




Praise for Advanced Google AdWords

Brad gets it! He has a wealth of hands-on experience and shares it freely. If you want 
to drive and convert Google AdWords traffic, you need to read this book—now!

— Tim Ash, CEO of SiteTuners, Author of Landing Page Optimization, 
Chairperson of Conversion Conference

Brad Geddes is the clearest voice on Advanced AdWords teachings, tactics, and strate-
gies. I’m constantly referring to Brad’s articles and sharing them with others to help 
our clients make tens of thousands of dollars in their PPC campaigns—so be sure to 
grab a copy of Brad’s new book.

One of the best things I like about Brad’s knowledge is that he is constantly 
sharpening his blade by teaching (Google’s Seminar for Success, AdWords advanced 
courses) and doing (running his own campaigns), so his writing reflects his deep 
knowledge of the intricacies and details which, when followed, lead to improved cam-
paign results.

There are a handful of books on the market that give you a broad understanding 
of the psychology behind how to advertise on Google; in Advanced Google AdWords 
Brad gives you that plus a practical, step-by-step plan to leverage what you’ve learned 
by including the technical details you need to turn your knowledge into action.

— Timothy Seward, Founder and CEO, ROI Revolution, Inc. 

This book translates years of successful experience into language anyone can learn 
from to improve their skill level and understand paid search at a higher level. For 
years Brad has been my go-to source for the hardest of AdWords questions no one else 
could answer. Understanding the evolution of paid search is key to taking advantage 
of the nuances and complexities of current search algorithms. Brad does the impos-
sible by teaching you high-level skills that will equate to actionable strategies you can 
apply immediately. He describes the life cycle of paid search and most importantly 
how to create a strategy from this understanding that applies to you. Brad has stayed 
fresh and documented his decade of experience, and he teaches people with a patience 
level acquired from years of teaching in person that results in attention to detail that 
will be hard to find in any other book on the subject. The money you will save on 
understanding Quality Score alone makes buying this book a no-brainer.

— Capt. Todd Malicoat, SEO Faculty at Market Motive 



I’m not going to lie. I’m jealous. This is the AdWords book I wish I had written. I’ve 
been following and learning from Brad Geddes for years, and without a doubt, this is 
the single most useful, detailed, and comprehensive book on AdWords available.

Who is this book for? Absolutely everyone who uses Google AdWords. Not 
only will beginners get a lot from this book, but seasoned professionals with years of 
experience will pick up a lot more than a few nuggets.

This is it. This is the AdWords book that others will try to match. This is the 
only book about AdWords you will ever need. Brad has brought something truly use-
ful to the advertising community.

— Dave Davis, Marketing Director and AdWords TC, Redfly Digital

Brad Geddes has a knack for translating complex concepts into easy-to-understand 
information. I’ve heard Brad speak many times over the years and always send my 
staff to his Seminars for Success. I’m thrilled that he’s published a book that my team 
can use as a manual on an ongoing basis. Advanced Google AdWords is a superb 
overview of Google AdWords. It starts at a beginner level and goes step-by-step 
through the strategies and tactics for setting up and managing campaigns. The book 
also includes plenty of advanced content, even covering topics like Google’s Display 
Network, image and video ads, and understanding reporting data. Specific screen-
shots and examples are included, which help illustrate each point. Advanced Google 
AdWords should be required reading for anyone, at any experience level, who’s adver-
tising on AdWords. 

— Stacy Williams, CEO, Prominent Placement, Inc. 

This book is money in the bank! Do you have questions about Google AdWords? Do 
you want insights on Google AdWords? This book has the answers that you are look-
ing for! Neat, precise, and concise in presentation. Rich in content. This is THE book 
you need if you want to be successful with Google AdWords! 

— Jim Jansen, Associate Professor, Penn State

Think you know PPC? Think again. Geddes continues to confound the industry with 
new revelations of techniques and practices that WILL change your campaigns for 
the better. Advanced Google AdWords Third Edition contains new, detailed, and 
clear examples never seen before. The sooner you open the book, the sooner you’ll see 
results. Buy it for your entire team.

— Michael Stebbins, CEO, Market Motive Training Institute



Authoritative AdWords knowledge comes from few places. Two of them are Google 
and Brad Geddes.

— Rob Sieracki, Strategist and Cofounder at Ox Optimal 

What separates Advanced Google AdWords from the others on the bookshelf is the 
brilliance of the author and the wealth of experience he has in the search industry. 
Brad Geddes is well known among other leaders in search and is often sought for his 
expert opinion on AdWords campaigns and optimizing campaign performance by 
decreasing spend while increasing overall ROI. He has consulted online advertising 
agencies on setting up keyword taxonomies, written articles for major search news 
websites, and collaborated with Fortune 500 companies on the implementation and 
performance of their PPC initiatives. Frankly stated, Brad is frequently sought for his 
insights on all areas of search because he knows what works and, more importantly, 
he knows how to explain paid search strategies to any audience regardless of level of 
experience. I am thrilled that Brad has written this book, and I, as well as you, will 
use this tool frequently. 

— Michael Martin, Director of Product Management and Development at 
Morgan & Corinth, Inc. 

How do you build a better masterpiece? Could the Mona Lisa be improved? Even 
da Vinci would say no, yet master AdWords artist Brad Geddes has topped his first 
classic guide, Advanced Google AdWords. The third edition is chock-full of updates, 
changes, and new information. It’s a must-read for any PPC manager who NEEDS 
to stay on top of every move and pivot Google makes with the world’s most popular 
online advertising platform. 

— David Szetela, Owner and CEO, FMB Media 

When it comes to Google AdWords, Brad Geddes is one of the top minds in the 
business.

— Danny Sullivan, Founding Editor, Search Engine Land 

If you spend money on Google AdWords, it would be foolish not to read Brad 
Geddes’s Advanced Google AdWords Third Edition. We have delighted our clients 
and given them an edge on their competitors by using nuggets learned from Brad. He 
has been effectively teaching people how to do AdWords for longer than anybody we 
know. Please do yourself a favor and take advantage of his PPC wisdom.

— Bryan Eisenberg, New York Times best-selling author, Marketing keynote 
speaker



There are many smart Google AdWords experts out there who know their craft inside 
out. However, what makes Brad so unique is his vast experience in teaching literally 
thousands of people advanced AdWords strategies. So not only does he know the best 
strategies and tactics to get a better return from AdWords, but he also knows how 
to communicate these so that you really get it. No one else has this level of skill and 
teaching experience. Read it, apply it, and reap the rewards!

— Philip Shaw, Director, CleverClicks

From the very first time I heard Brad speak, I know he was the ultimate AdWords 
whisperer. His ability to take something as complicated and nuanced as AdWords and 
explain it so well, in such a warm and engaging manner, gives confidence to begin-
ners and motivation to seasoned users. When his book came out, I eagerly snapped 
it up and have read and reread it countless times, each time learning something new. 
Applying his tips has helped skyrocket revenue and has made all the difference in the 
world. The third edition provides even more value, with incredible insights into remar-
keting, ad extensions, modified broad match, and more, all of which can yield signifi-
cant results. I cannot recommend this book highly enough—buy it now!

— Purna Virji, Senior Marketing Manager, Stroll

Brad Geddes is the most trustworthy source of advanced PPC advice I know. His tips 
are deep, actionable, and profitable. Advanced Google AdWords is a must read for 
new and seasoned paid search professionals.

— Alex Cohen, Marketing—GrubHub Seamless

In the world of paid search, the devil truly is in the details: details that can easily over-
whelm even the most seasoned search marketer. Anyone attempting to navigate the 
labyrinth of campaign settings, bidding tactics and strategies, ad extensions, and all 
the other minutiae that are Google AdWords must have a copy of this book close at 
hand. From beginner basics to the most advanced Quality Score theory, Brad covers it 
all with actionable insights that will guide readers to boosted conversions and reduced 
costs. I give a copy of Advanced Google AdWords to every new member of my search 
team—it’s that good.

— Joe Porter, Senior Marketing Manager, Cengage Learning 



Successful PPC campaign organization and management are more complex than one 
would originally think. Thankfully, the author has provided us with a highly practi-
cal, easy-to-understand guide to launching and managing PPC campaigns that will 
simplify the process and increase the likelihood of great results. Brad really opens 
your eyes to not only how but to why things should be done. For instance, in the 
chapter on ad writing you are given proven best practices but also taught how to get 
into the minds of the search prospects and meet them where they are in the sales fun-
nel. Awesome! Whether you’re a beginner or have been running PPC campaigns for a 
while now, you can be sure your head will be exploding with new ways to make your 
campaigns more effective and profitable.

— Stoney deGeyter, CEO, Pole Position Marketing

Brad has been the authority on Google AdWords for years, and this book is the best 
training tool I have seen since Google’s own training on their program. Brad goes 
a step further by explaining everything from where PPC advertising got started to 
advanced optimization techniques. If there is one part that I focused on the most, it 
was keyword and ad group organization. As Brad says, it is the most time-consum-
ing but most rewarding tactic you can use in PPC marketing. If you want to learn 
AdWords, this is a fantastic book to read to get the whole picture.

— Kate Morris, Principal Marketing Consultant, Distilled 

Anyone who has heard Brad speak, been to one of his trainings, or read any of his 
blog posts or publications already knows why he is already considered the authority 
on AdWords. For those who haven’t yet had the pleasure, Advanced Google AdWords 
Third Edition should set the record straight. Brad brings not only the rules and best 
practices you need to be a successful search marketer but also the context and insider 
tips that can come only from a seasoned professional. Any student, marketer, or busi-
ness owner wanting to succeed online will get there a lot quicker and save a lot of 
money in the process by buying this book.

— Rick Galan, Director of Digital Channel Development at Blendtec 

The latest edition of Advanced Google AdWords explains the latest tools, techniques, 
and tactics that will help advertisers be successful with AdWords. Not only does the 
book contain a thorough explanation of the theory and history of search, but it also 
provides detailed, specific instructions on formulation and execution of marketing strat-
egies and tactics as they pertain to Google AdWords. This book has earned a place on 
my desk as one of the premier tools to aid in creating successful AdWords campaigns.

— Melissa Mackey, Search Supervisor at gyro; Search Engine  
Watch Expert Author, Search Advertising 



This is the book on Google AdWords whether you need to learn to conduct AdWords 
campaigns from scratch or you are an accomplished AdWords practitioner using the 
book as your go-to reference book on your desk. Even on rereads I pick up tips large 
and small that reinvigorate my passion to work on campaigns as well as boost the per-
formance of the campaigns I work on.

— Tim Mayer, Chief Marketing Officer, Trueffect 

Brad has made a lot of people a lot of money in some of the most competitive markets 
of PPC marketing. Now he’s put all his knowledge into one book. Buy and read this 
book before your competitors do!

— Adrian Bye, Founder, MeetInnovators.com

There are many paid search experts out there, but Brad is unique in that he is not just 
an expert but is able to effectively communicate his knowledge to those who are new 
to the field. It is rare to find someone in the industry who has such a deep understand-
ing of a topic that he can teach both the basics and the robust features of paid search.

— Barry Schwartz, CEO of RustyBrick,  
Editor at Search Engine Land and Search Engine Roundtable

Brad Geddes is one of the few AdWords experts I always pay attention to. He’s one of 
the best in the field. This book is incredibly comprehensive, illustrative, and readable. 
Both beginners and experienced pay-per-click marketers will find invaluable insights 
here. Brad fills in a lot of gaps that the AdWords Help screens don’t cover. Otherwise, 
you’d have to get the info from an AdWords rep, and only the biggest spenders get the 
best attention from these reps. Heeding this book’s advice from the start will save you 
a lot of money and get you much better results. Highly recommended.

— Bran Carter, CEO and Lead Consultant at The Carter Group

Brad Geddes is the quintessential AdWords authority.
His love of sharing information and his deep knowledge of pay-per-click sys-

tems makes this book a compelling read.
This book hits the mark by blending practical with creative strategies to help 

you organize, quantify, and present ads for the most effective return on investment.
— Brett Tabke, CEO of Pubcon, Inc.



Brad Geddes takes the reader by the hand, starting with the basics of search engine 
marketing, and then steadily introduces more advanced concepts and more powerful 
tools. I really appreciate his consistent focus on maximizing conversion rates. All the 
traffic in the world won’t help us unless it generates leads and sales. As a primer, a 
field guide, and a reference, this book will be a constant companion for online market-
ers at all levels of experience.

— Brian Massey, The Conversion Scientist

Most books about search advertising show you how to do it. In Advanced Google 
AdWords, paid search expert Brad Geddes takes it to the next level, showing you not 
only how to get the most from your search advertising campaigns but, more impor-
tantly, why you should use specific features and techniques, who you should be target-
ing with your creative, and when to use the scores of advanced tactics he describes for 
maximum impact and profitability. I’d advise buying more than one copy of this book 
because you’ll wear one out from constant use.

— Chris Sherman, Founding Editor, Search Engine Land

Brad Geddes knows marketing, and he understands the inscrutable mind of 
Google—a killer combination when it comes to explaining AdWords. His book is a 
powerful combination of deep insight and simple prescriptions that will help anyone, 
from AdWords novice to seasoned pro, get more clicks and make more sales. I’ve 
never seen a clearer discussion of the buying funnel as it relates to choosing keywords 
and writing ads. Ignore the chapter on Quality Score at your own risk. This book 
raised my game—and I’m sure it’ll do the same with yours.

— Howie Jacobson, Ph.D., Cofounder, VitruvianWay.com and  
Author of Google AdWords For Dummies

For years I have been seeking out the one book that I can turn to both when I need a 
basic refresher and when I tackle more advanced AdWords tactics. Brad Geddes has 
finally provided me with such a resource. In Advanced Google AdWords, Geddes dem-
onstrates his years of expert experience in paid search marketing as he demystifies the 
many components involved with AdWords and shares valuable secrets of those suc-
cessfully dominating the AdWords platform. I can officially say my search is over—if 
you are looking for the one book that will help you drive qualified traffic to your site 
and increase ROI, you just found it!

— Joanna Lord, Joanna Lord, CMO, BigDoor



The word expert gets thrown out there a lot in the digital marketing industry, but 
Brad Geddes is for sure one of our top experts in search engine marketing. I’ve had the 
pleasure to learn from Brad through the years through his various writings and speak-
ing engagements. Bottom line, do you want to know how to win at paid search? Do 
you want to become an advanced AdWords user and make your organization success-
ful at using PPC? Then read this book. Brad has compiled into one resource what it 
would take you a decade to learn by yourself.

— Josh Dreller, Director, Marketing Research and Content, Kenshoo

This is a book you’ll keep on your desk, not your bookshelf. At our agency, I use it as 
an always-available training tool. When I am trying to explain something technical to 
one of our campaign managers, I just say, “Hey, read this chapter in Brad Geddes’s 
book and then let’s talk about it.”

Brad explains advanced optimization in plain, simple language. You read it and 
it makes sense, so you trust it. You read it and you understand it, and so you can put 
it to work on your own campaigns. He makes it seem easy, and that’s the brilliance of 
this book. Even as Google continues to expand and evolve, the techniques shown in the 
book will still be perfectly valid—they are built on a very solid technical foundation.

I highly recommend it to any serious PPC campaign manager. Well done, Brad!
— Matt Van Wagner, President, Find Me Faster

The thing that differentiates this book from other AdWords guides is that it takes you 
inside the mind of a successful paid search advertiser and walks you through each 
and every step of the auction and advertising process. The two consistent strengths 
of the book are its ability to ground the reader in the core goals of their advertising 
program (generating leads and sales through effective targeting and messaging) and its 
relentless attention to detail. That perspective and thoroughness mean that the book is 
accessible to less-sophisticated advertisers and ensure that there is a series of valuable 
nuggets available for intermediate and even expert AdWords users.

— Tom Demers, Managing Partner at Measured SEM LLC

For years, I’ve been recommending Brad Geddes to people who ask me for AdWords 
resources. I’m thrilled to now have Brad’s book Advanced Google AdWords to recom-
mend as well. This book clearly walks through every step of the paid search process in 
accessible, relatable language. Just as importantly, Brad keeps the focus on the audi-
ence. He understands that it’s not enough to know how to create and buy ads and 
ensure they are visible in Google search results. The real goal is to connect your busi-
ness to the right searchers, engage them, and turn them into paying customers. That’s 
what this book will help you do.

— Vanessa Fox, author, Marketing in the Age of Google



Many AdWords advertisers realize that the search and Display Networks need differ-
ent approaches. The problem is that most don’t know how to handle the difference 
so they just ignore the content network. Big mistake. The content network has the 
potential to deliver more visitors with lower CPC’s. Brad does a great job in breaking 
down, with a flowchart no less, how the approach to the content network differs and 
how to implement a winning content network strategy. Brad even goes a step further 
by showing you how to put a laser focus on certain content network sites to get the 
most out of what is available. If you want to boost your content performance, you 
need to listen to what Brad has to say and follow in his footsteps.

— Rob Lenderman, Founder, Boost CTR

Brad is the go-to guru for AdWords. Advanced Google AdWords is actionable, is 
readable, and has tons of handy tips that any online advertiser can try immediately. 
Even if you think you know everything about Quality Score or the Google Display 
Network, you’ll find things you haven’t thought about that can boost your sales right 
away.

— Ron Drabkin, Head of Growth and Monetization, Healthtap.com

Very few people have the grasp and understanding of Google’s Display Network or 
the ability to use words and illustrations to make it look so easy. From best practices 
to organizing your campaigns to the importance of placement performance reports, 
you’ll find it step by step in Advanced Google AdWords.

— Shelley Ellis, VP of Media at Advice Interactive Group
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Dear Reader,
Thank you for choosing Advanced Google AdWords, Third Edition. This book 

is part of a family of premium-quality Sybex books, all of which are written by out-
standing authors who combine practical experience with a gift for teaching.

Sybex was founded in 1976. More than 30 years later, we’re still committed to 
producing consistently exceptional books. With each of our titles, we’re working hard 
to set a new standard for the industry. From the paper we print on, to the authors we 
work with, our goal is to bring you the best books available.

I hope you see all that reflected in these pages. I’d be very interested to hear your 
comments and get your feedback on how we’re doing. Feel free to let me know what 
you think about this or any other Sybex book by sending me an email at contactus@
sybex.com. If you think you’ve found a technical error in this book, please visit http://
sybex.custhelp.com. Customer feedback is critical to our efforts at Sybex.

Best regards,

Chris Webb
Associate Publisher
Sybex, an Imprint of Wiley

http://sybex.custhelp.com
http://sybex.custhelp.com
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Brad Geddes has been involved in online marketing for more than a decade. Over 
the years he has provided a variety of services, the most common being usability, search 
engine optimization (SEO), pay-per-click (PPC), product development, product position-
ing, agency consulting, and affiliate marketing. 

One of his trademarks has been demystifying the more complicated aspects of SEO, 
PPC, and Internet advertising through writing, speaking, and training. Not one to hold 
secrets, Brad prefers to educate readers on the various aspects of crafting successful mar-
keting campaigns to ensure the success for all parties involved. 

Brad does not call himself an expert or guru. He prefers to educate marketers and 
let the results speak for themselves. Therefore, instead of writing paragraphs that use the 
words master, wizard, or thought leader and name-drop companies he has worked with 
such as Amazon, Yahoo, and Google, he prefers a simple bullet-point list of facts and let-
ting the intelligent readers make up their own mind based on what they learn. 

As a speaker: 

 • Spoke at more than 60 conferences and 125 sessions across several continents.

 • Keynoted several conferences in multiple countries.

 • Notable conferences include AdWords Days (Germany), Afri-Tech (Kenya), SEM 
Days (Romania), Congreso SEM (Spain), Search Engine Strategies (Toronto, San 
Francisco, San Jose, Chicago, London, New York City), SES Local, SMX (Seattle, 
New York, San Jose, Sydney, Munich, Milan), SMX Local, SMX Social, Kelsey, 
Pubcon (New Orleans, Boston, Las Vegas), SuperZoo, Marketing 2.0 Bootcamp, 
SEO Class, KBIS, Elite Master Summit, adTech, and others.

 • Featured speaker at events at both Google and Microsoft.

As a trainer: 

 • The only Google-approved Advanced AdWords seminar leader. 

 • Conducted more than 70 official Google-sponsored AdWords Seminars for Success 
that have been attended by more than 5,000 marketing professionals. AdWords 
Seminars for Success are two days of intensive training on Google AdWords. 

 • Worked with Google in implementing their reseller training program at RH Donnelley. 

 • Helped institute a training program for LocalLaunch that managed more than 
40,000 PPC accounts. 

 • Conducted training days in multiple countries for conferences such as SEO Class, 
Search Engine Strategies (in New York, Toronto, and Chicago), Refined Labs, SMX 
(New York, San Jose, Munich, Sydney, Las Vegas, and Seattle), and Pubcon.
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As an Internet marketer: 

 • Built his first website in 1998 

 • Started SEOing websites in 1998 

 • Started affiliate marketing in 1999 

 • Opened his first PPC account in 1999 

 • Formed his first agency, iDjinni Consulting, in 2002 

Providing usability, PPC, SEO, and affiliate marketing services:

 • Joined LocalLaunch in 2004. 

 • LocalLaunch began as a boutique agency. Then LocalLaunch built a mar-
keting platform that empowered sales forces to sell marketing products to 
their customer bases while LocalLaunch did all of the product’s manage-
ment behind the scenes. 

 • Helped grow the LocalLaunch agency that provided PPC services to compa-
nies such as Red Lobster, Encyclopedia Britannica, YellowPages.com, and 
Yahoo. 

 • Helped build marketing products that were used by more than 100,000 
businesses. 

 • Helped build a system that managed more than 40,000 PPC accounts. 

 • Worked with companies such as Amazon, World Directories, DEX Media, 
and Local.com. 

 • While Brad managed vendor relations, RH Donnelley became one of the few 
Google and Yahoo resellers in the world. 

 • LocalLaunch was sold to RH Donnelley in 2006. 

 • Formed bg Theory in 2008. 

 • bg Theory is a company dedicated to consulting, educating, and training 
businesses on Internet marketing theory and best practices. 

 • Formed Certified Knowledge in 2010. 

 • Certified Knowledge is a training, tools, and community platform designed 
to teach companies Internet marketing and save them time managing 
accounts with robust tools.

 • Cofounded adAlysis in 2013.

 • adAlysis is a sophisticated ad testing and insight platform.
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Even more: 

 • Co-moderator of AdWords forum on Webmaster World since 2004. 

 • Search Engine Land columnist since 2007. 

 • Sits on the board for Boost Media. 

 • Active blogger about PPC and marketing since 2001. 

 • Technical editor for Winning Results with AdWords by Andrew Goodman. 

 • One of the first Microsoft adCenter Excellence Members and participated in the 
beta. 

 • One of the first 100 Google Advertising Professionals. 

 • Worked with a range of companies that have spent as little as $17.50 to as much 
as several million dollars per month.

■
 

A
B

O
U

T
 T

H
E

 A
U

T
H

O
R

xxi





Contents
Foreword xxxi

Introduction xxxiii

 Chapter 1 Understanding Search Theory 1

The Origins of Google AdWords . . . . . . . . . . . . . . . . . . . . . . . 2
Google Enters the Arena 5
Google AdWords Select Revolutionizes PPC 6

The Psychology of Search . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7
Turning Concepts into Words 8
Understanding Search Results 10
The Purpose of Ad Copy 11
Landing Pages Lead to New Customers 12
Advertising Is Not Advertising When It Is Information 14

Goal Alignment: Google vs. You vs. the Searcher. . . . . . . . . . 15

Best Practices for Applying Search Theory . . . . . . . . . . . . . . . 17

 Chapter 2 Performing Keyword Research 19

Understanding the Buying Funnel . . . . . . . . . . . . . . . . . . . . . . 20
Examining the Buying Funnel Phases 21
How Do Consumers Flow Through Your Buying Funnel? 22

Understanding Keywords . . . . . . . . . . . . . . . . . . . . . . . . . . . . 23
Types of Commercial Keywords 24
Finding Keyword Ideas 26
How Many Keywords Should You Have in Your Account? 29
Creating Keyword Lists 31
Using Long-Tail Keywords 33
Wide vs. Deep Keywords 35

Discerning Keyword Match Types . . . . . . . . . . . . . . . . . . . . . 36
Broad Match 37
Modified Broad Match 38
When Should You Use Broad Match? 40
Phrase Match 40
Exact Match 42
Variation Match 43
Which Match Type Is Best? 44

Using Negative Match . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 46
Implementing Negative Keywords 46
Negative Broad Match 49
Negative Phrase Match 50
Negative Exact Match 51
Putting Negative and Positive Keywords Together 52
Researching Negative Keywords 53

Contents



C
o

n
t

e
n

t
s

 
■

xxiv

Using Advanced Organizational Techniques . . . . . . . . . . . . . . 55
Adding Multiple Match Types to the Same Ad Group 55
Restricting Match Types by Ad Group 56
Restricting Match Types by Campaign 56

Taking Control of Your Ad Display . . . . . . . . . . . . . . . . . . . . 57

Best Practices for Conducting Keyword Research. . . . . . . . . . 58

 Chapter 3 Keyword Tools: Extracting Valuable Data from Google 59

AdWords Keyword Planner  . . . . . . . . . . . . . . . . . . . . . . . . . . 60
Generating Keyword Ideas 61
Advanced Options and Filters 65
Ad Group and Keyword Ideas 69
Traffic Estimates 76
AdWords Keyword Planner vs. Third-Party Keyword Tools 82

Google Trends . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 83
What Services Should You Offer? 85
Determining Your Messaging 87
Determining Consumer Interest 88

Bing Ads Intelligence . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 89

Best Practices for Using Keyword Tools . . . . . . . . . . . . . . . . . 90

 Chapter 4 Writing Compelling Ads 93

Do Your Ads Reflect the Search Query? . . . . . . . . . . . . . . . . . 94

Writing Effective Ads . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 96
Calls to Action 97
Touching the Emotional Core 98

Following Google’s Editorial Guidelines. . . . . . . . . . . . . . . . . 99
Character Lengths 99
Editorial Requirements 100

Developing Unique Selling Propositions . . . . . . . . . . . . . . . . 102

Distinguishing Features and Benefits. . . . . . . . . . . . . . . . . . . 103
Benefits, Features, and the Buying Funnel 104
When to Use a Feature vs. a Benefit 105

Employing Themes That Get Clicks . . . . . . . . . . . . . . . . . . . 106
Utilizing Numbers in Ads 107
How Strong Is Your Call to Action? 110
Writing Informational Ad Copy 111
Utilizing Negative Ad Copy 114
Do Not Forget the Display URL 114

Controlling Your Mobile Ads . . . . . . . . . . . . . . . . . . . . . . . . 116

Spicing Up Your Ads with Ad Extensions . . . . . . . . . . . . . . . 118
Sitelink Extensions 118
Call Extensions 125



■
 

C
o

n
t

e
n

t
s

xxv

Additional Extensions 127
Limited Betas for New Extensions 129

Showcasing Your Products with PLAs . . . . . . . . . . . . . . . . . 129

Following the Law: Trademarks . . . . . . . . . . . . . . . . . . . . . . 131
Trademark Exceptions 134

The Quest for the Holy Grail of Advertising . . . . . . . . . . . . 135

Best Practices for Writing Compelling Ads . . . . . . . . . . . . . . 136

 Chapter 5 Creating Landing Pages That Convert Searchers into Buyers 139

Does Your Landing Page Answer the Searcher’s Question? . 140

Everything about Destination URLs . . . . . . . . . . . . . . . . . . . 142
Using Destination URLs for Tracking 144
Complying with Destination URL Editorial Policies 151

Choosing Landing Pages That Increase Conversion Rates . . 152
Choosing Landing Pages Based on the Type of Query 153
Differentiating Local Business Queries 157
Using Segmentation Pages 159
Using Forms as Landing Pages 160
Thanking Your Customers 162
Crafting Perfect Landing Pages 164

Employing Usability, Trust, and Web Technology . . . . . . . . 164
Using Web Technology to Implement Usability and User Security 165
Psychological Factors That Increase Conversion Rates 173
Your Website’s Usability Goals 180

Best Practices for Landing Pages . . . . . . . . . . . . . . . . . . . . . . 181

 Chapter 6 Learning Advanced Optimization Techniques 183

Optimizing for Traffic . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 184
Exploring Strategies to Show Your Ads More Often 184
Taking Advantage of Dynamic Keyword Insertion 190
Increasing Page Views 194

Optimizing for Conversions . . . . . . . . . . . . . . . . . . . . . . . . . 198
Writing Ad Copy That Sells 199
Creating Landing Pages That Increase Conversions 200
Making Additional Conversions to Increase Your Profits 210

Best Practices for Advanced Optimization Techniques . . . . . 213

 Chapter 7 Demystifying Quality Score 215

What Is Quality Score? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 216
How Quality Score Affects Ad Rank 218
Quality Score Factors for Search 221

Viewing Your Quality Score . . . . . . . . . . . . . . . . . . . . . . . . . 225



C
o

n
t

e
n

t
s

 
■

xxvi

Landing Page Quality: Making Your Pages Relevant . . . . . . 228
Spiderability 228
Relevance 229
Transparency 230
Navigation 230

Estimating Your First Page Bid . . . . . . . . . . . . . . . . . . . . . . . 231

Understanding the Display Network Quality Score . . . . . . . 233
Quality Score for Managed Placements 234

Diagnosing Your Quality Scores . . . . . . . . . . . . . . . . . . . . . . 235
Ignoring Quality Score 240

Increasing Quality Scores . . . . . . . . . . . . . . . . . . . . . . . . . . . 243
Creating Highly Relevant Ad Groups 244
Ad Testing to Increase Quality Scores 246
Landing Page Fixes 248

What to Do if Your Quality Score Drops . . . . . . . . . . . . . . . 249

Quality Score FAQs. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 251

Best Practices for Optimizing Quality Scores . . . . . . . . . . . . 254

 Chapter 8 Beyond Text: Employing Image, Video, and Mobile Ads 257

Beyond the Desktop: Creating Mobile Ads . . . . . . . . . . . . . . 258
Reaching Smartphone Users 258
Smartphone Extensions 261
Reaching Other Mobile Users: WAP Mobile Ads 262
Ad Preview and Diagnosis Tool 264

Beyond Static Text: Creating Rich Media Ads . . . . . . . . . . . 266
Creating Effective Image Ads 266
Developing Profitable Video Ads 272

AdWords Ad Gallery. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 275

Best Practices for Employing Image, Video,  

and Mobile Ads . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 278

 Chapter 9 Understanding the Display Network 279

What Is the Display Network? . . . . . . . . . . . . . . . . . . . . . . . 280
Advantages of the Display Network 281
Display Targeting Methods 282
Automatic vs. Managed Placements 283
Creating Search- and Display-Only Campaigns 284
Managing Ad Group Targeting 285

Creating a Successful Display Network Campaign . . . . . . . . 286
Creating Keyword-Based Display Ad Groups 287
Display Network Topic Targeting 292
Targeting Ads Based on a User’s Interest 296
Placement Targeting: Choose the Actual Sites Where Your  

Ads Are Displayed 298



■
 

C
o

n
t

e
n

t
s

xxvii

Blocking Your Ads from Being Shown across the  

Display Network . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 305
Determining Negative Display Keywords 309

Smart Pricing: Measure Success with Cost per Conversion . 310
Choosing CPM or CPC Bidding 312

Using the Display Planner Tool . . . . . . . . . . . . . . . . . . . . . . . 314

Best Practices for the Display Network. . . . . . . . . . . . . . . . . 320

 Chapter 10 Utilizing Advanced Display Network Techniques 323

Remarketing: Bringing Visitors Back to Your Site . . . . . . . . 324
Define an Audience 324
Place the Script on Your Site 328
Create a Remarketing Ad Group 330
The 100 Cookie Rule 332
Remarketing Strategies 332
Don’t Creep Out Your Customers 340

Flexible Targeting: Mixing and Matching Every Display  

Targeting Option . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 341
Flexible Targeting Options 342
Bid Modifiers for Display 344
Flexible Bidding Examples 345

Optimizing Your Display Campaigns . . . . . . . . . . . . . . . . . . 351
Organizing Your Display Campaigns 353

Creating Scenarios to Understand and Reach Your  

Target Audience. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 357

Writing Effective Display Ads . . . . . . . . . . . . . . . . . . . . . . . . 359

Best Practices for Advanced Display Network Advertising . . 361

 Chapter 11 Utilizing Advanced Geographic Targeting Techniques 363

What Is Geographic Targeting?. . . . . . . . . . . . . . . . . . . . . . . 364
The Technology behind Location Targeting 364
How Accurate Is Location Targeting? 366

Reaching Users in Specific Locations . . . . . . . . . . . . . . . . . . 369
Finding Locations to Target 370
Radius Targeting 374
Location Groups and Bid Modifiers 375
Advanced Location Targeting Options 376

Location Targeting Considerations . . . . . . . . . . . . . . . . . . . . 378
Targeting Multiple Countries 378
Reaching Users in an Area Smaller than a Country 380

Treating Locals and Nonlocals Differently in  

Your Ad Copy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 385
Automatically Inserting Your Address into the Ad Copy 387
A Case Study into Local Belief Systems 390



C
o

n
t

e
n

t
s

 
■

xxviii

Viewing Geographic Results . . . . . . . . . . . . . . . . . . . . . . . . . 391

Geographic Performance Reports . . . . . . . . . . . . . . . . . . . . . 393

Best Practices for Geographic Targeting . . . . . . . . . . . . . . . . 396

 Chapter 12 Saving Time and Scaling Accounts with AdWords Editor 399

AdWords Editor Overview . . . . . . . . . . . . . . . . . . . . . . . . . . 400
Choosing Your Viewpoint 400
Viewing Your Account in AdWords Editor 404

Scaling Your Account . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 408
Importing Keywords 409
Creating Thousands of Keywords and Ad Groups 411
Easily Creating Thousands of Ads 414

Optimizing Display with AdWords Editor . . . . . . . . . . . . . . 420

Best Practices for Using AdWords Editor . . . . . . . . . . . . . . . 421

 Chapter 13 Devising Profitable Bid Strategies 423

Setting Your Marketing Goals . . . . . . . . . . . . . . . . . . . . . . . 424

Measuring Results with Google’s Conversion- 

Tracking Code . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 425
AdWords Conversion-Tracking Code 426
Google Analytics Tracking 430
Accessing Valuable Conversion Data in AdWords Reports 432
Tracking Phone Calls 434

Exploring AdWords Bidding Options . . . . . . . . . . . . . . . . . . 435
Focus on Clicks, Option 1 435
Focus on Clicks, Option 2 435
Enhanced CPC 436
Conversion Optimizer 437
Focus on Impressions 443
Flexible Bidding 443

Profitable Bidding Strategies . . . . . . . . . . . . . . . . . . . . . . . . . 448
ROAS vs. Profit 449
Revenue per Click 450
Taking Margins into Account 453
How Can Publishers Determine Revenue per Click? 455
Tracking Long Sales Cycles with Conversion Funnels 457

Calculating Your Max CPC . . . . . . . . . . . . . . . . . . . . . . . . . 460
Setting Bids Based on ROAS 460
Bidding for Exposure 461

Bid Modifiers: Automatically Changing Bids by Time,  

Geography, Devices, and More . . . . . . . . . . . . . . . . . . . . 464
Location Bid Modifiers 467
Ad Scheduling: Automatically Changing Bids by Time Periods 471


