
AdWords Cheat Sheet 



Important Settings to Configure

Most of these will be set when you create a new campaign within AdWords:

• Disable ads from showing up on Google's Search partners (AOL, Ask.com, etc)
• Disable ads from showing on Google's Display Network (AdSense)
• Only show ads to customers in regions that you ship to

Gauging if AdWords Could Be Profitable

This isn't a perfect technique, but will give you a rough idea if AdWords could be profitable or not.  

1. Use the AdWords Keyword Tool to get a rough idea of the cost-per-click for a handful (3 to 5) 
of your longer-tail keywords.  This is how much you it will cost (on average) to get a visitor to 
your site.

2. If you have an established site, calculate your conversion rate and your average profit per order. 
If you're just starting out, try to estimate these using techniques discussed in the “Estimating 
Profitability” lessons from the “Picking a Niche” module. 

3. Calculate the number of visitors required to generate a sale.  (Formula:  1 / conversion rate = # 
of visitors required to generate a sale).  Example:  If your conversion rate is 2%, it will take 50 
visitors to generate a sale (1 / .02 = 50).  

4. Multiply the average cost-per-click by the number of customers it will take to generate sale that 
we calculated in step #3.  This gives us a rough idea of the cost to generate a sale using 
AdWords.  

5. Compare your average profit per order to the estimated cost to generate a sale that we calculated 
in Step #4.  If the per order profit is greater than the cost to generate it, there's a good chance 
you can run a profitable AdWords campaign.  If the the cost to generate a sale via AdWords is 
equal to or more than your average profit pre order, it may be more difficult – or impossible – to 
make money with AdWords. 
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Steps to Launch a Profitable Campaign

This process outlines the high-level concepts involved with launching a profitable campaign and is  
meant to compliment the full-length interview with Kamal Taylor titled “AdWords Fundamentals”.  It's  
highly recommend that you watch that video – as well as the video titled “AdWords in Action” - before  
using this sheet to launch your own campaign. 

Step 1:  Conduct Keyword Research

• When initially rolling out your campaign, target only keywords related to individual products - 
not broader, general keywords.  You can expand this list later. 

• Prioritize keywords / products that generate the most profit for you

• Places to do keyword research / generate keyword ideas:
◦ The Google Keyword Tool!
◦ If you have an existing store, looking through your analytics to see what keywords have 

driven traffic to your site in the past
◦ If you're launching a new store, refer to the “Keyword Master Database” you created in the 

module on “Launching Your Store.”.
◦ Browse through your product catalog to identify individual products

• Use the keyword tool to discover multiple long-tail variations of your keywords

• Make sure to use the “exact” match type instead of “broad” or “phrase” match.  This applies 
both to conducting keyword research AND when bidding on specific keywords that you want 
your ads to show for.

Step 2:  Group Keywords in AdWords

• Group keywords into “buckets” based on an individual product model (preferred) or by product 
category.  Try to get as granular as possible without making it impossible to organize and 
navigate through your account.  

• Keep in mind that the ads you write will only be available within these groups.  So if you want 
to use the same ad copy outside of these groupings, you'll need to re-write it.
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Step 3:  Conduct Competitive Analysis

Look at the campaigns being run by others for the keywords you'll be targeting.  Specifically, look at:

• The ad copy they are writing.   Is it highly tailed to each search term?  Is it well written?
• The landing pages they are sending people to
• The amount of competition 

This research can give you ideas to incorporate into your own ads.  It may steer you away from 
keywords or areas that are highly competitive and contain a lot of well optimized PPC ads.   Or, you 
may discover relevant keywords that aren't receiving much ad competition that you'll want to explore.

Step 4:  Write Ad Copy

• Make sure the keyword you're bidding on is included in the ad copy.  You can do this manually 
(by writing individual, custom ad copy for each keyword) or you can use dynamic keyword 
insertion so Google inserts whatever keyword was searched for into your ad copy.

• Pre-qualify the buyer whenever possible.  This will result in more qualified visitors and lower 
ad costs.  You can do this by describing the price, features or other product characteristics.  For 
example: if I charge premium prices I may want to include the price of the item in my ad copy 
so extremely price-sensitive shoppers looking for a deal don't click on my ads.  

• Include a strong call to action in the ad such as “Shop with us today!”.  Tell the customer what 
you want them to do. 

• Include a unique selling propositions in the ad (Free Shipping, We're Experts in Product X, etc)

• Write an ad URL that is applicable to your product and, if possible, include your keyword in it

Step 5:  Research and Set Cost Per Click

• Use the AdWords built-in keyword tool to learn the average cost-per-click for a given keyword

• It's recommend to be a bit aggressive with setting your cost-per-click bids when starting to help 
establish your campaign with a strong quality score.  Try to bid at least 10% to 15% higher than 
the average cost-per-click indicated.  

• Once the campaign is established, you can play with (and lower) these bids to maximize ROI.
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Step 6:  Launch Campaign

• Make sure you have Google Analytics configured and connected to your store

• Ensure you have Conversion Tracking for AdWords enabled

• Make sure that your AdWords and Google Analytics accounts are linked

• Start with a smaller daily ad budget.   This gives you a chance to fix any errors or mistakes as 
well as determine how ads are performing before scaling up your campaign.

Step 7:  Optimize Your Campaign

• Before your begin tweaking and optimizing, make sure you collect enough data for the results 
to be meaningful.  A rough rule of thumb is to wait until a keyword has 100 clicks before 
optimizing the ad copy.  For a more scientific approach, use online tools to make sure you have 
a statistically significant amount of data (Google “adwords statistical significance calculator”).

• Test different variations of your ads to see which ones have the highest click-through-rate 
(CTR) and which ones convert the best

• Try to isolate which elements of your ad copy increase the CTR the most.  You can do this by 
writing four copies of an ad that are identical EXCEPT for one line of copy.   Then you know 
that the ad that received the highest CTR did so because that one line was more compelling.   

• Determine the profitability of different keywords by looking at the revenue and approximate 
profitability they generate compared to their cost per conversion.  Allocate more money toward 
profitable keywords and tweak less profitable ones (by altering ad copy, maximum cost-per-
click bid, etc) to try to improve performance.  

• For profitable keywords, consider slowly moving from exact match to phrase match, which will 
increase the number of impressions and traffic you'll receive.  Monitor this transition closely as 
this broader match will likely decrease profitability, so you'll need to make sure the wider-
reaching keyword campaign is still generating a positive ROI.

• Once you start expanding beyond exact match, regularly go through the list of keywords that 
are generating PPC traffic and look for non-applicable or low-value keywords to add as 
“negative” keywords.  When these “negative” keywords appear in a search query along with the 
terms you're bidding on, your ad won't appear.
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