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Warning

• Spending money on paid media can be the worst thing you can 

do

• …if you don’t do it right



Doing It Right

• Set expectations

• Use mechanism to track 

results

• Focus on fundamentals

• Add elements cautiously

• No long term commitments

• Regular check-ins

• Optimize towards success

• Test and learn



Before You Spend a Penny

• Put your house in order

• Page load speeds

• Mobile responsiveness

• Understand your customer 
journey/path
• How do people get from need 

to sale for your business

• Identify appropriate landing 
pages and KPIs

• Demo requests

• Email capture

• White paper download

• Set up your Google Analytics 
to track traffic and quality

• Macro-conversions

• Micro-conversions

• Use data to minimize waste

• Third party audience data on 
imminent buyers

• Behavioral, Contextual, 
Channel

• Dip your toe in the water, not 
your whole foot

• Test small amounts and 
measure



Testing Your Site

• developers.google.com

• Test desktop and mobile page load speeds

• Tests mobile responsiveness—critical these days as more traffic 

comes from mobile than desktop to most sites

• Helps you understand how to make your site faster by identifying 

what about a webpage is fast, slow, too big



Customer Path

Depending on the type of purchase they want

to do, customers will go on the journey that 

fits best

It depends on the purchase, the customer’s

age, budget, needs, etc. 

Every omni-channel experience uses multiple 

channels

In order to best serve your customers, you need to understand how they 

think and be on multiple channels to reach as much as possible your 

target



Customer Purchase Path 

StagesCust omer purchase pat h st ages  



Why Does This Matter?



Landing Pages

• You don’t always want to send a visitor to your 

home page

• Path of  least resistance to minimize steps to 

purchase

• Retargeting people who previously visited to 

transaction or contact page

• Product specific ad to product page

• Promotional ad to promotion page



KPIs

• What is the measure of  

success?

• Direct sale

• Download/fill form

• Call

• Set appointment

• Store/location visit

• What do you do for site 

visitors who don’t respond 

or buy?

• Understand why they left

• Maybe retarget them to get 

them back



Setting Up Google 

Analytics



Tracking Your Campaigns



A Word To The Wise

• All impressions don’t result in clicks

• All clicks don’t result a direct action (i.e., sale)

• We know that many impressions ‘assist’ in making 

the consumer perform an action (i.e., sale)

• VT (View Through Conversions)

• Viewability and fraud are key contributors to low 

CTR’s



SEM: Pay-

Per-Click

(PPC)

Display 
Advertising Social Media 

Advertising

Three Main Types of  Paid Digital 

Advertising



Your One-Stop Shop For 

Display and Search Advertising

marketingplatform.google.com



Paid Search Advertising--

Search Engine Marketing 
• Managing keyword-based paid digital advertising in the 

Google and possibly Bing platforms. It is a form of  

advertising that requires setting up and tracking 

conversions in AdWords (Bing), structuring the account, 

writing ad copy, and optimizing performance. The goal 

of  SEM is driving more traffic to specific landing pages

• When search engine users search for relevant keywords

related to the business, the PPC ad will appear at the top

of the page in their search query



Paid Search Process Overview

1. Strategy Development

2. Keywords Research

3. Ad Copy Development

4. Campaign Setup

5. Campaign Launch

6. Campaign Optimization

7. Reporting

Apr 9, kick-off & Get Info

Apr 17, Strategy Developed

Apr 30, Keyword Research

May 7, Get Ad Copy from 

May 10, Campaign setup

May 14, Campaign Launch

Optimization & Reporting



Strategy & Keywords 

Strategy Development

- Campaign Objective

- Budget

- Targeting

- Website & Landing Page

- Value Proposition & Ad Copy

- KPI and Tracking

Keywords Researching Process

- Search brand’s own site keywords

- Search competitors' sites

- Current organic keywords ranking

- Google trends research

- Landing page keywords research

- Google keyword planner



Ad Copy, Campaign Setup 

& Launch
Ad Copy Development Process

- OCD send instructions and ad group list to CHS 

- CHS to develop 2 ad copies for each ad group

- OCD will make modifications on the ad copies if  needed

Campaign Setup

- Setup AdWords campaigns

- Setup goal tracking and billing

- Final Audit

Campaign Launch

- Launch campaign on the campaign starting date
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Ad Copy

We use AdWords 

Editor for campaign 

setup to ensure 

accuracy



Optimization & Reporting 

Optimization Tasks
- Check campaign status

- Review campaign budget

- Check keywords and general performance

- Check ad copy performance

- Keywords and modifier adjustments

- Bid adjustments

- Adding negative keywords

- Placement optimization

- A/B testing if  needed

Reporting
- Depending on the campaign length, 

monthly/flight reporting will be provided

- Reports can be break into business units if  

needed
21

Sample Reporting Dashboard



Account Structure

ONE AdWords Account for All Campaigns

- You can set up an AdWords account for paid search;

- Campaigns of  all business units will be running under this account;

- Since AdWords only allows one payment profile per account, the billing process we 

suggest is that you pay AdWords through one payment profile.

Why only one account?

- AdWords follows “one account, one auction for one search query instance” rule, meaning 

campaigns within one account do not bid against each other and show two ads at 

the same time. 

- Setting up seperate account for each hospital would have a high risk of  violating 

AdWords double-serving policy due to the high similarity between products and 

targeted locations, and would possibly result in an account suspension.

22

https://support.google.com/adwordspolicy/answer/6020954?hl=en&visit_id=1-636578502760532606-3934188211&rd=1


Questions to Answer

- What is the purpose of  the campaign? (normally would be driving traffic to a 

specific landing page)

- What products are being promoted and what are the landing pages?

- What is the value proposition of  each product/landing page? (key features, benefits 

to users, etc.)

- What is success? (KPIs, extra conversion tracking, etc.)

- Are there any keywords or related terms we should avoid?

- What will be the budget and the campaign schedules?

Account Access Needs - Please grant the following access to your buyer if  you are 

outsourcing

- Admin level access on Google Analytics accounts

- Publisher access on Google Tag Manager access for tracking 

- Please build an AdWords account and grant admin level access 
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Display Advertising

Whether you are looking for engagement or driving awareness, programmatic display and 

video can help you meet your goals while being extremely cost effective

• Key Benefits:

• Performance focused results to achieve real-
world outcomes

• Access to a vast amount of  audience data which 
allows us to have precise targeting

• Geo-intelligence combining predictive targeting 
with location technology

• Real-time capabilities driving operational and 
cost efficiencies

• Target multiple device types including desktop, 
tablet, mobile and Connected TV



How Programmatic 

Display Works
Banner ads, video, rich media and 

much more placed in real time 

based on data and bidding strategy

• Creative units with target market 

specific messaging should be 

created in multiple sizes

• Use first party, third party, 

contextual, channel, audience, etc. 

data for detailed targeting

• Pixels should be placed on 

specific pages to track 

visits/interactions

• Ads will be served on sites your 

target audience visits



Geo Fencing and Device 

ID Capture

Geo Fencing

• You can target around 

specific stores and 

locations. 

• You can use physical 

addresses, or latitude and 

longitude to get the most 

precise targeting, with the 

option of  adding perimeter

Device ID Capture

• By setting up a specific 

perimeter, you can capture 

device ID’s that come 

within certain distance or 

who visited competitors. 

• You can then choose to 

target them right away, or at 

a chosen time

When these two aspects are combined, the outcome is highly targeted 

high performing messaging



• Facebook and Instagram are the most used social media platforms by most 

target audiences, but LinkedIn, Snapchat and Twitter

• You can create highly targeted Facebook and Instagram campaigns based 

on demographics, interest, behaviors, and connections

• These platforms have high engagement and strong brand awareness 

capabilities

• We recommend that creative assets and copy be relevant, engaging and 

connect emotionally with the target audience

Paid Social



Social Copy

• We feel that it is best to start by 

considering your tone, which can 

simply be a reflection of  your 

brand’s personality 

• Every brand has its own identity 

and the more authentic you are, 

the more effective your ads are 

likely to be 

• Consider talking about things in 

terms of  your customer’s mindset 

and what might appeal to them 

emotionally 



Social Copy

• We recommend using at least 2 versions of  

creative to optimize towards best 

performers 

• Creative should have a strong CTA for 

more engagement

• When deciding on the topic of  your ad -

think about your audience, and what 

would be interesting to them or offer them 

some valuable information 

• We recommend using the different ad 

format’s Facebook & Instagram offer 

including single ads, carousel and video to 

increase engagement 



Facebook/Instagram 

Targeting
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Facebook Pixel

• Facebook Pixel enables us to leverage cross-device 

intent to maximize campaign effectiveness
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Facebook Pixel

• The Facebook pixel is an analytics tool that allows you to measure the 

effectiveness of  your advertising by understanding the actions people take on 

your website

• The pixel can be used to:

• Make sure your ads are shown to the right people. Find new customers, or 

people who have visited a specific page or taken a desired action on your 

website

• Drive more sales/memberships/etc. Set up automatic bidding to reach 

people who are more likely to take an action you care about

• Measure the results of  your ads. Better understand the impact of  your ads by 

measuring what happened as a direct result



The Advanced Stuff



Roadblocks

Social 

Amplification

Branded &

Native

Content

Sponsorshi

p

Premium Publisher Direct



• Hulu is one of the largest video 

streaming platforms in the US 

with over 25MM subscribers

• Average time on the site is over 

25 minutes!

• Hulu only counts an impression 

once the user has viewed the 

video at 99% completion

• We are recommending a full 

video plan utilizing a :15 or :30 

creative asset
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Pandora

• Creative: Mobile and Desktop 

Media

• Unique Visitors: 9.5 MM per 

month

• Page Views: 25.3 MM per month

• Average time on site: 20.7 hours 

per listener per month

• Audience:  43% Adults, 35-55
36



Over The Top refers to streaming media services offered directly to viewers over the Internet. 

OTT bypasses cable, broadcast and satellite television and can be viewed on a multitude of  devices. 

OTT offers a wider inventory and premium video content at a more desirable price.

Over The Top/Connected TV



ANY FINAL QUESTIONS?
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Remember to Complete the Speaker Survey:

Supportingstrategies.com/bootcamp > ‘click’ event name > scroll to 

agenda > select your speaker
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