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Bio

• Seven years as WSI Internet Consultant

• Five years a Google Certified Partner

• Previous Positions:

– Vice President of Event Marketing for Gartner– Vice President of Event Marketing for Gartner

– Director of Marketing for Wards Home Office 

division

– Director or Retail Programs for Intelligent 

Electronics (at the time the largest US distributor 

of computer products)
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The Numbers

• Active Internet Universe: 1.596 billion

• North American users: 266.2 million

• European users:  475 million

Source: internetworldstats.com June 2010

• 131.4 Billion worldwide Internet searches a month• 131.4 Billion worldwide Internet searches a month

• 22.7 Billion US Internet searches a month

• 17.2 Billion UK, France, Germany Internet searches a 

month

Source: comScore Networks December 2009

• 30% of searches are for products and services

Source: Nielsen/NetRatings June 30, 2006



Overview



Overview



Overview

• Advertising with one key difference -
customers are actively searching for you

• Pay only when someone clicks through to 
your website 

• Be found on hundreds of keywords

• Measurable Return on Investment

• Your ad appears almost immediately



Benefits

• Visibility

– Get on the first page of search results

• Reach

– Local, National, Global

• Cost

– Set your own Budget

• Timing

– Ads appear only on keyword search

• Flexibility

– Unlimited, quick changes



5 Keys to A Successful Campaign

• Set Goals

• Select Appropriate Keyword Phrases

• Focus On the Niche

• Write Effective Ads• Write Effective Ads

• Optimize Your Landing Pages



Goals

• Increase visibility

• Expand reach

• Develop new markets

• Intensify marketing activities• Intensify marketing activities

• Enhance corporate brand

• Effectively compete in industry and market

• Lower client acquisition cost for marketing 
spend

• Track and measure marketing activities



Goals



Select Keyword Phrases

• What would your clients use to find your 

products and services? 

• What do your sales people to open the most 

doors? doors? 

• What does your marketing material say?

• Make a list

• Search Engines provide tools to expand this 

list based on their knowledge of searches



Select Keyword Phrases

• Making sure your keywords work for you

– Broad match

– Phrase match

– Exact match– Exact match

– Negative match



Keyword Matching

• Broad Match – broadly interpreted

– High definition television triggers an ad on 

searches:

• television• television

• definition

• definition of the word television

• LCD television

• high definition

• high definition television programs

• Receive the greatest number of clicks



Keyword Matching

• Phrase Match – phrase must match in order

– “High definition television” triggers an ad on 

searches:

• high definition television• high definition television

• LCD high definition television

• Plasma high definition television

• high definition television programs

• high definition television research 

• Fewer clicks but still allows some flexibility



Keyword Matching

• Exact Match – only that phrase

– [High definition television] triggers an ad on 

searches:

• high definition television• high definition television

• Very few clicks but very targeted traffic



Keyword Matching

• Negative Match – stops ad from showing

• - program

• - research

• - cheap

• - broken

• Powerful technique to keep keyword phrases 

broad to capture the most traffic, yet stop 

useless clicks through to your site



Select Keyword Phrases

• Other tips:

– Use long tail keywords

– Use Model names and numbers

• Search Engines provide tools to expand this • Search Engines provide tools to expand this 

list based on their knowledge of searches

• Your WSI Internet Consultant has additional 

tools to help you with constructing an 

effective keyword list



Focus On the Niche

• Break your keyword list into small groups 

based on the niche they serve. Examples for a 

consumer electronics store:

– Televisions– Televisions

– Speakers

– Radios

– Cameras

– Camcorders



Focus On the Niche

• Questions to ask yourself. Do you have… 

– Different business units

– Product segments

– Market segments– Market segments

– Geographical markets



Writing Successful Ads

• Use your most likely searched keyword in the 

heading and if possible in the text of the ad

• Be promotional if possible

– Free shipping

– Sale going on

– 10%  off

• Utilize a “call to action” or “sense of urgency”

– Visit our website today

– While supplies last

– Don’t delay



Anatomy of an ad

• Headline is limited to 25 characters

• Two lines of text limited to 35 characters

• Display URL limited to 50 characters

• Example:• Example:
Wide Television Selection – exactly 25 characters.

Television clearance sale going on. – 35 characters.

Visit our Website supplies limited – 35 characters

www.consumerelectroincs.com – Display URL

http://www.consumerelectroincs.com/televisions/clearance-items

Destination URL , Landing Page



Writing Successful Ads

• More tips for ads

– Create multiple ads for each ad group to test their 

effectiveness

– Tweak and test again

• Change Headlines• Change Headlines

• Change text

• Use different Keywords

• But only one thing at a time



Optimize Your Landing Pages

• The main goal in creating landing pages is to 

ensure visitors quickly find essential 

information about the products and services 

you are offering

• Your second goal is to make sure the content • Your second goal is to make sure the content 

on your landing page contains the main 

keywords you have in your PPC campaign and 

in your ads

• Usually, these two goals are the same



Optimize Your Landing Pages

• Quality Score

– Keyword bid plus…

– Keyword relationship to ad plus…

– Keyword and ad relevance to Landing Page – Keyword and ad relevance to Landing Page 

equals…

Ad position on Search Results Page



Optimize Your Landing Pages

• Tips for an effective Landing Page

– Headline that captures attention

– Goal is clearly stated

• Offer

Purchase• Purchase

• Sign-up

– Lead paragraph speaks to unique selling 
proposition (USP), benefits

– Images support products and services

– Look and feel of site is professional



The end is just the beginning

• Review your campaign results frequently

• Check bid prices for first page display

• Remove poorly producing keywords

• Continue to test and tweak your ads• Continue to test and tweak your ads

• Monitor your position to make sure your 

competition isn’t pushing you down

• Make sure your goals are current



The end is just the beginning



QuestionsQuestions

Thanks for attending

Download our White Paper

www.getwsipowered.com/ppc2011


