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About Charlie Page

Charlie Page is the author of over 10 eBooks on Internet marketing and the owner of the
Directory of Ezines.

The Directory of Ezines is the world's first and best online resource for advertising and
article marketing with ezines, also known as newsletters.

He is considered the leading expert on marketing with ezines.

Charlie began his online career as a copywriter. His specialty as a ¢ opywriter is writing
sales letters, selling emails, and autoresponder messages that cause readers to take
action in record numbers. One of Charlie's sales letters garnered an amazing 34%

conversion rate during the introduction of a very well -known eBook ab out Internet
marketing.

In 2000 , Charlie joined the Directory of Ezines as a member and began using ezine
marketing to grow his business. The result? 18 months later he bought the company!

He continues to teach his DOE members how to create their own suc cess story using
ezines.

Charlie has contributed to books in print as well as eBooks, helping Robert Allen
complete Multiple Streams of Internet Income as well as working with Jay Aaron and Jay
Conrad Levinson (the father of Guerilla Marketing) to create their web and print project

called Guerilla Marketing to the Masses

Charlie has been interviewed by the best and brightest minds online including Alex
Mandossian, Yanik Silver, Jim Edwards, Jack Humphrey and many more.

You can see all Charlie offersa  t his home page  www.charliepage.com
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Introduction

Hel | o, totvelcorheiydbuéo The Begi nner 6s Gui de to Overnight

where | 6m goi ng ASeen $tepatac GettigMassive Traffic Using Google E

AdWords E o.

|l &m really excited about this guide because i f yo
you absolutely n  eed the Beginner Traffic S7 E strategy as described inthe  se pages.

I f youdve ever thought ab adnordu €itopgomGeyouy dites
then this is the key that will unlock th e doors of massive opport
and riches!

But herebés the wsuér prising bon

Evenifyou D ON 6 ihtend to use AdWords E asalong -term strategy,
youol l still find this guide to be your own

The reason?

Because inside thesepages youé6l |l discover how €doboostgouAd Wor d s
income across ALL your marketi ng efforts _, including affiliate marketing , joint
venture marketing , Search Engine Optimization (SEQO), and more.

You see, some of t
|l etters before a b
quickly boost conversions.

e worl doés r ik totesttheirsedes ket er s us
g product | aoshacduratbwagtause 1t Os
So, instead of launching a product with an unpredictable sales letter, they can launch

confidently since they know their proven sales letter will pull down massive sales for
them.

And now these profit secret s are yours!
Whether you want to use AdWords E to drive hordes of cash  -paying customers to your
site tonighté or you just want to guwbootkolegrnt est yo

the ultimate the strategy that will put you on the fast track to success.

As you may probably know, Saleen S7 is a high - performance, super fast automobile
which is capable of  over 200 miles per hour. Zero -t0-60 time is under three seconds

Page 5



TheBegi nnerds Guide to @\Sdrepisghto TeaftfiingE Massi ve Traffic U

Well, | refer to the 7 steps of building a successful and profit i -pulling AdWords E
campaignas iBegi nner Tr afAnhdifoou$ 70HA ow t hese steps, youc
drive targeted traffic to ANY website I overnight!

Hereds a qui ck ofvBeagiiremerofTrtahfeftirat®yiyot hat youdl |
learning:

#1717 SELECT your keywords: In this step youdll discoweff how
keywords that will attract hungry, cash -in-hand customers to your site!
#2 17 STRUCTURE vyour account: Here youdll | earn how to boost

rates by creating separate keyword lists, ad groups, and campaigns.

#3 1 SEIZE vyour prospects' attent ion with your ads: In this step youdll
how to write an ad that gets attentioné and gets

#4 1 SEND your prospects to a compelling landing page: Within these pages are

the sales letter secrets of turning those clicking browsers into pay ing customers!

#5 1T SETUP your campaigns: Here weol | pull everything youobv:
and actually go through the step -by - step process of setting up your first AdWords

campaign. No guesswork required i just follow the easy directions and screenshot

illustrations!

#6 1T SELL more Dby testing and tracking: In this step youdl|l l earn

is to give yourself an instant pay raise by determining what keywords, ads, and sales
letters pull in the most money for you!

#7 1 SAVE time and money with these tools: Finally, in this | ast se
learn what tools you can use to make your campaigns even more effective.

Side bar : When you log into Google E AdWordsE to start a new ad
campaign ( http://adwords.go ogle.com ), youol I notice that youbo
to create an ad first and then choose your keywords.

For the purposes of this ebook, however, weore
choosing your keywords as the first step. That 6s because your
keywords will affect how you wr ite your ad. That means wedol | be
creating keyword lists first, saving them, and then creating ads

later.
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Since the ebook steps arenodot I|isted in exactly
Googl ebs c amp-ap steps, ysuentay wish to read this book in its

entirety before setting up your account. Later on in this ebook T in

Step#5 - wedl | | ook at t he-bg-stapoptocessofesgiting up

a new campaign.

I f youdre the type who | earns best by seeing the
finer details, look over the step - by - step process first, and then start reading this
ebook in order.

WAIT! You may be eligible for a free $50 advertising bonus !

Yes! Google E is offering $50 in free advertising to new account holders i and you
may be eligible!

If you are eligible, follow these instructions now to claim your free $50 in Google E
advertising creditsé
1. Use the following link to reach the Google E AdWordsE page:
https://adwords.google.com/select/main?cmd=Login&sourceid=Yh91503
Please note that this offer is only available to you if you see a
reference to the free $50, as shown in this screenshot:
& 8l€ gack YAHOO!
AdWords o Small Business
Special Offer for Yahoo! Small Business customers.
Sign up for Google AdWords and receive $50% worth of targeted advertising.
*alid only for new Google AdWords customers with self-managed signup. Offer based on a
$55 total credit, which represents $50 of advertising credit and a $5 activation fee. Adverisers
will be charged for advertising that exceeds the promotional credit. Adverisers will need to
suspend their ads if they do not wish to receive additional charges beyond the free credit
amount. Subject to ad approval, valid registration and acceptance of the Google AdWords
Program standard terms and conditions. Offer is non-transferable and may not be sold or
bartered. Offer may be revoked at any time for any reason by Google Inc. ONE PROMOTIONAL
CREDIT PER CUSTOMER. The advertising credit is only available for orders submitted through
the URL provided in this promotion.
In order to claim your sign -up bonus, you MUST see the message
fiSpecial Offer for Yahoo! Small Business customers. Sign up for
Google E AdWordsE and receive $50* worth of targeted advertising. o}
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I f you do not see this messNOfadigibletohteen youdr e
offer (or the offer has expired).

2. Next, you need to signup as a new account holder , With a new
email address and credit card (or virtual credit card). Remember,
this offer is for new account holders only.

3. This offer is subject to change at any time. Please note that you
are responsible for reading and adhering to all rules, conditions,
requirements and other terms of servic e. Please be sure to read all

information in the fine print.

Now | et 6s diBeginoey Taffic $7h e E strategy and learn how to put it to work
for youé

Step 1: SELECT Your Keywords

This step is extremely important.

If you choose the right keywords,
youbll enjoy targeted traffi c-payihgdbtiyere onverts ir

If you choose the wrong keywords i those that are two vague or too broad Tyoudl |

likely drain your ad budget quickly without any sales or other conversions to show for
it.
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that you already have a niche ar
ady degrabthis flee ebookt Ho s e é

In this report which was co -written by Jimmy D.
Brown and Nicole Dean, you'll find out how to

turn Private Label Products and Articles into a
small reports business.

Click here to read this free report.

Her e 6gsickip t hat you can use to discover niches you

Quick Tip  : Need a niche? Dondét know wher e Heo edtsathtoww t o
find niches you never would have thought of on your owneé

Simply log into your favorite keyword tool (free or paid) and start

running searches for broad terms like this: Aihowto O, fAsecret O,
fieliminate 0, fget rid of 0, fAbuyo, fpurchase 0, fibook 0, figuide o,
fiinformaton ©0é and so on.

Youol I u n c o v efnichésasing this amazing strategy i and 106d
be willing to bet money youodoll find niches you
existed!

Now back to choosing keywords for known niches an
Choosing the right keywords is a two -pronged  process.

1) Onthe one hand, youcanuse keyword tools to help you create a list of
possible words.

2) However, you must then manually comb through this list to determine how
useful each word might be in attracting targeted traffic.
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Let me give you an example T

Suppose you ¢ reated an ebook all about training golden retrievers to
be hunting dogs. Now consider this keyword phrase: #fg
training. o

At first glance, that looks like a great keyword for your purpose.

However, itds tdobebfibadini ngo c dgodrhiingadodg er

to go huntingé but most people who type that Kk
search engine are likely looking for information about obedience

training or housetraining.

As such, you might expect to get some traffic from a word like that,

butyou might also be disappointed in a low conversion rate. Better

words for this particular topic might include
retriever hunt i ng Ewvenbettanis sogethtng more specific

to your product, such as fAgolden retgueder Ohuni

While those longer (more specific) phrases might not get as much traffic as a broader
(shorter) phrase, you can be assured of getting a higher conversion rate since the
searchers are looking for something very specific.

In other words i1

The more  specific the keywords, and the more related they are to your exact
offering, the better response you can expect to get.

Now | et 6s |threeksteptprtolteess of creating a |ist of tarl
1) EIND OUT relevant keywords.

Your first step is  to find out relevant keywords using a few basic strategies.

C Simply brainstorm a list of keywords that you think your market will
use to find you and your products. Of course in order to do this, you must
understandyourmarket .1 f you havenotiouayprotledngd pr ev

researched your market, now is a good time to do so.

C Youcanalso determine  which keywords your top competitors are
optimizing for to get a sense fo r what words your market uses . Examine
their different pages and see if you can tell w hat words get repeated

often. | f they use fitagsd on their blog entrie
theydbre using to tag posts.
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C You may also want to view the document source , Which reveals the
meta tags for the website. Not all sites use meta tags. However, t hose
that do will give you an idea of what the webmaster had in mind in terms
of optimizing for certain keywords. If this is a fairly good marketer, then
itdéds likely safe to assume that they chose
first doing research.

Once y ou have a general idea of how your market may search to find products like
yours, you can move on to step twoé

2) EEED vyour list with new keywords using a keyword tool
Once you have a short list of keywords your market might use to find you, you
can qui ckly and easily expand that list by using a keyword tool. Google makes it

easy since they provide their own keyword tool.

Note : If you already have a favorite keyword tool that you use, then by all
means use it.  You can copy your own list of keywords int 0 your campaigns.

You can find Googlebds keyword tool her e:
https://adwords.google.com/select/KeywordToolExternal

Preferably, you can also reach it from within your AdWords account. Simply log
into your accodoolsqg and ctkh emKeywwom oToao. A

Onemore thing :Ifyoudére ready to start setting up a ¢c
i nstead of «cTbalsokiomg cam @ Createl neav tampaign: keyword

targeted 0 f r bemaih page of your account. If you do that, you will be asked

to create an advertisement i1 f you dondét have one ready, sil
ad, and then remember later to go back and change it. (Later in this ebook 7 in

ASt &pi youdl | get tedep -by-stepploess of setting up a new

campaign. )

Go ahead and try the tool right now.

Please note that while you can use this tool without logging in, there are features
only available to you once you start building a real campaign.
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Her e 6 s hekegword tool looks like:

Campaign Management Reports Analytics My Account

Account Snapshot | Campaign Summary | Tools | Conversion Tracking | Website Optimizer Search my campaigns: Search

Tools > Keyword Tool

Keyword Tool

Use the Keyword Tool to get new keyword ideas. Select an option below to enter a few descriptive words or phrases
or type in your website's URL. Keyword Tool Tips

Important note: We cannot guarantee that these keywords will improve your campaign performance. We reserve
the right to disapprove any keywords you add. You are responsible for the keywords you select and for ensuring that
your use of the keywords does not violate any applicable laws

Results are tailored to English, United States Edit

Help make the Keyword Tool better: Provide Feedback

How would you like to generate keyword ideas? | Enter one keyword or phrase per line Selected Keywords:
® Descriptive words or phrases Click 'Save to Ad Group” when you are finished
(e.g. green tea) building your keyword list.
O Website content
(e.g. www example.com/product?id Use synonyms No keywords added yet
+ Add your own keywords
Save keywords to:
Campaign: ‘ 18|
Ad group: Istanbul
» Filter my results
[ Get keyword ideas ]
You can quickly and easily create a | arge |

keyword tool.

Enter in a keyword or phrase and cl i Gekkeywardidieas 0.1 f you di dnot
uncheckUsehyronyins 6 box, t he n anice listtof keywads tirectly
related to your keywords, plus related keywords.

Example:l f you entered Aweight | osso0o as your or
youodll get phrases that include those words,
|l oss However, youbll al so gwdr dsellaitkeed fklegs e
weighto and Aburn the fat. oo

You can add the words individually, or add the entire list to your campaign if
y o u 6 d You chrealso save the file in different formats (such as text), so that
later on you can copy and paste the words into your AdWords ad group.
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Quick Tip : Digging down and finding even more related keywords is
easy. Simply copy and paste some of the most targeted keywords
into the Afind keyword ideaso box and start
Note that Google also provides you all sorts of relevant information T mostofitis
only available if youdre already |l ogged into vy
|l ist for an ad group or campaign. I f youdre bui
AdWords account, be sure to later use these fea tures once you are logged in and
working with your keyword list.
By default, youb6ll see information about adver:
last month, and average search volume. But based on the information you
provide when you actually start buildin g your keyword lists in you
be able to estimate how much traffic youdll re
estimated ad position, and how much each click will cost.
Herebs a sample |Iist of keywords with some of
Traffic Estimates
View the ad performance estimates for your selected keywords on the Google Search Network below. Estimates are provided only as a guideline: your actual costs and ad positions for your keywords
may vary. Learn more
Your keyword and CPC changes have not been saved. Without budget limitations:
You may continue making changes and re-calculating estimates below At an average CPC of 0.62 - 0.93 these keywords could potentially generate 9 - 15 clicks per day
When satisfied. please save your changes (which would cost you 6 - 20)
» Show total potential clicks in the table below
Keywords v / Max CPC /
Minimum Bid 2 Predicted Status > Search Volume 2 Estimated Avg. CPC 2 Estimated Ad Positions 7
Search Network Total 0.62 -0.93 1-3
J‘;?]E":‘I)iw‘gfbczzg templates{to:be:added) Hjto? Not enough data to give estimates. (2 delete
313’?:1::?;500;9mplates M1U0? Not enough data to give estimates. 2 delete
business web templates 1.00 0.61-091 4-8| geiste
Minimum bid: 0.21 Active -
Er:ﬁﬂ/{:l;igffn1plates A.jqu Not enough data to give estimates. (2 delete
:ills‘iwl::::‘scvtsctemplates H1”09 Not enough data to give estimates. (2 delete
copywriting templates 1.00 0.00 - delete
Minimum bid: 1.40 earc
e Acive 0.53-0.79 1-3 delte
The keyword tool allows you to estimate the cost per click, ad position, how much
advertiser competition youodbre facing, and
For example, you can use the dropdown box to s
CPCO (cost [ egaushow thiscfdature and similar features such as ad
position, youol Il be asked to enter the maxi mum
Simply do that, hit fArecalculate, o and youobl |
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Youol | notice that the keyworadfwhendrdfficeulgesn gi ves

for these particular keywords. For example, you can get an idea of the best
month to advertise certain seasonal products, like weight loss products, sports
related products, holiday products, etc.

Your next step is to manually com b through these lists.
A Are the search terms too broad?
A Are the search terms specific enough that you have a fairly good idea what

the person is searching for?

Keep in mind that certain search words may be coming from searchers who

have nointerest inwha t youdre .selling
Example: Let 6 s suppose youbre sellintetermseball b
Abuy batso could refer to baseball batAs or t
such, youdll need to choosfei csomeudhngs siprecy
baseball bats 0.

Choosing ABuyingo Words
As alre ady mentioned 1
The more targeted your keywords, the better.

I f youdre s el |yowshouldbephoasidguorts,that indicate the person is
interested in buying  that particular product

i f yo

sand:

Example: ABuy shoeso is too broad, especeélally
womenos Bir kenst oclrkthascase, @ gobdssearch term list

mi ght include terms | i ke fAbuy Birkenstock
Birkenstock sandal so and fAbuy womends Birkenst

Youdd al so want to add specitdyowrseprchdtedruct names

list. To keep going with the Birkenstock exampl e,
specific names of their womends shoeg&, ssedboas
and AMadr i dFldior Naw can betif someone is searching for a
product that speci f i c arbbhblyready (oreaimost ready
to buy.
Note : Il n addition to including specific product nam
i ncluding worhlgd soapurdifase & difree shipping 0  odiscofint 0. All of
these words 1 when tacked onto a product name, s u ¢ h dissounfiBirkenstock
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sandals0oi suggest that the searcher i s a Cheatngetheseand no
sorts of search terms will increase your conversion rate.

3) EILTER vyour list to refine your search terms.
In order to attract your tar get mar ket , vy aafifelydur seaecmtermg o

based on broad matching , exact matching , phrase matching , and even including
negative keywords

Broad Matching : Thedef aul t p o broatd maich 0j nseaning that your

ad will appear if someone types i n any keyword phrase that includes your

keyword. In some cases, your ad may appear if related keywords are

searched.
Example: If your keyword i s 0,wthdngoartadvillo s s
appear when someone types inefiwéightd | oss
possibly @Al ostee weight

Broad matches appear when you enter your keyword as -is, without quotes,
brackets, or the like.

For example, your keyword would look like this in the search list:
weight loss

Exact Matching  : Another option is to list some or all of you keywords as
exact matches. To do so, you list your keywords in brackets, like this:

[weight loss]

Doing so will ensure your ad only appears when searchers type in that exact
phrase.

Phrase Matching I f youdd rather have your ad trigg
in your keyw ords alongside other keywords, then you can put your keyword
in quotes, like this:

Awei ght | osso
Doing so means your ad will appear whether s
|l osso0 or Afast weight | osso or any other sea

chosen keyw ord or phrase.
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Negative Keywords : Finally, you can also exclude certain keywords so that
those searches do not trigger your ad.

For example, |l etbés suppose you didnét want vy
who are looking for free information. In that case, you would use a minus

sign ( -) in front of the word free and then add the negative word to your list.

Excluding the word free would looks like this:

-free
Note : I f youdbre creating a |ist without setting up

your keyword list as a text file.  Later on you can copy and paste this exact list right
into your campaign.

Otherwise if you are setting up a campaign as you go, then be sure to save your list.

Step 2: STRUCTURE Your Account

Now that youbve cr e dlklkegvords Iiialsng with hegativests exclude

certain searches 1 your nextstepisto  structure your account in three easy steps:
Note :1 f you havendét already signed up for a Googl e
the introduction of this ebook to see if youdre eligible to claim $50

advertising credits!
1) CREATE Ad Groups

This step is where you pull keywords from your main list and put them into
related subcategories. Googlecalls t hese subc aadgmoups ¢ es A

You can set up ageneral  ad campaign and run several ad groups within each
campaign. And to help boost your conversions even more, you can (and should)
write different ads and even create different landing pages for your different ad

groups.
Let me give you Leen Oespassupgpl elkat youbre selling ai
dog training T specifically fixing problem behaviors like barking, jumping on

people, digging in the garden, separation anxiety and the like.
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Chances are, your target market i sn
fiproblem behaviorsindogs o. 1l nst ead, theyol | be
specific problem theydre having wit
digging.

To connect with your market better, you can separate those problem

behaviorsi nto different ad groups

That means your overall ad campaign will center around your training guide, but
your various ad groups within this campaign will specifically target each of the

problem behaviors individually.

Youdl | dfferentsetaf keywo rds, a different ad

landing page for barking, digging, jumping, and so on.

, and possibly a different

For example, your keywords for he Abarkingo ai
this:
Estimated Avg Highest
Ad Estimated Advertiser Seaich Search  Search Volume Trends Volume Match

Position Avg. CPC Competition Volume: Volume (Dec 2006 - Nov2007) Occurred Type: 2
Keywords 2 2 @ April 2 3 In |Broad v
dog barking - - [ | [ ] ] wwwuEnlBunnl Jul Add

top d
anrﬁin;g : : (S T LT Apr Add
trol d

E:?kirgg & B ] L ] wyeeNEnBNENuw Jun Add
dog barki
cgﬁararmg /] B N ] gpuxsyElilEas Jun Add
stop do
fronﬁba?king B ] BN yuxsssiilEss Aug Add
dog barking
prablems L | g R S Apr Add
how to stop
a:dog ram - - L FT LT Jul Add
barking
stop a dog
from barking - - I | ] N . eussslllsas Jul Add
dog barkin
Sty — ] W] pwawsssndNuNN Moy Add

A sampl e keyworbdrkidgios ta df gmr oai pi

Page 17



TheBegi nnerds Guide to @ASgremisghtto TaeaftfiingE Massi ve Traffic U

Andyourkeyw or ds for the #fAjumpingo ad group might |

Estimated Highest

Avg
Ad Estimated Advertiser Search Search Search Volume Volume Match
Position Avqg. CPC Competition Volume: Volume Trends (Dec 2006 - Nov Occurred Type: @
Keywords 2 ? 2 April 2 ? 2007) 2 In [Broad v
dog jumping - - Mo data B BN gexszsilzsnl Jul Add
stop dog
jumping Mo data ] ] J_]JJ_IJJ_I_]JJJ Jul Add
js:};;;ﬂugg fom No data ] W] geesunBNNENN Oct Add
dog training
iimeing Mo data [ D I o D | U Jul Add
339J”mpi"9 Nodsta B B swewnNsNmsnl Nov Add
2og Jumping Nodsta ] B swwssslNssss Jun  Add
how to stop a
dog from 2 . No data ] B guulusiNinim Jun Add
jumping
top a d S
Som i Nodsta E—1 B wuwdunlNEniy Ot Add
dog dock
ju°rﬁpir?; No data | Y o E———— | | [ Jul Add
dog jumps - - No data ] B gpeeEspilsiEl Jul Add
how to stop
dog from - - No data B N guwiusidinlw Oct Add
jumping
A sampl e keyworjunpihgi stad ogr au m.
And then you can do the same thing to create keyword lists centered around
digging, separation anxiety, and whatever other problem behavio rs your ebook
covers.
Once youbdve created targeted keyword |ists for yo
create ads that speak directly to the sub -niche of people who are searching for those
specific keywords. You 6l | di scover how to mrigtepBé afcompsel |
ebook .

2) CHOOSE Locations and Languages

Another way to further target your niche market is by choosing to have your ads
show only to certain locations and/or only in certain languages.
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Note : Google automatically attempts to target your ads as much as possible. For
exampl e, whenever possible theyo6ll wuse the seal
their region so that Google can show region -specific ads.

For example, you might want to show your ads only to people in the United
States, and perhaps you want to limit your ads to English and Spanish speakers.
Or perhaps you want to show your ads just to people in a certain state.

You can even drill down further and show your ads only to people who are using
Google in a certain region, such as around a city or even in a certain radius from
a specific address.

Obviously, this sort of targeting is useful if
as dog wal ker, electrician, doctor, or some ot |
globally.

Howeveral sobégseful i f youdre selling products

specific regions.

Here are a few examples:

Example #1: If youdbre selling an ebook on how to
desert climates, then youoll do better 1 f vyo
to those i n the desert, such as Arizona, New Mexico, and so on.
Example #2: If youdre shipping a physical product
ship to the Europe, then you dondt want your
the world. I n this case youdd show your ads only
Europe.
Example #3: I f youdre selling an introductory fiH
Englisho course, then you shouldnét show the
your target mar ket wondét be able to read it.
create Spanish ads and show them to people in Spanish - speaking
coun tries like Mexico.

3) CONSIDER How Much to Bid on Keywords

As you consider how to structure your account and create your campaigns and ad

groups, the other big issue youoll need to con:

keywords.
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You already know that asy  ou develop your keyword list, Google gives you the
option of estimating ad position and amount of traffic based on how much you bid
per keyword.

However, you shouldnét solely use these esti ma:
to bid. Instead, you need to fir st estimate your conversion rate and calculate your
return on investment.

Naturally, of course, youdll also need to take
you expect your visitors to take when they land on your site. If you want them to

purchase a pr oduct, then you need only figure out an estimated conversion rate

for your sales letter, and how much you can bid on keywords and still make a

proft. ( Wedl | get to that <calculation in just a mo

If instead your main focus is building a list, then yo uol I need to estimat

of yourvisitors. And of course i f youbre simultaneously

pitching a product, youdll need to consider t h;
he

as high as you hoped, you are likely still profiting due to t l'ist youdre bu

And of course you also need to consider your overall plan.

Perhaps your front -end product is merely aloss  -leader, where you could very well
be losing money to get those customers. I n other words, youbdre spe
on A c |then yows make back on sales. The idea, of course, is to make the

money on the backend by selling more products and more expensive products to
your customers.

In sum : Before you start calculating how much to bid on keywords, you also

need to take into con  sideration your overall business strategy. Some marketers
aim to make money using AdWords, while others invest their money in AdWords

to build a customer list.

Now back to those calcul ationsé

Example Calculation : Letds suppose your primarw goal
traffic to a site and sell a product I f you
any of your conversion efforts, then your best bet is to be

conservative with your estimates. I n this case, |l et 6s esti
your conversion rate at 1%. That means youoll make one

eve ry 100 targeted visitors.

Next, | etds assume you make $25 for each sal
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Hereds a calcul ati on:

9 100 visitors come to your site.

1 Your 1% conversion rate produces one sale.

1 You bid 15 cents per click, so those 100 clicks cost you
$15.

E Your $25 gross profi t - $15 for 100 clicks = $10 net
profit.

In this case you still come out ahead $10 for every 100 visitors.
And of course since youodre building a |ist,

on the backend.

In the above example if you bid 25 cents per click ($25 to get 100 visitors), yc
comeouteven. I f you bid 35 cents per click ($35 per
losing $10 for every 100 visitors. But again, you can make that up on the

backend if youdre building a |ist.
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Step 3: SEIZE Your Prospect sOAttention
with Your Ads .

The jo b of your AdWords ad is simple : To get attention, and to get clicks.
However, you also need to T

Create adsth  at get these clicks from people
who are interested in buying what youodre

Youdbll do yourself no f &atgetpientyofclickshbutdomote at e ads t
convert into subscribers or sales.

ltéds not just you who is interested in creiating r
Google is concerned about that too.

I ndeed, theyobévwehatr@®@sat ealQualtdScare fi 0, which rates your ads
based on how many clicks they get, plus the relevance of your keywords, your ad, and
your landing page (e.g., the page visitors see after they click on your ad).

ur keywords dondét matchywgoall ad a

That means i f yo
i kewise, i f your ad isnbét getting ¢

have a low Quality Score. L
you a low Quality Score.

What happens if your Quality Score is low?

Poke around I nternet marketing f or ueesedtomagdthebl| ogs,
fiGoogle Slap 0. That means that Google may disable your low - performing keywords

andads. But one of the more common ways advertisers
bid a higher amount per keyword in order for their ads to show.

In other words:  The better your Q uality Score, the less you will likely have to pay per

click. The | ower your Quality Score, the greater <chan
order to trigger your ads.

Two Ways to Boost Your Quality Score (and Avoid the Google Slap)
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There are two proven _strategies that you can keep in mind to potentially avoid the
Google Slap and boost your Quality Score:

C Ensure your ads, keywords, and landing pages are relevant.
Bidding on keyogcaolalso | whkiel & pl acing ads and cr
pages doglegashés 0 may ma k e Afterealh peeple who need dog
collars often need leashes too.

However, Google may see collars as not being all that relevant to leashes, and
so they may penalize you a bit by giving your keywords a lower Quality Score.

Toimpr ove your score, yolibdl don kteh ¢ Hogheadlo & dbs
plus include this search phrase in your ad as well as your landing page. The

bonus is that doing so will likely improve your conversion rate.

Consider this for a moment é

When you ente r specific keywords into a search engine, which results catch

your eye? Chances are, those that include the keywords you searched for will

catch your eye first. Simply put, they seem the most relevant.

Let me give you an example.

Il n the next pes@screenghotwfdhe turrent ads being shown in
Google when entering the search term fidog leashes 0 .
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If you were looking for dog leashes, which of these ads would you click on?

Youdl I notice that the top ad tal ksgtadoout pot
with leashes specifically. The advertiser (PetSmart) likely has to pay a very

high bid per click to get that particular ad sho wn for the doggyword 0
leasheso,as the Quality Score |likely isné6t very h
Now consider those search results for a mo ment. Which ad would you click on?

If you were looking for a dog leash, would you click on the potty training ad?

Probably not.
And whil e itds mor e codbgharressyd raed altiekde, | yt hweo uil d n
your eye as readily as those ads that include the keywords in  the original

s e a r cdog leagh o.

Il n particul ar, t hdogleashtoh aitn itnhcel utdiet Ifie | i kel y g
attention, and possibly the most clicks.

Consider your own searching and clicking habi
resu Its that include your keywords are most likely to get your clicks. Creating

your ads with that tip in mind will get you clicks i and it keeps Google happy.
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