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3. A WORD ABOUT CLICK FRAUD
Click fraud is the manual or systematic process of generating artificial clicks on ads to drive advertisers 
off of SERP. This may be as simple as one of your competitors repeatedly clicking on your ads each 
day until your budget is maxed or sophisticated programs that mimic user behavior to generate 
artificial clicks. Regardless of the method, they can be costly and greatly impact the effectiveness of 
your paid search campaigns. All of the top search engines monitor this closely and actively credit 
questionable clicks automatically. Your best defense is to monitor your campaigns and web analytics 
to look for anomalies over time. When you do detect something out of the ordinary, work with your 
agency or the search engines themselves to identify the causes.

4. GETTING STARTED
It takes just a few minutes to set up a Google AdWords or Yahoo! Search Marketing account and get 
a campaign up and running. With a small budget, you can quickly get a feel for the process and the 
potential impact PPC can make on your online business. Whether you embark on this on your own 
or enlist an agency, the tips highlighted in this whitepaper will help you make the most of your search 
marketing efforts.

Google AdWords
(http://adwords.google.com/)

Yahoo! Search Marketing
(http://sem.smallbusiness.yahoo.com/searchenginemarketing/index.php?abr=2022403519&cmp=Yahoo
&ctv=AdSolutions)
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1. KEYWORD MATCHING
Each search engine has tools to alter the way a keyword behaves with search queries. By default, 
keywords are treated by search engines in their broadest context. These “broad” matched keywords 
trigger anytime they are typed into a search query. For example, if an advertiser bids on the keyword 
shoes, then whenever a searcher enters anything from shoes to red running shoes by Reebok, 
their ads would show. This is one of the easiest ways to begin a PPC campaign.

However, this is not always an ideal strategy for many advertisers. Extending this example, if the 
advertiser sold only dress shoes then a search for running shoes by Reebok is irrelevant. Instead, 
the advertiser can employ a variety of keyword matching tools to ensure their ads appear in the right 
context. Two possible tactics are “phrase” matching and “exact” matching.

With phrase match, dress shoes is established as the keyword phrase and the respective ad would 
only be shown for searches that contained the phrase dress shoes (e.g., red dress shoes, men’s 
dress shoes).  However, phrase match would also show ads for searches on Reebok dress shoes. 
To have the most control over when your ads show, you can use exact match. With exact match, a 
search for dress shoes will only show ads for that specific phrase, not red dress shoes, Reebok 
dress shoes, or dress shoe (singular form of shoe).

Best Practice
Use broad match to cover industry and category terms efficiently, and use phrase and exact match 
to target the right audience and maximize your PPC budget. 

2. NEGATIVE KEYWORDS
Negative keywords help to further refine ad placement. With negative keywords, the advertiser can 
set up words that will prevent the ad to be shown. Continuing our example, by naming Reebok as a 
negative keyword, searches for Reebok dress shoes would not trigger the ad but still allow the ad 
to appear for searches for red dress shoes.

Best Practice
Employ negative keywords in conjunction with broad match and phrase match to cost effectively 
implement better targeting of your ads to drive relevant traffic and improve conversion.

3. LONG TAIL KEYWORDS
A good deal of search volume will revolve around the top 10 to 20 keywords that refer traffic to 
your site. However, there could be thousands of longer, more focused search phrases that when 
viewed as a whole can offer a significant volume of targeted visitors. These searches are usually 
between three and five words long and often reflect more sophisticated search queries. Long tail 
keywords are inherently cheaper (less competition) and deliver more focused traffic. With little to 
no competition on these keyword strings, it is also easier to rank in the top position or to be one of 
the few advertisers to appear on the SERP. In addition, since these keywords are tailored to your 
specific products, offers, and brand differentiators, there is a higher chance of conversion. 

Best Practice
Begin building long tail keyword strings around your most competitive terms. Leverage software 
tools to help automate this process and augment your own knowledge about your market’s search 
behavior gleaned from analytics, research, and interviews with clients and customers. 

Keyword Tips
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4. SET THE RIGHT MAXIMUM BID FOR THE RIGHT POSITION
Setting your bids to try and “buy” position is not only ineffective, it is expensive. Your bid is just one 
part of the equation in determining the display of your ad for any given keyword. More often the 
price you actually pay per click is based on ad CTR, history of campaign performance, level of 
competition, and various other factors that drive the perceived quality of your ads. 

In addition, you need to look beyond the click-through and measure conversion performance on your 
site whether that be lead generation or conversion to sales. Does bidding for display in position 3 
yield the same or slightly diminished performance as bidding for position 2 but at a much lower cost? 
Measure and adjust your campaigns with this perspective.

Best Practice
Set your bids according to your ROI objectives and not solely on CTR and traffic generation. Make 
sure this traffic converts and that you achieve profit goals.

5. GEO-TARGETING
Most search engines allow advertisers to target their ads to certain geographic locations, including 
continent, country, state, city, zip code, and/or area code. By limiting your campaigns to the areas
in which you do business, you can maximize your budget and be competitive in highly 
contested markets.

Best Practice
Be sure to limit your campaigns to the geographic areas in which you do business. For example, if 
you do not ship internationally, limit your campaigns to the United States only. You can also leverage 
location names in your ad copy to further connect with your target audience.

6. DAY PARTING
Day parting can also be thought of as ad scheduling. It allows an advertiser to show ads during 
particular hours during a day and certain days of the week. For some businesses, day parting is a 
necessity to ensure ROI. A company that only does business from 9–5, Monday–Friday might 
only want visibility during those times when they can respond to customer inquiries. By only 
displaying their ads from 9–5, the business has trimmed traffic that would not likely have resulted 
in a conversion.

Best Practice
Implement day parting to match your business needs while simultaneously improving CTR, 
decreasing ad spend, and improving bottom line impact. 

Bid Management Tips
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7. MAKE THE MOST OF 35 CHARACTERS
While it may not seem like much to work with, you can do many things within the restraints of a PPC 
text ad. Think about the needs of your customers and reflect them in your ad copy. Are they 
concerned with quality, trust, selection, or price? Does your brand have market power? 

Coordinate your ad copy with keyword lists to pre-qualify the visitor and ensure that the click 
throughs to your site represent visitors who are likely to become a customer. When creating ads, 
make every word count and remember that each click that does not result in a sale impacts your 
overall ROI.

Best Practice
Utilize the knowledge you have about your customers’ needs, concerns, and wants combined with 
your brand differentiators to create ads in distinct messaging groups that can be tested against 
each other.

8. CALLS TO ACTION
A call to action is a phrase within the ad copy that encourages the audience to interact with your 
brand. For example, if an advertiser’s goal is to attract visitors to their site and to direct them to sign 
up for a service, then the ad copy should encourage this action—“Apply Online Today!” or “Sign Up 
Now!” Don’t be afraid to tell your audience exactly what you want them to do.

Best Practice
Test different calls to action in combination with different ad messaging to send visitors directly to 
the conversion pages on your website. Be sure that the call to action you encourage is prominently 
available on the page you drive them to (see Landing Pages).

9. LANDING PAGES
Each ad in your campaign can direct visitors to specific pages on your website. The more you connect 
the ad with the landing page, the more you fulfill on the promise of the click and promote conversion. 
If you are asking people to “Apply Online Today”, send them to the application page and not your 
homepage where they will have to click again to reach the application form. Make it easy for your 
visitors to do what you’ve asked and promote the path to conversion.

Best Practice
Use landing pages to connect ad messaging to website content and thereby improve conversion. 
Look at ad and landing page combinations that leverage consistent messaging geared to specific 
market segments and allow visitors to take specific action on the landing page itself.

Ad Creative Tips
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10. AD PERFORMANCE 
When you created your ads, you thought about your target audience and their distinct needs and 
attendant messaging points. Now is the time to understand if those thoughts were valid. By systemati-
cally looking at the results of individual ad messaging approaches, you can better understand market 
needs and respond with improved ad messaging. And don’t forget to set aside budget and resources 
to analyze results and act upon them. 

Best Practice
Schedule regular intervals to look at CTR, bid strategy, and conversion rates to determine the most 
effective messaging and leverage tools from the search engines to optimize campaigns in between 
review cycles. Engines offer options to increase visibility of the best performing ads automatically 
during the campaign period. Make the most of these tools. 

11. CONVERTING KEYWORDS
The keywords that support your ads can provide valuable insight into what your target audience 
searches and the terminology they expect to see when they “land” on your website. In addition, 
organic search phrase referrals can offer additional opportunities for your PPC efforts. Review both 
to maximize visibility on the SERP for relevant searches. 

Best Practice
Examine the difference between keywords that generate a click-through and keywords that result in 
a conversion (i.e., sale or lead generation). Find those that do both well and leverage that insight in 
the messaging and content of all campaigns—online and offline—and in the website itself to maximize 
visibility and reach in your target market.

12. ROI
Ultimately, the success of your campaigns is a function of the return on investment. This is
calculated as: 

(Incremental contribution margin – marketing investment) ÷ marketing investment) * 100%

This should be a constant, long-term measure of the effectiveness of PPC to drive business growth 
and profitability. Look for trends in improvement, as well as impact beyond direct online conversions 
to create a more accurate picture of ROI. By examining ROI, you can ensure that PPC is an effective 
marketing strategy for your organization.

Best Practice
Analyze ROI with a long-term, and organization-wide perspective. PPC campaigns require time to 
perform well and can have wide-ranging impact. Create a performance model for planning and 
benchmarking and include an improvement factor over time as you learn and refine.   

Analysis and Refinement Tips
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Search is particularly effective because people are actively seeking your products and/or services. 
You appear in the context of their current frame of mind and thus have a higher chance to convert. 
It is a channel that has significant market reach, reach that continues to grow and attract 
advertising dollars.

While competition can be fierce, opportunity to drive revenue and profitability cost effectively are 
still abundant if SEM is done right. Now more than ever the experience and expertise of an agency 
partner is critical to achieving continual success online.  

The Overland Agency believes an effective SEM strategy must be holistic, combining search engine 
optimization for high and relevant organic rank, a pay per click program that ensures visibility, and last 
but not least, a website that is designed and written to convert. Research on online user behaviors 
show that 70 percent of visitors click on organic search links before paid listings3 and 97 percent of 
Google users do not click past the first three pages when searching. You need to be on both paid 
and organic search response, rank high, and be relevant to succeed. And once you get that hard-
earned click, you need a site that converts a visitor into a lead or sale and ultimately helps you reach 
your business goals.

The 12 tips presented here are a great starting point, and whether you embark on your own or enlist 
an agency, they represent best practices for any PPC campaign. 

3   Source: iProspect Search Engine User Attitudes Survey - March 2004

Succeeding Online


