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Paid Search advertising campaigns can be a great lead generation tactic for any business, helping
lead to more sales opportunities and revenue growth.

When we talk about paid search advertising, most people think about Google. That's because
according to_Statistica, Google controlled 87.96% of the search market in 2019.

Google Ads is Google's advertising platform which includes the Pay-Per-Click (PPC) ads that you
see on search results as well as Display ads, Gmail ads, and YouTube ads. There is a lot to know if
you want to get started with Google Ads, so it's important to understand how to set up a Google
Ads account properly for your PPC campaign to be successful.

Since the most popular (and many times the most effective) ads are the ones that show up on
Google's search results, the focus of this guide is to help you get started with a PPC campaign
that appears on the Google Search Engine Results Pages (or SERPs).

When you set up a Google PPC campaign, you can burn through some serious cash if you don't
set it up and manage it properly and effectively. That's why it's so important to understand at
least the basics before you get started.

How Do Pay-Per-Click Ads Work?

PPC ads are charged each time someone clicks on your ad, thus the term Pay Per Click. (You can
also set up payment on a per impression share basis, but most of the time you will want to set it
up on a per-click basis.)

Paid search ads are displayed on Google's SERPs above, and sometimes below, organic search
listings. Organic listings are generated through search engine optimization (SEO) efforts and can
take a long time to kick in. Paid search allows you to get to the top of the search engine listing
within a few minutes of launching your campaign.

PPC and organic search listings have similarities in how they are displayed in the SERPs, but they
are set up and managed very differently.

Here is an example of a SERP based on a keyword search.
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GO gle hubspot agency orlando =  Keyword used in search y Q

Q Al B News [Z) Images © Maps [3] Videos ¢ More Settings  Tools

About 114,000 results (0.55 seconds)

Ad - digital.affirmaconsulting.com/hubspot/agency v (425) 689-5269
/ Top Rated HubSpot Agency | Modernized Marketing Strategy

Streamline Your Marketing Strategy With Automated Campaigns, Emails, & More. Learn How We
Can Help. Get Your Free Consultation Today. Data Analytics. Azure Consulting. Marketing

Paid Ads Services. SharePoint Consulting. CRM Consulting.
Other Services Contact Us
Check Out Our Other Technical & Get Your Free Consultation
Creative Services. Contact Us. For Your Project Today
Ad - www.atakinteractive.com/Hubspot/Agency ¥ (310) 526-7493
Not An Average Hubspot® Agency | Go Beyond Inbound
Support your sales team, align sales and marketing efforts, see a clear ROI. See conversions turn
to customers in 3 - 6 Months. Results in 3 to 6 months.
ATAK Blog - Home - Marketing - Contact Us
#\ www.xcellimark.com » orlando-hubspot-partner-agency v
565 Orlando HubSpot Partner Agency - Inbound Marketing ...
o ; Xcellimark is a Gold Partner HubSpot Agency headquartered in Orlando Florida. Get more leads
.rg.anlc and close more sales through the HubSpot Marketing and CRM ...
Listing #2

/

upcity.com » local-marketing-agencies » lists » top-hubspot-agencies-i... ¥

Top 2 Hubspot Agencies in Orlando, FL - February 2020 ...
The UpCity team has researched hubspot agencies throughout Orlando, FL to find the best
hubspot agencies for your next project. Check out our list below.

You can see that the PPC ads are listed above the organic listings and are marked with the word
Ad in front of each advertisement. Then the organic listings are listed below the ads.

There are several different fundamentals involved in effectively setting up a Google PPC
campaign. We will touch on seven of these below.

7 Fundamentals to Effectively Set Up Your PPC
Advertising Campaign

#1 Know Your PPC Campaign Elements

It's important to understand the key campaign elements you need to develop and implement to
run an effective PPC campaign. Each of these elements work together to create a seamless
roadmap to reach your desired goal.
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If there is a breakdown in continuity in any of these areas, your PPC campaign will most likely
suffer and you could end up wasting a lot of money unnecessarily.

These important PPC campaign elements include:

® Keywords
Keywords are the words and phrases that are used in searches most relevant to your
products, services, and solutions. Each keyword or phrase that you choose has an
associated cost per click.

Depending on how broad you go with your keyword terms, the cost for certain
keywords can be quite high — and possibly too broad to really be relevant.

That's why using one word as a keyword is not recommended. You need to use key
phrases that are a part of what someone would type into the search box that closely
relates to your product or service.

Therefore, even though this term is referred to as "keywords,” you will mostly use key
phrases for each term you go after.

We'll go into more details about keywords in the next section.

e Ad Copy

Ad Copy is the content of the ad that people see when they do a search. It includes a
Headline and Description.

You can also add additional ad copy by using Ad Extensions. Since you are limited on
the number of characters that you can use in your Headline and Description, it's
important to take advantage of using Ad Extensions.

Ad Extensions provide extra space to include more information in your ad and to
highlight different features and benefits of your product or service.
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® |anding Page
A landing page is the website page that you direct a person to when they click on

your ad. The copy on your landing page needs to be highly relevant to your ad and to
the key phrase being searched on.

Google rates your landing page according to how relevant it feels the page is to each
of the keywords you are targeting. Some keywords may be more relevant than others,
and each is given a score from 1-10 by Google, with 10 being the most relevant.

Google will charge you more for a keyword that it considers to be irrelevant to your
landing page. If the score is very low, then Google may not show your ad at all or very
rarely for that particular keyword.

Your landing page also needs to be insightful and compelling to the person who

clicks on your ad so they will want to engage with you. Use skillful_conversion
optimization on your page to ensure that you guide your website visitor down the
conversion path that you want them to take.

® (alls-To-Action (CTAs)

Calls-To-Action are links or buttons designed to motivate a person to take action on a
webpage or in an email. Your CTAs should state the action that you want someone to
take and indicate what they should expect next when they click on the link.

Try not to use a button that says Submit. That phrase tells the person nothing and
does not give them any indication of what to expect next.

Instead, use words that tell the person what to expect such as Read More, Learn More,

Download Now, etc. Always be clear about the action you want someone to take and
what they can expect when they take that action.

Download Now Get Certified

View Course Syllabus
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® Forms

Typically, you should have a form on your landing page to request specific
information from a person in response to a CTA.

For example, if your CTA is a link to - ,
Download The Certified Digital Marketing

download a premium content offer, you Professional Brochure
should request that the person provide First Name Last Name*
some information such as their name o Bos

and email address on a form in order to

download the premium content you are Emal Phone number
offering. jane@company.com 888-555-5555

Company name
Keep in mind that you need to be care-
. . Xcellimark
ful about how much information you

ask for. Request as much information as Are you considering training for yourself or your
marketing team? (Choose both if applicable)*

you need without asking for more than

< Myself
you need. The more you ask a person 2 My Marketing Team
to input into a form, the hlgher friction Xcellimark needs the information you provide to send
yOU will cause on the page and fewer you the content you're requesting. You may

X unsubscribe from these communications at any time.
people will Complete the form. For information on how to update your subscription
preferences, as well as our privacy practices, check out

our Privacy Policy.

There are times when you may want

high friction to help really qualify the

people completing your form. In those

cases, you can be more confident that
the people completing the form are motivated to receive what you offer since they
were willing to get past the higher friction.

Other times you may want to keep the friction low if your objective is to get as many
sign-ups as possible.

So, it's worth repeating. Ask for as much information as you need without asking for
more than you need. If you can get by without asking a particular question, then
leave it off the form.
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® Thank You Page

A Thank You Page is the webpage a person typically views after filling out a form. It is
a confirmation page that lets them know they have successfully submitted the form
they filled out and have moved to the next step.

This page may include additional information about the offer as well as a link to
download the content offer they requested.

You can also use this page to track a conversion. It is assumed that the only way
someone would reach the thank you page is if they completed the form on your
landing page. Therefore, you can add conversion coding on the thank you page to let
Google Ads (and Google Analytics) know that you received a conversion.

This is an extremely important aspect of PPC ads. You need to know which keywords
and which ads result in a conversion. You may have a high click-through rate on a
keyword and/or ad, but if it doesn’t result in a conversion, then you are essentially
paying a lot of money for a keyword and/or ad that are not producing for you.

The end goal for your PPC ad should be a conversion, not just a click. Since you are
being charged on a pay-per-click basis, make sure you measure your success all the
way through to conversions. It's easy to do when you use a thank you page.

® Autoresponder Email

Autoresponder emails are programmed to immediately send an email to the email
address entered into the form on the landing page. This helps accomplish several
things.

First, you can verify that the email address entered into the form is valid.

Second, the email provides another confirmation to the person who filled out the
form that everything was submitted successfully.

And finally, you can use the autoresponder email to send another link to download
the content offer in case they didn't immediately download it from the thank you

page.

Xcellimark®

DIGITAL MARKETING



There are different types of landing pages, CTAs, forms, thank you pages, and autoresponder
emails based on the goal you are hoping to achieve with your PPC campaign. Also, the
experience of viewing a landing page is different on a mobile device compared to a desktop
computer.

Therefore, you need to provide a great mobile experience that is simple and easy for the person
to use. That includes using a CTA that is large enough to easily click with your thumb and font
sizes that are readable on smaller screens.

Google Ads evaluates how well your landing page is optimized for mobile devices, so ensure
your landing page is responsive for all size screens. If your landing page is not optimized for
mobile users, this will lower your quality score for mobile traffic and can have a negative impact
on your PPC campaign.

#2 Set Up Your Google Ads Paid Search Account Properly

There are three (3) main components inside Google Ads that need setting up before you can go
live with your ads. These components include:

e Campaigns
e Ad Groups and Ads

o Keywords

Keywords

Ad Group
& Ads

Keywords

Campaign

Keywords
Ad Group

& Ads

Keywords
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The Campaign is the first thing that you will create when setting up a PPC ad. Everything under the
campaign should relate to the main campaign topic. You can set up multiple campaigns within
your account, so it's important to keep your themes separated by campaign.

Under each campaign are Ad Groups. Each ad group includes Keywords and Ads. You can have
multiple ad groups under each campaign, so it's important to focus your ads and your keywords
on themes and then split those themes into different ad groups.

By splitting your themes into different ad groups, you can keep your keywords, ads, and landing
pages relevant to the theme of the ad group.

“By splitting your themes into different ad groups, you can keep your keywords, ads, and
landing pages relevant to the theme of the ad group.”

Remember, Google looks at how relevant your keywords are to your landing page and ranks each
keyword accordingly with a relevancy score. The higher your relevancy score, the less you may
have to pay for that keyword.

Here are other key elements of your account that impact your
campaigns:

® Match Type

These are parameters that are set on your keywords to control which searches trigger
your ads to appear. There are four different match types — broad match, exact match,
phrase match, and a modified broad match.

e Broad match is the default match type that your keywords are assigned if you
don't specify another match type. With broad match, Google shows your ads on
variations of your keywords, including synonyms, possible misspellings,
stemmings (such as floor and flooring), and other related searches. Be careful
with broad match because you can sometimes get clicks from searches that are
not relevant for you. But you can start with broad match, check the search
terms being used, then add the non-relevant terms as negative keywords.
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Example

Broad match keyword: Ads may show on searches for:

low-carb diet plan carb-free foods
low-carb diets
low calorie recipes
Mediterranean diet books
low-carbohydrate dietary program

Exact match shows your ad to people searching for your exact keyword, or close
variants of your exact keyword. Close variants include searches for keywords with
the same meaning as the exact keywords, regardless of spelling or grammar
similarities between the query and the keyword. You have the most control over
your keywords with exact match.

Phrase match allows you to show your ads to customers searching for your exact
keyword and close variants of your exact keyword, with additional words before or
after. Phrase match is more targeted than the default broad match, but more
flexible than exact match. It gives you more control over how closely the keyword
must match someone's search term so your ad can appear. This is a good
compromise between being too broad or too narrow.

Modified broad match is a variation of regular broad match. This option ensures
that your ads only show in searches that include the words you've marked with a
plus sign, such as +red +shoes, or close variants of these terms. Additional words
may appear in the search before, after, or in between your “+" terms. For example,
the broad match modified keywords +red +shoes can match a search for “shoes for
sale that are red” or “red men's shoes,” but not for “blue shoes” or “red hiking
boots.”

Broad match modifier Ads may show for these searches Ads won't show for these
keyword searches
+mens +shoes shoes sale for men men’s socks

footwear in style for men kids trainers

shoes for guys
men’s socks and shoes

+lawn +mowing +service services to mow my lawn lawn aerating service

lawn mowing and edging service gardening services
grass cutting and gardening

services

rates for services that cut your

grass

+aruba +vacation all inclusive vacations aruba aruba cruises

vacation ideas in aruba
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® Negative Keywords

These are keywords that might be related to your campaign, but you want to exclude

them from your campaign and not have them display your ads when someone searches
with this keyword. For example, you may have a service that you are advertising, but it's
not free. So, you can add the word “free” as a negative keyword to your campaign or ad

group.

Adding negative keywords is important to your campaigns because they help reduce un-
wanted clicks from unwanted searches. You can reduce costs, increase your click-through
rates (CTRs), and manage your paid search activity more effectively when you add
negative keywords.

Note — after your ads have run for a little while, check the search terms being used when
someone clicks an ad by clicking Search Terms under your Keywords tab. You may find
additional keywords that you want to add to your negative keyword list.

® Max Cost-Per-Click (CPC) Bids

When you set up your ad group, you will be asked to set a maximum bid that you are
willing to pay for each click. This helps to control your costs.

You can set bids on two (2) different levels — Ad Group level and Keyword level. The
keyword level bid will override your ad group level bid for a particular keyword.

e Ad Copy

The content of the ad that someone sees when they perform a Google search is your Ad
Copy. It includes a Headline and Description. Responsive Ads allow you to include
multiple headlines and multiple descriptions, which Google will then put together in
various combinations.

Headlines are limited to 30 characters and descriptions are limited to 90 characters.

Well-written ads are vital to improving your brand and generating more clicks on your
ads to drive traffic to your website or landing page. It's important to create at least three
(3) ads per ad group in order to test which messaging gets the most clicks and ultimately
the most conversions.

Definitely include any ad extensions that make sense with your ad group and campaign.
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® Ad Extensions

These are enhanced features that make your ad more appealing and help drive higher
click-through rates. You should look at the types of extensions available to you and
choose the most appropriate one for your business and your goal.

Extensions can bring more life to your ads by allowing you to add more content since
the headline and descriptions have character limitations.

Ad extensions include such things as your phone number, location, map, products, and
links to specific pages on your website. Extensions appear below your ad copy and can
increase the size of your ad to make it more noticeable, which helps engage more
people.

#3 Do Your Keyword Research

Keyword research is the process by which you identify and determine which keywords are most
related to your product or service. One tool to use for your keyword research is the Google
Keyword Planner.

There are other good keyword research tools that are available for a price, including SEMRush
and Wordtracker.

When setting up your campaign, the Google Keyword Planner allows you to identify keywords
currently being used that it deems are relevant to your company, products, and services. The
Google Keyword Planner is integrated into your Google Ads account and allows you to easily add
keywords into your keyword list for each ad group.

The Keyword Planner also estimates monthly search volume based on your maximum bid and
monthly budget for each keyword it recommends. This helps you start building out an
assumption-based forecasting model to determine your potential website visits based on your
estimated CTR.

At this point, you want to map your buyer's journey to project your funnel stages, such as visits,
leads, sales opportunities, deals, and sales forecasts. Identify your keywords according to the
different stages of the buyer’s journey, which includes Awareness, Consideration, and Decision.
You can then create different ad groups and ads for each buyer's journey stage.
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# 4 Creating Your Campaign

There are key settings that you will fill out when creating your campaign. These are campaign
settings that are not available on the ad group level. Campaign settings allow you to customize
your campaign to target your ideal buyers more effectively to meet your goals.

Campaign Settings Include:

® Name

Name the campaign carefully to easily remember the theme and target of the campaign

® |ocation

Decide which geographic locations are ideal for your company and your campaign

® Language
Identify the languages of your primary buyers

® Daily Budget

Determine how much you are willing to spend daily to manage your monthly budget

® Goal

Outline the goals you want to achieve. Different goals can be related to Sales, Leads,
Website Traffic, Product and Brand consideration, Brand awareness and reach, and App
promotion. Setting a goal is optional in your campaign, but Google will better
understand what you are trying to achieve with the campaign if you identify the goal.

® Networks

You will tell Google which networks you want your ads to appear on. The networks
include Google Search, Google’s Search Partners, and the Display network. We
recommend choosing the Google Search and Google Search Partners networks when
setting up your campaign. The Display network works differently and should be set up
in a separate campaign.
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#5 Manage Your Paid Search Campaign

The key areas that impact the cost of your PPC campaign are budget, bidding, and optimization
of the campaign.

Budget management includes how much you are willing to spend on a daily and monthly basis. It
can always be adjusted, but you need to set a budget. Your budget will impact overall traffic and
results since Google will attempt to stay within your set budget.

If your budget is lower than what Google estimates it will take to show your ad in every relevant
search throughout the day, then Google will stagger your ad to only appear the number of times
during the day it thinks will keep your campaign within budget.

If you have categorized your ad groups and keywords according to the stage of your buyer’s
journey (Awareness, Consideration, Decision), you can allocate your budget according to these
stages. For example, you may want to allocate 20% of your budget to the Awareness stage
keywords, 20% to the Consideration stage, and 60% to the Decision stage.

Your cost per click is based on Google's bid auction.

The bid auction is where your competitive advertisers bid and compete for the clicks on your key-
words. There are several factors Google uses to determine the actual cost per click (CPC).

These factors include:

e Maximum CPC set by the advertiser
e The quality score of the advertiser
e The relevance of their ads

e Ad rank and other variables

Ad rank and quality score are two important metrics that Google uses to determine your final
CPC.

To get a high ad rank and quality score, your ad and your website or landing page content must
be highly relevant to the keyword on which you are bidding. Google also considers your click
through rate (CTR) for each ad and keyword when determining your cost per click.
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The bid simulator tool is a useful tool that provides insights into setting bidding thresholds,
estimated results, and costs.

United States sage: Enghish  Saarch networks: Google
Q, leather boots e Search Term Including brand names nowt

king boot | |+ leather | [+ footwesr | |+

Y ADD FILTER 4

] Keyword by relevance) &
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Optimizing your campaign is critical to achieving your desired results. One of the most common
mistakes people make in a PPC campaign is setting up the campaign and then not optimizing it
by continuing to monitor, track results, and conduct testing.

You should test different ads inside each ad group to get the best CTR and test different landing
pages to achieve the best conversion rates.

A/B Split Testing is a highly effective method of ensuring that the campaigns deliver the desired
results you seek. A/B testing is a marketing experiment where your audience is split to test
different variations of the campaign to determine which one performs better.

For example, you can show version A of a landing page to 50% of your audience and version B
to another 50% of your audience. You then determine which version has the best performance
rate for that marketing experiment.

You can also test your ads against each other to see which has a higher CTR. As mentioned earlier,
we recommend that you create and test at least three (3) ads for each ad group. Then pause the
ad that is not doing as well as the others and add another ad to test.

So, you can test your landing pages to see which has the highest conversion rate and your ads to
see which have the best click-through rate and conversion rate.

Why guess when you can test?
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#6 Measure Your Paid Search Campaigns with KPIs

Tracking, measuring, and analyzing your campaign results are critical to your overall campaign
success. Ultimately, you want conversions based on your goal.

A conversion can be someone buying something, signing up for something, or filling out a form
to receive something. Calculating your conversion rate and the cost associated with your
conversion rate is a key business measurement.

However, there are many key performance indicators (KPIs) that impact your conversion rate.
These KPIs should be identified, tracked, and measured.

Your KPIs Could Include:

® |mpressions

The number of times an ad is displayed to your audience

® C(Clicks

How often an ad is clicked

® Cost Per Click (CPQ)

The actual price paid for each click in your PPC campaign

® (lick Through Rate (CTR)

The percentage number of impressions that lead to a click

® (Cost Per Impression (CPM)

The cost of serving your ad per 1,000 impressions

® (Cost Per Acquisition (CPA)

The PPC media spend to generate an action such as a conversion or sale

® Average Position

Where an ad is shown on a search result page

Xcellimark®
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KPls Continued...

® Conversion

An action that an advertiser defines as valuable once someone clicks on an ad, such
as a purchase or form completion

® (Cost Per Conversion

The total cost of generating traffic divided by the estimated number of conversions

® |Impression Share

The number of impressions received divided by the estimated number of
impressions that were available

® Click/Impression Assisted Conversions

The number of conversions that were assisted by a campaign, ad group, or keyword

® Quality Score

An estimate of how relevant your ads, keywords, and landing page are to a person
seeing your ad

These KPIs are tracked at a campaign, ad group, and keyword level to measure the success of
your PPC campaigns.

An additional recommendation we typically make is to connect your Google Ads account with
your Google Analytics account. This allows you to go even deeper in gaining actionable
intelligence.

If you have a Marketing Automation Platform such as_ HubSpot, you can connect your Google
Ads account to your HubSpot account, allowing you to measure your conversions by actual
people and not just numbers.
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#7 Look at the Big Picture — Measure Your Success on
Sales and Customer Success

Ultimately, you need to measure your PPC campaign success based on the sales and revenue it
generates. This can be challenging if your marketing and sales team do not align their processes
and use the same tracking and measuring tools or technology.

There are different stages a buyer goes through before they decide to purchase. Not all leads are
the same and each must be qualified. And every company has different marketing and sales
stages.

The marketing and sales stages should be mapped out and tracked systematically. If done
correctly, you can determine your cost of sale or acquisition based on the PPC campaign, ad
group, and even keyword.

Based on the results, you can then determine the ideal path for your best customers and make
the necessary changes in your PPC campaign to optimize it for even better results.

Summary

Setting up and running a PPC campaign today can be complicated—but rewarding—if done
correctly. It has the potential to help you generate more leads and customers faster.

It does require you, your team, or your agency to measure, track, analyze, and determine if
changes need to be made. These actions must be taken on almost on a daily, and certainly a
weekly basis, to make sure the campaign is optimized for best results.

Your PPC campaign is not a strategy. It is a digital marketing tactic that is part of your Digital
Marketing Strategy and Plan.
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Get Certified As A Digital Marketing Professional

Get in-depth training on Google PPC along with all the other aspects of being a Digital Marketing

Professional. Click here to learn more.
\ m—

GET CERTIFIED NC

DIGITAL MARKETING PROFESSIONAL TRAIN!
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Contact Xcellimark:

Orlando Address: Phone Number:

121 South Orange Street Suite 407.678.3062

1500 Toll Free: 888.678.3062
Orlando, FL 32801

Website: Email:

training@xcellimark.com

xcellimark.com , \
info@xcellimark.com

training.xcellimark.com
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