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Plugged In BY RENATO CRUZ SOGUECO

ADWORDS, PART 1
> If you’re a regular reader of this 
column, you know we’ve provided 
guidance on how to start — or restart 
— online advertising campaigns using 
Google’s AdWords and/or Microsoft 
Bing Ads, also known as pay-per-click 
or search marketing. 

At the upcoming SAF Convention in 
Maui, Ben Polk, senior account executive, 
top-tier brand development at Google, 
and I will go beyond basics and share 
insightful campaign strategies in two 
sessions: AdWords Intermediate and 
AdWords Advanced. This month and 
next, we’ll introduce concepts we’ll cover 
as we continue to push PPC as an essen-
tial marketing strategy for your business.

Protect the Brand
Why our obsessive insistence on investing 
in PPC? Have you ever gotten a call from 
a disgruntled customer who swore he 
purchased from your online store, but you 
couldn’t find the order? Competitors are 
using your business name as a keyword in 
their ad campaigns, siphoning off potential 
business at the expense of your brand. 

Google confirms that if a business 
uses its own name as a keyword in its ad 
campaigns, AdWords lowers the PPC 
cost while RAISING it for competitors 
who attempt to use it, allowing you — 
the true business owner — to cost-ef-
fectively promote your brand and recoup 
any orders that competitors try to steal. 

Google your shop name now to see 
if this is happening to you — if it is, it’s 
time to set up a basic AdWords cam-
paign, which is the first thing we’ll show 
you how to set up in Maui.  If you’d like 
to get started on your own, create a new 
campaign (call it anything), create a new 
Ad Group called “Brand Defense,” click 

“+ Keywords” and add your shop name 
in [brackets]. Set your budget at $10 a 
day (about $300 a month — more on 
this later), then create the ad. Keep the 
ad simple, but for the first line, consider 
mentioning your shop name — you are 
the only legal business that can do so, if 
you have it trademarked.

Optimizing Keywords
The best strategy to begin optimizing 
campaigns is using keyword match mod-
ifiers that allow you to fine-tune how 
keywords are used to trigger ad displays. 
This saves you money by limiting bad 
clicks, and it increases conversion (cus-
tomers making a purchase) since you’re 
showing ads to the right folks using the 
right searches. 

Keywords entered as is (no modi-
fiers) are broad matches that pick up 
any search as long as these words are 
used anywhere in a phrase, no matter 
what order, including all word variations 
and word synonyms. This is a default 
setting and may be the reason you get 
bad clicks.

To optimize, strongly consider 
modifying keywords by adding a plus 
(+) or minus (-) sign, placing them 
within [brackets] or “quotes.” The plus 
modifier is more restrictive where close 
variations (but not synonyms) of key-
words trigger ads. Placing a keyword in 
brackets will trigger an ad only when 
keywords are typed exactly how they 
appear, such as [purple orchids], while 
keywords in quotes trigger ads when 
other keywords are present, such as 
“purple orchids in pots.”

Link Google Analytics
Even at the basic level, be sure to cre-
ate and link your Google Analytics 
account for your website with your 
AdWords account. You’ll discover that 
this provides a full picture of which 
campaigns (more specifically, which 
keyword sets) customers click, and 
then you are able to track behavior on 
the website. 

The next step we recommend is 
working with Google to install the conver-
sion tracking code. WARNING: This stuff 
is highly technical! It’s an absolute must 
to have the web developer in on calls you 

have with Google. And you won’t even get 
a chance to talk with a Google rep until 
the investment in AdWords hits about 
$300 monthly. So consider making this 
monthly commitment.

Beyond the Basic Ad
Once you’ve tweaked current cam-
paigns, you can start creating new Ad 
Groups with your current campaign to 
build segments of your business. A good 
start for florists would be wedding, sym-
pathy and/or event business.

For each of these segments, you’ll 
want to create a new set of keywords 
and new ads. Now, this is critical: Google 
measures relevance of ads just as it does 
web pages, so if the ads don’t match 
content found on the landing page, then 
Google reduces its “Quality Score,” re-
sulting in lower or no ad shows. 

So for these segment ads, rather 
than pointing the click to your home 
URL, such as yourflorist.com, have it go 
to the page with the most relevant con-
tent, such as yourflorist.com/wedding-
flowers — this, of course, is if you have 
friendly URLs. If you don’t, chat with 
your web developer to get friendly URLs 
to match these subpages.

Next month, we’ll cover more ad-
vanced topics, such as managing several 
campaigns efficiently; managing product 
ad listings and inventories; creating site 
links within ads; developing more ad-
vanced ads, such as video ads and Gmail 
user-targeted ads; and more. 
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ppc pays in many ways If a business 
uses its own name as a keyword in its ad 
campaigns, AdWords lowers the PPC cost while 
raising it for competitors who attempt to use it.




