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about.com, 14
Account Snapshot page, 37-38
accounts
activating, 31-33
Analytics, 349-350
payment, 32-33
action words, 132
activating accounts, 31-33
Active campaign, All Online Campaigns
view, 39
ad groups
reports, 338
with unrelated keywords, 373-374
Ad Performance tools, 194-199
Ad Serving option, 372-373
ad writing
about, 117
action words, 132
adding subdomains and subdirectories,
135-136
attracting right prospects, 118-121
benefits before features, 131
call to action, 131-132
capitalization, 136
competition study, 122-123
credentializer, 131
descriptions, 129-131
differentiators, 130
domain names, 134
dynamic keyword insertion,
136-139
fake www domain, 136-137
free, 120
goals, 118-121
haiku, 132-134

headlines, 127-129
image ads, 143-144
in keywords, 121
list features, 130
local business ads, 144-146
manage expectations, 121
mistakes, 120-121
mobile text ads, 144
motivating action, 124-131
naming online store, 134-136
offer positioning, 123
offer solutions, 130
personals ad, 120
positioning, 123-124
price, 130-131
qualifiers, 132
sales and promotion, 131
subdomain redirects, 136, 140
swipe files, 128-129
text-ad guidelines, 140-142
value propositions, 130
video ads, 146-147
www prefix, 136

adding
JavaScript tags, 311-319
keywords, 111-113
negative keywords, 111
subdomains and subdirectories,

135-136

tracking code to Web page, 350-351
users, Analytics, 352
video, 386-387

AdGooroo, 168

ads
can’t see, 34-36
example, 12
Google results, 13
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ads (continued)
low ad rank, 34
not visible, 33-34
search partner results, 14
showing, 13-16
Ads Diagnostic tool, 194-197
Ads Preview tool, 197
Ads tab, individual Campaign view, 45-46
AdSense
about, 1, 205
sites, 14-16
advanced settings, default campaign,
159-160
Advertiser Competition column,
Keyword tool, 186-187
advertisers, number of markets, 61-62
advertising spent markets, 57-59
AdWords
about, 1
account, 3
bid price, 17
and Gmail, 16
popularity of ads, 18
versus Yellow Pages, 122-124
AdWords Editor, 199
AIDA (attention, interest, desire,
action), 127
All Online Campaigns view
about, 38-39
active campaign, 39
Avg. CPC average cost per click, 42
budget, 39
campaign name, 39
clicks, 40—41
cost, 42
CTR (Click-Through-Rate), 41
deleted campaigns, 39-40
folders, 39
hiding campaigns, 40
impressions, 41
paused campaigns, 39
status, 39-40

Amazon, 6668, 137, 277
America Online (AOL), 1, 14
Analytics
about, 84, 347-348
adding tracking code to Web page,
350-351
adding users, 352
automating reporting, 362
Campaign screen, 360-361
choosing default page, 352-353
configuring, 351-354
creating account, 349-350
creating goal, 355
data, 357-362
determining goal value, 355
e-commerce setup, 355-356
evaluating Web site changes, 365-366
filtering internal traffic, 353-354
funnels, 354-355
goals, 354-355
installing, 349-356
Keyword Positions view, 362
loyalty and recency, 364-365
optimizing site for more visitors, 363
page navigation, 366-368
site stickiness, 363-364
Anderson, Chris, 97
AOL (America Online), 1, 14
Apple Computer, 133
articles, 268-269
Ask.com, 14
Askhowie, 7-8
assessing online market profitability,
51-60
asynchronous communication, 217
attachments, sending, 254
attention span of prospects, 224-225
attracting right prospects, 118-121
Audacity, 271
audience, campaign setting, 153



audio
about, 269-271
sales letters, 270
testimonials, 222, 270
Audio Acrobat, 270
automatic unsubscribe, autoresponder,
251-252
automating reporting, Analytics, 362
autoresponders
about, 241-242
attachments, 254
automatic unsubscribe, 251-252
AWeber, 246-251
leads and customers through sales
funnel, 251
links, 253
list name, 242
phishing, 253
planning e-mail sequence, 244-246
spam, 252-254
spam trigger words, 253
text instead of HTML, 253
verified opt-in, 242-244
auto-tagging, 349
Average Pageviews per Visit metric, 363
Avg. CPC average cost per click, All
Online Campaigns view, 42
Avg. CPM, campaign management, 43
Avg. Pos., campaign management, 43
AWeber
autoresponders, 246-251
prospects, 227-231
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Bedard, Christian, 385-386, 393-396
beginner’s mistakes
about, 371
creating ad groups with unrelated
keywords, 373-374
declaring split-test winners too
quickly, 377

declaring split-test winners too
slowly, 376
80/20 principle, 375-376
forgetting phrase matching or exact
matching, 377-378
ignoring negative keywords, 378
keeping keyword Quality Score hidden,
378-379
mixing search and content results,
374-375
no split-testing, 371-372
retiring ads without split-testing,
372-373
spending in beginning, 379-380
split-testing for improved CTR, 373
benefits, ad writing, 131
bidding
broad keywords, 168-169
data and, 169
default campaign settings, 157
initial strategies, 168—-169
niche keywords, 168
persistence, 63
price, 17
on your own brand name, 385-386
billing, 30-31
Blanks, Karl, 297
blind advertising network, 147
Blink: The Power of Thinking without
Thinking (Gladwell), 211
blogs, 1, 75-76, 269
Blue Man Group, 257
bold keywords, 102
Bolle, Jaco, 393-396
bonus chapters, 6
brainstorming for negative keywords,
109-111
brand marketing, 19
Bregman, Peter, 264
bribing
to opt in landing pages, 214-217
prospects, 232-239
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broad matches

case studies, 384-385

keywords, 88-89
broadcast e-mails

about, 254-255

e-newsletters, 255-256

repurposing, 257

special events, 255
Brunson, Adriel, 146
budget

for ads, 30

All Online Campaigns view, 39

default campaign settings, 157
bulk, default campaign settings, 155
bullets on landing pages, 219-221
Bullock, David, 124, 293, 396-397
Bundles tab, 153
business.com, 14
business-to-business leads, 391-393
buying trends at online stores, 64-68

oo

Calimacil, 385-386
call to action ad writing, 131-132
campaign management
about, 37-38
Avg. CPM, 43
Avg. Pos., 43
Content Auto Max, CPC, 43
Content Managed Max, CPC, 42
Search Max. CPC, 42
statistics, 37
Campaign screen
ad content segmenting, 361
Clicks tab, 361
Goal Conversion tab, 361
Site Usage tab, 361
views, 361
Campaign Summary page, 37
Campaign tab, 37

campaigns
choosing content placements, 164-167
combining keyword and placement
targeting, 168
content network, 163
content placements, 164-167
creating, 27-30
default settings, 152-161
Google search, 162
names, 39
Placement Tool, 165-167
search partners, 162-163
types, 161-164
Canovas, Josephine, 274
capitalization
ad writing, 136
text-ad guidelines, 141
carpetdepotdecatur.com, 390
case studies
adding video, 386-387
bidding on your own brand name,
385-386
broad match and negative keywords,
384-385
Bullock, David, 396-397
cold calling, 391-393
customer objections, 393-396
internetvideoguy, 389-390
local search with video, 390
sales conversion data, 381-382
savefuel.ca, 393-396
SiteSell, 386-387
split-testing, 387-389
tracking conversions with Analytics,
382-384
cash flow, 20-21
Chapuis, Joe, 272-273, 386-387
checking
data integrity, 357
your account once activated, 31, 33



Cialdini, Robert, 233
Clean Sweep, negative keywords
tool, 190
clicks
for ads, 1
all Online Campaigns view, 40-41
Clicks tab, Campaign screen, 361
Click-Through Rate (CTR), 17
clients, 83
code
generating and copying, 325-326
on Web site, conversion tracking,
326-328
cold calling, 391-393
Collier, Robert, 82
columns
conversion rate, 329-330
conversion tracking, 328-331
conversions, 329
cost/conversion, 330-331
.com keywords, 100
competitors
claims, 142
keyword bids, 56-57
keywords, 62
study, 122-123
Web sites, 76-77, 300-301
CompuServe, 14
concept-focused landing pages, 206
concepts, keywords, 103-104
conference calls, 258
configuring
Analytics, 351-354
goals and funnels, 354-355
consistency, 2
content
guidelines, 34
overview, 359
placements, 164-167
segmenting, 361
Content Auto Max, CPC, 43

Content Managed Max, CPC, 42
content network
about, 47
traffic, 374
conventions, 2
conversion
file types, 325
generating and copying code, 325-326
language, 324
markup language, 325
page, 312
values, 323, 335
Conversion Optimizer, 169
conversion tracking
about, 183, 321-322
code on Web site, 326-328
columns, 328-331
creating reports, 337-341
customizing reports, 341-345
data, 345-346
indicator customizing, 325
module, 331-332
naming, 322
ROI of ads and keywords, 332-336
setting up, 322-328
testing, 328
tracking sales from shopping cart, 328
types, 323-325
converting clicks to money, 6
Conway, Kelly, 387-389
cookies
about, 66
split-testing landing pages, 209
copyright and trademark usage, 141
cost
ads, 12
AdWords, 1
All Online Campaigns view, 42
for clicks, 30
Cost and Ad Position Estimates option,
Keyword tool, 187-188

Index 403



404

Google AdWords For Dummies, 2nd Edition

countries
ads seen in, 27
default campaign setting, 153, 154
credentializer, 131
credibility of landing pages, 211-214
credit cards for account, 32
CSV, 54, 362
CTR (Click-Through-Rate)
about, 372-373
All Online Campaigns view, 41
ctrexpert.com, 387-389
custom shape, default campaign
settings, 155
customers
asking, 301-302
behavior database, 277
desires, 210-211
objections, 393-396
testimonials, 275
customizing
ad performance reports, 343-345
default campaign settings, 155-156
keyword performance reports, 341-343
reports, 341-345
reports, conversion tracking, 341-345
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Dashboard
content overview, 359
goals overview, 360
map overlay, 359
site usage statistics, 358-359
traffic sources overview, 359
Visitors Overview graph, 359
visits-by-day graph, 358
data
Analytics, 357-362
bounce rate, 359
checking for integrity, 357

content overview, 359
conversion tracking, 345-346
goals overview, 360
map overlay, 359
site usage statistics, 358-359
traffic sources overview, 359
viewing in Dashboard, 357-360
Visitors Overview graph, 359
visits-by-day graph, 358
decisions and keywords, 84-86
decoding keywords, 82-88
default bid, 114
default campaign settings
about, 152
ad delivery, 160-161
ad rotation, 160-161
ad scheduling, 159
advanced settings, 159-160
audience, 153
bidding and budget, 157
bulk, 155
countries and territories, 153-154
custom shape, 155
customized, 155-156
delivery method, 158-159
demographic, 156
frequency capping, 161
language, 156
locations, 153
map point, 155
networks, devices, extensions, 156-157
position preference, 157-158
regions and cities, 153, 154
start and end dates, 159
default settings
Analytics, 352-353
Google, 374
deleted campaigns, All Online Campaigns
view, 39-40
deleting keywords, 114-116



delivery, default campaign settings,
158-161
demographics
default campaign settings, 156
reports, 338
descriptions, ad writing, 129-131
design, Web site, 264-267
desirable actions, landing pages, 214-222
destination URLs, 115
developing negative keywords, 107-111
different points of view, keywords, 100
differentiators, ad writing, 130
direct marketing
about, 19
improving marketing, 21-22
measuring results, 20
prospects, 23
direct-response marketing, 1
disapproved ads, 197-198
discretionary purchases, 85
DiSorbo, Joe, 391-393
Display Ad Builder, 143
display URLs
about, 46
ads, 28
domain names, in ad writing, 134
D’Souza, Sean, 216
dynamic keyword insertion
ad writing, 136-139
landing pages, 208
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EarthLink, 1, 14
eavesdropping
markets, 69-78
online groups, 69-74
eBay, 137
e-commerce setup, Analytics, 355-356
Edit Keywords link, 114
Edit Keywords tool, 116
editing keywords, 114-116

editorial disapproval, ads, 34
editorial guidelines, 34
80/20 principle
about, 180-183
beginner’s mistakes, 375-376
e-mail
AdWords account, 26
autoresponder, 241-254
contact prospects, 239-258
prospects, 23
e-newsletters, 255-256
estimating profitability
Keyword Tool, 57
markets, 56-57
Traffic Estimator, 57
evaluating Web site changes, Analytics,
365-366
Evoy, Ken, 386-387
exact matching
beginner’s mistakes, 377-378
format, keywords, 88, 90
Excel
about, 54
keywords, 105-107
experiment pages, 313
experiments, 308-319
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fads, keywords for, 59

fake www domain, 136-137

feature shopping, 86

feedback. See also split-testing
from Google, 194-199

Feldman, Lori, 225

file types, conversion code, 325

filtering internal traffic, Analytics,

353-354

Firefox, 197, 363

firing keywords, 172-180

first-time buyers, 263

Flack, Brad, 390
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folders, All Online Campaigns view, 39
Food Network, 14

formats, keywords, 88-91

forms on Web site for prospects, 231-232
forum discussions, 74

free ad writing, 120

frequency capping, 161

Funnel Visualization, 367

funnels, 355

future health markets, 59-60

oG o

gclearnfree.org, 382-384
geographic location
about, 35
keywords, 98
reports, 338
geo-targeting, 35
gerunds, 100
Gladwell, Malcolm, 211
Gmail, 16
Goal Conversion tab, Campaign
screen, 361
goals
ad writing, 118-121
Analytics, 355
Dashboard, 360
value, 355
Godin, Seth, 22, 83, 234
Google
ad results, 13
default settings, 374
feedback from, 194-199
keyword expertise, 84
link reporting, 77
organic listings, 17
Page Reputation, 17
PageRank, 16
search algorithm, 16-17
search engine, 12

search partners, 14
search relevance, 16
Google AdWords. See AdWords
Google Groups, 72-73
Google Maps, 145
Google Related Searches feature, 94-95
Google Trends, 59-60
Google Website Optimizer (GWO). See
Website Optimizer
Google’s Wonder Wheel, 94
goto.com, 18
Goyette, Rob, 134, 208

o o

haiku ad writing, 132-134
Harrison, Michael, 351
headlines
ad writing, 127-129
landing pages, 211
HGTYV, 14
hidden ads, 34-36
hiding campaigns, All Online Campaigns
view, 40
Hollings, Dan, 275
home shopping, 274
home-based business offers, 125-126
HowStuffWorks, 14
hyper-aggressive, 92
hyper-conservative, 92

o]e

ideas, split-testing, 290-292

ignoring negative keywords, 378

image ads, 143-144

importing and adding leads, 232

impressions, All Online Campaigns
view, 41

improving marketing, 21-22

inbound links, 77



Increasing sales with Web video, 272-273
Individual Campaign view
Ads tab, 45-46
Keywords tab, 44-45
Networks tab, 45
Influence: The Psychology of Persuasion
(Cialdini), 233
infomercials, 20
InfoSpace, 14
input, 157
Insights for Search tool, 193
installing Analytics, 349-356
instructions on landing pages, 222
Internet, 1
internetvideoguy, 389-390
IP address, 35-36, 353
IP Exclusion tool, 191
ipligence.com, 35

° ] °
Jabas, Dave, 32
JavaScript tags
adding, 311-319
Website Optimizer, 311-319
Jesson, Ben, 297
joining Yahoo! Groups, 70
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Kabbalah, 276
Katz, Michael, 256, 274
Keller, Shane, 382-384
Kennedy, Dan, 121
Keyword Positions view, Analytics, 362
Keyword Spy.com, 95
Keyword tool
about, 92-93
Advertiser Competition column,
186-187
Cost and Ad Position Estimates option,
187-188

estimating profitability, 57

Google AdWords, 54

markets, 63-64

negative keywords, 110

Possible Negative Keywords
option, 189

Search Volume Trends option, 188

keywords

about, 5, 81-116

ad writing in, 121

adding, 111-113

for ads, 28-29

AdTool, 100-101, 105

broad match format, 88-89

.com, 100

decisions and, 84-86

decoding, 82-88

deleting, 114-116

different points of view, 100

different versions, 99

divide into concepts, 103-104

editing, 114-116

80/20 principle, 180-183

exact match format, 88, 90

Excel management, 105-107

firing keywords, 172-180

formats, 88-91

geography, 98

Google expertise, 84

Google Keyword Tool, 92-93

importance, 81-82

landing page, 103

long-tail keywords, 177-178

misspellings, 98-99

negative-ROI, 179-180

nurturing, 172-180

organizing, 104-107

peel and stick, 105

performance reports, 341-343

phrase match format, 88-89

phrase matches, 28

and placement targeting, 168
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keywords (continued)
poor, 34
poor quality, 180
Quality Score, 34, 103
ranking, 180
relocating keywords, 172-180
research, 92-97
singular and plural, 100
solid performers, 174-177
sorting into ad groups, 102-107
split-testing, 103
star, 172-174
suggestion tool, 29
thinking like prospects, 86—-88
underperforming, 178-179
using server, 95-97
using text editor, 104-105
Yahoo! Groups, 70-72

Keywords tab
about, 113
Individual Campaign view, 44-45

o/ o

landing pages
about, 19, 22, 103, 115, 203-204
based on location, 209-210
based on operating system, 210
bribing to opt in, 214-217
bullets, 219-221
changing, 209
concept-focused, 206
credibility, 211-214
customers wants, 210-211
desirable actions, 214-222
dynamic keyword insertion, 208
headlines, 211
instructions, 222
keywords, 103, 205-207
look and feel of, 211-212
PHP, 208-210
product-focused, 206
real-time engagement, 217-218

scraping Internet, 210
split-testing with cookies, 209
survey to customized letter or
report, 209
third-party testimonials, 221-222
title tags, 207-208
turn-the-corner, 207
visual cues, 213
landing URL, 46
languages
ads in, 27, 36
AdWords, 25
conversion, 324
default campaign settings, 156
text-ad guidelines, 142
launching AdWords campaign, 5
lead Web sites, 262-263
leads
about, 23
autoresponders, 251
conversion type, 323
generating magnet prospects, 237-239
learning budget, 380
less competitive markets, 62
links
autoresponders, 253
reporting, 77
text-ad guidelines, 142
lists
autoresponders, 242
features, 130
Livingston, Glenn, 52-53, 62, 137
local business ads, 144-146
local search with video, 390
location-based landing pages, 209-210
locations, default campaign setting, 153
The Long Tail (Anderson), 97
long-tail keywords, 97, 177-178, 384-385
low ad rank, 34
loyal advocate Web sites, 263
loyalty, Analytics, 364-365
Lycos, 14
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magazines, 129
mail, postal, prospects and, 258
managing
e-mail lists, 257-258
expectations, 121
managing AdWords account
about, 30-36
campaign management, 37-47
manual exclusion, negative keywords
tool, 190
map overlay, Dashboard, 359
map point, default campaign setting, 155
marketing, 5
market-research opportunity, 51
markets
advanced methods, 61-68
advertisers number of, 61-62
advertising spent, 57-59
bid persistence, 63
buying trends at online stores, 64-68
competitors’ keyword bids, 56-57
competitors’ keywords, 62
competitors’ Web sites, 76-77
determine size, 53-56
eavesdropping, 69-78
estimating profitability, 56-57
future health, 59-60
Keyword Tool, 63-64
less competitive, 62
positioning, 78-79
research, 12
markup language conversion, 325
Marshall, Perry, 52, 83, 102, 129, 136, 143,
236, 257, 281
Mastering Search Advertising—
How the Top 3% of Search
Advertisers Dominate Google
AdWords (Stokes), 168
McCarthy, Ken, 52, 59, 78-79, 221, 240
measuring results, direct marketing, 20

mechanics, split-testing, 288

Middleton, Robert, 270, 271

Milkowski, Joy, 129, 132, 135, 143, 379

mindset, 102

Mission Control, 37-47

misspellings, keywords, 98-99

mistakes, ad writing, 120-121. See also
beginner’s mistakes

mobile text ads, 144

module, conversion tracking, 331-332

monitoring split-testing, 286

More Sponsored Links link, 33, 61

motivating action, ad writing, 124-131

Mouser, Richard, 288, 296

MP3 files, 271

MPG calculator, 57-59

My Change History tool, 198-199

o\ o

naming
campaigns, 39
conversion tracking, 322
online store, 134-136
need it now shopping, 86
negative keywords
about, 88, 91, 107-111
adding, 111
AdWords Keyword Tool, 110
brainstorming, 109-111
developing, 107-111
search Google for, 110
Search Query Report, 110
negative keywords tool
Clean Sweep, 190
manual exclusion, 190
negative qualifiers, 120
negative-ROI keywords, 179-180
Nesbit, Kerry, 90
Netscape, 1
Netscape Netcenter, 14
networks, default campaign setting,
156-157

409
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Networks tab, individual Campaign
view, 45

Neuro-Linguistic Programming
(NLP), 128

Newman, Paul, 107

newsletters. See e-newsletters

newspaper Web sites, 1

nondiscretionary purchases, 85

Non-Family Safe classification, 197

not visible ads, 33-34

Notepad, 104

nurturing keywords, 172-180

o () o

offers
positioning, 123
solutions, 130
something wanted, 234-235
text-ad guidelines, 142
offline prospects, 258-259
O’Hara, David, 387-389
online community, 163-164
online groups
blogs, 75-76
forum discussions, 74
Google Groups, 72-73
Yahoo! Groups, 70-72
online market
about, 51-79
assessing market profitability, 51-60
online store URLs, 28
opening new account, AdWords, 25-26
operating system-based landing
pages, 210
optimizing site for more visitors, 363
opt-in
form, 227-231
prospects, 226-232
via e-mail, 232

organic listings, Google, 17
organizing keywords, 104-107
outcome, 157

Overture, 18

o e

page and funnel navigation, Analytics,
366-368
page navigation, Analytics, 367
Page Reputation, Google, 17
PageRank, Google, 16
pageviews, 359
passwords, AdWords account, 26
paused campaigns, All Online Campaigns
view, 39
pay per impression, 43
payment, accounts, 32-33
PayPal, 65
pay-per-click (PPC)
about, 18-19
profit, 11-12
PDFs, 362
peel and stick, 105
Perforce, 384-385
performance reports
about, 338
customizing, 343-345
permission from prospects, 23
Permission Marketing (Godin), 234
personals ad, 120
phishing, 253
PHP programming
landing pages, 208-210
Web site, 277-278
phrase matches
beginner’s mistakes, 377-378
keywords, 28, 88-89
placement performance reports, 339
Placement Tool, campaigns, 165-167
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placement/keyword performance
reports, 338
planning
e-mail sequence, autoresponders,
244-246
for future need shopping, 86
Point B: A Short Guide to Leading a Big
Change (Bregman), 264
poking, 83
poor keywords, 34, 180
positioning
ad on results page, 30
ad writing, 123-124
markets, 78-79
preference, 157-158
positive keywords, 88-91
Possible Negative Keywords option,
Keyword tool, 189
postpay billing, 32
prepay billing, 32
pressure tactics, prospects, 224-225
price
ad writing, 130-131
shopping, 86
privacy policies, 213
product-focused landing pages, 206
profitability, estimating, 56-57
profitable ads, tracking, 332-335
promotional codes, 33
prospects
about, 223-224
attention span, 224-225
AWeber, 227-231
bribing, 232-239
broadcast e-mails, 255-256
conference calls, 258
direct marketing, 23
e-mail autoresponder, 241-254
e-mail contact, 239-258
form on Web site, 231-232
give something of value, 233

how to think like, 24

importing and adding leads, 232

lead-generating magnet, 237-239

and mail, 258

managing e-mail lists, 257-258

offer something wanted, 234-235

offline, 258-259

opt-in, 226-232

opt-in form, 227-231

opt-in via e-mail, 232

pressure tactics, 224-225

reassure visitors, 235

relationship building, 225

selling, 235-236

thank-you page, 236-237

thinking like, 86-88

verify lead, 240-241
Psychotactics, 216-217
punctuation, text-ad guidelines, 141
purchase/sale conversion type, 323
Purtell, Shawn, 355, 357

.Q.

qualifiers, ad writing, 132
Quality Score
about, 103, 180
hidden, 378-379
keywords, 34
Quintura, 94
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ranking keywords, 180

Real Media, 271

real-time engagement landing pages,
217-218

reassure visitors, 235

recency, Analytics, 364-365

Reed Business, 14

referrer Web sites, 263
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regions and cities, default campaign
setting, 153-154
relationship building, prospects, 225
relevance, Google search, 16
relocating keywords, 172-180
reports
ad group, campaign, account
performance, 338
ad performance, 338
conversion tracking, 337-341
customizing, 341-345
demographic performance, 338
geographic performance, 338
placement performance, 339
placement/keyword performance, 338
search query, 338-339
settings, 339-340
templates, scheduling, e-mail, 340-341
URL performance, 338
repurposing broadcast e-mails, 257
results-accountable medium, 122
retiring ads without split-testing, 372-373
return on investment (ROI). See ROI
Reverse Goal Path, 368
rfyvideo, 146
Robbins, Tony, 222
Roget’s New Millennium Thesaurus, 93
Rohn, Jim, 117
ROI
about, 20-21
of ads and keywords, 332-336
keywords, 335-336
ROI Revolution, 348, 351
roirevolution, 355, 357
root URL, 45
rotation, default campaign settings,
160-161
Rothwell, David, 199, 384-385
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Safari, 363
sales
ad writing, 131
conversion data, 381-382
copy, Web site, 267-268
savefuel.ca, 393-396
scheduling, default campaign
settings, 159
scraping Internet, landing pages, 210
search algorithm, Google, 16-17
Search Max. CPC, campaign
management, 42
search network traffic, 375
search partner results, 14
Search Query Report, negative
keywords, 110
search query reports, 338-339
Search Volume Profitability
Calculator, 56
Search Volume Trends option, Keyword
tool, 188
Search-based Keyword Tool, 93
searches
for negative keywords, 110
number of, 54-55
terms, 24
second-time buyer on Web sites, 263
security level conversion, 324
selling
at online groups, 69
prospects, 235-236
server log for keyword research, 95-97
setting up
about, 25
AdWords account, 25-36
conversion tracking, 322-328
creating campaigns, 27-30
opening new account, 25-26
settings, reports, 339-340



Index 4 ’3

Seward, Timothy, 348, 364, 367
shop tours of Web site, 274
Shopping.com, 14
showing ads, 13-16
signup, conversion type, 323
singular and plural keywords, 100
Site Exclusion tool, 191
site stickiness, Analytics, 363-364
site usage statistics, Dashboard, 358-359
Site Usage tab, Campaign screen, 361
SiteSell, 386-387
size, market, 53-56
small businesses, 1
snippets, 326-328
solid performers, keywords, 174-177
Sony Sound Forge Audio Studio
program, 271
sorting into ad groups, keywords,
102-107
spam
autoresponders, 252-254
trigger words, 253
special events e-mails, 255
spelling and grammar text-ad
guidelines, 141
spending in beginning beginner mistake,
379-380
split-testing
about, 46-47, 103, 282-283
ad creation, 284-285
ad ideas, 290-292
beginner’s mistake, 371-372
case studies, 387-389
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your strategies and tracking results, 6 can't see ad, 34-36
text ads, 5 conversion code on Web site, 327
text editor for keywords, 104-105 not visible ads, 33-34
text files TSV files, 362
about, 105 turn-the-corner landing pages, 207
autoresponders, 253
text-ad guidelines o u o
capitalization, 141
competitive claims, 142 Underhill, Paco, 347
copyright and trademark usage, 141 underperforming keywords, 178-179
language, 142 URL performance reports, 338
links, 142 User Manager, 352
offers, 142 users, Analytics, 352
punctuation, 141
spelling and grammar, 141 ( U o

TextEdit, 105 o ‘
thank-you page for prospects, 236-237 validating JavaScript tags, 311-319

The New York Times (Web site), 14 value propositions, 130
The Robert Collier Letter Book value-giving to prospects, 233
(Collier), 82 values conversion, 335
The System Seminar for Online verified opt-in, autoresponder, 242-244
Marketing, 52 verify lead prospects, 240-241
thesaurus tools, 93-95 video
thinking like prospects, 24, 86-88 adding, 386-387
third-party testimonials landing pages, adding to Web site, 386-387
221-222 ads writing, 146-147
third-time buyer to Web sites, 263 increase sales, 272-273
throughputs, 21 teaching, 276
title tags, landing pages, 207-208 testimonials, 221-222
Todd, Garrett, 133 Web site, 272-277
Total Market Health (TMH), 57-59 views
tracking. See also conversion tracking Campaign screen, 361
code to Web page, 350-351 key page, conversion, 323
conversions with Analytics, 382-384 Visitor Loyalty, 364-365
CTR, 333-334 Visitors Overview graph, Dashboard, 359
indicator customizing, 325 visitors to Web site, asking, 301-302
sales from shopping cart, 328 visits-by-day graph, Dashboard, 358
Traffic Estimator tool visual cues on landing pages, 213

about, 191-193
estimating profitability, 57



o[/ o

Web sites, 3. See also landing pages

about, 261-262
AdWords, 25

articles, 268-269
askhowie, 7, 8

Audacity, 271

audio, 269-271

Audio Acrobat, 270
bonus chapters, 6
Bregman, Peter, 264
competitors, 76-77
conference calls, 258
content guidelines, 34
customer behavior database, 277
customer testimonials, 275
design, 264-267

D’Souza, Sean, 216
editorial guidelines, 34
first-time buyer, 263
Godin, Seth, 83

Google AdWords, 6
Google Keyword Tool, 54
Google search engine, 12
Google search partners, 14
Google Trends, 59
Goyette, Rob, 134
Hollings, Dan, 275

home shopping, 274

IP address, 353
ipligence.com, 35

Jabas, Dave, 32
Kabbalah, 276

Katz, Michael, 256
Keyword Spy.com, 95
lead, 262-263
Livingston, Glenn, 52
loyal advocate, 263
magazines, 129
Marshall, Perry, 83
Middleton, Robert, 271

Milkowski, Joy, 379
Mouser, Richard, 296
online community, 163-164
PHP programming, 277-278
Quintura, 94

referrer, 263

rfyvideo, 146

Index 4 ’5

Roget’s New Millennium Thesaurus, 93

ROI Revolution, 348, 351
Rothwell, David, 199
sales copy, 267-268
second-time buyer, 263
shop tours, 274
Sony Sound Forge Audio Studio
program, 271
split-testing, 293
Starter Edition, 26
The System Seminar for Online
Marketing, 52
Taylor, Dave, 269
technorati, 75-76
third-time buyer, 263
Todd, Garrett, 133
transcription service, 259
Underhill, Paco, 347
video, 272-277
Web tools for, 264-277
Winner Alert tool, 293
ZonekEdit, 140
web tools for Web sites, 264-277
webgistix.com, 391-393
webinars, 255
Website Optimizer
about, 199, 295

adding and validating JavaScript tags,

311-319
experiments, 308-319
testing plan, 298-304
testing with, 305-319
what to test, 296-298

Webvideozone, 386-387



416

Google AdWords For Dummies, 2nd Edition

Why We Buy: The Science of Shopping PY y °®

(Underhill), 347
Windows Media, 271 Yahoo! Groups, 70-72
Winner Alert tool, 293 Yahoo link reporting, 77
writing ads. See ad writing Yahoo! Search Marketing, 18
www prefix in ad writing, 136 Yahoo Site Explorer, 77

Yellow Pages, 1, 24, 122-124
° X °
o/ o

XML, 362
ZonekEdit, 140



