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ODbjectives

By the end of today’s session, you will have learned:

— The basics of Paid Search and how it works in principle
— How to structure and manage multivariate ad testing
— How to initiate landing page testing

— How to create efficient ad campaigns for Content
Networks

How to get the most out of Paid Search



Introduction to Paid Search




Introduction To Paid Search

What is Paid Search (PPC)?
— Impressions, Clicks, CTR, CPC, Cost

Natural v Paid Search

Paid Search v Banners, Email, Affiliates
— Active v Passive audience



Main PPC Providers - Google




Main PPC Providers - MSN




Main PPC Providers — Yahoo!




Advantages & Disadvantages

Advantages Disadvantages
Users actively seeking product Possible risk of click fraud
Only pay for actual visitors Bidding wars
Transparent and Accountable Lack of experience leading to
Excellent ROI possible loss of money

Visibility for all products
Introduce niche products
Be first to market



Multivariate Ad Testing




What Is Ad Testing?

Initiated by Google’s Ad Group system

Multiple ad variations rotated in real time
Track success through analytics tools

Allows market to determine successful creative
Hone in on most efficient copy

Dynamic never-ending process

Vital Aspect Of Modern Paid Search



Basics - Ad Copy Creation

Effective ad copy will be relevant to the keywords you have
selected for your ad group.

Writing effective copy
— Grab the user’s attention
— Differentiate from the competition
— Focus on your USPs
— Use pricing where appropriate

Appropriate calls to action
— Order by...
— Getafree...



Basics - Ad Group Creation

Ad groups are the basic building blocks of your campaign. Ad
groups are typically created for the following levels:

Brand
Generic
Category
Product

Provided you have created an adaptable structure, ad hoc ad
groups can be created for seasonal promotions or other one off
events.



Ad Copy Examples

Ad Group 1Flowers (very generic)
Keywords flowers, fresh flowers, flowers delivered, flower arrangements etc
Ad Copy Flowers to You

Great range of flowers and gifts

delivered anywhere in the UK

www.flowerstoyou.co.uk

Ad Group 2Mothers Day (category level terms)
Keywords Mothers Day Flowers, mothers day bouquets, mothers day gifts, etc
Ad Copy Mothers Day Flowers

Treat your mum with a gorgeous

bouquet. Order online from only £19

www.flowerstoyou.co.uk

Ad Group 3Gerbera Bouquets (product level terms)
Keywords gerberas, gerbera bouquets, delivered gerberas, etc
Ad Copy Gorgeous Gerbera Bouguets
This hand tied Gerbera bouquet
makes a exquisite gift. Only £25!
www.flowerstoyou.co.uk




Ad Testing Examples

Using the earlier example, we might add the following copy to the
Gerbera Bouquets Ad Group:

Gorgeous {Keyword:Gerbera Bouquets}
Stunning and vibrant Gerberas

set apart with lush dark foliage
www.flowerstoyou.co.uk

Ad 1 URL:

http://www.flowerstoyou.co.uk/bouquets/gerbera?source=google&keyword={keyword
1&adgroup=gerbera&adtext=adl

Ad 2 URL:

http://www.flowerstoyou.co.uk/bouquets/gerbera?source=google&keyword={keyword
1&adgroup=gerbera&adtext=ad2




Ad Group
Keywords

Ad Variation 1

Ad Variation 2

Ad Variation 3

Ad Testing Examples

Gerbera Bouquets (product level terms)
gerberas, gerbera bouquets, delivered gerberas, etc

Gorgeous Gerbera Bouguets
This hand tied Gerbera bouquet
makes a exquisite gift. Only £25!
www.flowerstoyou.co.uk

Gorgeous Gerbera Bouguets
Stunning and vibrant Gerberas
set apart with lush dark foliage
www.flowerstoyou.co.uk

{KeyWord:Gorgeous Gerbera Bouquets}
Stunning and vibrant Gerberas

set apart with lush dark foliage
www.flowerstoyou.co.uk




Analysing The Results

Ad Variation Impressions Clicks CTR CPC Cost Sales Conv. Rate CPA

Ad1 13,029 951 7.3% £0.41 £389.96 49 5.1% £8.04
Ad 2 12,878 1,558 12.1% £0.34 £529.80 112 7.2% £4.72
Ad 3 13,183 1,476 11.2% £0.35 £516.77 137 9.3% £3.76
Conclusions

* Ad 1 performs poorly in terms of clickthroughs, CPC and conversions

* Ads 2 & 3 are equal on clickthroughs but 3 outperforms on conversions

Next Action:
e Discardads 1 & 2

» Create new ads similar to but distinct from ad 3

» Repeat process




Gathering Enough Data

Testing requires statistically significant sample sets
Rule of thumb — 50 transactions minimum per variation
Can be calculated in advance:

Average conversion rate: 2%
Number of variations: 5
Min. visitors required: 12,500

Be Prepared!



Ad Testing - Summary

Agree Campaign Objectives

ldentify USPs/Competitor Weaknesses
Create Multiple Distinct Ads

Test Individual Elements

Analyse & Implement Results

Repeat — Ongoing Process



Landing Page Testing




What Is Landing Page Testing?

Vital — user’s first contact with site

Test elements of your site in real time

Allow users to determine successful variants
React to the demands of the marketplace
Inform your SEO & Design processes

Optimise Online Performance



Suitable Elements To Test

Titles — prominence, content, style

Images — size, positioning

Pricing — emphasis, positioning, offers

‘Buy’ buttons — positioning, prominence, size
Descriptive copy — content, positioning
Navigation — positioning, style

Be Imaginative and Creative



Suitable Elements To Test




Google Website Optimiser

Free automated landing page testing tool
Install simple code around test elements
Upload alternate content to your server
Google automates content rotation

Returns results on all combinations (up to 10k)
Estimates likely success of new combinations
No conversion tracking at the moment



Sample Optimiser Report




Landing Page Testing - Summary

Gather Current Baseline Data

Agree Campaign Objectives

Identify Elements To Be Tested
Create New Pages/Website Optimiser
Analyse & Implement Results

Feed Results Into Design, SEO, Offline



Utilising The Content Networks




What Is A Content Network?

Content Network Basics
— Ads on content-based sites

— Semantic analysis of
content

— Individual pricing
— Alternative ad formats

Google’s Content Network
— No. 1 advertising network
— Top 3 global internet
property
— 95m page views per day
— 18m unique users



Content Networks




Content Networks

Advantages Disadvantages
Wider reach Less targeted
Different audience Less engaged audience
New ad formats Less control

Ideal for brand awareness Susceptibility to click fraud



Content Network Tips

Create Separate Campaigns
— Different targets; Separate budgets

Utilise Separate Content Bidding
— Tends to be cheaper than Search

Small Tightly Themed Ad Groups
— 5-15 keywords is optimal

Track Performance Separately
— Different objectives; Different metrics

Consider Separate Landing Pages
— Different targeting; Different sales pitch



Content Network Tips

No Misspellings!
— Attracts low-quality sites

Creative Messaging
— Mirror offline; Special offers; Emotional blackmail!

Match Ad Text To Keywords
— Theme-based: More relevant to users

Think Outside The Box
— Who is your product aimed at?

Control Your Exposure
— Negative keywords; Site & category blocking



Content Networks - Summary

Create Separate Campaigns
Be Aware Of Differing Audience
Target Ads Accordingly

Filter Traffic Carefully

Think Outside The Box



THE END
Q&A



