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Become An Elite Adwords Marketer

Glossary

Introduction
Welcome to Adwords Elite

Ever wonder what separates the people who mak®nslbn the Internet from people who just
struggle along to make relatively little money ail £ntirely?

And did you ever wish you could join the group thretkes millions?

Then read Adwords Elite, a special presentatioateckby The Elite Internet Marketing Group.
We’'ve pooled our money-making knowledge to crehie groundbreaking book.

By reading it, you'll learn the combined secretpebple who make thousands, even tens of
thousands a day online. And you’ll learn how tolgmur secrets so you have the best chance of

becoming a member of this elite group.

You'll not only be able to build wealth; you'll keble to do it right in the comfort of your own
home — or anywhere else in the world where youataess the Internet.

What's our secret? We know how to maximize the @eyamaking power of Adwords — the
driving force of Internet search marketing on Geogl

Even if you're a beginner, you can succeed withki@wvledge we will share with you. There’s
a sound reason. You'll be able to maximize the rtizagon of Adwords. Others benefit from
only a fraction of their power.

Of course, the level of success you achieve willdiated to how much you put into learning
Adwords and into online marketing.

We can guarantee that you'll have the knowledgadate online advertising that can make
millions. The rest is up to you!

We wrote this book to share with you the expertvidedge we’ve gained over many years of
creating advertising with Adwords and using itt@eeed in Internet search marketing.

We're going to share everything we know with you.

We don’t think you can find a more effective boaklaternet marketing. You've chosen
wisely. So let’s get started.



Chapter 1
The Concept Of Affiliate Marketing
With Affiliate Marketing, you can make money evéyaou don’t make a product.

How? Affiliate Marketing is a concept based on atigsing products online that are made by the
thousands of companies you can affiliate with,udatg many of America’s leading
corporations. That's right. You can market pradunade by many of America’s finest
companies, because they've enrolled in the afil@bgrams that you can enroll in.

You'll be able to choose the companies you wamtddk with and the products or services you
want to advertise.

Now, here’s the best part: these companies willymaya commission every time a click from
your advertising results in a sale — commissioas thnge from 10% all the way up to 75%!

Your office is the internet, opportunities are gwenere, and the amount of money you can
make is essentially unlimited.

The Merchant And The Affiliate

While you can make your own product and use Adwtogsomote it, most Internet search
marketing is made up of two entities — the merchahb provides the product or service that is
being marketed, and the affiliate, who promotespitoeluct or service on a pay-per-click basis.
The relationship between them has proved to bewgaatly profitable that it has attracted
thousands of merchants and tens of thousandsilidtaf.

You can become an affiliate as easy as applyiragnéoof the numerous affiliate programs. There
are no contracts. The relationship is based on gbility to generate clicks through the
advertising you create and their agreement to pag\ery sale that results from those clicks.

Imagine! If you had a staff job, you'd be workifag only one company and having only one
source of income. As an affiliate, you can workrftany different companies at the same time
and have income streams from all of those you ®tct@r. Needless to say, when you're
successful at affiliate marketing, you're more secbecause no one company or boss can ever
fire you.

Since affiliates greatly multiply a company’s atyilio advertise on the Internet, the merchants
are delighted to have you working for them — angddg you for the success you bring them.

The truth is, many companies you can choose sighplyot have the skills to be successful
Internet search marketers, and so they rely on #figiates to generate a lot of their business.



Affiliate marketing proves its money-making potahevery day — and you can be part of it.
Understanding Pay-Per-Click Advertising Or PPC

When you enter a search term in Google and artitteearesults pages, you've probably noticed
the little ads along the right side, top, and hottaf the pages. These are known as Sponsored
Search Results.

Advertisers place them there to make products mices stand out from the long list of similar
products or services that show up as page after pbfyee search results, which are often called
natural or organic results.

How do the ads get there? Google places thendi@rtsers who have signed up to pay Google
on a cost-per-click basis. Each time the ad shqw$00gle counts it as an impression, which
is free to the advertiser. But each time sometinkscon an ad, the advertiser pays Google a
cost per click. The more those clicks result lesathe more the advertiser makes.

How much does Google charge every time a persargdosearch clicks on an ad? It varies
according to the price per click Google has assefgsehe search term or “keyword” that has
placed the ad in front of the person who clickston

How are the prices of keywords determined? Gobgtedevised formulas to arrive at the
charge for various keywords. The cost varies atingrto what Google calls the quality score of
the word, as well as the overall quality scorehef advertiser, which is based on the advertiser’s
history. The higher the quality score, the lower phice.

What determines quality? In a word, relevancet itvis relevance understood in a very precise
way.

One of the invaluable things you will learn in Adwe Elite is how to improve the quality of
your keywords, so you can lower the cost per chicgl make a higher profit on the sales you
generate.

How do you participate? First, you register witba@le Adwords. Then you'll create
advertisements that appear in Google and othectseagine results.

If you want, and we recommend you do in time, yloal$o sign on with Yahoo Search
Marketing, which works in a very similar way andeg you a second income stream.

At some point you may also include MSN Search, Wwigcmaking an effort to get up to speed.
Reach People When They're Ready To Buy
Google and Yahoo Search allow you to create adse¢hah people when they're actually

looking for information about the product or see/you’re advertising. So they’re predisposed
to make a purchase.



The Google Network reaches over 80% of people vdeotiie Internet.

Chapter 2
Sign Up For Your Adwords Account

The first thing you must do to become an elite Addgamarketer is sign up for a Google
Adwords account. Go there now and follow the prtamp

When Google asks you to "Target customers by loodtselect "Countries and territories.”
When you're asked to "Target customers by countgwitory,” select "All countries and
territories.”

Now, you’ll be prompted to create your first Googhivertisement.

It's easy to create a Google ad. We’ll show yowho

What should you advertise? The time will comeyfou to select the companies you want to
affiliate with, and we’ll tell you where to find &m.

For now, you'll create a prototype ad. You'll laa lot, and you can delete it when you've
finished the sign-up process.

Just enter whatever product and other informatmnyappen to think of.

Next, Google will ask you to enter some keywordés this point, enter whatever you like, even
the title of this bookAdwords Elite.

Basic Guideline For Choosing Keywords

Think of what search terms people will enter tovarat a page where your ad might appear.
Enter a number of words that best represent th@ugtar service you've decided to put in your
prototype. The more keywords you choose, the rGamegle can show your ad. But they must
be “quality” keywords to help you control the cpstr click and maximize your profits.

You can also enter as many keyword phrases as gatitw.

When you're asked to choose a currency, you shofilchurse, choose the one with which you
wish to pay Google for your advertising. Justcillee currency that you use most often.

When asked “What is the maximum you would likepersd, on average, per day?” simply enter
$1.00 or the equivalent in your chosen currency.



When Google asks “What is the maximum you are mgllio pay each time someone clicks on
your ad,” enter $0.01 or the minimum bid that Gedgts you enter.

Once you create your ad, Google will ask if you ttarreview it. You'll also be asked whether
you want to receive information from Google andnidicate where you heard about Google
Adwords. Now, click “continue.”

Next, choose a login. If you already have an antwith Google, you can use it to start your
Adwords account. If you don'’t, sign up for onedhoosing “Create a new Google Account.”

Enter your email address and password. Then Wimktinue.” Now, you'll be directed to a
page where you'll confirm your email and addre¥su’ll also find the information you need to
sign into your account.

Congratulations! You've taken the first step tanigea successful search marketer.
Chapter 3
It's Time To Affiliate

Now, you're ready to join an Affiliate Program. &basic principle behind all of the programs
is identical. When you join one, you'll be ablediave traffic to the merchant and be paid a
commission on each sale your ads produce.

There are a number of programs. Two of the bigges are Commission Junction.com and
Clickbank.com. Since product offerings and comnoisstructures vary, you'll do well to
compare different ones.

Some of the programs have a thousand or more nrésch&o you certainly don’t have to surf
the Internet to find products and services youarhrertise.

All the programs are designed to facilitate onlnarketing efforts by merchants and affiliates,
including commission payments to affiliates.

Affiliate Networks: The Approval Process

How do you become a member of an affiliate progréwially, most of them will approve
your application automatically. If you have a Weébgin which you hope to place your ads,
some affiliate programs will review it before apyirg your application. If you were already
affiliated with another program or your site dogsnéet their traffic requirements in terms of
volume, you may not be approved.

If you don’t have a Website and don’t want to stamé, you can still join certain affiliate
programs. One is Clickbank.com. It's also th@éat program.



The Three Major Affiliate Networks

Currently, the three major affiliate networks ar@n@nission Junction, Clickbank, and Link
Share.

Look them over, pick one, and sign up. Then yduglable to apply to any of the hundreds and
even thousands of companies that do affiliatekdd@sed advertising through the program.

The Affiliate Programs Will Handle Your Commissions

One of the convenient things about the affiliatewoeks is that all financial transactions occur
through them, instead of through the many compargasmay be promoting. So the network
keeps track of the clicks and sales you generatdh@ncommissions you earn. Then, usually on
a monthly basis, your earnings are wired to younkkeccount or a check is mailed to you.

Avoid Pay-Per-Lead Programs, At Least For Now

There is one kind of affiliate program you shouwkid, especially when you’re beginning.
These are pay-per-lead programs. They only pawalédlars per lead, so it's hard to make
money with them if you're driving traffic using Adwds. On the other hand, if you have a
Website or sites with a lot of traffic, you migimd pay-per-lead programs profitable, since your
cost per lead is essentially zero.

How To Pick Products To Advertise
There are basically two types of products in teofnadvertising

Some products pay a lot per sale but most affgiatbo advertise them won’'t make a large
volume of sales. An easy-to-understand exam@amertgage company. Of course, when you
do make a sale, you can pocket a large commis$hus.kind of product represents one end of
the scale.

The other extreme is a product that sells in volboiepays a small commission; for instance, a
ticket service, where customers can purchase sidkatoncerts and sports events.

Your goal is to pick products that are in or clts¢he golden mean between the two extremes.
Among them are many products that pay a hundrédddundred dollars for each conversion
and that convert with inviting frequency.

Here are some categories you'll find them in:
Diet Programs & Nutritionals

Dental And Medical Plans
Gambling



Insurance

Jewelry

Loans

Software, Especially For E-Commerce
Tech Products

Voice Over IP

TV Satellite Companies

Web Hosting Services

Chapter 4
How To Select Elite Keywords
Let's be direct and define elite keywords as ohas tnake a lot of money.

Google and Yahoo have keyword tools that can helpfind the most relevant ones, select
them, and work with them.

Both of these search networks will suggest keywdtndsare relevant to the product or service
you’re trying to advertise. In fact, the tools saggso many keywords an early task is to select
the most profitable ones.

While there are also independently authored keywoftivare programs that can be helpful, you
won’t need them. Just learn what we’ll show you.

Once you've found all the keywords and phrasesdbald be relevant, how do you isolate the
ones that will convert to the most sales?

Initial Elite Keyword Tactics

First, ask yourself the obvious: what search teginesonline shoppers most likely to enter when
they're interested in the product or service yo@deertising? Second, include a call to action
that tells shoppers what you want them to do. Sexaenples are “purchase.” "buy,” and
“enroll.” Why do this? Imagine people who wantoay insurance. They might enter “buy
insurance.” Since your ad includes that keywaetdilly, it will be more likely to show up in the
search results.

You also have the pleasure of knowing that, if taeter “buy,” they're really ready to purchase.
You don’t have to convince them. You just haveebtye right ad in front of them. Another
smart but simple tactic is to include the word “qare.” Why? A lot of consumers want to
compare, so they may enter “compare insuranceigslic Or they may be attracted to your ad
because it offers the opportunity to compare.

So it’'s smart to include these words among the kegia/ of every ad campaign. Put one or more
right in your ad and combine it with other keywoxaai've selected.



It's also an obvious but often overlooked tactiendude the name of the product in your
keywords. If the brand is well known, enter ih@@ many people will search for it. If the
company that makes it is well known, include thenpany name, knowing some people will
enter it in their search.

Another overlooked tactic is to think if there atavious spelling errors people might make. For
instance, take the word insurance. Some peopletrtyge in “insurence.” Since few marketers
have ever selected such a keyword, it will usuladlye a cost per click price that is low, and
when people enter the misspelling, there won't b af other ads out there that are as exact a
match as yours.

You'll also want to manipulate the order of youswerd combinations; for example, you can
reverse the order of them. Take “life insuranc€du should also use “insurance life.” Many
people enter the category name before they ergesptécific product they’re looking for in the
category.

Let's say you're selling insurance. Here is a b#st of keywords you might choose.

Home insurance
Car insurance

Life insurance
Medical insurance
Dental insurance
Insurance home
Insurance car
Insurance life
Insurance medical
Insurance dental
Buy insurance
Purchase insurance
Compare insurance
Insurance plans
Insurance policy
Insurance policies
Plans insurance
Policy insurance
Policies insurance
Aetna Insurance
Chubb Insurance
Hom insurance
Lif insurance

Etna insurance
Chub insurance

Use The Keyword In The Title And Copy Of Your Ad



When Google crawls the Internet, looking for mas;tikeir programs and robots are exact.
There’s no subjectivity. To appear in the maxinmumber of searches, you want to be very
exact in your advertising. One way to make sung yals are Internet savvy is to use the
keyword you think is the most likely search terghtiin your headline and/or copy, preferably
in both.

For example, let’s take an ad for life insurance.

The title or first line of the ad might be: Buydifnsurance. The copy line might read: Compare
life insurance rates.

Notice how exactly we’'ve attempted to hit the “boti the head. Of course, you'll also want to
include both the singular and plural forms of yowrst important keywords, simply because
some people will search for one or the other.

Yes, if you're using a keyword without special menkto delineate exactly how it is to function
(more about these markers later), Google and Yatmmpshow you ad when somebody enters a
plural keyword, such as “insurance policies,” ettesugh you’ve only included the keyword
“insurance policy.” But your ad is much more liketyshow up if you’ve included the plural
keyword.

Google and Yahoo determine if they will show yodrifayou only enter the singular or plural
keyword by taking into account the history of yagcount in terms of performance, particularly
CTR or the Click Through Ratio. But it's in youedt interest to do everything you can to
control the choice.

Where to Get Free Help With Keywords

You can get free help with choosing and maximizegwords from a variety of sources. Some
of the most widely used keyword tools are:

Google Keywords

Google Sandbox

Overture Keyword Tool

Word Tracker

You will also find live tutorials on Google, and Wwaggest you make the most of them. They're
a treasure of knowledge, presented by the creatdkdwords.

For instance, here’s just the advice that occumsnaitis time for you to improve the quality of a
keyword or raise your bid:

Improve your keyword's quality
Increase your keyword's maximum CPC

This process is callegptimization and there are several ways to accomplish it:



« Edit your keywordsy using the Keyword Tool to find keyword variatgor
change your match type.

« Edit your ad texto mention your keyword or include a call-to-antghrase (like
register, find or join).

« Learn more about optimization

Improving the quality of your keywords is the besty to maintain a relevant, cost-effective
campaign. It may take longer for your keywords edédsted and re-activated, but you'll receive
the greatest return on your investment in the kemngp.

If you want to re-activate a keyword for search iethately, increase its maximum bid.

Chapter 5

What exactly is a Google Campaign

A Google campaign may consist of ads for a singbelppct or for a variety of products. Most
importantly, each ad will be built around tightslated keywords and ad copy that highlight
various selling points. Shotgun approaches in seshkeywords have a low quality score and so
the cost per click is high. Each ad should beoasded as a silver bullet.

How to Create A New Campaign

Let’'s assume that by now you've set up your Godgle/ords account and joined an Affiliate
Network (or that you have another way to get a pcbdr service to promote). Now you're
ready to create your first Adwords campaign.

If you haven’t done so already, delete your psgietcampaign. You want to get a fresh start.

While it is actually quite easy to create an Advwgocdmpaign, it takes real know-how to create
one that will achieve results that make a signifiqarofit. Here are some suggestions.

« Name your campaign in a way that’s easy to recagniz

This will help you keep tabs on it as your campaignultiply. We suggest you include the name
of the product or service. If you have a Website’smpromoting, you can include its URL.

2.Uncheck the Content Network

Google offers three places where you ad can showsapgle Search, Google Search Network,
and the Content Network. The one you definitelg’thawant to be on, especially when you're
learning and funds may be scarce, is the Contetwdtk. Why? The traffic comes from
Google Adsense, which displays ads on many smalissites that often produce low-quality,



poorly targeted traffic. So your ad will get a tiftclicks, but they won’t convert to many sales.
There is also far more click fraud on the Conteetviork.

Google Search offers the highest quality traffitie Google Network also offers excellent
traffic. It's made up of Google’s key affiliatesjch as AOL and Ask Jeeves.

« Set Your Daily Budget

When you set your daily budget, you tell Google hnowuch you're willing to spend on clicks per
day. You can set it for $5, $10, $25, or far mofée higher you set it, the more Google or
Yahoo can show your ads. Once your budget isetickvay, the search engines will stop
displaying your ad in searches.

We recommend starting every campaign with a smalbbt. Then increase it after you get an
idea of how the campaign is converting and haveestomme to refine it.

Traffic Tip

When you use the Traffic Estimator on Google, whighll cover later, it will provide a
recommended daily budget. You'll get the maximuaffic if you set your budget way above
the amount Google recommends, even ten times tbearam Yahoo allows you to spend without
putting any limit, if you choose. These choice#i miean that your ads will be shown all the
time and that they’ll achieve the most hits possilbviously, this is an especially attractive
option if you're dealing with a campaign that yowokv is profitable.

At a minimum, you should set your budget at thelévoogle or Yahoo recommends. But the
ideal is not always attainable, particularly whemr'ye just beginning to be a search marketer.

For now just set your budget at a level you feehfmotable with. If it’s significantly less than
the recommended amount, at least, you're gettangest. You can keep track of it for a few
days to get a feeling for how fast or slow it gdisked away and what your return on
investment looks like.

Create Your Ad Groups

Each campaign is made up of extremely targetedhad$orm an ad group.

Each ad in a group will contain only a small numbiesharply focused keywords, used in a
variety of specific ways. You can use as few as, dwo or three keywords per ad or as many as
twenty or twenty five.

In fact, limiting an ad to just one keyword is astellent way to compare the effectiveness of
different keywords; later, you can try combiningititraffic-building power.

When you create the copy for each ad, your gdal msake it tightly relevant to the keyword or
keywords that you've selected for the ad.



This sharp focus is a secret many marketers anganesof. Instead, they just enter all the
keywords they can think of, believing that morgl®m means more exposure and traffic. The
problem is, Google’s click charges are based omytiadity of the keywords. If you have too
many keywords, many of them are bound to be loguiality, because they’re less relevant. So
your cost per click will be higher, and your addl sihow up in less targeted searches. The
unfortunate result is you will have a much hardmetmaking money.

Some Internet marketers may pick a lot of keywaoiglst at the start of a campaign to see which
ones generate the most traffic. But they quicklyark the winners into tightly focused ads.
You can, however, achieve much the same resulspend nothing by using Google’s Traffic
Estimator for different keywords.

When you make the keywords exceptionally relevanyolur ads, that is, when the keywords and
the copy of each ad in your ad group form a tigimhlsination, you’ll show up in more relevant
searches, pay less per click, and have a muchmh@n®, higher sales, and a much better ROI.

(Click Through Ratio (CTR) is the relationship beem how many times your ad appears in a
search and how many times a searcher clicks oh #0% CTR indicates that ten out of every
hundred times your ad appears in a search itdkedi on.)

The Common Keyword Technique

A quality ad is one that is highly focused aroumé product and the keywords that apply to it.
The creation of quality ads is the cornerstonelité Enternet marketing.

The basic technique for creating ads and Ad Greuftshigh quality ratings is to select your
keywords for each ad using what is known as the @omKeyword Technique, which basically
means that all the keywords or keyword combinatemms phrases in each ad should have at least
one common word or word combination in them and klegword or keyword combination is

the one you will highlight in the copy of the ad.

The Common Keyword Technique significantly incresatfee quality score, because it makes the
ad extremely relevant to what the online shoppé&raking for.

What will people search for to find your ad? Whewople search Google for these words, your
ad will show up. Pick several words or phraseslate to the product you're advertising. The
more keywords you have, the more often we can sloaw product.

To illustrate the Common Keyword Technique, let'®gine we’re creating an ad for something
called “The Hollywood Diet.” The common keyword cbimation is "Hollywood Diet.” Each
keyword phrase we create would contain these tww&sls.

If we did so, the ad group would very likely acheew high CTR. So it would have a high
quality score, with a lower cost per click.

Ads with a high quality score also appear in highesitions in the search results. In fact, if your
ad achieves a quality score that is high enougtgutd appear in the first position in the



sponsored search results, even though you coyb@yiag less per click than other ads in the
same search results.

That's good news, because you'll get more trafficléss — and quality traffic, because you've
honed your ad to appear in searches where peaplatarested in the product or service you're
advertising. So your profits will be higher.

How Many Keywords Should You Have Per AdGroup?

We recommend limiting the total number of keywoirdan Ad Group to under 25. But
remember you’ll be working with them in a varietfyweays, so the actual number in the group
will increase.

Here are the basic steps to creating an ad, usshn@ommon Keyword Technique.
Let’s use our Hollywood Diet.

We can select our 25 or so keywords, or we may oo select far fewer. Then we will begin
to arrange them so we can create individual, hifgdtysed ads with just a few keywords from
the group for each ad.

Here are the keywords around which one of the ddbtrbe built, using the common keyword
technique.

Hollywood Diet

New Hollywood Diet

Hollywood Diet works

Lose weight with Hollywood Diet
Hollywood Diet Of The Stars

Obviously, the common keyword phrase is “Hollywdaét.” Now, it's time to use it in the ad
that goes with these keywords. We will use the mom keyword in both the title and the copy:

Title: New Hollywood Diet
Stars Lose Weight With Hollywood Diet.

If a user has heard about the Hollywood Diet artdrsrthe search term “Hollywood Diet,” you
can see how relevant the ad is to the searchlllveviy likely be displayed, because the common
word the ad is built around is exactly what thesparis searching for. And, when the keyword
or words that resulted in the ad being displayeithénsearch are in the copy of the ad, Google
puts them in bold type. The bold type helps attastention and results in a higher CTR.

When you know how to create ads with a high qualttyre, you're well on your way to
becoming an elite Internet marketer.



Chapter 6
Writing Elite Ad Copy

There’s a huge difference between just writing @plycand writing ad copy that that sells. Here
are the techniques that will help you write copgtthchieves results.

Writing The Title
The title or first line is the most important paftthe ad. State the name of the product or servic
that you're selling. This will flag your audiencénclude the keyword the ad is built around.

Writing The Support Line Or Lines

The first line of the copy should state the priatipenefit of the product or service you're
selling. What does the key product attribute eattire, mean to the purchaser? Your goal is to
state the most compelling reason to buy the produservice, in the most compelling way — and
then make sure it shows up in the most compelllaggs. Remember, an ad isn’t about the
“steak,” which is the meal; it's about the “sizZlejhich is the taste. Don't just state an
attribute. Transform it into a compelling consurbenefit.

Strive to make an ad say the best thing about therpduct or service, in the best way, in the
best places.

By following these simple rules, you'll be ableaeate ads that sell. Here are some additional
techniques.

Psychological Moment

Think about the psychology of the people who aokilog at your ad. What are they thinking at
that moment? Make sure your ad is addressed fipsh®in a way that connects with the
psychological moment you think they’re at in regardhe product or service. Why did they do
the search? What are they looking for? Is itkine of product or service that requires some
assurance about quality or reliability?

Always Include A Call to Action

How often have you seen an ad that says “Buy itthdWurchase it today — and save!” “Sign
up now!” “Learn Microsoft Excel!” These are all tsato action. No piece of direct-response, or
DR, advertising should be created without a calidbon. And DR advertising is what you're
creating. They tell the reader exactly what younttdam or her to do. Notice that every one of
the calls to action begins with a verb and mostweitld a word that states the need for an
immediate response, which is the time-fuse.

[This phrase lets the visitor know that when th&jtwour site they will be required to sign up.
These kinds of phrases prepare your visitors fatuwshoffered on your website. In this example,
the visitor will be aware that an action (“Sign Y8 required to “Get Started Today.”]

Make Your Ad Dramatic



You want your ad to stand out and achieve an effédt doesn’t capture attention, what does it
matter what you're selling? So you must makeaintkitic. That doesn’t mean you have to be a
dramatist. It means you have to highlight and eotrate the news that presents exactly what
the person is looking for in terms of the principahefit.

By making your ad dramatic, you’ll make it stand as the most logical choice on the page.
Here is an example of a dramatic ad.

Who needs medical insurance?
You do. Find affordable medical insurance today!

A dramatic ad will drive more traffic and lead t@m sales.

If you're driving traffic to your own Website, yahould make sure there’s an immediate
connection with the ad on the home page. The mastt connection is to repeat the major
benefit and follow it with the call to action thain the ad.

For instance, if the ad says “Find affordable maldicsurance today!” the same message should
ideally be repeated on the home page, so shopsregve to click on it to continue with the
search that brought them to the site.

Address The Obstacles To Success

Consider what shoppers might think of that wouleMent them from buying and address them.
Do they need quality reassurance? A price comma?is

Select Your Audience

Content often selects your audience. But you dealtt people who are just searching for
information to click on the ad. You want peopleondre ready to buy.

One way to select the buyers from the non-buyets iisclude the price in the ad. The higher
the price, the more important it is to includebgcause the price will select the people who are
willing to pay it and exclude those who aren’t. €@irse, if you're offering a great price break,
you’ll want to include it. The important thing iwhen price plays an important role, you should
give searchers an idea of what they’ll have to ddeefore they click.

Let's take our insurance ad as an example.

Who needs medical insurance?
You do. Find medical insurance: only $199 per mbnth

You don’t have to use all these techniques infajlonir ads. You'll want to include different
ones in different ads. Then monitor them for rssahd go with the ad or ads that produce the
highest CTR and the most sales.



Chapter 7
More About Quality Score

To a great extent, your success as an elite Irtteragketer depends on the Quality score your
ads are able to achieve. So we’ll go into moraitlet

As you know from our earlier discussion, the qyaditore is the way Google ranks every ad.
The score determines the position of the ad irséa@ch results and the minimum bid price of
the keywords you want to use, which, of coursegmeines your CPC or cost per click.

Yahoo Search lets you look right at what other peape bidding for different keywords and
positions, so you can see how much you have ttobedhieve a certain position. Of course,
you’'d prefer to be first, but that can get expeesivterms of cost per click and you’ll attract a
lot of curiosity seekers who have no intention oying. It's usually good enough to place your
bid so that you'll show up in the top three or fags or at least among the ten that are on the
first page of the search results.

The Google Quality score system is different. Bgwing how to work with it, as well as the
Google Traffic Estimator, you can achieve bettesifians for less, so you can make more
money while spending less — and that means a hrgha&n on investment. By offering quality
score, Google has become the highest quality maicte network. How does Google determine
quality score? There are five variables: CTR, Anh@nt, Ad Grouping, Ad History, and the
content of the Landing Page (more about landingpdager.)

1. CTR or Click Through Ratio

CTR is, as we stated earlier, the percentage céscthat your ad elicits in relation to the number
of search impressions it receives. So the CTR iscaurate measurement of how persuasive
your ad is to its target audience.

How can you increase the CTR?

When you experience a CTR of 1 % or less, it'stpreasy to increase it to 5% or more just by
utilizing the Common Keyword Technique. Also, esipent with the other techniques we've
already covered.

2. Ad Content And Quality Score

Your ad content can influence its quality scorée Thost reliable way is just to make sure the

keywords for the ad are repeated in the ad copg.démonstrated how to achieve that before.
Here’s another example.



If you’re doing the Hollywood Diet, your keywordslixcertainly include “Hollywood Diet,”
“lose weight,” “lose weight fast,” and “lose weidike Hollywood stars.” So when you create
and ad, you could do one that says:

Title: New Hollywood Diet
Lose Weight Like Hollywood Stars
Sign up to lose weight fast

3. Ad Grouping

By creating ad groups, you can build each ad irgtbep very tightly around selected
keywords. It's a good idea to limit the Ad Growpatbout twenty or twenty-five keywords.
We've seen Google itself create Ad Groups witheas &s five or ten keywords. Google also
offers four different forms in which each keyworahcappear. We'll explain those later.

The important thing to remember is, the more ralétae keywords you choose are to your
product or service, the higher your quality scanetfie keywords and your ads will be. When
your keywords are too numerous, many of them avath®o be too general, so they will reduce
the quality score and increase the CPC.

4. Ad History

Once your ad or ads start to run, they develostty. Google monitors this evolving history.
If your ads perform well, Google will forecast they will continue to do well and that will
help the Quality score. If they do poorly, Googid assume they or any other new ad or ad
groups you create, along with any new keywordsselact, will continue to perform poorly and
that will decrease the quality score.

You can take advantage of a successful historyask wo remedy an unsuccessful one.
If you see an ad that is performing well, look ¢altg at the copy and the keywords. See if you
can manipulate them to create targeted ads thbshailv up in other searches. You can either

drop or revise ads that perform poorly.

Of course, the best way to get a good ad histoiy $2t up ads that will get a high quality score
from the start. Then Google will provide you withproved positions and CPC'’s.

5. Landing Page Content

Quiality score is partially influenced by the relega of the landing page of a Website to the
content of the ad that sent the Web shopper tsitbe

Google’s robots crawl Web pages constantly to datex the content. So you want the “bots” to
find content that's extremely relevant to the cobt& your ad groups.



If it's not, the content will obviously lower theuglity score. The robots will also be able to
determine if you’re attempting to hide the landpage content with various techniques, such as
redirects and cloaking.

It's much easier — and much more potentially patfié — to make sure the landing page content
correlates with the content of your Ad Groups.

Chapter 8
Effective Bidding: Effects on Ad Placement

Now that you are familiar with quality score, itraportant to implement the correct techniques
so that you can achieve the best return on invedtmieile keeping the relevance and overall
quality of your campaign high.

There is a fine balance between bidding, ad plangmeality score, traffic, and overall cost.

Ad Positions and Bids

What position do you want you ad to be in to geteetlae most traffic? Ideally, the top position
or, at the very least, on the first page of thedeeesults. The top position can get, as we said
earlier, a lot of clicks from people who are justious and not real buyers. The second, third,
fourth or fifth positions are also excellent, aradiyl attract fewer people who are just looking.

If you examine search pages, you'll see sponsa@arth results occur on the side, as well as at
the top and bottom. As many as 10 paid-searcltaasppear on one page. Since most Web
surfers don’t go beyond the first page, it's impaottto be one of the first ten ads.

You can determine what position your ad will hayausing Google’s Traffic Estimator. Since
the results you will see are based on data fronpéisg, it's not entirely accurate, but it can be an
excellent guide to decide how to start your bidding

How To Use The Google Traffic Estimator

Once you select the keywords for an Ad Group, Geedll take you to a page that asks you to
enter your maximum cost per click, or CPC. You wilo see a link that says “View Traffic
Estimator.” Click on the link. It will take you@age that will show you three important things:
the cost of each keyword, estimated average CRCpmbable position.

Look the results over. Then experiment with défgrbids while updating the page by clicking
on “Get New Estimates.”

Enter your maximum CPC
Higher CPC'’s lead to higher ad positions, whichaliguget more clicks.



You'll also want to estimate what keywords are ljki® generate the most clicks. At the top of
the page you'll see a link that says “Clicks PeyD&lick on it to arrange the keywords so that
the ones that are likely to get the most clickd gal to the top of the list. They will appear in
descending order, based on traffic estimates. oBacgn see which keywords you’ll most likely
be spending your money to sponsor.

Since you want your ad to be in position 1 to Xy ynay have to increase your maximum bid.

When done, click the “Continue” button and savedtie

What do you do if you can’t afford the bid pricelde in a high position? Get started and work
toward improvement. Just know that at a lower mmaxn bid, it will take your ad more time to
generate traffic and prove or disprove its effemiess.

Traffic Volume Vs. Cost Per Click

It's great to get traffic and, as you your adstdtagenerate impressions and clicks, you’'ll be
able to see which key words are getting the claks either costing you money or making you
money. But the most important question is, how imwaffic is each keyword converting into
sales?

Obviously, the keywords that attract the traffiattis most likely to buy your product or service
will perform the best. So the more relevant thgwkards are to the searcher, the more profitable
they will be.

If you're getting traffic but not converting it &ales, you’re not spending your money wisely.
Here’s a handy rule.

Figure out how much you’ll earn each time you gateen sale, that is, the amount of a single
commission. If you spend that much on clicks withgetting a single sale, you’re losing money.

So put the campaign on pause and examine whateydaing — the overall amount you've spent
on the campaign, average cost per click, averag#iqgo, and the traffic each keyword is
generating.

Since you know you’re getting clicks but not maksajes, look at the keyword or words that are
generating the useless click volume. Then lowerr yod, which may or may not make them
inactive, or delete them entirely. At this poiydu may also want to try some new keywords.
Remember: the most relevant ones will convert thstrtraffic, because they will attract the
most likely purchasersPrecision promotes profit.

High Cost-Per-Click Bidding

As you progress, you'll see that the cost of adsig with various keywords and in various
industries varies widely. Sometimes the priceqgtiek can be very high. We consider pricey
bidding to be anything where the cost per clickadteyword is $1 or more for your ad to appear
on the first page of relevant search results. Qimly, the only time it makes sense to pay $1 per



click or more is when the commission you expeadm is high enough to still allow you to
make a profit.

For example, let’s take a keyword that costs $1cfiek for a product that pays $100 for a single
commission. You're just at the break even poiyoifi convert one out of every 100 clicks. To
make a profit you need to convert two or more spégshundred clicks. We like to convert 3 to
4,

It's easy to calculate your break even point.

One Commission = $100
Average Cost Per Click = $1
Break Even Point = 1 Sale Per 100 Clicks

The ratio you will have to convert to break eve:500. As the number of clicks goes down
per conversion, your profit goes up. If you catvbedahe number of clicks per conversion, to the
ratio would be 1:50. At that number of clicks gate, you'll be making a 100% return on your
investment.

In high cost-per-click bidding, it's especially imgpant to get the most clicks for the least
amount of investment. So when estimating trafficd new campaign, you’ll still begin with the
minimum bid price ($0.01 USD). Of course, youiiid that many of your keywords are
inactive. So you'll have to experiment until thegcome active at the lowest CPC you can
manage. Raise the price until you're comfortabiia whe estimated traffic and the cost per
click, while you keep in mind that your goal ishtave the ad show up in one of the first ten
positions.

These Techniques Will Help You Become An Eliterietéviarketer.

Why? Simply put, they will help your quality scage up. And, as we said before, as it does,
the CPC goes down while the ad position rises.

There’s a very sound reason.

Always remember: Google is in the search businesadrewards people whose ads are
highly relevant to searches and perform better.

Google places your ads in search results accotditftgir quality score and maximum bid. So
you can increase your profits.

Ad Scheduling Or Dayparting

Recently, Google gave advertisers what many of thawe been requesting for some time —
daypart advertising.

Google describes the option in this way:



This lets you tell Google exactly when you wantyads to run, and more importantly — when
you do not want them to run. In addition, more ambeal users can automatically modify their
bids based on time-of-day and day-of-week cyclesampaign performance.

Ad scheduling can also help you improve your ROkhguring that your ads run when it makes
the most business sense. For instance, a localdassmay only want to run their ads during
business hours, or an online retailer may wanbtesbtheir bids during their busier-than-normal
lunchtime shopping period.

If you wish to try this new feature, you can enablea the Edit Campaign Settings page.

Chapter 9
What About Inactive Keywords?

When you see that Google has made a keyword ingebgroup inactive, Google will display
the reason. Your max bid is not set high enougictivate the keyword. You'll see a notice
from Google beside the keyword or words that sé&yactive for search. Increase quality or bid
$X.XX to activate.” (Of course, $X.XX will be arcamal amount.)

A word or ad may be made inactive because of pedopnance. Don't just automatically raise
your bids. See if you can apply the techniqueswolearned to increase the quality, so you can
make your keywords and ads active while you stiitool your cost per click.

Of course, if the keyword or ad was making monlkeg,dquickest way to get back in business is
just to calculate if it will still make money if ywincrease your bid to the level recommended. If
you're satisfied with what the resultant ROl wi#,ljo ahead and increase the bid. Then go to
work to see if you can create another ad or makerathanges that will result in a higher quality
score.

All Google Accounts Are Not Treated Equally

You should also know that every Google accounbigtmeated the same. Why? Minimum bids
and ad placement are partly determined by the dwprality score and history of the account.
When an account has keywords and ads and Web fregese consistently relevant, along

with high CTR'’s, the quality score is high. So @teofeels you are serving its search customers
well and rewards you by making the minimum bidadtivate keywords and ads lower — another
reason to follow the techniques in this book tsearour quality score!

Since we have high Google quality scores, we cemdaictivate keywords with the minimum
$0.01. Atthe same time, we know that other mamsatnust bid 20 or 30 cents to activate the
same keywords.

Arriving At The Right Daily Budget



How much should you spend to advertise each ddy® afiswer isn’t just related to money; it's
related to how much you must spend to achieve goal. As usual, that relates to your quality
score.

One of the benefits of this is that, even if yowdra smaller budget, you can compete with other
marketers who have bigger budgets, as long as gep four quality score high.

Of course, you must set your budget at a levelgayuafford. You're not in the Internet
marketing business just for a day but for the ltergn. It's important for you to preserve your
capital while you learn how to earn.

Helpful Budgeting Techniques

First, you may want to set your budget on Googiaéir than the one you’re actually willing to
spend.

Let's say you're willing to invest five or ten datk a day. The problem with setting your daily
budget at, say, $5, is that it may be too littlat¢tivate your ad for many of the searches made
with your keywords. So you may wind up spendingeless than $5. On the other hand, if you
set it much higher, say, at $25, your ads will @ppe far more searche®ut, of course, when
you use this technique, you have to monitor thadipg.If you actually exceed your budget,
just pause the campaign for the rest of the day.

You'll find a daily budget calculator in Adwordsatwill recommend what your daily budget
should be for the keywords you selected. If yduser budget at five to ten times this amount,
you can be sure your ad will be served in all fhirapriate search results. Google actually
displays the time your ad is being served, andligéawill tell you 100% of the time.

While it's not likely that you will actually sperfdze or ten times your daily budget, particularly
if it's based on Google’s recommended daily budgeyour keywords, it could happen — a
possibility that makes it especially important tonitor your account. And, to be successful as
an online marketer, you need to be involved; theams taking the time to log onto your account
on a regular basis every day.

Be warned, however, that this “higher than the attwudget” technique is only recommended
when you have Content Search turned off. Don'ttu§efor some reason, you have it turned on
— or you could easily spend as much money as ylo@degle you're willing to. And you might

not make a single sale, because the audience yoeaghing won't be nearly as relevant for the
product or service you're promoting.

Google calculates the daily budget over a 30-dapg@e You'll notice that on some days you do
spend more than your budget but on other days pendsless. Google manages the spending so
that, on average, you will spend at or very clasgaur budget level over the 30 days.

How to Monitor Keywords To Maximize ROI



When you create an Ad Group, you must always usé&thogle Traffic Estimator to determine
which keywords will likely result in the most traff These are the keywords you must monitor
the most, because you don’t want to spend on@f Idicks that don’t result in sales. When you
see a keyword that is getting a lot of clicks bait producing a consonant number of sales, you
have to remove it from the mix. So lower the lmdieactivate it or just delete it. It might work
for another product or service, but right now jtist gobbling up your precious investment
funds.

How To Split Test Your Ads
What is split testing and how can it benefit you?

Split testing is when you create multiple ads fer same keyword group. Then you monitor the
results. Thankfully, Google provides data on haehead is doing, including impressions,
clicks, and CTR.

As a result, you can compare different titles,ragiand support points. So you can optimize
your advertising to achieve the highest sales aofitg.

For instance, you might create two ads that haweséime title but different support points. Or
you might create two that have different titles th& same support points. Then you can watch
which performs best. What you learn can dramatidalirease your ROIl. When doing a split
test, certain techniques can make it more effective

Optimized Ad Copy Test

When you set up a campaign, there’s an optionasiet Google to optimize the way it serves
your ads. The default setting tells Google torae it. What does optimization do? When the
option is turned on, Google knows to display thehed is converting better more often. So
you’re actually making more money even while yowwonducting the split test. Yet you're
compromising the accuracy of the split test. Ifiyeally want to conduct the split test
accurately, turn this option off. Then, when yavé enough data to know which ad is working
better, go with that ad, and drop the other one.

Non-Optimized Ad Copy Test

A non-optimized split test is the most accurate wagletermine the results of two different ads.
It basically means both ads will be shown an equatber of times. You'll also be able to
monitor which ad costs less per click, so you’lbikinwhich one has a higher quality score. How
often do you need to see the two ads clicked oorbgfou can determine with certainty which
one is performing better. We suggest anywhere 26to 250.

Dynamic Keyword Insertion

Dynamic Keyword Insertion is a tool many adverssaéon’t utilize, but it can be quite effective.



The keyword is dynamically placed in the title adly copy of an ad, and it appears in bold type.

Let's say you have a large number of keywords @inatrelevant to your product and audience
but don’t wish to write multiple ads to optimizesth. With dynamic insertion, you can make a
place for various keywords to appear in bold, wkide leave the rest of the text in place.

When a Web searcher enters a keyword that is ingouthe ad shows up with the keyword in
bold type.

Dynamic Keyword Insertion lets you carefully contifee variables in the ad while it targets
different keyword searches. When you use the tecieniyou’ll create ads that will likely get a
high CTR. The drawback is, Google does not addtpaoward the quality score for the ads,
and, as you know, higher quality means lower costs.

As an alternative, you can create the same sefredsowithout Dynamic Insertion. Since they
will have a higher quality score, they will appéagher in search results — and at a lower cost
per click.

How to Use Dynamic Keyword Insertion

Here is the typical structure used for Dynamic Keyalvinsertion. Notice it appears in brackets.
This identifies the ad as one that uses the teakeniq

{KeyWord: Default Text}

The first part of the ad consists of the term “Keypdl” Notice that both the “K” and the “W”
are capitalized. This is actually an instructibattinserts your keyword, while capitalizing the
first letter of every word. The next part of theiaé colon, which is followed by the default text.

When a searcher enters a search term that isngadafit in the ad, the default text appears.

If you use "Keyword," with a capital “K” but a snh&lv,” Google will only capitalize the initial
letter of the first keyword, so the text will app&awhat is known as sentence style. If you use a
lower-case "keyword," the keywords will appearawér case but will still be bold.

Dynamic Keyword Insertion is an efficient way taekenine which keywords are performing
best, because you control all of the variables jgixitee keyword. But once you determine which
keywords are your best, it's better to create inttial ads built on the keywords. That way

you'll get the benefit of the keyword at the sameetyou can increase your quality score. When
you do create such ads, don’t forget to deletkéysvords you use from the Dynamic Keyword
insertion Ad Group.

We use Dynamic Keyword insertion from time to tirbat we switch to creating individual ads
for the keywords as soon as we know which keywardsdoing best.



Chapter 10
The Four Keyword Match Types

There are four ways a keyword can be presenteddmgle. Most Internet marketers don’t
know the choice is available, let alone what eawdh @an do for you.

You will find the description of match types if ywhigk on Tools in Adwords. You'll also find
many other helpful tools. We recommend that yatnleo use them well.

When you do know the differences among the matgagynd how to use the four
appropriately, you can use them to increase yoWR @id your overall quality score.

Google defines the four match types as follows:

Broad Match — This is the default option. If you include a geé&eyword or keyword phrases
— such agennisshoes — in your keyword list, your ads will apped@ien users search ftannis
andshoesjn any order, and possibly along with other terMsur ads will also automatically
show for expanded matches, including plurals atevamt variations. Broad matches are often
less targeted than exact or phrase matches

Phrase Match— If you enter your keyword in quotation marksjra&ennis shoes'your ad will
appear when a user searches on the pltease shoesn this order, and possibly with other
terms in the query. In this case, the search canantain other terms as long as it includes the
exact phrase you've specified. For instance, ydwrilh appear for the quemed tennis shoes

but not forshoes for tennis.

Exact Match — If you surround your keywords in brackets — sasftennisshoes] — your ads
will appear when users search for the specific gtennis shoesn this order, and without any
other terms in the query. For example, your ad islow for the queryed tennis shoes.
(Needless to say, this is a very precise way etaan important keyword.)

Negative Keyword— If your keyword igennis shoeand you add the negative keywerdd,
your ad will not appear when a user searche®drennis shoes. (You'd use this negative
keyword if you weren’t marketing red tennis shoes.)

When you use broad, phrase, and exact matchingngpfior each keyword or phrase within your
Ad Group, you will greatly increase the CTR andliyacore.

Let’s take the example Google uses and work withate.

Keyword: Tennis Shoes



Most marketers would just use the broad match., iBybu use the broad, exact and phrase
match types for this keyword phrase, you’ll achiayg@igher CTR. Why? The impressions
Google calculates will be divided among the 3 mayples, so you'll essentially have three
possible keywords dividing the same number of iregiens that would usually be applied to
only one keyword.

Tennis Shoes, “Tennis Shoes”, [Tennis Shoes]

Phrase Match

When you put the keyword in parenthesis and amerdhopper enters the search term "Buy
Tennis Shoes,” then your phrase match “Tennis Shedi&ely to be triggered. Google will

only register an impression for this phrase-matetsion of the keyword. If the user searches for
the term “Tennis Shoes,” your exact match [tenh@es] will be triggered. And only the exact
match type will have an impression recorded folf thhe surfer searches for “Shoes basketball
tennis soccer,” your broad match term might beggrgd. Then the impression would be
calculated for that match type.

We strongly recommend that you use all three migfobs for each keyword in your Ad Group.

If you use up to 25 keywords for each Ad Group asel each one three ways, you'll have 75
keywords. While that's a lot of keywords, it's kakcceptable.

However, when Google itself optimizes an ad we®ensthe specialists there use as few as two
keywords per ad, in two or three match types. Tdssilts in highly focused ads with low costs
per click. Such highly focused ads may not gehasy clicks as you need, even if Google
creates them for you. So never hesitate to exgertim

Google also uses a fourth type, known as Negatexndrds.

When you put a minus sign (a hyphen) in front &kgword, it tells Google to eliminate the

word as a match from your search. Let’s say thiyHood Diet you're advertising only comes
as a book at this time. But you know that manypbemay be looking for a diet video or a diet
center like Weight Watchers. You don’'t want yodrta appear for search when someone wants
to find a diet video or center, so in your keywoydsi would include, after the usual ones, these:
-video and -center.

If you had Google optimize your ad campaign, tloltégues you've learned are exactly the
ones their ad experts would work with.

By the way, once you're working with Google, yodiicover that they may offer to optimize
your advertising free of charge. You may, howefued, that even their optimization will not
perform as well as your own campaigns will, becaxm&ll be working with many of the same
techniques they will, but you'll also be monitoringw your ads are doing and refining them.

Chapter 11



To Use Or Not to Use The Google Content Network
The Google Content Network has a lot of minusestlalso has some pluses.

When you start out, we recommend that you simpty tuoff. You could waste a lot of your
investment money. As much as 80% of your trafio come from the Content Network, and, as
we noted before, the traffic will not be as releManyour ad as you need it to be to provide a
profitable CTR.

Yet the cost per click on the Content Network carsignificantly lower than it is in regular
Google Search or its Search Network. So, oncekpow which of your keywords and ads have
a high CTR, you might find you can make a profgéMmg the Content Network active.

What is the Content Network? It's made up of putdis, actually Website owners, that display
Google Ads on their Web pages. Certainly, youheked to a site and seen the Google ads.

Google calls the service Adsense. To make it wGdggle has robots that crawl the pages of
the sites on a regular basis to determine the ngrégen when it changes. Then Google places
ads on the pages that are targeted to the audieao®ntent would most likely attract.

In theory, the traffic your ad would attract doesirsd targeted. Realistically, the traffic is of a
much lower quality than your ads will interface vdn Google Search. One way you know this
is that the CTR is much lower.

Beware: The Content Network is also where the rolisk fraud occurs, and it's very hard for
Google to track it. Since the publisher gets maidh per click basis, there’s a temptation for
unscrupulous Website owners to click on the ad® fiime to time themselves. And what are
those kinds of clicks going to do besides costymuney?

Since conversions are low, if you're going to makeney on the Content Network, select
products that have a high ROI — so you can pawlfdhe clicks and still make a profit.

Yet, as we said, effective use of this network negguyou to know which of your keywords have
the highest CTR. If you don’t, we recommend thai jeave the Content Network off. You'll do
best when you spend your money on quality traffic.

Setting Content Bids

While the Content Network can produce a lot officaft offers the lowest quality traffic in
Adwords. One way to deal with this dichotomy is& your CPC lower — with bids from $0.01
to $0.05. We've gone as high as $0.12 but onl{ wibducts that have a high ROI and with ads
we know produce a high CTR.

If you set your bids the same for the Content Nekvas you do for the Search Networks, your
advertising cost will be higher but your CTR wi#t lbower. Thankfully, you can set your bids

for the Content Network separately — and Googlenadlthose bids to be lower.



Don’t Confuse The Search Network With The Content Mtwork

Google’s Search Network is markedly different frasmContent Network. It is made up of sites
that have the Google Search bar or that functiandependent search engines. For instance,
AOL is part of this network. Since searchersyga@ ads the same way they do when they'’re
doing a Google Search, the traffic is usually ofiach higher quality. The only major difference
is that the Web shopper did not initiate the searchoogle itself.

What's Better — Direct Linking Or A Landing Page?

In direct linking, you send pay-per-click traffisrough your affiliate link directly to a

merchant’s site. It's the fastest way to set ughlamnch a campaign and it can be an effective
way to make money. But there are a number of sbionings. First, Google doesn’t permit
multiple URL's to use the same search term. WHh2ops one company from being advertised
a number of times with the same keyword. Theictgin is also intended to increase the quality
of the results.

So when you advertise a product or service usiregtiinking but aren’t seeing much traffic,
the reason might be that another online adverigsgromoting the same merchant URL with the
same keywords — and the other advertiser hass&@mC higher than you've set yours or his
guality score is higher than yours, so Google vangi his ads more exposure. Also, direct
linking doesn't let you offer shoppers what theieafdemand, which is comparison shopping.
Why? You can’t advertise more than one produthécategory. Even when you do generate
traffic, you're at the mercy of the sales copyret merchant site. If it's not convincing, you lose
the sale even though you send the customer tatthe s

As a result of these drawbacks, direct linking lssin fewer sales and lower ROI. So it’s better
to create a landing page. Then you’ll have theoojity to pre-sell the searcher. Here’s how it
works. The traffic you generate is sent to youdlag page first and shoppers see your sales
message before being sent to the merchant sgeoduces higher conversions because you get
to pre-sell the shopper.

Also, when you use direct linking, you will not Bble to gather analytical data, unless you can
set up a Goog'e conversion tracking code with teechrant. On the other hand, when you have
a landing page, or a complete Website, you carecidhe data with counters and other tools.

Use Direct Linking For Testing

Direct linking does let you set up a campaign glyieiad experience what it's like to sell a
product or work in a certain industry — without@assng the overhead involved in creating a
landing page or Website. Just be aware that youhagae a hard time generating enough clicks
to give you a firm feeling about the product orustty, since, as we said, Google will not allow
different advertisers to promote the same URL wh#hsame keyword. As expected, you may
not experience great conversion rates.

Once you've gotten a feel for the product or indpstith direct linking and you decide to go
ahead, we recommend that you create a landingqagfebsite.



Creating Relevant Landing Pages And Web Sites

What is the difference between a landing page anglasite? Simply put, a landing page
consists of a single page, while a Website conefstsultiple pages. The only links on a landing
page are your affiliate links, which will send yduaffic to the merchant sales page.

When you create a landing page or a Website, thet important goal is to make sure it presents
content that is highly relevant to what the pensosearching for. It's your opportunity to
interface with the shopper in an inviting and pessue manner. So be sure to optimize your
landing page or Website in terms of relevance atesmanship.

Of course, you'll also want to make it easy for yshopper to click through to the merchant
page, where the sale actually takes place.

Google gives preference to substantial Websites simgle landing pages. So we recommend
that you prefer to create and drive traffic to naadbsites.

Chapter 12
Advertising Techniques That Increase ROI
Target Your Content

When people search on Google, they're lookinglierresults that are most relevant to their
search. No wonder relevance plays such a keyimdigernet marketing. The more precise the
relevance, the better. For instance, if you'raypoting the Hollywood Diet and you utilize the
keyword “Hollywood Diet,” if your landing page premily is about generic weight loss, it won’t
convert as well as if it is focused on the unigtigkautes and benefits of the Hollywood Diet.
Make your keywords, ads, and your landing pagelasant to the searcher as you can. You'll
sell more, serve Google better, and be rewarde@ddmgle for your service to their searchers.

Compare Products

The timeless invocation to compare before you pasetcan work for you. Shoppers want to be
as certain as they can that they’re buying the pestuct at the lowest price. If you can
convince them they are, you’ll increase your cosnars markedly. As we often say, if you can
educate them, you own the sale.

How can you help consumers compare?

You can show different products with captions. aed a table that lets the shopper compare
product features and prices at a glance.

Remember to feature your best sellers with the prente you think will lead to the most sales.



Since most visits to landing pages and Websitésvase relatively brief, the product you place
first will attract a lot more attention than evée tone you put second. The main advantage for
potential customers is that they do not have topare products themselves because you will do
it for them, and in many cases, this will help cert\a browser into a buyer.

Use Testimonials

Testimonials are persuasive to most people. Iy ilagou do focus groups across the nation and
ask people who they trust most, a majority of thvathtell you they turn to another member of
their family, a close friend, or a neighbor. Thdsgs, people are far more suspicious of experts,
whether they're CEQ'’s, doctors, lawyers, or anyeothiuthority. So the more personal you can
make the testimonials, the better. You'll relatéhte search audience in a more trustworthy and
convincing way. Even members of your family carveeas testifiers.

We’'ve seen enormous sales increases when somencomyvtestimonials were added to a
landing page or a Website.

Use Verbal and Visual Persuasion
So far we've talked about verbal techniques.

But people see something before they read aboutdta#ls. And, as the saying goes, one
picture is worth a thousand words.

When you provide visuals — photos or illustratierthat are relevant to the search, you will
increase your sales. For example, you can adddafad after shots of people who benefited
form the Hollywood Diet.

Use Product Reviews
Featuring product reviews on your landing page eb¥ite is a very personal and effective way
to sell. The reviews can provide just the reassreand guidance the searcher is looking for.

Here are some tips on creating effective reviews:
1. Unify Each Review Around Relevant Products

The products you include in the same review shalllbde in the same category, so you can help
shoppers make up their minds about what produttarcategory they want.

2. Make The Reviews Short

A review invites readers if it's short and focusedrelevant information. Don’t exceed 100 or so
words. If you add the review to the page and ik@sahe page look crowded, shorten it. Just
make a few salient points about each product. mooh detail will only bog readers down and
encourage them to give up and click on. Insteddraf paragraphs, use bullet points, especially
to highlight features. It's also not a good idest jfo copy and paste the merchant’s sales sheet.
Sales sheets are usually very plain and factualu want your site to look and talk like an
engaging salesperson.



3. Create Highly Readable Reviews

Get to know the product or products you're sellisgyou can write reviews that are
knowledgeable and convincing. Remember, the shropaets information, and if you provide
it, you have a much better chance of closing tie sa

It can help to mention your own experience withpheduct. So give it a credible rave. If you
need information about the product, you can vigtmerchant’s site or do a Google search on
it.

Don’t copy Web information exactly, especially frahe affiliate sites you may be competing
with. Make the content on your site your own.

4. Provide Easy Access To The Merchant’s Site

Since you can’'t complete the sale on your landimgepor Website, you should make it
transparently easy for the shopper to continuaemterchant’s site. Your goal should simply be
to do a bit of pre-selling, so the customers wargd to where they can buy the product. The
faster you get them to the place of purchase, the tikely you will make the sale.

Don’t Just Make A Claim; Support It With “Reasons Why”

When visitors arrive at your site, your job is tegent them, not only with a claim about the key
benefit and maybe important secondary benefita@product; it's also your job to support the
claim or claims with “reasons why,” also known asdsons to believe.”

Besides product-focused selling points, includérggpoints based on how the product will
enhance the purchaser’s lifestyle or improve hisesrbusiness success. And don’t forget the
call to action — the specific invocation that tlspuld buy the product today.

How many products should you feature?

Too many products will only overwhelm and confuseryvisitors and many of them will just
click off. A page of small product shots and alpbea of features will decrease your sales.
Even ten products are too many.

Put no more on the page than you'd like to be @méd with when you land on a page

yourself. We suggest you restrict the number oflpcts you feature to from one to six. You can
really romance one. You can do an excellent job wito or three. Four starts to be a crowd. If
you get past six, who would be sure what to fam®

Proofread Carefully
Grammatical mistakes and spelling errors will disimthe credibility of your site and reduce

your conversion rates. Your visitors simply woie¢l that they’re in reliable hands. Utilize the
proofreading capacity of your word-processing safewv



Conclusion

Become An Elite Adwords Marketer

You have now learned what you need to become aroAdi\Elite marketer.
It's time for you to get started.

When you begin, be patient with yourself. Dontgeals that are unrealistic. You'll only set
yourself up for unnecessary disappointments arictdlifies.

But set goals — achievable daily goals. Sure,hane an overall goal — to make as much money
as you can and hopefully to join the elite groupnairketers who have become rich online.

We're talking about daily goals. You have a loatzomplish. So do some of the work each
day — not as plodding work, but as smart work, gisihat you've learned in this book.

Unless you manufacture your own product or proyioler own service, you need to affiliate, if
you haven’t done so since starting to read thikbddake joining an affiliate program your first
goal.

Once you have products and services to marketiecseae Google ads, using the invaluable
techniques you've learned in this book. Use dilie&ing to give them a test run.

When you find products or services you can makeoftpvith, set up your own landing page or
Website to pre-sell the traffic that clicks on yauais.

Continue to perfect your ads and increase your R@ile you conduct an ongoing search for
other products or services you can market sucdgssfu

In short, becoming an elite Internet marketer issmnething you just suddenly step into. It's
something you decide to start becoming and thew grto more and more — and most likely
increasing your earnings as you do.

No matter how big or small your daily budget ig, yg&ur goals for the day and work to achieve
them.

You now know more than most of the tens of thousarigeople who are already making a
living online. So success is more than possibkevery probable. You simply have to decide to
work intelligently toward it with the knowledge thae’ve provided.

If you make mistakes, welcome to the crowd. Weralke them. They’re part of the process of
working toward success. In fact, if you don’t makene mistakes, you're probably being too
careful. To make as few as possible, dare witklgmae. Learn from your mistakes, and, when
you do something right, congratulate yourself.

You might earn more than you can imagine. Youately have the techniques, now.



The knowledge we've imparted in this book is thems&nowledge we use to make major money
online — and have time to enjoy our lives, too.dAmu can use it just as effectively.

We have held nothing back. We have told you alkmew about Adwords.

As we've stated before, from time to time you skidobk into Google. There are a lot of
helpful tools and tutorials available. They arelaged and new ones are added from time to
time. Google wants you to succeed, too — and dbeiesearchers well!

Yahoo Search Marketing And MSN Search

You'll also want to become comfortable working withhoo Search or, as the service is also
still called, Overture, at www.overture.com. Thepiples you'll use to work with Yahoo are
pretty much the same, and Yahoo Search offers gothar way to reach your market. In fact,
there are times when Yahoo Search will offer lo@&C’s and offer you more relevant
keywords. At times like these, you can use bothotaSearch and Google to make sales. Or
you might decide to concentrate on Yahoo for agvhRemember, Yahoo gets more visitors
than any other site on the Internet.

We also suggest you keep up with MSN Search amlves. It could offer you another
excellent opportunity to market products and se@wigrofitably on the Internet.

You're ready to become an elite Adwords success foBit!
Glossary

Ad Copy - The text in an ad. Creating highly focused arneMant copy can increase CTR and
your overall Quality score.

Ad Group — A group of keywords targeted to a specific athe Ad Group should be made up
of from one, two to twenty or so keywords that laighly relevant to the product, the service,
and the search. .

Ad Positioning - the placement of ads Google gives an advertisgponsored search results.
It's based on the advertiser's CPC and overallityusdore

Adsense- Google’s name for the service that allows Webgitblishers to present Google ads
on their sites and earn money based on click volugiece Google relates the ads to the content,
visitors see ads that go with what they're intexdsh.

Adspend-The amount of money spent on advertising; anotlasrto refer to an advertising
budget.

Adwords — Google’s cost-per-click (CPC) advertising progravhich places ads on the margins
of search pages.



Search Network— made up of Google’s marketing partners, inclgdh®L, Ask Jeeves,
ABC.com, About.com, EarthLink, CompuServe and Negsc

Google Premium Services- For advertisers with larger budgets or a lorsgany using
Adwords, Google provides valuable strategic andketarg services.

Affiliate - The marketing person or publisher in an Intematketing relationship with a
merchant.

CPC (Cost Per-Click)- the amount it costs for a single click. It raadg®m a low of $0.01 up
to multiple dollars.

Call To Action - Ad copy that directs users to take a specifioa¢such as "Buy now!" or
“Download it today!”.

Campaign— The highest level of organization in an Adwordsaunt. A campaign is made up
of ad groups, which contain selected keywords.ingle campaign can contain from one to as
high as 200 or more ad groups. Since they'regfatcampaign, they should all apply to one
product, service, or industry.

Click Through Ratio (CTR) — The ratio between the number of impressions aregives and
the number of clicks it evokes. An impression idetlevery time the ad is displayed in a search
result, while a click is added every time someatteally clicks on the ad. Generally, the more
relevant an ad is to the search, the more liketyesme will click on it, and the higher the overall
CTR. CTR is a cornerstone value in Google’s deigaition of quality score.

ClickBank -The largest digital-product network online, witheo 10,000 merchants and over
100,000 affiliates. The products vary in qualitgnsumer appeal, and commission structure.
ClickBank pays its affiliates on a biweekly basiEhere’s no approval process.

Commission Junction(CJ) — One of the largest affiliate networks. nitsrchants are spread
through many industries and offer many differemhagssion structures. Many Commission
Junction merchants require you to apply to becomaftiliate of theirs. Commission Junction
keeps all of those who approve you in a simplealate list, from which you can access banner
and text ads, along with the code required to myce and activate them on your Website.

Conversion— The execution of a desired action in responsatad's call to action. It may be a
sale, registration, download, or a variety of otthesired advertising results.

Conversion tracking - Tracking conversion statistics on a per sale)get, per sign-up, or per
click-through basis. The process usually requimpstting your conversion code from your
Adwords account in a page where results can bedallhe resulting data can help determine
what campaigns, ads, and keywords are performidgnich ones are not.

Cost Per Conversion The ratio between the cost of the advertisintpgonumber of
conversions (sales, sign ups, etc.) it elicits.



Destination URL - The URL search traffic is sent to when an adigked. It may be a direct
link to a merchant site, to a landing page, or Website.

Impression- An impression is tallied when an ad is preseimealuser’'s browser. The number
of impressions determines the cost of online adermats based on CPM pricing, which stands
for cost per thousand. An impression is also knas/an exposure.

LinkShare — Like Commission Junction, LinkShare has a largg diverse group of merchants
and they may require you go to through an apprpradess to become an affiliate.

Minimum Bid - The minimum bid that will activate a keyword.idt determined by Google and
is based on relevance and Quality score. If yodidoies not meet the minimum bid, your ad will
be “inactive” in regard to the keyword.

PPC (Pay Per-Click)- Paid advertising in which the advertiser only o&yr clicks to the
destination URL. The cost per click is based @pecific rate that may change at any time but is
agreed on before the ad is exposed for clicks. &RE€rtising choices encompass per-click
advertising networks, search engines, and affipabgrams.

Return on Investment (ROI) — Financial nomenclature that is used to denotétpwhich is

based on margin, that is, the difference betweeat witosts you to advertise and what you earn.
If you invest $1,000 in advertising and you maked$2 in commissions, your margin would be
$1,000 and, since you doubled your investment, RiDir would be 100%.

Sales Copy-The sales text that is presented in a sales pidoether it's an ad, a landing page, a
Webpage, or any other written document that isnisieel to sell a product or service.

Search Engine Optimization (SEO) The process of increasing the number of visitors
Website by improving its ranking in the unpaid sharesults of search engines. The higher the
site ranks, the more visitors it will attract. Tlretings are often known as natural or organic
because placement is a result of the search esdiae’'search results.

Updating — keeping your Adwords campaigns up to date oailg Basis, including daily
budget, ad content, active ads and networks, ataotanmation, and all other aspects of the
campaign.

Web Page- A single page of a Website. It contains link®tber pages in the site and may also
contain links to other Websites. For an affiliatarketer, the outbound links go to merchant
sites, where the sales can be completed.



