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SEM is an ongoing dynamic process with goals, setup, management and review &
Iteration.

1. Goals
Understand the Benefits of SEM
Choose & Set Goals

Search Engine Marketing: Process

2. Setup
Keyword Research

Campaign Setup
• Ad Copy

• Targeting
• Budget

• Scheduling

4. Analysis & Iteration
Analysis Tools

KPI’s
Review and Iteration

3. Management
Ad Centre
Reports
Quality Score
Conversion Tracking

Source: Digital Marketing Institute



•Concepts
•Goals 
•Campaign Setup
•Campaign Management
•Campaign Analysis

Agenda: Search Marketing (PPC)



Concepts: Positioning
Know where paid ads are listed

Paid Listings

Organic 
Listings



Concepts: Auction
Know how cost of click is formed
•All ads are ranked by AdRank
•AdRank = Bid * Quality Score (QS[1-10])

AR=20
(2bid*10qs)

AR=18
(3bid*6qs)

AR=10
(2bid*5qs)

AR=15
(3bid*5qs)

AR=9
(1bid*9qs)

AR=8
(2bid*4qs
)

AR=7
(1bid*7qs)

AR=5
(1bid*5qs)



Concepts: Quality Score
Factors that influence quality score

1-4 – Poor; 5-6 – Average; 7+ – Good



•Factors which impact click through rate:
•Ad Copy
•Call To Action (CTA) 
•Keyword Relevance to user’s search query
•Ad Relevance to user’s search query
•Position

Click-Through-Rate
Click-Through-Rate

CTR = 
Clicks/Impressions*100%



 

The User Journey
Pay-Per-Click Marketing provides acess to the complete user journey.

Exit

Activity
Goals

Search for 
“Adventure 

Holiday” Click on Ad 
campaign Browse & 

Purchase
Signup or leaveOrigin & Profile



Types of Goal
•Engagement
•Conversions
•Visibility
•Reputation 
•Credibility and status
•Market leadership
•Competitive advantage

Goals 
Choose 4 goals for your business and chose specific KPI’s for each goal.

KPI’s
•Cost per action
•Conversion rate
•Click-Through-Rate
•Keyword positioning analysis 
•Expected Click-Through-Rate 
•Ad relevance and landing page 
experience 



•What the AdWords Keyword Planner does: for specific keywords allows you to look at search 
volumes, in particular geographic locations over a particular timeframe.

•Use the AdWords Keyword Planner to find the research volumes for a specific keyword, in a 
specific region, over a specific timeframe. 

 

Research: Tools
AdWords Keyword Planner 



•Recognise what the AdWords Keyword Planner does in terms of estimating traffic:  gives you 
cost, click and impressions estimates based your ads based on keywords, budget and region.

 

Research: Tools
AdWords Keyword Planner



•Wordstat uses actual information about real users’ search terms over the past 28 days

 

Research: Tools
WordStat



Research: Tools
Google Trends 

“Водонагреватели”,
Kyiv, Past 12 month



•First key steps in building a campaign: 
•Setting targets / budgets
•Account setup
•Keyword selection
•Building campaign architecture
•Ad copy – Landing page
•Bidding
•Optimization

Campaign Process: Setup
Steps to setting up a campaign



•Account Structure: understand that a Google Account structure is built on Campaigns, Ad Groups and 
Ads. 

•Advantages of good Ad Group Organisation: simplified management, optimisation and reporting, 
improved performance in terms of lower cost per click, and higher quality score from Google. 

 Campaign

Campaign Process: Setup

AD
Ad Groups contains their own keywords and ads.

CPC set for individual keywords

AD GROUP
Group Ads for quality and/or subject

Configure CPC for Groups

CAMPAIGN
Configure language, geographic targeting and budget. 

Campaigns contains multiple ad Groups 

Source: Digital Marketing Institute
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•What is involved in devising a campaign architecture. 
•Within Google AdWords understand what a campaign is, and what the key settings are: 

•Bid multipliers
•Campaign Type

Campaign Process: Settings
Campaign Settings



•…devices, locations, languages, bid 
strategies, budget, delivery 
method…

 

Campaign Process: Settings
Campaign settings



•…start dates, end dates and ad rotation…

 

Campaign Process: Settings
Campaign settings



Keyword Match Types: Broad Match, Phrase Match & Exact Match

 

Campaign Process: Keyword Selection

Broad Match
Default option with the broadest reach. 

apple iphone 6 plus

Phrase Match
More targeted audience. 

“купить ноутбук” “бойлер киев”

Exact Match
Most targetted audience.

[купить бойлер] [водонагреватели]

BROAD MATCH

PHRASE MATCH

EXACT 
MATCH

Source: Digital Marketing Institute

BROAD MATCH MODIFIER
Broad Match Modifier

More targeted audience. 
+apple +iphone +6 +plus



•Negative Keywords. exclude irrelevant search queries.

Campaign Process: Keyword Selection
Negative Keywords



•Be aware there are character 
limits and what these limits 
are.

•Create your ad within 
Adwords by adding Headline, 
descriptions and display 
URL's and destination URL's

 

Campaign Process: Ad Copy
Creating Ad Copy



● Restricted:
•Exceeding character limits in ads.
•Use of special characters, trademarks, 
excessive punctuation, content.

•CAPITALISATION.
•Creating urgency with an action using the 
phrase ‘click’ or ‘click here’. 

•Overuse superlatives etc.

Campaign Process: Ad Copy Rules
Ad guidelines



•Attributes of good landing pages: 
•relevant content to search
•product
•title and image prominent and visible
•clear call to action (CTA)
•minimal clicks to conversion

Campaign Process: Landing Pages
Good landing page



•The dimensions of 
targeting are: 
•Time (time of day, week)
•Device (device category)
•Location (town, city, 

region or country)

 

Campaign Process: Targeting & Bid 
Adjustments
Options for campaign targeting



•The dimensions of targeting are location and language.  
  

 

Campaign Process: Targeting
Options for campaign targeting



•The dimensions of targeting are: network.  

 

Campaign Process: Targeting
Options for campaign targeting



•AdWords allows 
you to set a daily 
budget for your ad 
campaigns.

 

Campaign Process: Budgets 
Options for campaign budgets



•How to edit campaign-bidding settings

 

Campaign Process: Budgets 
Options for campaign bidding



•How to set / edit 
bids at ad group 
level

 

Campaign Process: Budgets 
Options for campaign budgets



Campaign Process: Display Network



•Performance reports

 

Management: Reports
Reporting options 



•Select different report attributes: time, date range etc. in the dimensions tab

 

Management: Reports
Reporting options 



Campaign Management: Quality 
Score
Quality Score



•You can set up Conversion Tracking under ‘Tools’ 

 

Campaign Management: Conversion 
Tracking
Conversion Tracking



Campaign Management: Bidding
Bidding

Maximal Bid* = 
Customer’s Lifetime Value x 
Conversion Rate

https://life-time-value.appspot.com
*In case of branding campaign Max CPC = Actual price you are willing to pay for an engagement/Ad frequency



•The effectiveness metrics, which companies often focus on are: 
•Conversion Rate and revenue in direct responce campaigns
•Scope and frequency in branding campaigns

 

Campaign Review: KPI’s
Identifying KPI’s in AdWords



Direct Response Campaign Optimization Guide



Branding Campaign Optimization Guide



•Link your AdWords account to your Google Analytics account

Campaign Review: Google Analytics
Google Analytics to optimise Google AdWords



Quality Score analysis
Identifying metrics in AdWords: expected Click-Through-Rate, ad relevance and 

landing page experience etc



Campaign Review with Google Analytics
Identifying KPI’s in Analytics: Cost Per Click and Revenue per Click



Campaign Review with Google Analytics
Identifying KPI’s in Analytics: conversions, conversion rate



Campaign Review with Google Analytics
Identifying KPI’s in Analytics: ad slot position performance analysis


