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Mobile Bidding
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MOBILE BID ADJUSTMENTS

Google Mastery Golden Tip

Your Mobile Conversion Rate Should NOT Be Lower than 
your Computer Conversion Rate



AD POSITION IS VITAL



AD POSITION IS VITAL



AD POSITION IS VITAL



ADWORDS SUCCESS is all about getting your Ads 
top of the page

• They can get 10 TIMES as many clicks as 
the ads at the bottom of the page

AD POSITION IS VITAL



THE IMPORTANCE OF QUALITY SCORE 
AND CLICK-THROUGH RATES

� It’s not a straightforward auction
� Google rewards you for more people clicking on your ad 

(your ‘click-through rate’ or ‘CTR’)
� The higher your click-through rate, the higher your Quality 

Score
� Your position on the page = Cost per Click x Quality Score
� There are many ways to increase your Quality Score and 

most of your competitors won’t have a clue
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QUALITY SCORE

1) Click-Through Rate (CTR)

2) Relevance of your Ad to the Keyword

3) Landing Page Relevance

4) Website Quality



THE MAGIC OF CLICK-THROUGH RATE (CTR)

When you get more people to click on your ad, 
your Click-Through Rate and Quality Score go 

up, and you get a snowball effect.

Click Through Rate is the most important 
component of your Quality Score.



THE CTR SNOWBALL EFFECT

1) Using the strategies outlined in this training, your 
Click-Through Rate increases

2) This brings more visitors to your website

3) Because your CTR has increased, Google puts you 
higher up the page - this brings even more clicks

4) Because you’re higher up and getting more clicks, 
your CTR increases and Google moves you higher



THE CTR SNOWBALL EFFECT

5) Using the strategies outlined in this training, your 
Click-Through Rate increases

6) Meanwhile, you’re continuing with the strategies I 
recommend (such as split-testing), so your CTR keeps 
on increasing

7) This brings you more visitors

8) Google puts you higher up (and/or you’re now able to 
spend more to go even higher)

…and so the process continues.



Using this process, it’s not uncommon to 
go from a CTR of 1% to 4%, 5% or more.

THE CTR SNOWBALL EFFECT



INCREASE YOUR CTR: 1. SPLIT TEST ADS

How do you increase your CTR?
� By continually testing two ads against each other 

and trying to beat your best-performing ad
� Google lets you run two or more ads together in 

the same ad group



INCREASE YOUR CTR: 1. SPLIT TEST 
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INCREASE YOUR CTR: 1. SPLIT TEST ADS

On the second ad, you might…
� Write a different headline

� Change the copy
� Change the message subtly

� Change the message dramatically



INCREASE YOUR CTR: 1. SPLIT TEST ADS

The goal is to beat your existing ad
� Once you beat it, get rid of that ad 

and try to beat the new one



INCREASE YOUR CTR: 1. SPLIT TEST ADS

Capitalisation
� You can’t use all capitals, but you can 

capitalise the first letter of each word
� Capitalisation can make a significant 

difference in your CTR



INCREASE YOUR CTR: 1. SPLIT TEST ADS



Expect to double or triple your CTR 
through split-testing.

INCREASE YOUR CTR: 1. SPLIT TEST ADS



IMPORTANT NOTE

When split-testing, you need to receive at 
least 20 clicks on an ad before the results 

are reliable.

INCREASE YOUR CTR: 1. SPLIT TEST ADS



INCREASE YOUR CTR: 2. WRITER BETTER ADS

1) Use the Keyword in the Headline

2) If possible, use the Keyword in the ad

3) Use the first line to capture Attention and Interest

4) Use the second and third line to get desire and action

5) Avoid hype or ‘pushy’ copy

6) Look at the other search results when writing copy

7) Test, Test, Test



INCREASE YOUR CTR: 3. SEPARATE ADS 
FOR SEPARATE KEYWORDS
CTR is about Relevance

� The more relevant your ad to the Keyword, the higher 
your Click-Through Rate

� Example: Leather Recliners
o If the ad specifically talks about leather recliners, it’s 

more relevant for the person performing the search
� Your competitors are not doing this!
� The more specific you can be, the better you will do
� Most businesses should have 50 to 100 

ads for different Keywords
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INCREASE YOUR CTR: 4. DISPLAY URLS

Display URL
� This is the URL that people see in the ad

o Example: www.CardellMedia.com

� Google lets you change the URL
o The basic URL has to be the actual website you send people to
o You can add an extension to the display URL

Example: www.CardellMedia.com/MarketingPlan
o You can drop the “www” and replace it with something else

Example: MarketingPlan.CardellMedia.com

� Test, Test, Test!



INCREASE YOUR CTR: 4. DISPLAY URLS



INCREASE YOUR CTR: 5. AD EXTENSIONS
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AD EXTENSIONS: SITE LINKS
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AD EXTENSIONS – LOCATION EXTENSIONS



AD EXTENSIONS – CALL EXTENSIONS



AD EXTENSIONS – CALLOUTS



INCREASE YOUR CTR: 6. NEGATIVE KEYWORDS

Example: BMW Dealership
� If you only sell brand-new BMWs, you don’t want 

people who are searching for secondhand BMWs
o You would add ‘secondhand’ as a Negative Keyword

� The Negative Keyword feature lets you choose 
Keywords you don’t want your ad to appear for
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INCREASE YOUR CTR: 6. NEGATIVE KEYWORDS

Most AdWords users underestimate the importance 
of Negative Keywords

� There are two benefits to using Negative Keywords:
1) It will save you money in wasted clicks
2) It will improve your CTR



INCREASE YOUR CTR: 6. NEGATIVE KEYWORDS

How to find Negative Keywords 
� Your own knowledge of your business
� The “Search Terms” button in your account
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2. Impression Share
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3. Demographics
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SEMINAR 2 CHECKLIST

1) Check your Impression Share

2) Check your Top Vs Other Positions

3) Your driving focus with Adwords should be for your 
ad to appear in the Top positions

4) Get familiar with Quality Score and start monitoring 
the Quality Score of your Keywords



SEMINAR 2 CHECKLIST

5) Obsess about Click-Through Rate

6) Set up Ad Extensions. Set up Site Extensions 
immediately!

7) Research negative Keywords and put them into 
your account

8) Check Mobile performance and adjust accordingly



ON SEMINAR 3

• Tracking
• Bidding Options and Google’s AI

• Remarketing
• Custom Intent Audiences

• In Market Audiences
• Google Shopping
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IF YOU WANT US TO DO IT ALL 
FOR YOU

Internet@CardellMedia.com
(Course investment counts towards Management Fees)

mailto:Internet@CardellMedia.com
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