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Andrew: Stasia, do you have an example of how 
much money you've either made or saved one of your 
clients with some of the ideas that you're going to be 
teaching us here in this session?

Anastasia: Sure. Actually, a friend of mine who 
had taken the class prior to being one of our good 
friends here in Nashville, he had worked for a com-
pany in Los Angeles that was spending about $80,000 
a month with AdWords. He took my class, and prior 
to the class, he had never heard of something called a 
negative keyword. A negative keyword actually filters 
your ad. It prevents it from showing up when someone 
searches for a particular query. So, what he was able to 
do by adding a few negative keywords and preventing 
his ad from showing up in irrelevant places, he brought 
his ad spend from $80,000 to $16,000 a month with the 
same number of conversions and profitability. So yeah, 
we saved him $64,000 a month in AdWords advertis-
ing spend. 

You can see an example of what I'm talking about here. 
So, right at the top where the search is, that's called the 
search query, and in this example, the search query is 
automobile. If you look over on the right-hand side, 
you'll see some AdWords ads showing up. The first 
one is the ads from Edmunds.com, and the second is 
Volvo cars and Toyota. The analogy here would be that 
if Toyota didn't want to display an ad on such a ge-
neric query, because we don't really know what they're 
looking for. Am I looking for a toy automobile? Am 
I looking for a mechanic? Am I actually looking for a 
Toyota? They could prevent their ad from showing up 
on such a generic query. If they did that, they may save 
quite a bit of money. So that's how a negative keyword 
works.

Andrew: Isn't the way to prevent your ad from 
showing up on a generic query, like automobiles, isn't 
the way to do that to just not buy that keyword when 
you're buying ads?

Anastasia: Ah, so that's what a lot of advertisers 
think. But by default, all of your keywords are going to 
be something called a broad match. The broad match 
keyword, Google has a lot of leeway as far as where 
they can show your ad. So even if Toyota's keyword 
was, say, Prius, and they're thinking, okay, when some-
one searches for Prius, we want to display an ad. Well, 
the algorithm could really logically say, "Oh, a Prius 

is the same as an automobile. So if someone searches 
for an automobile, we could then display the ad." So, 
one of the things that all advertisers need to be really 
careful of is that they have to make sure that they're 
adding appropriate filters so that the algorithm can't 
display their ads on searches that seem meaningful to 
a computer program, but may not be profitable to your 
business.

Andrew: I see. All right. That's a great example 
of how a little change can have a huge impact on our 
campaigns. In some cases, it makes an unprofitable 
campaign profitable or vice versa. So, what's your 
background?

Anastasia: I just want to say one more thing. Some 
campaigns actually have far more negative keywords 
than actual keywords that trigger your ad. You could 
have a single keyword in there, and you could have 
hundreds of negative keywords. So it's really, really 
important.

Andrew: All right. We're going to go into a lot of 
tips like this throughout the session, and we're going 
to see you do them on the screen. But I'm sure a lot 
of people are going to say, "Who is Stasia?" So, who is 
Stasia? What's your background?

Anastasia: Okay. I've been in the Internet market-
ing industry for 14 years, and in 2006, Google wanted 
to launch this program called the Seminars for Success. 
They were looking for an outside consultant to actually 
manage the program, because then it would be more 
authoritative if they weren't basically teaching their 
own kind of sales class. So they did this search over 
everyone in the AdWords professionals program, and 
they identified two people and I'm one of those two 
people. So I basically created the curriculum, launched 
the program for them, and since then it's grown quite a 
bit.

So if we look at Google's website right here, you can 
see here this is the Google seminar site, and I am right 
here as one of the seminar leaders. So that's what I do, 
and I started my own company called SEM Training 
about a year ago. I'm exclusively focused on training 
companies, small businesses, teaching these seminars, 
etc.

Andrew: Let's see that page. As we talk about 
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different ideas, I want to keep showing them on the 
screen so the audience can see them and understand 
through visuals in addition to through what you're 
teaching and telling us.

Anastasia: Sure.

Andrew: Okay. So, there's the site. There's your 
background. That's a hint of what people are going to 
learn in this session.

 Let's jump right into it, and the first topic that 
you said we needed to cover is account structure. Help 
us understand what account structure is, and then we'll 
see how we can make it useful for us in our campaigns.

Anastasia: Okay. I work with a lot of clients who 
have just started with AdWords, or maybe they set 
up an AdWords account a while back, but they really 
didn't understand how the system ranks, because Ad-
Words is an auction. A lot of people don't understand 
that. You're actually competing against everybody else 
who wants their ads to show when someone does a 
search. So, to a certain extent, it does matter what you 
bid. So the price that you pay for a click is part of the 
equation as far as who wins, but the other part of the 
equation is something called quality score. Quality 
score is heavily dependent on your ability to closely 
match your ad to the keyword that you have in your 
account and have the keyword be really close to what 
that search query was, which is what people search on 
Google. So, if you don't have any account structure, 
then you can't do a good job really organizing the 
theme, so your theme of your keywords and the ad text 
that you show in relation to that query. 

So here's an example of a campaign that I started work-
ing on for a client. I've renamed it Demo here, but if 
we look here at the keyword step. So you see this folder 
means that there's a campaign. This is the one ad group 
that's within that campaign. Now here, on these rollup 
tabs in the center, we see the keywords. So going down 
here, we see a ton of keywords. They're all over the 
place. We've got professional hair stylist. We have black 
hair salons. We have Toni & Guy, which is a competi-
tor. We have waxing salon, nail salon, hair extensions. 

So the problem here is that all of these different key-
words can trigger his ads, but there's no way that we 
could write ad text that would be specific to all of these 

different themes. Looking at this, I'm looking at, at 
least, a dozen separate ad groups that we should have 
here based around those themes. Another thing that 
I should point out is that this hair salon, they don't 
even do extensions. So they're showing their ads on 
keywords that are actually irrelevant to their business. 
That happens a lot, too, where maybe it's because they 
are thinking they want to drive more traffic to their 
ads, or that they kind of hit "Select All" for a list of sug-
gestions that they may have gotten within AdWords for 
relevant keywords, but in fact, the words really don't 
make sense for the advertiser.

Andrew: Can you pick maybe two keywords that 
you might lump in together and give us a description 
of an ad text that you might come up with for it?

Anastasia: Sure, absolutely. Okay. So let's look at 
this list here. This particular advertiser, he focuses 
on color. He's famous in his area for color. So, let's 
say here's one keyword called "best hair colorists" or 
"hair color specialists." So what I would want to do is I 
would actually want to make a new ad group. So, if we 
go to the Ad Groups tabs, I'm going to highlight on the 
folder here, which means the campaign. I'm going to 
make a new ad group, and I'm going to focus on color. 
So we'll call this "best hair colourist," and he is British, 
so I'm actually going to put in the British spelling, be-
cause that seems classier. So, "Top Hair Colour Special-
ist. Call today for an appointment." Let's see. I'm going 
to make it "Top Dallas Hair Colour Specialist," because 
I have a little more room to work with. I'm just go-
ing to put in my domain name right now, just for this 
example. It's not really his site. 

Another thing that I wanted to point out – we'll talk 
about ad text in a bit – you can also append keywords 
at the end. So for my display URL, I'm showing ppc-
boot-camp, but I could also put in, if it fits, I've got 
35 characters. So ppc-boot-camp/haircolor. So that 
actually helps reinforce the theme of that ad. So what 
I'm going to do is I'm going to save, instead of bid here 
. . . let me put a keyword in. So we'll put "hair colour-
ist," and we'll put a default bid. We're going to save 
that ad group. So what I have now is I have the very 
beginnings of my structure. Now I have my second ad 
group for color, and what I'm going to do is I'm going 
to move any keywords that are related to color into this 
ad group. Then I can go back and make sure that they 
all correspond well to that ad text. But that's the pro-

cess here. 

I should also point out that, for this demonstration, I'm 
using the online user interface for power users. Or if 
you want to learn some more products afterward, I re-
ally recommend this product called AdWords Editor. It 
is made by Google. You can actually download it from 
the recording and tool tab that I'm highlighting at the 
top. But you can work offline, and you can just drag 
and drop stuff. So it makes the management process a 
whole lot easier.

Anyway, I'm going to go back to my ad group demo, 
and I'm going to search for anything with color in it. 
Let's do a search. Okay. So what I've done here is I've 
searched for anything with color in it. I'm going to 
highlight them all, and then what I'm going to do is 
I'm actually going to copy them over into my color ad 
group here. I've copied 15 over here. For these 15, I'm 
actually going to delete them, because I don't want 
them here in this ad group.

Andrew: Are you sure you want to do that on a 
live account now?

Anastasia: This is a demo account.

Andrew: Oh, it's a demo account.

Anastasia: Yeah. No, I wouldn't be working in a 
live account. 

Andrew: Okay. I see now the idea. By creating 
some structure around the keywords that we're pick-
ing, we can customize the ads that we have to the 
groupings that we've put together.

Anastasia: That's exactly right. So if you look at 
color now and you see all the keywords that are now 
associated, the theme for all of these keywords is color. 
So that makes it an appropriate fit for this new ad 
group.

Andrew: I see, okay. Do you have an example of 
a company that's doing it well or an account that you're 
working with that's organized properly?

Anastasia: Yeah. Actually, the example that I 
showed you in this demonstration account was the 
first iteration for this client that I'm working with now. 

So what I wanted to show you is his account now that 
we've added some structure. So now, if we go in, here's 
his campaign. I've name it Demonstration. But you can 
see here that we've gone through all of the keywords 
that he has. We have sorted them by the particular 
themes, and we've organized them into these different 
ad groups, which are highly tailored or highly focused 
around that particular theme.

Another thing you'll see, Andrew, is that they're very 
similar. So if you look at haircuts, hair stylists, and 
hair dressers, they're kind of all the same thing. But 
from an algorithm perspective, those are three separate 
words or phrases. So we have to put them in separate 
ad groups to get this advertiser the best performance, 
because that's how Google is actually going to decide 
which of these is relevant or not.

Andrew: Okay. Anything else that we need to 
know about how to organize an account before we 
move on to the next section?

Anastasia: No, I think that's it. There is one other 
thing I wanted to show you. Just to explain the struc-
ture, the folder indicates the campaign. You can have 
up to 25 of these campaigns active at any given time 
in an account. Then you can have up to 100 ad groups 
within each of the campaigns. So you can have a total 
of 2,500 ad groups in a default AdWords account. So at 
the campaign level, really a campaign is nothing more 
than a bunch of settings, and the Settings tab here in 
the middle really is the main part of the demonstra-
tion campaign that I'm showing you. So at this level, 
we set our locations and languages, so you can see this 
is geotargeting Dallas/Fort Worth, Texas. You get one 
language for a campaign, so it's targeting English. 

This shows you here networks and devices, where 
your ads can show. This is another one where a lot 
of AdWords advertisers don't know about this. I'm 
going to show you what this means. So, the networks 
here are broken into Google search, the search part-
ners, and the display network. Google search refers to 
when someone goes to Google.com and does a search, 
and then the ads can be displayed. Search partners 
are made up of websites that use Google as a search 
engine, so sites like AOL, Virgin Media Properties, 
those types of sites, and also Google properties like 
Google Maps, Google Groups, Google News. So those 
make up the search partners, and it's an all or nothing 
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network. Now, the third network that we see here is the 
Google display network. That's the new name for the 
content network. The display network is made up of 
hundreds of thousands of websites that are part of the 
AdSense program. 

So they are allowing Google to show ads on the 
websites in exchange for a percentage of the profit if 
somebody clicks on the ads. But there's a huge differ-
ence between the display network and search, because 
when you're in the search network, someone is actually 
searching for a keyword that you pick. So you pick a 
keyword, and if you win the auction, your ad shows. 
But with display, it is contextually targeted. So I didn't 
have to search for anything. I could just be reading 
the New York Times website, and if it's an article that 
is sort of related to your keywords, Google can show 
your ad. So I might not be looking for you at that time. 
So display is really good for getting more exposure for 
your business, but you're not necessarily going to get 
the same type of direct response as you would if some-
one were actually searching for you at that moment in 
time. So, just keep that in mind, that for some advertis-
ers, you may want to turn off display, or you may want 
to focus on display if it's just a branding campaign.

Andrew: Can you duplicate a campaign, have ev-
erything be exactly the same, except have one targeted 
at display and one at search and have different pricings 
for each one, because each one is worth a different 
amount of money to you?

Anastasia: Yeah. The easiest way to do that is 
within AdWords Editor. I can actually pop that open. 
It is a third party, well, it's a separate application that 
Google has. So this is my demonstration account right 
here, so you can see a lot of stuff in it. This one right 
here, that is the one live campaign in here that's la-
beled Demo. So what you can do is you can actually 
highlight the row in the center, edit, copy, edit, paste. 
Now, I'll name that Demo 2. So what I've done here in 
AdWords Editor is I have made an exact copy of that 
entire campaign. Here's Demo 2, and I could change it. 
So I could say, this one is Google and search and rel-
evant pages on the whole network. So I'm going to take 
that off display and make it just Google search. So I've 
changed my network preferences. So that's just Google, 
or Google and search. Google and search network. Or 
take it off Google and Google search and just make it 
display, which is the Google display network. The way 

Google phrases that here is relevant pages across the 
entire network. That means Google finds websites to 
show your ads on.

Andrew: Okay. And let's see the tab where they 
would be able to download this program.

Anastasia: Sure. You go back into AdWords. So if 
you go to reporting and tools and look at more tools at 
the bottom here, you will see at the bottom right-hand 
corner where it says "Manage your account offline. 
Download AdWords Editor." You can actually get to it 
externally. You just Google for AdWords Editor. It is 
platform agnostic, so you can use it on a Mac or a PC. 
We're up to Version 9 now, and basically, it allows you 
to do everything that you can do in AdWords actually 
and a few more things and do it offline. So it's really 
fast. If time is of the essence, you want to use this ap-
plication.

Andrew: Okay. Perfect. So now we've talked 
about structure. We've talked about campaigns. Let's 
talk about keywords. How do we pick the right key-
words?

Anastasia: Okay. So, picking the right keywords, 
the first thing that I want to show you is keyword 
match types. So if we go back to a campaign, I'm going 
to go back to my demonstration account. Incidentally, 
you'll see that I'm jumping between accounts. I'm 
logged in through something called a My Client Cen-
ter, which is basically just a management umbrella that 
lets me get into different individual accounts. So I'm 
back in my demonstration account. Here I'm back in 
that color ad group that we created as an example. Let's 
say that I wanted to add more keywords to it. Right 
here, I'm in the Keywords rollup tab. You're going to 
look for the + Add Keywords button. What Google will 
do is they will give me this place where I can add new 
keywords. 

One easy way to do it is to look over here and see if 
Google has any meaningful suggestions for you. Now, 
you don't want to add all of them, because if you're not 
Garnier hair color, which is an over-the-counter brand, 
or Revlon or Clairol, then that's not a good keyword 
for you, because this is a professional hair stylist. But 
you can look through and see if there are any words 
here that are applicable to you. So let's just add a few 
just for the heck of it. Let's add professional hair color 

and organic hair stylists and hair color styles and hair 
color experts, etc. 

So, we have some keywords in here, and you'll note 
that these are all in without anything around it, which 
means the phrases don't have anything around them, 
meaning that they're all broad match keywords. If I 
wanted to make these keywords more specific, then I 
would want to actually add match types. If you click on 
this, it will give you a little cheat sheet to show you how 
to format them. So if I put quotes around "professional 
hair color," that is going to make my keyword, what we 
call, a phrase match. That means that the query has to 
be exactly what we see here. You can have words before 
that phrase or after that phrase, but the phrase profes-
sional hair color much exist in that user query. So if 
someone searches for "professional hair color Dallas" 
that would show his ad. But if they search for "profes-
sional Dallas hair color," it wouldn't because we're 
breaking up that phrase. So that's the first match type. 

The next one I want to show you is by putting these 
square brackets around organic hair color, and that's 
called an exact match keyword. That means what you 
see is what you get. That's what someone has to type in 
as a query. If they misspell organic or hair or color, it 
won't trigger the ad. So on the one hand, it's nice be-
cause it really restricts Google from showing your ads 
in irrelevant places, but on the other hand, you would 
be shocked at how many ways people spell or misspell 
the exact same thing. So it really will eliminate a lot of 
potentially good opportunities for your ads to show. 

Now another one, let me add the Revlon here. The 
third match type, the negative one, and it kind of goes 
back to what we talked about before. So I'm going to 
just use the keyword Revlon, and I'm going to put a 
minus sign in front of it. That means that if some-
body searches for anything around hair color but they 
include the word Revlon, to not show the ad, because 
Revlon would be irrelevant to this particular adver-
tiser. So that's how this works.

You're going to use a combination of these match types 
to figure out which combination is most profitable for 
your business. You're never done. You're always work-
ing on this list. You're always finding new negative 
keywords to add into the list.

Andrew: Earlier when we were talking about 

how to eliminate the word automobile as a separate 
keyword, that's the way we would do it. We would put 
-automobile, and we'd eliminate a generic keyword 
that's going to cost us money but not be very valuable 
to us.

Anastasia: Sort of. Hold on, I want to show you 
one other thing. If we go down to the bottom here, so 
here's where the negative keywords are stored. To make 
it a little more complicated, there are different types of 
negative keywords. We'll use our automobile example. 
So if you added the negative keyword automobile, like 
that, which is a broad match basically, it means that 
any time somebody searched with the keyword auto-
mobile in it, it wouldn't show the ad. So what if some-
one searched for Prius automobile. That would elimi-
nate a really good search for Toyota. So we wouldn't 
want to actually do it that way. Another option would 
be to put quotes around it. So, "automobile". So, that 
would work as a filter if someone searched for this 
word . . . actually, let's make it like this. 

Let's say "toy automobile." So if someone searched 
for toy automobile, that's going to filter. If someone 
searched for Prius toy automobile, then you wouldn't 
want to trigger the ad. So by having toy automobile 
in the quotes, that's going to prevent that query from 
coming up.

Now, the example that I showed you at the very, very 
beginning, we would actually want to have it like this. 
[Automobile] So we're putting those exact match 
brackets around this negative keyword, and what that 
means is that if somebody searches for just the word 
automobile, don't show the ad, because you wouldn't 
want to filter it if someone searched for Prius automo-
bile. Does that make sense?

Andrew: Yes, it does. Is there any way to say no 
to the generic automobile or anything with the word 
automobile in it except for Prius automobile?

Anastasia: Okay. So, this match right here means 
no to just the word automobile. Then, this one is no 
to anything with the phrase toy automobile. This 
one would exclude anything with automobile. So we 
wouldn't want that if we were advertising for vehicles. 
So, let's cancel all that. The second part was just show-
ing the ad if someone searched for Prius automobile. 
Is that right? So you would want to do in phrase, if 
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someone searched for "Prius automobile" in quotes. So 
that's means that someone has to search for that phrase 
exactly to actually trigger the ad.

Andrew: Okay. Actually, I think that's pretty 
much everything that we have on this topic, right?

Anastasia: Sure.

Andrew: Then let's move on to ad text. How do 
you pick the right text for the ads that you're running?

Anastasia: Okay. So, let's stay with our hair color 
example. What you want to do, let's assume that we've 
got our account structure figured out, and now maybe 
we have 15, 20 different appropriate ad groups for our 
hair stylist. So then, the next thing to do is to actually 
write a piece of ad text that is highly relevant to that 
theme. So let's stay with color, and we'll go to the Ads 
rollup tab here in the middle. So we have an example 
here for best hair colourist, "Top Hair Colour Special-
ist. Call Today for an Appointment @ppc-boot-camp.
com/haircolor."

So, let's talk about how an ad is structured. First of all, 
you have four lines, 25 characters the first line. Then 
you've got two description lines that can have 35 char-
acters maximum and a display URL, which also has 
35 characters maximum. Google has a whole bunch 
of rules about how you can present it. The rules that 
people most often bump into are that you only get one 
exclamation point, and it has to be on line two or line 
three. You can't put words in all caps, like TOP DAL-
LAS in all caps. You can't unnecessarily repeat words. 
So I couldn't write "The Best Best Best Hair Colourist". 
Things like that. 

If I make any kind of comparative, superlative, qualita-
tive claims in my ads, I have to have something on the 
landing page to actually support it. The landing page is 
actually the page that you get to when you click on the 
ad, and we call that the destination URL. 

One other thing I wanted to show you, you see how 
I've written my ad, and I've written in ppc-boot-camp.
com. Google actually changed their rules really recent-
ly, and they're going to automatically lowercase this 
piece right here, ppp-boot-camp. So that will appear in 
all lowercase.

Andrew: Even though conventionally, when we 
type out PPC, we usually will keep them all uppercase, 
they will go lowercase on you?

Anastasia: Yeah. Isn't that a bummer? I don't like 
that, but that's a new rule. You don't have to change 
anything in your accounts, but Google is going to au-
tomatically lowercase the root domain of your display 
URL. The "haircolour" which is the keywords that I've 
appended to the end, those will retain any capitaliza-
tion standards that I put in. That's a new rule.

So here's a breakdown. If I was to rank the importance 
of the lines here, your ad title and your display URL are 
your two most important lines of your ad, so you really 
want to focus on those to make sure that they are in 
line with your keyword, that it's very relevant to what 
that search query was. 

Another thing that I would recommend for your ads 
is to always have a call to action. You can experiment 
with different ones. This one has "Call Today for an 
Appointment". It could be "Book an Appointment 
Now" or "View Our Online Gallery." Whatever it is that 
you want that searcher to do after they clicked on an 
ad. Calls to action really do increase your click through 
rate, which is the rate of times your ad is shown versus 
how many times it's clicked. So that's another thing 
that you want to get into your ad. You can also experi-
ment with using numbers in your ad. "More Than 
500 Customers Served" or "In Business for 30 Years." 
The usage of numbers in your ad text can often have 
a pretty good impact on your click through rate as well. 

AdWords is not particularly good for any kind of 
generic ad. So what you really want to do is really 
write an ad that is as specific as you can. Now, for this 
example, we just have one for color, but this advertiser 
could even create new ad groups for people who want 
red hair color or highlights or lowlights, whatever it is 
that they're actually looking for, and then write an even 
more specific ad based on the type of color that some-
one's looking for.

Andrew: Is there a way to incorporate a keyword 
. . .  well, I guess there is. How do you incorporate the 
keywords that the person used into the ad that they 
see?

Anastasia: Well, you can control which keywords 

they use based on what you have in your keyword list. 
Then you're going to have to think, okay, this is the 
theme of this ad group. So let's just say it's someone 
looking for lowlights. So you'd say this is the theme, 
and now I'm going to write "Best Lowlights in Dallas" 
or "Lowlight Experts Dallas Texas" something like that. 
So it is going to be a lot of going back and forth, you 
looking at the theme that you're creating by your ad 
group and then writing the most appropriate ad text 
for it.

Andrew: Okay. Is there a way to automate that 
part?

Anastasia: No, not unless you use something called 
an AdWords API. You probably don't want to fool with 
that unless you're getting into thousands or millions of 
products. If you are a giant eCommerce site, you may 
want to get into that, and there is some automation of 
ad text. But for most advertisers, the point is just to 
kind of go through and write them.

Andrew: Okay. All right. So for us, the best way 
to customize the language that people will see when 
they see our ads is to create groups the way we de-
scribed in the first section, and then make sure that the 
text that we address those groups with applies to what 
they would have searched on.

Anastasia: That's correct.

Andrew: Okay. Any other tips for what should go 
into the ad itself? Numbers, call to action.

Anastasia: Numbers, call to action, be as specific as 
you can, focus on the first line and the fourth line, use 
your display URL to append additional keywords after 
the display URL. One other thing I forgot to mention, 
it's kind of a restriction a lot of people run into, is that 
the root domain that you display must actually match 
the root domain that you send them to. Google gets re-
ally picky, even if you're using a redirect or a 301 redi-
rect, Google will probably disapprove your ad if you're 
doing that. So you do need to actually send them to the 
domain name that you're displaying.

Andrew: I see. Okay. 

Anastasia: Okay. That's it.

Andrew: That's great. So, now we've picked the 
text. We know the keywords the text goes to. We've 
customized those keywords into proper categories. The 
next step is to see how effective this all is.

 So how do we track the effectiveness of the ads 
that we just created?

Anastasia: Okay. Well, AdWords makes it really 
easy for us to start tracking our performance. That's 
one of the biggest mistakes or missteps that I've see 
new advertisers take is that they hear about Google 
and they know they can make a lot of money if they 
use AdWords, but they don't actually demand any-
thing in return. So if you're giving Google money, you 
should get something or expect to get something back 
from it. So, before you start advertising, decide what 
it is you want. If you're eCommerce, it's pretty easy. I 
want someone to do a search, see my ad, click on it, 
and then buy something. 

But what if you don't sell anything, or what if you're 
B2B? What if you have really long sales cycles? How 
are you actually going to determine success? So for 
many advertisers, it's did somebody sign up for my 
email newsletter? Did they submit a contact form? Did 
they download this white paper? So figure out, first of 
all, what it is that you want and then how you plan to 
track it. Some people actually have a coupon on their 
landing page, and they say, "Print this out and bring 
it in to my brick and mortar store," and then they 
can track it offline. But if there's a way for us to track 
online, then Google has this thing called conversion 
tracking that I'm going to show you. 

So conversion tracking, let's do it for this demo ac-
count. I think I have some in here. Let me see. Yeah. 
So I have a bunch of demonstration conversions in 
here. None of these are actually . . . I can show you one 
that's hooked up in a moment. But what I've done here 
is I've clicked on reporting and tools, and I've clicked 
on conversions. So this is where we would set it up. So 
we would click on "+ New Conversion," and then we 
would call this AppSumo. Okay.

So here, we can pick a reason or a tracking purpose. 
Let's just say that we are using AdWords because we 
want someone to submit their information that we 
would use as a lead. So what I get is just this pretty 
simple form where I pick a page security level for the 



Google Adwords Transcript Google Adwords Transcript

www.appsumo.com www.appsumo.com9 10

page that's going to track success. HTML or not. If 
there is some sort of revenue that's associated with this 
conversion, you can put it in. Let's just say that this is 
worth five bucks to your business. Then I'm going to 
pick my default language, so let's make that English. 
Google wants you to tell people that you're tracking 
them. If you have a privacy policy on your site that tells 
them that you're tracking them, then you don't have to 
show this little site stats box. 

So I'm going to save these preferences, and I'm going to 
get some code. Then I go down here, and now I get this 
piece of JavaScript, JS. I'm going to paste this on the 
page that means success happened. So for example, if 
the point of AdWords is to get somebody to fill out this 
form, a contact form, then what I would do is I would 
put this piece of JavaScript on the thank you page that 
means success had happened. Then, once somebody 
does a search and clicks on my ad, it puts a cookie on 
their computer. Then, if at any point within 30 days, 
they then complete that desired action, that conver-
sion, then it's going to record in my AdWords account 
that a conversion happened. It'll track it back to the 
keyword that actually triggered the ad. It's pretty darn 
cool. Obviously, I just set it up in about one second. It's 
really easy to set up.

Now, I can show you an account here. This advertiser is 
actually using it. So if we go to conversions and tools, 
so now we see there's one here that's active. So for this 
account, we have recorded 16,516 conversions, which 
has brought in a value of $578,060 for this business. So 
that, you can actually see conversion tracking at work. 

The real benefit of this is that if you have conversion 
tracking set up and you record a minimum of 15 con-
versions in the prior 30-day period, you get this really 
cool bidding option called Conversion Optimizer. The 
way that works is that Google Systems is actually go-
ing to manage the bids for you based on the predicted 
conversion. It really is an easy way for you to start 
making AdWords perform better for you, because it 
has a multidimensional view of the data that you just 
can't manage manually. So you'll do a lot better once 
you start tracking conversions and using Conversion 
Optimizer.

Andrew: Can you show us that, or is that some-
thing that's not available on this demonstration ac-
count?

Anastasia: I'm actually in a client account here, so 
let me show you what we've got here. I can show you 
those settings. So you would get to that from the Set-
tings tab of the campaign.

Andrew: Go to Campaigns, then go to Settings 
tab.

Anastasia: Then where you would see that here, 
you would see under Bidding and Budget, and you 
would focus on conversions, Conversion Optimizer. 
So that's where you would actually go in and manage 
that. So you can see here that that's where you would 
turn it on. It would ask you for something called a CPA 
bid, which is a cost per acquisition bid. So you need 
to know what the value of that business is to you. But 
if you have a way of figuring that out, then it makes 
AdWords work really. really well for you.

Andrew: That's amazing. I can see how that 
would be incredibly powerful. It's like having an obses-
sive ad buyer right there on the scene every minute 
making sure that every penny you spend comes back 
to you in profit or else you cut down on that spend.

Anastasia: One more thing on that. I had previous-
ly mentioned about those networks with the Google 
display network, how it's typically more for branding 
and less for direct response. Well, scratch that if you're 
using Conversion Optimizer, because it actually is able 
to evaluate the type of website on the Google display 
network and also adjust bids for that. So now, not 
only will you have Google search and search partners 
bringing in the conversions for you, it'll also optimize 
for conversions using the GDN. So this is my favorite 
bidding model, and I would recommend it to anyone.

Andrew: All right. So let's see what we've covered 
so far. We talked about grouping the account properly. 
We talked about the keywords that you would have 
within those groupings. We talked about the ads that 
you would write to all those keywords. Now we've 
talked about the tracking, how to make sure that the 
ads that you bought are effective. Actually, before we 
go on from tracking, can you show us how we can see 
how effective each ad that we bought is or each key-
word is so that we can bid higher or lower based on 
that response? Then we'll move on to that final section.

Anastasia: Okay. So you want to see how the key-
words are performing?

Andrew: Sure.

Anastasia: Okay. 

Andrew: So we just picked a bunch of hair color 
keywords, for example, in the demonstration account 
that you showed us. Let's see which ones worked or 
how we can keep track of the effectiveness of each of 
them.

Anastasia: Okay. Well, the demonstration account 
isn't going to, because I just put them in there. But let 
me look at one that is running. So let me look at how I 
would start to evaluate whether a keyword was good or 
not. Google, I had mentioned this quality factor, and 
within your AdWords account, you can actually look 
at a keyword's quality score. So by default, it's actually 
off. So let me show you how to turn it on. So, you see 
where I am, on the Campaigns tab here at the top. I am 
on the Keywords rollup tab, and what I'm going to do 
is I'm going to customize my columns. So I'm going to 
click on this little Columns button here, and I'm going 
to turn on quality score. I'll turn these off, because we 
don't need to look at these right now. I'll just keep it 
simpler. All right, so I've turned on qual score, and I'm 
going to save it. It's going to change this view for me in 
the middle.

Let me look at a particular ad group. We'll look at the 
best salon ad group. Now, what we see here. I'm going 
to sort. So here are the keywords that you've got in the 
account. We've got some information about what the 
bids are. So right now, I see this keyword, this one's ac-
tually doing quite well. "Best Dallas hair salon," he's got 
a click through rate of 5.88%, and his quality score is a 
7 out of 10. So Google is going to actually show you a 
visual representation from 0 to 10 in your account, and 
the higher that number, the better your quality. 

So if I was going to start evaluating each of my key-
words, that would definitely be one of the things that 
I'd want to look at. Any keyword that didn't have a 
good quality score . . . let's start looking at this. So I'm 
going to sort the other way. Anything that's a 3 out of 
10, that's telling me that Google says, no, that keyword 
isn't working for you. It might be that you have a really 
crappy click through rate. Look at this, 0.16%. That's a 

bad click through rate. You're looking for 2% or above 
if you can. You won't get that for every keyword, but 
the higher the better. So it's saying that keyword has 
got to go. It's either that it's too generic that it's not 
getting enough clicks even though we're giving it im-
pressions. It's not relevant to the ad text. I need to do 
something with that keyword. 

So anything in here that is really . . . I don't really like 
to see anything below a 6. So anything from 0 to 5, I'm 
going to say, all right, all these keywords, it's a flag for 
me that I need to do something different with them. 
It might be that they're just not going to work for the 
advertiser, or it might be that I need to put them in a 
separate ad group and write better ad text for them. So 
that's how I would start to evaluate the performance of 
an individual keyword in an account.

Andrew: I see.

Anastasia: Did I answer your question, Andrew?

Andrew: Yeah, absolutely. This is incredibly help-
ful.

Anastasia: Okay.

Andrew: Okay. Before we go on to the last sec-
tion, I want to hang up and call you right back so that 
we have a cleaner connection to each other. I'll be 
right back, and we're going to continue. You don't have 
to shut anything off except I'll call you right back on 
Skype.

 All right. So we covered all the basics. Let's 
talk about specific actionable tips that people can use 
beyond what we just taught, to go the extra mile.

Anastasia: Okay. So I have to show you my favorite 
report button feature in the new AdWords interface. 
A lot of people don't know about it, but it's called the 
See Search Terms button. The way for you to get to it 
would be under the Campaigns tab, and you can be 
on an entire campaign or a specific ad group, what-
ever you want. then the rollup tab, you'd be on the 
keywords tab. then here, below this graph, you see a 
button labeled See Search Terms. So let me explain 
what this is going to do. When I click on this button, 
it is going to show me what someone actually typed 
into Google that triggered an ad and resulted in a click. 
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So the reason you would use this would be to make a 
decision over whether or not this was a good query or 
an irrelevant query. You can now use it to actually add 
words into your lists or to then even add them to your 
negative keyword list. So it's awesome. I can tell you 
the saddest story that I've ever . . . it's a little racy, but 
I'll tell you it anyway.

Andrew: I like it.

Anastasia: Okay. So this guy and he's a pet sit-
ter. His business is for walking dogs and stuff, and he 
did not know about negative keywords. So all of his 
keywords were really generic keywords, broad match, 
about the different animals. The first time he looks at 
this report, he had paid for so much animal porn, you 
would not believe it. So even though his business was 
literally walking dogs, we then had to go in and add 
naughty video negative keywords, because that's what 
people were searching for that triggered his ad. I don't 
know why they then clicked on it, but it really does 
happen.

Andrew: So the way to know that that kind of 
stuff is going on with your account is to come into this 
report and stop paying for those keywords that you 
don't want, and you have to monitor them. I see it.

Anastasia: That's exactly right. You can look at a 
specific keyword and then see what's triggered it, or 
you can look at all of them. So let's just look at all. So 
See Search Terms for all. I've done some work in this 
already. So what you can see here is I have taken some 
of these words and I have either excluded them or I 
have added them into the account. You can see where 
I've added them in. So, let's look at some of the things 
that we can sort for. We can sort by cost, for example. 
Oops, let's do it again. Cost. Here we go. So sorting 
by cost, I can see "best hair styles for fine hair" cost 
this advertiser, it was a very small advertiser, $825.48. 
That's not a good keyword for him. That doesn't tell me 
that this person is looking for a professional hair salon 
in Dallas, Texas. 

So what I've done here is I've actually excluded that 
word, and the way I did it was I selected the check-
box, and then here I can add it as a negative keyword. 
If you've never done this before, you won't see the 
labels for them. But what your job will be will be go-
ing through each one of these items line by line and 

either adding it as a keyword or excluding it. So look 
at this one here. "Best nail salon Dallas". He doesn't 
do nails. So what I'm going to do is I'm actually going 
to highlight that, and I'm going to add that as a nega-
tive keyword. Now, "best nail salon Dallas," I save it, 
and now it is excluded. So now his ads will never again 
show for that particular keyword. So that's the process 
for going through the See Search Terms report. It really 
can make a huge impact. 

Here's another one. "Pictures of haircuts". Yeah, he 
might have a gallery of haircuts, but he doesn't want 
to waste a click on one of his ads to show somebody 
pictures of haircuts. So for that one, again, I'm go-
ing to add that as a negative keyword. Now, I want 
to show you one other thing with this. If I select that 
and add that as a negative keyword, you can see what 
Google did here by default. It added in brackets [pic-
tures of haircuts]. That is an exact match negative. So 
that means someone has to search exactly for pictures 
of haircuts to operate as a filter. So one thing that you 
might decide is, "That's great, but really I don't want 
to show my ad for any time anyone searches for the 
word 'pictures' in conjunction with something." So I'm 
actually going to edit what happened here and save it. 
So now, I've actually made an even better filter than the 
suggestion. 

So this is absolutely one of the first steps. If you've 
never done this before, you could have 10,000 rows of 
data in here. You can see what you've got if you scroll 
all the way to the bottom. So I have 7,536 rows to 
continue going through here. Do it a month at a time 
if you've got a lot of data like this. Go through. You're 
making a decision, is this a good keyword or is this a 
bad keyword? Then you either include or exclude it.

Then when you've gone back to the very beginning of 
the history of your account and you've basically taken 
action on every single row, then make this part of your 
ongoing process. So maybe you manage AdWords 
once a week or once every two weeks. So then go back 
and look at the last two weeks of data to see what you 
paid for, and then do this process again. So this is 
something that you should do every time you log into 
AdWords.

Andrew: Okay. What else? How about another 
tip? I love that one.

Anastasia: Okay. Let me see. I wanted to show you 
another one that helps you analyze your competition. 
So if you go to the Opportunities tab up here. Actually, 
let me show you two things here. One thing that we get 
is this idea of suggestions or ideas that Google has. So 
Google is actually going to give you a list of ideas based 
on the last two weeks of activity in your account. You 
have different types of suggestions. So you can get sug-
gestions that would increase your traffic, that would be 
more of a balance of a cost and traffic or suggestions to 
decrease your cost. 

So let's increase traffic. It's going to give me sugges-
tions for 49 new keywords. Let's look at one here. Let's 
look at 100 new keywords for best hair colors, because 
we were working on hair color. So now, I've clicked 
on those suggestions, and Google is going to give me 
all of these ideas. So some of these will work, like best 
hair coloring, best hair color specialist. I don't want to 
add products, because I'm not selling products. I'm not 
selling brands or things like that. I am a salon, so I'm 
going to look at these ideas. Home color. It's not home 
hair color, it's professional hair color. Salon hair color-
ing, hair coloring salon. So I'm going to go through all 
of these suggestions and pick the ones that make sense 
for me. Hair color guide, hair color kits, women hair 
color. I'm almost done here. I'm just going to quick go 
through this. Purple, pink, gallery. All right. Profes-
sional hair coloring. 

Okay. So I've picked a few words in here that I actually 
want to add into his list. Now wait a second. What if 
I'm actually not sure about these keywords? What if I 
don't know if they're actually good ideas? There's one 
other really quick [inaudible 50:13] idea of creating 
[inaudible 50:16] this little box here, and what it will 
do is take the keywords that I've selected here and [in-
audible 50:26] by putting 50% of my AdWords traffic 
to that in the next 30 days. Then, Google will [inau-
dible 50:34] my account has existed before. So then I'm 
going to save that and I'm going to apply it now. What 
I've done is I have created . . . look, Andrew. Sorry. 
An internal error occurred. Please try again. Let's give 
AdWords another shot. This is an online application, 
so you never know when things are going to break.

Andrew: Okay. That's all right. I think we do have 
a sense of how it works and the importance of doing 
that.

Anastasia: Yeah. But that's how, if you're not sure 
if an idea is a good one, you can use this experiment 
[inaudible 51:12] online campaigns. You're going to go 
through these ideas, pick the ones that make sense, and 
apply them [inaudible 51:20] idea, so they're not [inau-
dible 51:27]. So do not just add them all, even though 
Google suggests them. But in two weeks, you will see a 
new set of ideas that appear in your [inaudible 51:36]. 

The other little tip that I wanted to show you is this 
ability to actually analyze your competition. So, what 
it will do here, it's actually going to show you how you 
compare to the other advertisers in AdWords based on 
different categories. You can compare advertisers with 
similar impressions, clicks, click through rate, average 
position. So it's telling me here that we're in about the 
middle, 46% to 68% of the competitive range. So you 
can use that to get a sense about how your campaigns 
are stacking up against other people who are using 
AdWords. Then you can go into these different subcat-
egories, and then you can see how you are comparing 
on these subcategories. So we can see that for hair care, 
that's the strongest area, or again I'm in sort of that 
average range. So that's how I analyze my competition.

Andrew: That's incredible. But for makeup and 
cosmetics, you're not doing so well.

Anastasia: Not doing so well. But it's interesting, 
because you can see the search terms that we're us-
ing here, and it's telling me that it's based on these 
keywords and that's where Google is getting it, but we 
don't actually sell cosmetics and fragrance, so that's 
okay. I'm totally cool with that. But what I'm really 
concerned about is hair care, and I am fairly competi-
tive there. So that tells me we are starting to do a good 
job. When I first got this, we were way at the bottom of 
the competitive range, which would be 0% to 23%. So 
we're just starting, and now we're starting to get more 
and more competitive in this space. But really, I want 
to see them all the way up to the top.

Andrew: Okay. How about one final tip? Maybe 
ad extensions?

Anastasia: Sure. Okay. So another thing that you 
can do to make your ad seem bigger and better is to 
extend it. Now, when you are first creating a cam-
paign, let's show you how to do that. So if you go down 
here, you see tree view. I'm not selected on anything. 
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I'm on the Campaigns tab at the top, and I'm on the 
Campaigns [inaudible 53:34] tab. I'm going to click 
on "+ New Campaign," and then I specify a bunch of 
settings, like the name of the campaign and my loca-
tion and language and networks. But there's a section 
in here called Ad Extensions, and this is really cool 
because it lets me make my ad bigger. For example, 
if I have a Google Places page, which is Google busi-
ness directory, what I can do is I can actually add my 
address here. So now when my ad shows, it'll show as a 
bonus line. My address and my phone number, and it'll 
show where it is on a map. So it's a free way to make 
my ad bigger and more interesting and more useful for 
the searcher, which can help encourage people to click 
on it. So that's the first extension. 

The second extension is the products, and this is for 
any advertisers who are using a Google Merchant Cen-
ter, so if you're eCommerce. What you can do is you 
can actually connect your AdWords account with your 
Google Merchant Center, and then you'll see some ads 
actually have little thumbnails of products being pulled 
underneath it. That is a free bonus that is given to 
advertisers who have products in the Merchant Center 
and have turned it on in this extension. It's a huge way 
to improve yours ads' click through rate.

Now, this one is available for anyone. This is so cool. 
This allows you to actually display up to four addition-
al links underneath your ad. So let's just say you wrote 
you ad and you've got your four lines of text. Now, 
underneath that, you can see this. Pottery Barn does 
it, Nordstrom does this. That's two big brand name ex-
amples. Actually, do you mind if I show you real quick?

Andrew: I was going to ask actually. And while 
you're bringing it up, I'll ask you, does it cost anything 
extra to add all of these features?

Anastasia: No, it doesn't. Those are free. So what 
Google is doing is they are giving you ways to make 
your ads bigger. Let me see. So I don't see an AdWords 
ad. Let's see. Store locator. Let's try and find one. It's 
not showing any AdWords ads. Let's try another one. 
Let's look for Pottery Barn. Okay, perfect. So here's 
Pottery Barn, and I spelled it wrong. You can see that 
Pottery Barn is actually bidding on this misspelling, 
or it's a broad match keyword, and Google is say-
ing, "Hmm. We think that she actually meant Pottery 
Barn." So what Pottery Barn is doing here is they have 

their ad. It's in this top yellow box, and these are site 
links. So what they have done is they're bidding on 
their branded terms, which is Pottey Barn or Pottery 
Barn. But then they're adding up to four additional 
links after it. So they're banking on saying, "Well, we 
know that a lot of people are really interested in sale or 
furniture or accessories and pillows [inaudible 56:25]. 
So we're going to help make our ad more interesting 
and more useful by saying, instead of clicking and just 
going right to, presumably, the home page of Pottery 
Barn, I can go directly to one of these sections, which 
may be of more interest to me."

Now if you look down here, this is the first organic 
result, and they've got a similar thing. This doesn't cost 
them anything if I click on here, but this is almost an 
imitation of that first organic result.

Look down here. This is what I was talking about for 
those extensions. So this is a place page right here. So 
you can see here that this is the place page for Pottery 
Barn Kids, and if I could connect it with the location 
extensions, I might have seen this information con-
nected up with that AdWords ad here at the top. It's 
pretty cool.

Andrew: I see. All of that is a free bonus that 
Google gives you. If you know to take advantage of it, 
you end up with a bigger ad that stands out a little bit 
more and maybe gives your audience a way to better 
match what they want from you.

Anastasia: That's exactly right. It's all under [in-
audible 57:25] Ad Extensions. The last one is adding 
a phone number to the bottom of your mobile ad. So 
that's pretty much it for the ad extensions. May I show 
you one other thing?

Andrew: All right, let's do it. I'd love it.

Anastasia: This is how we set up an ad extension 
for a new campaign, but the little goofy thing in the UI 
right now for an existing campaign, you can't do that 
from the Settings tab. If you go to the Settings tab here, 
it shows you the section, but you can't do it. You can't 
change anything. So if you already have an AdWords 
account up and running, the way to get to that is high-
light your existing campaign, and then go into the Ad 
Extensions rollup tab. So that's how you would find it. 
Then here in this top corner that I'm highlighting, this 

is where you would pick the extensions that you might 
then want to add to an existing campaign.

Andrew: Why don't more advertisers do this 
then?

Anastasia: I don't know. I think it's because the 
interface is increasingly complicated, and if this is not 
something that you do every day, then it can be pretty 
overwhelming to figure out, what is Google naming 
it now? Where is it in the account? The features are 
always changing. They're always getting more useful, I 
think, for advertisers, but if you're not in the Internet 
marketing space, it might be a little overwhelming to 
follow. But if you can sort of keep up and keep going 
into the account every week or every couple weeks, if 
you read the Inside AdWords blog, which is sort of the 
official blog post about things that are happening in 
the system, it's not too bad to keep up with it. But you 
can't log in every six months and know what you're do-
ing, because you're like, "Where did everything go, and 
what are they calling it now?"

Andrew: All right. Finally, let's show your web-
page so everyone knows how they can follow up with 
you and stay on top of what you're doing.

Anastasia: Okay. So this is my blog. Let's move up 
here and get rid of that little one here. So, I am teach-
ing seminars for Google. I have one coming up on May 
23rd and May 24th in Raleigh, North Carolina. You 
can contact me via email. Here's my mailing address. 
The best way to reach me is by email.

Andrew: Great. I see your email. I see your ad-
dress. I see your web address. I see your phone num-
ber. Lots of different ways for people to connect with 
you. Thanks for doing this session.

Anastasia: You're very welcome. I hope it was use-
ful for all your users.

Andrew: I'm sure it was. I'm Andrew Warner. I'm 
the founder of Mixergy. Thanks for watching this Ap-
pSumo action video.


