NG

¢ @ foOkE } fangdigital

PPC SLICE
& DICE!

Cut Your PPC
Campaigns
Down To Size

Trim your PPC campaigns.
Raise your conversion rates.



Cut Your PPC Campaigns
Down To Size

What if you could learn to trim your
PPC campaigns down to a more
manageable and efficient size?

While simultaneously raising your
conversion rates?

Well, guess what?
You can.
And we here at Fang Digital Marketing are going

to show you just how in this helpful, handy,
easy-to-digest eBook.
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Do the Math...
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My college Calculus Il teacher was probably the first math teacher | had who actually
bothered to make mathematics seem interesting — at least to me. Unlike every other
teacher and professor before him, this man had a way of presenting formulas and
methods that made you instantly understand how they could be applied in everyday
life. He also had a thick Russian accent, and was quite fond of reassuring us by
saying things like, “Hey, relax. We’re not landing the Space Shuttle here.” Even though
he probably could have shown us how to do that too, if we were ever called upon to
do so.

During one explanation of how to determine volume for large containers, he broke the

concept down for us by describing the function as “taking a slice” of the container and
applying what we learned to the rest of the problem.

Fig. 1.1

Plane Region To Be Revolved About x-Axis.

Fig. 1.2

Solid Of Revolution.
Gray disk is a plane cross section.

Fig. 1.3

Gray piece is a slice.
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“Just Take a Slice...”

| don’t use even a quarter of the Calculus that
professor taught me all those years ago, but |

have held on to his advice when it comes to
taking things a slice at a time in order to figure
out just how they work.

Take paid search, for instance. Google AdWords

and the other paid search programs generally
default to managing the larger collections of
targeting or networks and so on as one big pile
of functionality — simply because it’s easier to
manage this way. However, how we often lose
out on better-optimized campaigns is by not taking a slice of this functionality and
figuring out how it works.

One easy example that you’ve probably heard over the years is separating your search
and display networks into separate campaigns for easier management. This usually
makes a lot of sense because the search and display networks operate in different
ways, so breaking them up and optimizing them separately tends to work out in your
favor. However, if you take this concept a bit further...you can see where there would
be many opportunities to create new mirror campaigns for specific settings, to allow
for greater control over your campaigns.

However, another great opportunity is to break up the geographic areas of what would
usually be considered a national campaign. | see a lot of ecommerce companies that
ship all over the U.S. start this way. However, once we start digging into some of the
data that’s available on the Dimensions tab, many companies discover that different
parts of the country have very different buying habits.

For instance, campaigns for online clothing sites are often set up nationally, but given
the various weather patterns of this great nation of ours, would it really be wise to
advertise snow boots to every part of the country? Even if your campaigns do
advertise a seasonal product on a national level, you may find that you can optimize
one part of the country’s ROl where it’s warm much differently than another part of
the country where it’s cold. Each part of the country has its own unique marketplace
and own distinct supply and demand of advertising inventory, so why treat them all
the same?
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Finally, one of my favorite strategies is to segment the various match types into
separate campaigns, so that each of the campaigns has its own responsibility in

the overall strategy of the campaign. Usually, this means having the Exact Match
campaigns do most of the heavy lifting for the actual traffic and sales driving, while
your Broad and Phrase Match mirror campaigns are discovering new, long-tail
keywords that would eventually be moved over to the Exact Match campaigns as they
obtain new conversions. We’ll provide an example of how to create your own Match
Type Mirror for your own campaigns in the next section.

How To Take The First Slice: Create. Replicate. Isolate.

When you feel it’s time to slice & dice your very own PPC
campaigns, remember to follow a simple three-step process:

e Create

¢ Replicate
¢ |[solate

Step 1 - Create:

Edit + Keyword details ~ Automate ~
[ e Keyword Status |’ Clicks * Impr. © CTR Avg. Cost Avg. ¥Conv.(1-per-  Cost/conv.(1.  Conv.rate(i- View-through Labels
- CPC Pos. click) per-click) per-click) Conv.
s infantclothes =] 0 39 000% $000 $0.00 58 0 $0.00 0.00% 0 -
Eligible
Total - all but deleted
100l -o8 0 39 000% $000 $0.00 58 0 $0.00 0.00% 0
Total - Search 0 39 000% $000 $000 58 0 $0.00 0.00% 0
oIz ipiay Network: 0 0 000% $0.00 $0.00 0 0 $0.00 0.00% 0
Total - all ad group 0 39 000% $000 $000 58 0 $0.00 0.00% 0
Showrows: 500~ 1-1of1

This step involves the generation of your base campaign. In this example, we discuss
Match Types and suggest you start with your Exact Match campaign, but your base
campaign can also be full of things like geography or other settings.

To perform this step, simply create your campaign using standard Google AdWords
campaign best practices. Start with keyword research, group keywords together into
small, tight ad groups, then write 2-3 pieces of ad creative that speaks directly to that
group of terms.
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The only real difference here is that you should set the Match Type of all the terms in
this campaign to Exact. If you have terms where you want to use Broad and Phrase,
that’s actually the next step.

Step 2 - Replicate:

e  TCampaign Budget = Status Enhanced = Clicks | Impr. CTR Avg.  Cost ' Avg. Conv. Cost/ Conv.  View- Labels
cPC Pos. (i-per- conv.(1-  rate(1- through
click)  per-click) per-click] Conv.

. (=1 WE - Brand - Partners -  Total Campaign Budget - $7500/month ¢ Legacy 168 14,086 1.19% $2.84 §477.39 2 13 $36.72 T.74% 0 -
Search - PC - Broad $250.00/day

° {1 WB-Brand - Partners-  Total Campaign Budget - §7500/month Legacy 94 10,130 093% $252 $23695 1.9 1 §236.95 1.08% [
Search - PC - Exact $250.00/day

. {3 WB - Brand - Partners-  Total Campaign Budget - $7500/month Limited by Lepacy 35 13297 026% S$289 §101.31 1.8 0 §0.00 0.00% 0=
Search - PC - Phrase $250.00/day budget

- &1 WE - Brand - Search - Total Campaign Budget - $7500/month Legacy 0 30 000% $0.00 $000 1.1 0 $0.00 0.00% 0 -
PC - Broad $250.00/day

. 1 WB -Brand - Search-  Total Campaign Budget - $7600/month Legacy 34 196 17.35% $0.68 $23.25 1 4 §5.81  11.76% 0 -
PC - Exact $250.00/day

. (=3 WB-Brand - Search-  Total Campaign Budget - $7500/month y Legacy 1 14 7.14% 5038 $038 11 0 §0.00 0.00% 0 |=
PC - Phrase $250.00/day

Y &1 WE - Competitors - Total Campaign Budget - $7500/month Limited by Legacy 12 1608 0.75% $3.08 $36.76 2.7 2 $18.38 16.67% [
Search - PC - Broad $250.00/day budget

. 1 WB - Competitors - Total Campaign Budget - $7500/month Limited by Legacy 64 7,152 089% $258 §164.91 2 7 $2356  10.94% [
Search - PC - Exact $250.00/day budget

™ 3 WB - Competitors - Total Campaign Budget - $7500/month Limited by Legacy 18 78 231% $2.31 $4150 21 2 $2075 11.11% 0 -
Search - PC - Phrase $250.00/day budget

® &1 WB-NB-Search-PC  Total Campaign Budget - $7500/month Limited by  Legacy 1 6,061 002% $0.46 $046 658 0 $0.00 0.00% 0 -
- Broad $250.00/day budget

. {3 WB-NB-Search-PC  Total Campaign Budget - $7500/month Limited by  Legacy 244 13517 181% $285  $696.07 2 17 $40.95 6.97% 0 -
- Exact $250.00/day budget
&1 WB-NB-Search-PC  Total Campaign Budget - $7500/month Limited by Legacy 195 22,843 085% $3.14 $61183 18 11 $55.62 5.64% o .
- Phrase $250.00/day budget

This step is fairly easy because you’re really just making copies of the campaign you
created in step one; however, you’re going to change one aspect of the campaign’s
settings, such as Match Types, geography or networks.

In this example, you’ll make 2-3 copies of the campaign from step 1 and change the
Match Type settings. One of the copies will be all Broad Match and the other will be
all Phrase Match. You can go a step further and create a Modified Broad copy as well,
but we’ve also seen plenty of people use the Broad Match copy as a home for this
unique type.

During this step, it’s usually a good time to set the budget for the three campaigns.
Some brands that have big budgets will use the same budget levels for all three
campaigns. However, others with more limited budgets have some options for
handling this strategy.

Both of these options involved thinking of the campaigns as having one shared
budget. Some users like to use the Shared Library’s Budget feature and set one
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budget and share it across the three campaigns. Most of our new campaigns are set
up this way now, and we find it works quite well.

Another method is to manually split the budget across the campaigns. We suggest
that you give the Exact Match campaign the largest share, around 60% of the budget,
and then split the remaining budget across the Broad and Phrase Match campaigns, at
20% each.

Step 3 - Isolate:

All online campaigns Settings  Ads | Keywords  Adextensions  Dimensions -

WE - Brand - Pariners - Search -

PC - Phrase Al but Celoted keywords ~ Segment ~ Flter ~ Columns ~ = ES Search
WB - Brand - Pariners - Search -

©
Tablet - Broad

EY WB - Brand - Pariners - Search -
Tablet - Exact

&1 WB - Brand - Pariners - Search -
Tablet - Phrase

HCikks v wvs Nonew View Change History

&1 WB - Brand - Search - PC - Broad

1 WB - Brand - Search - PC - Exact

&1 WB - Brand - Search - PG -
Phrase

I -

o Koyword

Keyword detals »  Automala =

1 WB - Brand - Search - Tablet -
Broad

Status Clicks Impr. CTR Avg. Cost

CPC

Cost | conv. (1-
per-click)

Conv. rate (1-

Avg. +Conv. [1-por-
click) per-click)

View-through Labels
Pos. Conv.

1 WB - Brand - Search - Tablet -
Exact

. infant clothes 0.00% 5000 5000 58 L) 5000 0.00% 0 -

(&1 WB - Brand - Search - Tablet-
Phrase

(&1 WB - Competitars - Search - PG -
Broad

& WB - Competitors - Search - PC -
Exact

1 WB - Competitors - Search - PC -
Phrase

(1 WB - Competitors - Search -
Tablet - Broad

&1 WB - Competitors - Search -
Tablet - Exact

&1 WB - Competitors - Search -
Tablet - Phrase

1 WB - NB - Search - PG - Broad

[} WE - NB - Search - PC - Exact

& WB - NB - Search - PC - Phrasa

1 WB - NB - Search - Tablet - Broad

[E WB - NB - Search - Tablet - Exact

&1 WB - NB - Search - Tablet-

Eigible

Total - all but deleted
keywords

(] 39 0.00%

Total - Search L] 39 0.00%

Total - Display Network 0.00%

Total - all ad group o 39 0.00%

=l Negative keywords

Add 3 Downioad
—

$0.00

$0.00

$0.00

$0.00

$0.00 58 [] $0.00 0.00% o

$0.00 58 o $0.00 0.00% 0

$0.00 L L $0.00 0.00% 0

30.00 58 L 5000 0.00% o

Show rows: 500~ 1-1of1

Campaign level Keywords | Keyword lists

Shared library

* Negative keyword

There are no ad group level negative keywords

Add ~ 4 Download

| *Nogative keyword

There are no campaign level negative keywords

oporations
Reports

Labels

All video campaigns

for some metrics.

© 2013 Google | AdWords Home | Editorial Guidelines | Privacy Policy

This step can be a little confusing because it involves blocking out certain aspects of
the campaign so that the keywords are not competing with the other copies. Here, we
involve things like negative matching, geographic exclusions and splitting up search
and display networks.

For Match Type campaigns, we suggest using the Shared Library feature, which
allows you to create groups of negative terms and apply them to specific campaigns.
Doing things this way is very easy and quite powerful, because you can not only block
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out certain keywords across an entire campaign at once, like you would with standard
campaign negative terms, but you can use the same list over and over without increas-
ing the number of keywords in your account.

We suggest you create multiple groups of negative keywords that line up with your
different campaigns, such as branded and non-branded terms, or campaigns that
represent a variety of similar terms. You should make these terms a “Negative Exact
Match Type,” which means each term should be enclosed in brackets, like this:

[negative term]

Once you have your lists, you should apply them to the corresponding Broad and
Phrase Match campaigns, but not the Exact Match version, or you’ll be applying a
Negative Exact Match to a Positive Exact Match, which basically cancels them out
entirely. You may also want to apply these campaign negatives to the other, unrelated
Broad and Phrase Match campaigns, such as applying the non-branded terms list to
the branded terms list. This serves as an extra layer of protection against one of your
non-branded, Broad or Phrase Match terms, triggering one of your brand terms.

Google AdWords
Home Campaigns Opportunities Tools and Analysis v Billing My account

Search Shared library
All online campaigns « Shared library contains things that can be shared with multiple campaigns and ad groups Leam more
Shared library To get started, select a shared setting from the left navigation bar or below.
Audiences
[ Budgets Audiences Budgets
(f] Campaign negative keywords Remarket to people who visited your Share the same budget across
[+ Campaign placement exclusions site before. different campaigns.
View View
Campaign negative keywords Campaign placement exclusions
Create a list of negative keywords for Create a list of placement exclusions
use with several campaigns for use with several campaigns.
View View

For more information on using Negative Match Types, read this great post from our
blog on the matter:

http://www.fangdigital.com/negative-keywords-get-up-running-with-paid-search-and-
avoid-getting-run-over-along-the-way/
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Expand & Optimize

[¥] Filter Saved: Conversions (1-per-click) >= 1, Match type: Broad Broad (session-based),Phrase,Exact (close variant),Phrase (close variant) Close

4 Download
Search term Match Added/Excluded Campaign Ad group Clicks Impr. CTR Avg.  Cost Avg. + Conv.(1- Cost/conv. Conv. rate (1- View-
type cPC Pos.  per-click) (1-per-click) par-click) through
Conv.
online children's Broad None WB - Compelitors - Search-  Threadup 1 2 50.00% $4.17 $4.17 25 1 $4.17 100.00% 0
consignment match PC - Broad
threadup com Phrase None WB - Competitors - Search-  Threadup 2 4 5000% $203 $4.06 12 1 $4.06 50.00% 0
match Tablet - Broad
white baby shoes Phrase  None WB - NB - Search - Tablet-  Clothes - 1 1 10000% 8472 $472 1 1 $472 100.00% 0
girls match Phrase Baby
burberry kids clothing  Phrase None WB - NB - Search - Tablet-  Clothes - 1 1 100.00% $2.74 §274 3 1 $2.74 100.00% o
match Phrase Kid
tie dye little girls Phrase None WB - NB - Search - Tablet - Clothes - 1 1 100.00% §$155 §155 2 1 $155 100.00% 0
clothes 41 match Phrase Girl
designer kids clothes  Phrase  None WB - NB - Search - Tablet-  Clothes - 1 1 100.00% $4.38 $4.38 1 .| $4.38 100.00% 0
on sale match Phrase Designer
summer newborn Phrase None WB - NB - Search - Tablet-  Clothes - 1 1 10000% $2.36 $2.36 1 1 $2.36 100.00% o
hats match Phrase Newbormn
Total - all filtered
Saaral e 8 11 7273% $3.00 $2398 16 7 $343 87.50% 0

Now that you’re done creating, replicating and isolating your campaigns, let them run
free for a while and watch how they work.

What you’ll notice is that your Exact Match campaign will go right to work, hitting the
terms you came up with right out of the gate. After some time, you’ll probably want to
move this campaign to Conversion Optimizer, but if you’re hands on, you can adjust
the bids on your own based on your individual campaign goals.

Next, you’ll see that the Broad and Phrase Match campaigns will be working away as
well, but they will have their own agenda. At first glance, it will appear that the same
terms from your Exact Match campaign are causing clicks and conversions, but not
really. What is actually happening is that these terms are discovering brand new, related
terms — terms that you didn’t even consider when you did your keyword research.

To find out what terms are being discovered in this process, you need to use a report
that is buried under the Keywords tab. Click on the “Keyword details” dropdown and
then select “All,” and you’ll generate what’s often called the Search Term Report.

This report shows all the different keywords that have caused a click in your campaign.
As you can see, it includes the search term, the Match Type of the original keyword
that caused the term to appear, and a whole host of other useful information.

To optimize your campaign, we suggest using the Filter button and removing the Exact
Match Types (because you know those already) and any terms that haven’t caused a
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conversion. What’s left behind is a list of brand new terms that are driving business for
your company.

Now that you have them, put them back into your Exact Match campaign in the
appropriate ad groups. Sometimes this is the same ad group from which it came
originally, and sometimes it’s another ad group or a new ad group all together. Then
put the new terms in as Negative Exact Matches in your Shared Library, so that they’re
no longer a part of the Broad and Phrase Match campaigns.

Over time, your campaigns will continue to grow, but instead of with random keyword
research, this growth will be based on quality terms that you know can convert...
because they did.

One extra optimization tip for the Search Term Report:

You can also use it to find terms that are costing you money,
but not causing a conversion. To do this, create the report and
filter out the Exact Match terms as you did before, but instead
of removing the terms that did not cause a conversion, remove
the terms that did.

What is left now are all the terms from the Broad and Phrase
Match campaigns that are being clicked on, but not causing a
conversion. You should add these terms to your Shared
Library as Negative Exact Matches, but before you do, you may want to consider
giving some of them a chance to produce. Usually, we give ourselves a “line in the
sand” that is based on a multiple of your CPA target.

For instance, if your CPA target is $5, you may want to wait until a term has spent $25
(5 times $5 CPA) before killing it off. The multiple doesn’t have to be 5 times your CPA,
of course. In fact, you can make it whatever you want, based on your tolerance levels.
However, don’t be too strict here, or you may kill off a perfectly good term that just
hasn’t had a chance to produce.
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Mirror Campaign Tip — Google AdWords Editor:

Creating “mirrors” of your campaign can be quite
simple. However, we find it’s not something that
you want to try to do within the regular AdWords
web interface. To make your life easier, download
the Google AdWords Editor tool, which allows for
greater, more precise control of your campaign
updates. Plus, it makes working with campaigns in
spreadsheets a lot easier. Microsoft also provides
a similar tool for Bing and Yahoo! campaigns.

Simply download the campaigns you want to
isolate by using the Export settings in the Tools,
and then open the campaigns in Excel. Once you’re in Excel, just change the name of
the campaign to indicate the type of feature that you’re breaking out, and then alter the
aspect of the campaign that you want to target either in the spreadsheet or back in the
tool after you’ve uploaded the copy.

For instance, if you’re creating a mobile mirror campaign, rename your campaign
“Campaign Name — Mobile,” then upload (or import) the campaign back into the tool.
Then, change the device settings on both the old and new campaigns to exclude and
include mobile devices. That last part is critical. If you don’t exclude mobile from your
original campaigns, then you’ll just compete with yourself...and you won’t learn a thing
about how the new target works on its own.
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PPC Slice & Dice in the Age of Enhanced Campaigns

Go ugle

Enhanced Campaigns
'iA.l
Location Device Time of Day

Until recently, one suggestion | used to make to clients is to break out various device
types into separate, mirrored campaigns. Then Google announced Enhanced
Campaigns, and it was quite clear that we were going to lose the ability to perform this
type of slice and dice.

There’s been a myriad of data over the years that demonstrate the usage habits of the
mobile and tablet users are quite different from those of the desktop user. And this
alone presented great opportunities for tests in things like ad creative, keywords, and
other features that may react totally differently in different device environments.
Additionally, should you not have a site that is optimized for mobile users to begin with,
you could be throwing away a lot of money on clicks that never help your company,
because the landing page user experience for a mobile user is so poor.

Things aren’t all that bad with Enhanced Campaigns, though. Google provided a lot of
new features with Enhanced Campaigns that allow you to adjust your bids for mobile
and tablets within an Enhanced Campaign, so that you’re not overpaying for those
channels if they don’t perform as well. Additionally, you can reduce the mobile bid
“multiplier” all the way to 100% to all but remove this channel entirely.

Enhanced Campaigns also introduced a new form of contextual ads that allow you to
specify different ads for difference devices, which comes in handy not only for your
message, but your tracking as well.
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Unfortunately, the introduction of Enhanced Campaigns caused a lot of confusion, so
you may want to check out two different blog posts we wrote that clear up some of
these misunderstandings.

http://www.fangdigital.com/10-things-you-need-to-know-about-google-adwords-
enhanced-campaigns/

http://www.fangdigital.com/top-six-myths-about-google-adwords-enhanced-
campaigns/

Don’t Fear The Slice!

| know what you’re saying. You’re busy enough managing your campaigns as they are
today. So when are you possibly going to have time to manage multiple copies of that
campaign? | certainly understand. We’re all busy these days. However, you’ll find that
the new data you’ll collect from these new campaign slices will be worth the extra
effort in the long run...as you optimize on a whole new level of understanding.

Just remember, while the paid search campaign may be a crucial part of your
business’ success...you’re not landing the Space Shuttle here.
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That’s A Wrap...

So, there you have it.

A simple and successful formula for slicing, dicing and trimming your cumbersome
campaigns...while raising your conversion rates in the process.

And remember to have fun while you’re doing all that cutting. Get creative. Experiment.
Find out what works for you.

And let us know what you learn along the way. And how we can help you learn to do
even more.
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