Introduction to Keyword-Targeted Advertising



Learning Objectives

After completing this topic, students will be able to:
» Define keyword-targeted advertising

» Explain where keyword-targeted ads are shown
» Define contextually targeted advertising

» Describe the characteristics of good keywords and text ads
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Why You Should Learn About Keyword-Targeted Advertising

« Keyword advertising has proven highly effective at reaching
customers search for your product or service

* It's easy to learn to use it

* You can reach a global audience

* Your small business can compete with Fortune 500 companies
* You can start immediately: ads can be running in 15 minutes

 Choose as small or large a budget as you want, and change your
budget anytime

 Make changes to your ads anytime
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What is a Search Engine?

« Search engine: A tool for searching information on the Internet by
keyword

* The most popular search engines are Google and Yahoo, but there
are lots of others
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Search Query

Google

‘ |search query i
| Google Search H I'm Feeling Lucky ]

Search query: keywords that you type into the search field of a
search engine to find information
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Keyword Advertising

Web Images Groups MNews Froogle Local Deskiop more »

GO ()gle [toronto tourism

Search | Advanced Search
Preferences

Web Results 1 - 100 of about 19,500,000 for toronto tourism. (0.13 seconds)

Local results for tourism near Toronto, ON, Canada

(y Skvline Tours - 7.7 km N - 6026 Yonge Street, North York - (416) 250-0600
Maple Kanko Tours - 9.9 km S - 1 Aflantic Avenue - (416) 531-2227
C U Tours Inc - 12 km N - 53 Langtry Place, Thornhill - (905) 660-6255

Tourism Toronto

... See the thrilling world premiere in Toronto. Book your premium tickets and hotel ...
Toronto boasts a luxury experience unlike any other. Indulge today!
www.torontotourism.com/ - 45k - May 23, 2005 - Cached - Similar pages

Tourism Toronto

... More, Lord of the Rings hotel packages See the thrilling world premiere in Toronto. Book
your premium tickets and hotel stay now. ...

www_torontotourism com/visitor - 45k - May 23, 2005 - Cached - Similar pages

[ More results from www torontotourism.com ]

Toronto.com

... banquet hall and business information for toronto ontario. buy tickets, ... Def Leppard:
The rockers from Sheffield tour in support of their best-of ...
www.toronto.com/ - 101k - May 23, 2005 - Cached - Similar pages

Sponsored Links

Visiting Toronto?

See 6 Top Toronto Aftractions

One Low Price, No Lines, Order Now!
www.CityPass.com

Toronto City Travel Guide
Toronto Guide for Hotels, Theatre,
Aftractions, Tours, Nightlife, Maps
www.torontocitytourist.com

Toronto Hotel Deals

Your Quick Guide to Toronto Hotels
Low Internet Hotel Rates Guaranteed
HotelsinToronto.ca

Tourism Toronto

Up to 70% off on Toronto Hotels
Call 1-800-276-7415 Or Book Online
www.Hotels-And-Discounts.com

, Jser's

Keyword

Paid
Search
Ads

Search Results

) (not paid)
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Keyword Advertising

« Keywords are terms that advertisers choose to trigger their ads on a
search engine

 An advertiser designs ads that target consumers who are looking for
his product or service

« Keyword-targeted advertising has proven highly effective by being
relevant to the consumer’s interests at the moment consumers are
searching for products or services online
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Why Is Search-Advertising So Effective?

Imagine you're sitting at a table in a coffee shop.

Traditional methods of advertising (i.e. TV, radio, newspaper/mag) are
analogous to a person stopping by your table uninvited and saying
"Hey, you look like you could use some artificial sweetener! Have | got
the sweetener for you! Try my sweetener!"

On the other hand, the power of search advertising is that the ad is
Initiated by a person's interest in the product or service. This is
analogous to the same person in the coffee shop standing up and
yelling "Hey, anyone have any artificial sweetener? Really could use
some for my coffee!"

And at that point a few advertisers wander over and explain the
benefits of their sweetener vs. their competitors'.
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Contextual Targeting

Reaches users as they read content online

o

click here

Simply Shrimp

Leam how to buy, clean, and prepare succulent shrimp.

(&) MY RECIPE BOX COMMUNITY () NEWSLETTER

Cooking Recipes Entertaining Wine & Drinks Contests & Offers

Home = Recipes

Google scans a page, Roasted Garlic Pasta Sauce

Interpr8tS |tS Content and Recipe courtesy Emeril Lagasse, 2004
See thiz recipe_un _ﬂir Saturday Dec. 04 at 8:00 PM ET/
serves relevantads — } |5
RECIPES
* Power Search Recipe Summary

Difficulty: Easy

Prep Time: 15 minutes

Cook Time: 1 hour 15 minutes
Yield: 1 1/2 quartz sauce

* Recipe Collections
* Recipes of the Day

Garlic Sauce
News & used Garlic Sauce. aff Check out the deals now!
warw ebay . com

(*+) Add to My Recipe Box

Email to a Friend

. . Sumptuous Gourmet Sauces
ReCI pe fOf Roasted Print: Full Page Find The Perfect Gourmet Sauce. Fine Pasta & Cooking
3H5 Card | 4X6 Card Sauces
: wars . GourmetGrocenyOnline. com
Garlic Pasta Sauce e T
— . ser Rating: W W #r oy o Great Sauces the easy way
Submit oy 0 y [ﬁp,‘;p_ ﬁE[;”:E:] [REUIEWSI] Peppercorn, gravy, chicken, Melba, gourmet, garlic and
— Ratings & Reviews FAQ -T.\U-fs'mmm ianSpice.com
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A Typical Keyword Target Ad

Title (25 characters) | — |Buy a snowhboard today

Ad Text (35 _.{ High quality hnards,.ggaran.’[ee?
characters) Free shipping for a limited timel

whiiy, examplesnowhboard. com

|

Display URL (35 characters)
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Targeting Ads to Location & Language



Learning Objectives

After completing this topic, students will be able to:

» Explain language and location targeting and its benefits

» Describe why advertising on search engines gives companies global
reach
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Location and Language Targeting

Target locations and languages worldwide
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Targeting Ads to Consumers in a Specific Location

* For example, you could target your ads to Spanish speakers in
California...or Brazilians who speak Portuguese

 Some search engine advertising platforms like Google enable you to
target to very specific locations, like a city, zip code, or even an area
you define

« Create many different campaigns targeted to many individual
locations
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Picking Keywords



Learning Objectives

After completing this topic, students will be able to:

» Describe the types of keywords

* Pick effective campaign keywords
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The Relationship of Keywords and Search Queries

1. Keywords are chosen by the advertiser

4

2. Search query is entered by the user

4

3. When these match, ad is shown to user

Slide 17



How do | create effective keyword-targeted ads?

Ads that are relevant to their keywords are the essence of a successful
keyword-targeted ad campaign

Targeted More
= [

Choosing the right keywords is crucial

Think about which keywords your potential customers will use to search for
your product or service...and whether your ad is relevant to those
keywords
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How Do | Choose Good Keywords?

Relevant Keywords:
» Accurately reflect products/services being offered
« Match what your audience is looking for

» Target the audience without being too general
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Discussion

« If I sell men’s and women’s dress shoes, why shouldn’t | use the
keywords ‘shoes’?
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Picking Keywords - Exercise



Choosing the Right Keywords — Selling Dogfood

? buy cheap dog food online now

\/Purina dog chow

dogfeed recipes

el \/ canned dog meals
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Keyword Matching Overview

* Increase the likelihood that your ad is shown to your desired
audience

« Potentially decrease your cost
« Keyword-match types:

— Broad

— Phrase

— Exact

— Negative
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Broad Match

» Broad match keywords reach the widest audience

 Your ad appears even if:
— Other words are included in the query
car = buy used car
— A user types in a similar word to your keyword.

homes = houses
o All the terms must be present

used books used motorcycle
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Broad Match

» Default setting for your keywords

 Terms in the query are not written in the same sequence as your
keyword

car repair = repair car

drug free = free drug
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Phrase Match

» Triggers your ad only when the query includes your keyword in the
exact sequence that you specify

* Prevents your ad from showing on irrelevant variations of your
keyword.

 To enable phrase matching for a particular keyword, enclose it in
guotation marks

IIyour keywordII
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Phrase Match

For the phrase-matched keyword "used book", your ad could appear
when users enter the following queries:

used book dealer
buy used book Ad will appear
rare and used books

used paperback book

} Ad won’t appear
book of used matches
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Exact Match

 The most precise method for matching your keywords

* Trigger your ad only when the query contains the keyword, exactly
as you typed it into the keyword list.

* Exact-match keywords are enclosed in square brackets.

[ your keyword ]

Slide 28



Exact Match

For the exact-matched keyword [used book], your ad could appear
when users enter the following query:

e used book - Ad will appear

e used book seller

 used books } Ad won't appear
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Negative Match

* Prevent your ad from appearing when a search includes a word that
Isn't relevant to your ad

 To create a negative keyword, add a minus sign (-) before the
keyword or phrase you want to exclude

- your keyword

e Scour the search results for negatives

 Use the Keyword Tool
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Negative Match

For the broad-matched keyword used book and negative keyword
-college, your ad could appear when users enter the following query:

e Uused book seller .
Ad will appear
* buy used book

» used college book} Ad won'’t appear
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Picking Keywords - Exercise



Picking Keywords: Exercise

You have a dog-walking company.
— What keywords should you pick?
— Which match types should you use?
— Which negative keywords might you use?

— 5 minutes
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Choosing the

Right Keywords

2 word phrases
3 word phrases
4 word phrases
5 word phrases
1 word phrases
6 word phrases

7 word phrases

Average US Search Phrase Length

29%

0% 10% 20%

30%

of people in the US search with multi-word phrases

Source: OneStat.com — July 2006
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Choosing Keywords - Do’s and Don’ts

Do

 Choose keywords relevant to
your goals

 Use multiple word terms

« Add Negative Keywords to
eliminate Iirrelevant searches

Don’t

Use general and irrelevant
keywords

Avoid

Extremely specific keywords

Single-term keywords
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Writing Effective Keyword-Targeted Ads



Learning Objectives

After completing this topic, you'll be able to:

« Write clear and compelling keyword-targeted ad text
« Explain what a ‘call to action’ phrase is

* Write ads that differentiate products and services

» Effectively write ads that appeal to local customers
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How do | write an effective ad?

Ad text distinguishes you from the competition

First impression your company makes on the customer

Be persuasive and informative

Communication, appearance, and style are important
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Writing Targeted Ad Text

» Ad text distinguishes you from the competition

« Communication, appearance, and style are important
» Be specific, concise and compelling

e Use correct grammar

* |Include benefits to the user and a call to action
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Writing Effective Ad Text

« Avoid using your company name in title
— EXxception:
 When your customers are searching for you by name

* Do use keywords in the title that have proven successful
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Include a Call to Action

Examples: Get info. Research here. Download free white
paper. Order our catalog. Buy now. Save money.

u:iﬂd New and Used BUUHS]

Special Shakespeare Collection
Huge Eelectinnl Order Online Today! I

www_AdWordsExample com

Avoid meaningless slogans and gimmicky language

Qv
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Differentiate Products or Services

Send Chocolate Gifts

ISave 10% Jon all chocolate orders.
[Free shipping over $50.

www_chocolate-example.com

« Save 50% * Free Shipping
o $10 Off * Free White Paper

e Seasonal Sales
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Keywords in Ad Text

Catch your customer’s eye by making sure your
headlines match the keywords.

Collector Dolls 40% Off

The Anastasia Collection -
Porcelain Dolls, Doll Stands, & More

www.Figurines.com

P

Discoun( Fiqurines )
Unique Collecti =~GtftTdeas,

Figurines & Miniatures. Buy Online!
www.Figurines.com

..-::I ‘ 1B

3 |%I:I::'J- X ,
SRR fr e s bk

SR TRSTIRT] (7 1 T g e Y LT T { }
S . AN
I | I . .

(L

' CY o Matching terms show up in bold
text on the Google results page.
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Advertise by Location

Location in ad text can increase performance
o Attracts attention of local users

e Non-local users will not click on ad

New York Advertising

Target your ads to a specific
country, state or city!
www_google.com
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Inter-capitalize Display URL

Find New and Used Books Find New and Used Books

Special Shakespeare Collection Special Shakespeare Collection

Hu lon. nline Today! Hu ! Online Today!
www_adwordsexample com www_AdWordsExample.con

Inter-capitalizing your display URL may make your ad
stand out more and lead to better clickthrough rates
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Experiment with Multiple Ads

Use multiple ads to test messages and see which on works best

Google Online Advertising
Maximize your ROl with AdWaords.
Try our CPC program today.
www._google.com

Online Advertising | Start Advertising Online
See your ads on Google instanthy. Target your ads to a specific
Connect with new customers. country, state or city!

WWW.google.com WwWw._google.com
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Automatic Optimization of Ads

Advanced Options

Keyword Bidding: Default manual bidding - Max CPC
Yiew and edit bidding options

Ad scheduling: Off. Ads running at all times.
Turn on ad scheduling 7

Fosition preference: [ Enable position preferences 3

m ® Optimize: Show better-performing ads
mare often

() Hotate: Show ads more evenly

Slide 47



Writing An Effective Ad - Exercise



Writing Ad Text: Exercise

 Write a compelling ad for your dog-walking company that describes
your product

* Follow these ad-text character limitations :
— Ad Title (25 character limit)
— Two Lines of Ad Text (35 character limit each)
— Display URL (35 character limit)
— Spaces count as characters

e 5 minutes

When done, get in pairs and critique each others’ ads
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Other Internet Ad Formats



Internet Ad Formats

Text Ads

Image Ads

Example Mohile Text

Animated Ads

Video Ads

Mobile Ads

Local Business Ads

Traveling ® Doﬂ.net

Trawlgnar and acc c.-:.".scrrms for your dog.

[Ad] Mars Trips -

deals example com

Buy a snowboard today
High quality boards, guaranteed
Free shipping far a limited timel
wnnw. examplesnowhoard. com

reat
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Keyword-Targeted Advertising Vocabulary



Definition: Impressions and Clicks

* Impression: The displaying of your ad one time to one user

e Click: The action of a user clicking on your ad
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Definition: CTR

CTR: clickthrough rate

Clicks

= CTR (expressed as %)
Impressions
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CTR Examples

CTR is a measure of relevance

20 clicks
Example Advertiser A: = = 20
P 1000 impressions 0.02=2%
e Advert _ 3 clicks
Example Advertiser B: ~ 0.03 = 3%

100 impressions
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Definition: CPC

CPC.: cost-per-click

* You are charged only when a user clicks on your ad, hence the
pricing model is cost-per-click

» Also called pay-per-click
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Definition: CPM

CPM: cost per 1000 impressions

e Site-targeting campaigns vs. keyword targeted campaigns:

Site-targeted ads appear next to content on sites that you
choose.

You pay on a cost-per-thousand impressions (CPM) basis,
paying for how often your ad is shown.

You are charged for every 1,000 impressions your ad receives

CPM of $3.00: You pay $3.00 every 1000 times your ad is
displayed
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Definition: Quality Score

Quality Score

« Search engines only want quality ads in their results

* So they measure the relevance of keywords and ads and assign a Quality

Score.

» Advertisers are rewarded for having a high Quality Score by having their
ads promoted higher while paying less for clicks.

 Factors may include:

- CTR

— Keyword relevance to ad text

— Landing page quality
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Definition: CPC Bid

CPC Bid

 The maximum you pay per click to show your ads
 Top spot are auctioned, so you bid to get to the top spot

* You usually pay less per click than your bid
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To Learn More about Google AdWords or Sign Up

« The AdWords Learning Center

— http://Iwww.google.com/adwords/learningcenter/

 Google AdWords Sign Up

— http://adwords.google.com/
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