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Evaluate Your Approach

# of Keywords $SKUs |Keywords to Test| |Time spent |Suggested Allocation

Is your ad copy effective? Testing? Time spent Suggested Allocation
1 2 3 4 Yes / No % %
Appropriate landing pages? Tésting? Time spent Suggested Allocation
1 2 3 4 Yes / No % %
Keyword Level Bidding? Multiple Matchtypes? Tine spent Suggested Allocation
Yes / No Yes / No % %




25TH ANNU AL

A Comprehensive Term List
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The Keyword List

TAILTERMS
low competition
low volume
high conversion
low risk




The Keyword List ACGM

“‘widget”

“blue widget”

“high speed widgets”

“Acme high speed widget”

“Acme RG-520-32”




Keyword Creation Tips ACGM

Test 3-10 keywords per SKU

— modifiers don’t count ("buy ", “  online”)
— synonyms, misspellings, SKU numbers

Fully automated tools can be dangerous

Use negatives to control when keywords
are matched

Start from the URL




Keyword Match Types ACGM

* Value of exact
match traffic Is
twice that of broad
match

e Multiple match
types help ensure
better user
experience




Check In: Keywords ACCM

# of Keywords $SKUs |Keywords to Test| |Time spent |Suggested Allocation

SKU count x 3 Suggested time
allocation for keyword

_ _ list build-out and
A website with 20,000 development:

SKUs should yield a
keyword list of at least 0
60,000 terms 10-30%
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Good Ad Copy Is Better Than
Bad Ad Copy.

Great Ad Copy May be Only
Slightly Better Than Good Ad
Copy.



PPC Ad Copy LTHAL

 Echo the users search string

* Provide a compelling “Why shop here?”
— offer or promotion
— numbers, percentages and “free”
— confirm message on landing page

e Test, Test, Test
— don’t just evaluate CTR
— evaluate overall conversion & efficiency
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PPC Ad Copy:
What's Effective?

“mother’s day frame” “kohler bath faucet”

lMom frame Kohler Bath Faucet

Find Unigue & Personalized Great Prices on Kohler Faucets.
ifts for Your Yalenting. Large Selection & Free Shipping!
ThingzRemembered. com Faucet com/Kohler

“dunlop crybaby classic” “denim mini skirt”

Dunlop Crybaby Classic L ucky BErand Jeans
Buy Dunlop Music Gear for Less. Shop for High Quality Clothes in
Free shipping on orders over $99. The Latest Styles from Lucky Brand!

busiciansFriend.com wnewy [UCk ybrandjeans. cam




Check In: Ad Copy ACGM

Is your ad copy effective? Testing?

Time spent Suggested Allocation

1 2 3 4 Yes / No

% %

Should A-B test ad
copy for highest traffic
terms

Suggested time for
testing/ maintaining ad

copy.

5-10%

(Mostly ensuring offer
In copy Is timely and
relevant.)
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Appropriate Landing Pages



Specific Landing Pages ACGM
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@OnliHEShoes_com_ 3 1.800,786.3141 | Help | Order Tracking | My Account | ‘& Cart (0)

Tell us a story

Home | Women Men Kids Brands Shops Sale about your outdoor advenlures' Submlt HDW
SEARCH [wiomen x| | GO ﬁvrmsmmns' 110% PRICE GUARANTEE - 90- mvuumunmnmmmnus
Merrell

m at onlinezhoes. com

MERRELL(Y)

at Onlineshoes. com

= Free shipping & Exchanges
= 110%: price guarantes
= 90-day uncenditional returns

Shaop Merrell:
Women's Merrell

Men's Merrell
Girls' Merrall

Bows' Merrell

Metrell blends technical
performmance, conternporary
deszign, and unmatched cornfort to
create outdoor and casual shoes
for men, wormen, and kids, and
apparel far ren and wormen,

® Brand Info # Technical Info

Horme |  Custormmer Service | Order Tracking | Returns & Exchanges | Shipping Information | Customer Reviews

Company Info | Privacy Policy | Affiliate Program | Termsz of Use | Caresrs | Site Map
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Check In: Landing Pages

Appropriate landing pages? Testing? Time spent Suggested Allocation

1 2 3 4 Yes / No % %

Should A-B test landing Sugggs_ted t:medfor
pages for highest traffic .- ¢rven ‘anding

_ page testing, design &
terms and top selling research:

Proaucts 10-15%




Understand YOUR PPC Economics



Economics:
Brand vs. Non-Brand

 Brand = aware of
you before search

e Non-brand =
Incremental



Economics:
Order Latency

‘men’s
oxford shirt’

‘desktop PC’

—
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Economics:

10 13 16 19 22 25 28
Days Since Click

—— 0p of Sales
— 0p of Orders




Economics:
Metrics that Matter

 Manage to non-brand, keyword-level
economics
— Ad Spend to Sales
— ROAS
— ROI
— Ad Spend to Margin



Economics:
Metrics that Matter

50%
40% info
AlS 30% |
target 0% clothing
0
10% computers, CE
O% I | | | | I |

10% 20% 30% 40% 50% 60% 70% 80%
COGS



Economics:
Metrics That Matter

Rule of Thumb formula for PPC ad spend:

A/S=(1-COGS — Variable Costs) / 2



Economics:
Margin Based Bidding

* A single Ad Spend/Sales ratio ignores
the margin differences between
categories (cameras VvVs. accessories)

 Margin based bidding results in better
bottom line ROI

— good solution: set different A/S targets
based on category margin structures

— best solution: bid based on observed
margin with frauds and cancels factored In



Economics:

Time of Day/ Day of Week

 Observed SPC
dOeSn’t Vary by Sale per click relative efficiency

position on the
120% 7
page — e
60% —
* |t often does vary
oy time of day and RN N
& F &

day of week

e Seasonality has a
big Impact as well




Economics:
Sales Versus Earnings



Check In: Economics

Keyword Level Bidding? Multiple Matchtypes? Time spent Suggested Allocation
Yes / No Yes / No % %
Managing keyword Suggested time for
: studying data, looking
level bids prevents for trends and refining
good terms from bid logic:

“holdi ”
pe?folrrr]r?et:sp o 5 O - 7 5 %




Questions?

Thank you.

More info at RKGblog.com

Ryan Gibson
ryan@rimmkaufman.com 434-970-1010 x110




