Monthly Search Volume (2)
Keywords related to term(s) entered - sorted by relevance (2

removal companies £4.76 40,500

virus removal company £0.04 73
removal company £3.79
removal company uk £2.71
local removal company £0.04\
car removal company £0.04
home removal company £0.04
removal company price £0.04
best removal compan £0.0\
recommended removal ny £0.04

removal company costs £0.04 22

european removal company £0.04 16

removal company reviews £0.04 73

the removal company £0.04 320

removing company £0.04 720

commercial removal company £0.04 28

proposed company removal £0.04 12

cheapest removal company £0.04 28

the wright removal company £0.04 12

house removal company £3.74 320

removal company chelsea £0.04 73

removal company for sale £0.04 58

removal company spain £0.04 58

local removal companies £0.04 170




|KEYWORDS

If you had the option to pay £3.70 or 4p for
someone to come to your website, which
would you choose?



|KEYWORDS

Finding Keywords
1) Common sense
2) Your own Marketing materials
« Website copy
* Brochure and Marketing copy

 Customer emalils



|KEYWORDS

Finding Keywords
3) The Google ‘Keyword Planner’ Tool

« Go into your account, then click on “Tools,”
then “Keyword Planner”



KEYWORDS

All campaigns

AUCTION INSIGHTS



KEYWORDS

paigns
=] PLANNING |3 SHARED LIBRARY
Performance Planner Audience manager
Keyword Planner Bid strategies
Ad Preview and 0sis Negative keyword lists

Planne Shared budgets

Placement exclusion lists

If@ BULK ACTIONS

All bulk actions
Rules
Scripts

Uploads

SEARCH REPORTS

X MEASUREMENT
Conversions
Google Analytics

Search attribution

cC O

TOOLS &
SETTINGS

3 SsetuP

Business data
Policy manager
Account access
Linked accounts
Preferences

Google Merchant Center



KEYWORDS

Keyword Planner

Select an active account

You Tube ,‘

B Your most recent plan is saved as a draft RESUME PLAN

£ Discover new keywords [ Get search volume and forecasts
Get keyword ideas that can help you reach people

See search volume and other historical metrics for
interested in your product or service

your keywords, as well as forecasts for how they
might perform in the future

>

How to use Keyword Planner # New feature announcements



KEYWORDS

Keyword Planner

Select an active account

You Tube /‘

a Your most recent plan is saved as a draft RESUME PLAN

£V Discover new keywords [} Get search volume and forecasts
Get keyword ideas that can help you reach people

See search volume and other historical metrics for
interested in your product or service

your keywords, as well as forecasts for how they
might perform in the future

How to use Keyword Planner © New feature announcements



KEYWORDS

Keyword Planner

Select an active account

You Tube #*

a Your most recent plan is saved as a draft RESUME PLAN

Discover new keywords

START WITH KEYWORDS START WITH A WEBSITE

Enter products or services closely related to your business

Try not to be too specific or general. For example, *meal
Q_ [Try "meal delivery” or "leather boots" delivery” is better than "meals® for a food delivery
business
@ include brand names in results

Enter a domain to use as a filter

GD cardellmedia.com Using your site will filter out services, products, or

brands that you don't offer



KEYWORDS

Keyword Planner

Select an active account

You Tube 2

B Your most recent plan is saved as a draft RESUME PLAN

Discover new keywords

START WITH KEYWORDS

Enter products or services closely related to your business

LTSS <)) |- Add another keyword

. Include brand names inT®

Enter a domain to use as a filter

GD cardellmedia.com

ET RESU ?

START WITH A WEBSITE

Try not to be too specific or general. For example, *meal
delivery” is better than "meals” for a food delivery
business

Using your site will filter out services, products, or
brands that you don't offer



KEYWORDS

Keyword plan

X 4. Google Ads

4 Locations: United Kingdom  Language: English

Keywor

Grouped ideas Q_ digital camera

Plan overview

Broaden your search: |+ camera | |+ canon camera

Ad groups
Search volume trends ~

Keywords

Locations

22 keyword idea

Y  Exclude aduitideas  ADD FILTI

+ dsk camera

Search networks: Google

+ underwater camera

Las

monts Jun2018-May2019 v <

© cardelimedia.com

+ videocamera | [+ waterproof camera

0ct 2018 Nov2018

+ nikon camera

[0 Keyword (by relevance) . Avg. monthly searches  Competition Ad impression share Top of page bid (low range) Top of page bid (high range)  Account st
Keywords you provided

O diital camera 22200 A __ | Hioh - €006 £247
Keyword ideas

[0  best compact camera 6600 /\_/_/\ High - £0.05 £030
[0  compactcam sa0  AS\ High - 007 088
O bestaigital camera 2400 A High - £0.05 £0.83
[0  chespdigital camera 1,900 V—\,j High - £0.05 £109
O  compactdigital camera 1900 A, | Hon - £031 £11.31
O  digital camera sale 1900 N\ | Hioh - £0.10 £079
[0  best compact digital camera 1000 T\ /\_— | Hion - £0.09 £1412
O  smaldigital camera 590 — /\_~  Hon - £006 €118
[ pS—— wen A\ [



KEYWORDS

O

Keyword (by relevance) ...

Avg. monthly searches

Competition

Keywords you provided

O

digital camera

Keyword ideas

000|000 0O00O0O0000|0

best compact camera

compact camera

best digital camera

cheap digital camera

compact digital camera

digital camera sale

best compact digital camera

small digital camera

camera digital

digicam

best cheap digital camera

best small digital camera

digital camera price

best buy digital cameras

professional digital camera

2200 AN\ __

6600 A\ —N
sa00 A\
2,400 N\
1900 ~—__/
1,900 _/\_/
1900 _ A\
1000 T\ /\_—
260 __/\—
170 W\P’
260 \A/—/\
10 _A~-AS

High

High

High

High

High

High

High

High

High

High

Medium

High

High

High

High

High



KEYWORDS

Top of page bid (low range) Top of page bid (high range) = Account status
£0.06 £247
£0.05 £0.30
£0.07 £0.88
£0.05 £0.83
£0.05 £1.09
£0.31 £11.31
£0.10 £0.79
£0.09 £1412
£0.06 £1.18
£0.22 £6.18
£0.15 £3.09
£0.08 £831
£0.15 £0.57
£0.10 £0.29

£0.28 £1.38



|KEYWORDS

Finding Keywords
3) The Google ‘Keyword Planner’ Tool

« Go into your account, then click on “Tools,”
then “Keyword Planner”

4) Wordtracker, www.wordtracker.com

5) ‘Search Terms’ Report


http://www.wordtracker.com/

SEARCH TERMS REPORT

Overview

Recommendations
Ad groups ‘

Ads & extensions

Landing pages

Keywords

Devices

Advanced bid adj.

Change history

Drafts &
experiments



SEARCH TERMS REPORT

® Enabled Status: Eligible Type: Search Budget: £50.00/day

SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS

More details

v

AUCTION INSIGHTS

° Y  Keyword status: All but removed ADD FILTER

D & Keyword Ad group Status Conversion ¢
Total: All but removed keyw... @ 130.40 £
[J @ Fhusihess business plan Eligible 13.00 £

+plan



SEARCH TERMS REPORT

@ Enabled Status: Eligible Type: Search Budget: £50.00/day

SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS

1 selected Edit + Label v Searchterms Auction insights

More details wv

AUCTION INSIGI

= & Keyword Ad group Status Conversion:

Total: Agbu ved keyw.. @ 130.40
+business : i

® ot business plan Eligible 13.00

+business



SEARCH TERMS REPORT

@ Enabled Status: Eligible  Type: Search  Budget: £50.00/day More detalls v

SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS AUCTION INSIGHTS

A d: +business +plan  ADD FILTER

[0 searchterm Match type Added/Excluded Ad group L Clicks

Total: Filtered search terms 195
how to make a e

Bl e Phrase match None business plar 5
howtowrite a s .

Bl sk plan Phrase match None bus plar 5

[] Vhatisabusiness  pnricematcn None business plar s
plan

[0 freebusinessplan  Phrase match None business plan 3
broiler chicken " S P

i tcehal plan Phrase match None business plar 2

[ Chickenbusiness ' pnrase matcn None business plar 2
plan
domiciliary care

[0 agencybusiness  Pnrase match None business plan 2
plan

[ oPortbusiness  pprase match None business plar 2
free sample e

0 o Phrase match None business plar 2
how to create a ‘ e g

O pusiness plan Phrase match None business pian 2
howtodoa .

L s fln Phrase match None business plar 2
how to make i P ——

O Dishess plen Pnrase match None business plar 2
how to start a —

B e pian Phrase match None business plar 2

[ reacingbusiness  pprase match None business plar 2
plan

[ (ritingbusiness | pnrage matcn None business plan 2
plan

[l (EE=ness onner Broad match None business pian 2
plan

[Q 32startupbusiness ' pnrase matcn None business pian 1
plan
ahir salt industries

[0 1t business plan Phrase match None business plan 1



SEARCH TERMS REPORT

1 Delete obvious keywords
2 Delete keywords generating the wrong traffic — eg ‘Free’
3 Consider deleting underperforming Keywords

4 Keep good performers or consider putting in their own Ad
Group



KEYWORD
MATCHING
OPTIONS



|KEYWORD MATCHING OPTIONS

How Matching Options Work

There are different ways of inputting Keywords, and how
you do it will determine when your ads are displayed.

° Broad Match: tennis shoes

°* Broad Match Modifier: +tennis +shoes
°* Phrase Match: “tennis shoes”

* Exact Match: [tennis shoes]



|KEYWORD MATCHING OPTIONS

1) Broad Match: tennis shoes

Google will display your ad on any version of the
phrase “tennis shoes”.

On Broad Match, your ad will also appear for
related phrases, e.g., “sporting footwear.”



|KEYWORD MATCHING OPTIONS

1) Broad Match: tennis shoes
Example: Marketing

* Our ads were appearing when people searched
for phrases like “Billingsgate Market”.

* Someone searching for Billingsgate Market
probably isn’t looking for what | have to offer.

Be very careful about using Broad Match!



|KEYWORD MATCHING OPTIONS

2) Broad Match Modifier: +tennis +shoes

Your ad will display when the words “tennis™ and
“shoes” are present in the query.

Start with Broad Match Modifier, not Broad Match.



|KEYWORD MATCHING OPTIONS

3) Phrase Match: “tennis shoes”

Your ad will display when the query includes
your exact phrase.

* Your ad will appear if someone searches for,
“Where can | get new tennis shoes?”

* |f they search for, “Where can | get shoes to
play tennis in?” your ad will not appear.

Phrase Match is more specific and more
accurate.



|KEYWORD MATCHING OPTIONS

4) Exact Match: [tennis shoes]

Your ad will only be displayed if people search for
the phrase “tennis shoes” and nothing else.

* |f people search for “cheap tennis shoes”, your ad
won't appear.

You will get less clicks, but they will be highly
qualified clicks.



|KEYWORD MATCHING OPTIONS

Best Practice
Broad Match Modifier and Exact Match

EXCEPTIONS: Broad match in high performing
campaigns and to maximise Google’s Al.



THE POWER OF KEYWORDS

1 They determine when Google shows your Ads

2 They will perform differently giving you great opportunities
for Optimisation

3 You can remove under performing traffic

4 Relevance, Click Through Rate and Quality Score: Separate
ads for separate keywords



COMPETITORS’ TRADEMARKS
AND KEYWORDS

You cannot use a trademark in your ad unless you own
it. Legally, you can use a trademark as a Keyword. So if
you own your own brand of training shoes, you could
use ‘Nike’ as a Keyword.

If your competitors are corporations, this is a strategy
you may want to consider. If they are small businesses
or individuals, it's generally regarded as bad practice to
try to steal their traffic.



|SEMINAR 1 CHECKLIST

1) Decide on Budgets and CPC.

2) Check your Settings to make sure that Google isn't taking
your money where it shouldn’t be

3) If you're reaching your daily budget, either increase it or
reduce the cost per click.

4) Consider spending more, being willing to break even, and
bringing in large numbers of new customers as a result.



|SEMINAR 1 CHECKLIST

5) Optimize your Keywords. Make sure that you are bidding on
the maximum number of relevant Keywords. Brainstorm new
Keywords. Use tools such as the Google Search Tool and the
Keyword Details Report to assist you.

6) When you set up your Keywords, enter them with different
matching options and start measuring the results

/) Make sure that you can measure how many people are
coming to your site and how many are converting.



|SEMINAR 1 CHECKLIST

8) Use the Search Term Reports to identify top performers

9) Create separate Ads and Ad groups for top performing
Campaigns

10) Start becoming familiar with the Google Console



MAIN COURSE PAGE AND
MEMBERS’ PRIVATE GROUP

All the course information, slides and
Seminar recordings are here:

UK:
https://www.cardellmedia.com/ultimate-google-mastery-hub/

USA and Australia:
https://www.cardellmedia.com/ultimate-google-mastery-hub-gl/

The VIP Inner Circle Private Members Facebook Group is here:
https://www.facebook.com/groups/CardellVIP/



https://www.cardellmedia.com/ultimate-google-mastery-hub/
https://www.cardellmedia.com/ultimate-google-mastery-hub-gl/
https://www.facebook.com/groups/CardellVIP/

VIP ENQUIRIES:
SUPPORT@QCARDELLMEDIA.COM

PRI S O RPDSE S

gd PRIVATE MEMBERS GROUP




IF YOU WANT US TO DO IT ALL
FOR YOU

Internet@CardellMedia.com

(Course investment counts towards Management Fees)


mailto:Internet@CardellMedia.com

30 DAYS TO GOOGLE ADS PROFITS
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CHRIS CARDELL
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