
Qualified
sales leads

at the click of a 
button!

The clever, cost-effective
new way to find more
business on the Internet

You no longer need to deploy the office junior
or squander your Sunday afternoon tediously
resubmitting details to every major search
engine. Today you can bid your way to the
prominent top slots for new orders - and it
needn’t cost a fortune.

Now we’re into the ‘second wave’ of internet marketing, as
creatures of habit most people limit their internet surfing to just

a handful of search engines – usually Google, MSN Search, Yahoo,
AOL Search, AskJeeves, Lycos, HotBot, FAST, AltaVista or Excite. But
not everyone realises that many of these use the same database. With
Google now powering itself, Yahoo and AOL, for instance, securing a
decent ranking on Google will also star you favourably on the other
two. In this way, Google controls more than half of all web searches,
which means many millions of searches every day.

When a Google visitor types in their enquiry, the almost instant
search results are accompanied, on the right-hand side, by coloured
text boxes containing small, targeted ads that match the search terms
submitted. These are ‘Google AdWords’ and they are fast proving to
be the most cost-effective way to target product or service advertising.
What makes them so powerful is that they are capable of generating
several times the normal ‘search engine-to-website’ click through
rates – which, of course, mostly come from people with a real and
current interest in the subject matter. Effectively, the clickers are
raising their hands to say, “We’re in your market to buy!”

How to pay it
With your credit card at hand to pay the £5 set-up charge and open a
monthly account, point your browser to http://adwords.google.com
and follow the instructions. Then you simply choose key words and
terms and bid against other advertisers for their use so as to create a
relevantly phrased ad that ‘buys’ click throughs to your website. By
and large, the more you are happy to ‘pay-per-click’, the higher your
advert will be positioned against others and the more likely you are
to win the attention of search engine traffic. That said, you only
incur a bill each time someone physically clicks through to your site.

Even if you can afford to bid high enough for the top ranking for
your ad space, it doesn't mean you should. In fact, the number one
slot is often less cost-effective than slightly lower positions due to
"compulsive clickers" who will start at the top of the links and click
their way down. Google displays up to 9 ads per page on their normal
search results and you want to bid high enough to put your ads into
the top 7 positions. They float up and down daily in the light of
varying click-through rates and, while you need to be within the first
9 positions to get accurate search counts, you will gain best exposure
by bidding high enough for 3rd position or better.
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How to say it
To achieve this, you need to understand the difference between the
popularity of search terms and their value in targeting a desired
audience. While popular search terms might bring in more traffic, the
real payoff comes from getting visitors who want what your site
offers – and that means matching your ad wording as closely as
possible to the way they phrase their search enquiry. So, for instance,
if they were looking for “Orpington shoe shops” they’re much more
likely to click on an ad that says “Finest shoes in Orpington” than
one that anonymously proclaims “Great shoes discounted”. 

This matching of message to market is critical. Google Adwords
rewards you for being relevant - and they let the people who are
searching do the voting.

If your ad gets clicked on, it's relevant. If it doesn't, it's not. And if
you can't get 5 out of 1000 people (0.5%) to click on your ad, Google
simply disables it. By the same token, as we’ve seen, the higher your
click through rate, the less you have to pay for the position you want.
It’s a natural selection that systematically weeds out bad advertisers to
reward good ones.
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We must pause here to resolve a possible confusion: the price you bid
per click is rarely the price you actually pay per click… You almost
always pay less. There are two rules:

1. You actually only pay 1 penny more than the position below you,
not the maximum you bid.

2. Your Click Through Rate (CTR) is MORE important than how
much you bid.

To explain, the CTR is the percentage of people searching who click.
If 100 people search, your ad shows up 100 times, and one person
clicks through, that's a 1% CTR.

So, for example, let's imagine you've got a 1% CTR and are paying £1
per click for a second position ad placing. And let's say that I've got a
2% CTR --- I only have to pay 51 pence to get position No. 2 and
knock you down to third position. Since my ad is twice as relevant to
the search, I only have to pay half as much as you per click! It’s a
piercing logic with huge implications… when you achieve high click-
through rates, your bid prices go down - and your traffic goes up!
The difference can be astounding and, depending on competition in
your particular market, it means you could enjoy a huge marketing
impact for a surprisingly tiny sum.

How to play it
The key to an effective Pay-Per-Click program is driving the “right”
traffic to your website. Pennies or pounds, you pay every time
someone clicks through to your site, so you only want visitors who
are interested in your product or service. Obviously it can save you a
lot of money to include specific words that reflect your site or suggest
your geographic location and catchment area to ‘screen out’ those
who would otherwise cost you money for their click, but probably
not turn into profitable customers. Google’s suggestion tools will help
shortcut you to the most popular options, giving you the ability to
select between Keyword Matching; Phrase Matching; Exact Query
Matching; and Negative Keyword Matching. What's more, you can
even target your ads to a specific country or language. 

To generate accurate monitoring data, you also need to set your
campaign options to limit distribution to Google.com only. You do
this by ‘unchecking’ the boxes that say "search sites in Google's
network" and "content sites in Google's network" in the "campaign
settings" screen. This would keep your ad from being displayed, for
example, on AOL and thus save you the ‘cost’ of an untraceable click.

By experimenting and combining techniques like this you’ll soon be
able to create a highly targeted Adwords campaign and compare
different treatments with remarkable accuracy. 

Last, and far from least, Adwords lets you stop, start, test or suspend
your advertising instantly in the light of your experience and, of
course, your ability to cope with the new orders it generates. So, by
stipulating a financial limit for the cost of each click-through to your
site as well as a maximum monthly budget, you are always in control.

From this you’ll understand that pay-per-click marketing is a great way
of driving up traffic to your site, but that’s just the start. Once visitors
arrive you need to reward them with engaging content, persuasive
copy, clear navigation and great design that leads them swiftly and
smoothly to take the action you want. Aside from being topics in their
own right, for these it may be best for you to hire professional
expertise. MAINLY MARKETING will be delighted to help...



Julian Childs (julian@mainlymarketing.co.uk) is the founder of MAINLY MARKETING
(www.mainlymarketing.co.uk). He works with Stan Barett (stan@barett.com), Managing Director
of the hugely popular Greenwich 2000 family of websites and WORLD WIDE PORTALS
(wwp.uk.com) to develop Google Internet strategy for the benefit of UK companies.

This article was written by Julian Childs and Stan Barett, inspired by Andrew Goodman, Barry Harrison, Shelly Lowery, Karon Thakston,
Dan Thies, Perry Marshall and Webpronews. It has also been published in Downline magazine, Network News magazine, The Business Owners'
Newsletter and Brand Republic's "Think" database.
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1. You need a benefit or an end result in your headline and for this you must understand the distinction between features and benefits.
The first is a fact about your product or service; the second is its consequence to the consumer. So, start by making a list of possible
features and benefits about your business. 

2. What are your customers looking for? Before starting to write your ad, choose the most important one or two customer benefits from
your list in Step 1. to feature in your headline. You need to express your offer in the way that customers think. 

3. Work in your keywords by harnessing the most relevant search terms so that people instantly associate your text with what they’re
looking for. Search results that use the exact phrase that the surfer types in achieve vastly higher click-through rates.

4. Try to include the search term in both your ad title and its body copy description, to reinforce the phrasing that viewers identify with.
This could double the click-throughs!

5. Start long, then cut back… A Google Adwords headline can be up to 25 characters long, including spaces – and the copy can be up to 35
characters long on each of its two lines. Take time to rearrange your key words to create a phrase that will match these guidelines and
draw a crowd to your site.

6. Test different adverts against each other and follow the online AdWords campaign instructions to track your results. By applying a
unique tracking internet address (URL) to each ad, you can identify how many customers clicked through to your site from it and, from
there, monitor which converted to sales so as to build upon the best worded advertisement.

7. Google automatically notifies if your ads aren't performing by disapproving those that get lower than a 0.5% click-through rate. If your
ad is pulled in this way, don’t panic or give up… just try a few small ‘tweaks’ like swapping the word "savings" for "discount" or "easy"
for "fast". That’s all it may need to whisk you to the top of the list.

Qualified sales leads...

Clearly there is not enough room in an Adwords box to sell to the
customer with so few words, but there is plenty opportunity to stir
their interest.

However, please realise that it takes much more time and skill to write
‘short’ than ‘long’ so, if you’re doing this yourself, you have to be VERY
focused. In advertising, the copy – your choice of words – is king.

7 SECRETS FOR WRITING TINY ADS
FOR BIG RESULTS


