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Chapter 1- Introduction Until recently, nmany busi nesses were rel uctant
to becone involved in paying to advertise products or services on the
Internet, or were unaware that online advertising was even a viable
option. Reasons for this reluctance are different for each business, but
sone of the nmjor concerns expressed include: « A belief that having a
website listed on search engines is all that is needed for customers to
find the website. « A belief that potential custoners do not like or
trust paid advertising on the Internet and that they will visit only
those websites that cone up in the "natural" search results pages of a
search engi ne, such as Google. ¢ Fear of wasting marketing funds, due to
a lack of know edge of the paid advertising nmarketplace and the pros and
cons of the various options available. ¢« A reluctance to becone invol ved
i n managi ng online ad canpaigns, as well as traditional advertising
canpai gns, because of tinme constraints. ¢ The busi ness does not have a
website and has no plans to build one, so they do not believe that the
Internet is a viable option for advertising that will be both effective
and affordable. ¢« A perceived (or actual) lack of know edge about
computers and the Internet, leading to concerns that advertising on the
Internet would be too conplicated to set up and manage. O course, many
ot her reasons can cause a business to bypass an online adverti sing
opportunity. Sonme of their concerns are indeed valid and shoul d be

consi dered carefully. In the past, paid advertising on the Internet was
sonetimes viewed as a desperate nove by a failing conpany to sell its
products or services, but this has not been true for nany years (if that
perception was ever valid). Now, it is the npbst popul ar advertising

met hod and the fastest-growi ng trend for businesses seeking to extend
their market reach. Wthin the various choi ces busi nesses have for

i ncluding paid advertising in their marketing budget, by far the nost
popular is a type of online advertising called "pay per click." At its
nost basic |evel, the advertiser does not pay anything for the ad until
someone actually clicks on it and is directed to the advertiser's
website. "These
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~. Y Figure 1.1 - Pay-per-click ads appear on popul ar search engi nes,
such as Yahoo! and Google, alongside regular listings. The concept of
pay per click has been around ever since businesses began buil di ng
websites and search engi nes gai ned popul arity. However, this type of
online advertising in its current formbegan in 1997, when an
entrepreneur nanmed Bill Goss devel oped an idea for the first-ever PPC
search engine- G |'o.com (the nane was changed to Overture in 2001 and
t he conpany was acquired by Yahoo! in 2003). Ironically, people were
quite skeptical of the idea inits early days, feeling that nobody woul d
use a search engine filled with ads. It wasn't until the past couple of
years, when Google introduced their Google AdWrds program that the
pay-per-click industry exploded. 'I'hroughout that period, the industry
evol ved into a very diverse and w dely used nethod of online
advertising. It also spawned a support industry, w th nunerous

busi nesses creating software and other tools to help advertisers create
better advertising and nore easily manage their ad canpai gns. Because

t he concept of pay-per-click advertising on the Internet is relatively
new t o businesses with (or without) an online presence, we decided to
wite this book to explain every aspect of pay-per-click advertising to
t hose who want to take advantage of it. |
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I ntroducti on Any busi ness can benefit fromthis type of advertising-from
conpani es without a website, to those with an online presence who have
never heard of pay-per-click advertising. Advantages of Reading the
"Pay-Per-Click Search Engi ne Marketing Handbook” This book is, in many
ways, the cul mnation of knowl edge we have accumul ated over the past few
years of observation and participation in eConmerce. W have seen the
potential of pay-per-click advertising grow enornously through the | ast
few years, exceeding even the nost optinistic expectations of nmany
online experts. W wote this book to hel p business owners, especially

t hose operating small- to-nediumsized busi nesses, understand
pay-per-click advertising and then use it to their advantage. By readi ng
and follow ng the procedures in this book and carefully considering the
rel evancy of the avail abl e advertising venues we discuss in terns of
your own products or services, any business owner will be able to
conpete effectively in the pay-per-click advertising world. Wy pay per
click over the other types of online advertising avail able? The growth
of the online advertising industry nakes pay-per-click advertising the
nost popul ar and lucrative neans of online advertising today. Variations
of the standard advertising nodel are bei ng devel oped, narketed, and
used by | arge conpanies who are already firmy entrenched online and
wel | aware of how pay per click works. Meanwhile, the majority of

busi ness owners, especially those with snaller businesses, struggle to
understand the basics of these techniques. Pay per click is on the rise
in the online gane, and we agree with research groups, such as The

Kel sey Group, that it will be a viable option for advertising dollars
for quite some tinme, even though changes to the traditional nodel wll
continue to evolve as tinme progresses. |If you are a business owner who
wi shes to increase online visibility and ensure prom nence on the first
page of search results, the opportunities offered by the pay-per-click
nodel of advertising cannot be overlooked. It is an option you should
becone fully informed about in order to conpete effectively in today's
mar ket pl ace. Online advertising, if properly managed and created with
know edge and foresight, can draw huge nunbers of potential custonmers to
your website-prospects who are already interested in the product/service
you offer.
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| ocal search if you are an advertiser on FindWwat, you need to set up a
PPC account on SuperPages using category pricing (mnimmclick price of
20 cents), even though the base technology is from FindWwat. The limt
of four listings presented when one uses the |ocal search bar (versus
their general search bar, which returns many nore results) needs to be
nore conprehensive in order to get advertisers interested in signing up
for this feature. The results are attractive, but until nore advertisers
are provided with adequate information on how to integrate |ocal search
into their ad canpaigns, the FindWat offering is not as conpetitive as
it could be, given the nunber of partners the search engine has. 93
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I ntroduction and your business. We invite you to turn the page and take
the first step toward succeeding in your online business ventures.
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Chapter 2 - What is Pay-Per-Cick Search Engi ne Advertising? Because its
popularity is relatively recent, sone business owners do not understand
what "pay-per-click search engi ne advertisi ng" neans, nor do they
realize the enornous potential it has for increasing their online
presence and bringing nore traffic to their websites. |-ven those who
under st and basi c search engi ne marketing techni ques sonetines fail to
make a distinction between a pay-per-click ad canpai gn and organic
search engine optim zation (see the Gossary in Appendix 1 for a
definition of this and other terns). The purpose of this chapter is to e
Qutline the devel opnent of the Internet into a commercial enterprise e
Carify the basic operation of a pay-per-click ad canpaign ¢ Provide
some of the nmmjor highlights of pay-per-click advertising s devel opnent
* Conpare the major differences between this advertising technique and
search engine optim zati on The Devel opnent of the Internet as a
Conmrerci al Undertaking The Internet was created in the 1960s as a neans
of linking a variety of governmental informational sites with the vast
academ c network of libraries, researchers, and academi c institutions.
In fact, the initial 1969 network (called ARPANE |I) that eventually
evolved into the Internet was a coll aborative effort conm ssioned by the
United States Departnent of Defense and invol ved just four academ c
institutions. During the next decade or so, devel opnent noved ahead

gui ckly, despite a nunber of nmjor challenges. The best minds in the
newly formed field of conputing science, and experts in other scientific
and nmat henatical arenas, collaborated to work out the problens
associated with a gl obal undertaking of this size and conplexity. It
wasn't until 1982 that the network was officially named the "Internet,”
and anot her eight years until the first search engi ne Archie-was

devel oped at McG Il University in Mntreal, Canada. The University of

M nnesota soon followed with the extrenely popul ar "Gopher" and the race
to build bigger, better search engi nes began. The World Wde Wb, or the
"web" as it has cone to be called, also cane into being soon after
Archie was released. | lowever, it wasn't until 1993, with the
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What |Is Pay-Per-Cdick Search Engi ne Advertising? rel ease of the Msaic
web browser, that conputers operating either the Wndows or the
Maci nt osh operating systens could access it. The availability of Msaic,
and the simlarly flexible web browsers that followed, were key to the
success of the Wrld Wde Web. Initially, nost individuals interested in
exploring the Wrld Wde Wb chose online services such as Anmerica
Online as the easiest way to interact online, but businesses soon
realized the potential for using the web for commercial use. "Today,
there are hundreds of mllions of domains registered on the Internet and
mllions of businesses that use the Internet to sell their services.
Even nore businesses could benefit fromthe Internet if they were aware
of the possibilities. The Internet is no |onger the sinple comrmunication
and informational source it began as. It is now a huge, quickly changing
entity. Search engines play an inportant role, because they help users
find what they are looking for and are constantly reacting to nmarket
needs and devel opi ng additi onal resources and capabilities with which to
conpete with each other. Therefore, if you want to be successful in your
online advertising canpai gns, you nust be prepared to quickly adjust
your strategies, nmethods, and approaches. The Devel opnent of the
Pay-Per-dick Advertising Mddel As the web becane nore comrercialized,
various forns of advertising were devel oped. One of the first was the
"banner ad," which was clearly visible and easily understood. It was
often presented as being just like a billboard, but with the added
advant age of people across the gl obe being able to viewit. Another form
of advertising was "pay per click.” At its nost basic level, this

i nvol ved the placenment of a small ad on a search engine, for which you
were charged only if a visitor clicked on it. Since 1997, pay-per-click
(PPC) advertising has becone the fastest-growi ng nmethod of online
marketing. As its popularity increased, the nodel was altered somewhat
to take advantage of technol ogi cal advancenents and to deliver what
research said potential clients were |ooking for in an online ad. The
basi ¢ concept of PPC, however, remained the sanme. During the |ast

decade, PPC advertising has become the nost popul ar nethod of running ad
canpai gns online and generally believed to be the best adverti sing

nmet hod, as far as return on investnent (RO) is concerned.
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What |s Pay-Per-dick Search Engi ne Advertising? The following tineline
hi ghl i ghts the devel opnment of the PPC advertising nodel over the | ast
several years and the search engines that offer it as an option. 1997 -«
Bill Goss, founder of I|deal ab, devel oped a concept for a search engine
that focused solely on search. Ile naned the engine "GoTo.coni to brand
the site as the place mllions of Internet users could "go to" in order
to find what they were | ooking for. (Phis search engi ne was renaned
Overture late in 2000.) 1998 « The GoTo/ Overture website [ aunched, wth
a search-only focus. The pay-per-click nodel was introduced, which
enabl ed businesses to bid on search ternms in an auction format. The
amount bid for the terns determned their ranking in the search
results-the highest bidder appeared first in the list, the | owest bidder
last. 1999 o GoTo/ Overture |aunched a Pay- For-Performance Affiliate
Program that al |l owed businesses to add a search box to their websites
and, in return, receive paynents based on the nunber of visitors who
conducted a GoTo/ Overture search fromtheir site. ¢« The ePil ot

pai d- search engi ne, and pay-per-click technol ogy ained at driving
consuner traffic to this new search engine, was introduced. ¢ Search 1
23.comwas founded in June. ¢« The FindWat.com network was |aunched in
Septenber. « Kent Keating founded Kanoodl e.comin Cctober. ¢ Fnhance
Interactive was founded under the nane ah-ha.com 2000 ¢ Googl e becane
the |l argest search engine on the web, with a new i ndex conprised of 1
billion URI,s. Yahoo! selected Google as its default search results
provi der to conpl enent the Yahoo! web directory and navi gational guide.
« ePilot 2.0, with new design and advanced search features, including a
keywor d- bi ddi ng wi zard, was rel eased. « The Brai nFox network was founded
in June.
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What |Is Pay-Per-Cdick Search Engi ne Advertising? ¢ PageSeeker/ ROAR began
operation in Septenber. ¢ Searchl123.com | aunched a pay-per-click search
engine platformin October, with a robust self-service user interface
for advertisers and a real-tine reporting interface for traffic
partners. ¢ The Searchfeed.com network was established in November. -

Fi ndWwhat went public and began trading on NASDAQ <+ Go To officially
began to change its corporate name to Overture. 2001 « Google
advertising prograns attracted nore than 350 Preni um Sponsorship
advertisers and thousands of AdWrds advertisers, and delivered
clickthrough rates four to five tinmes higher than clickthrough rates for
traditional banner ads. ¢ Yahoo! |aunched "Sponsor Matches" wth
Overture as its Pay-For- Perfornmance search provider. ¢ Another major
upgrade of the ePilot search engi ne was announced. The nove enabl ed the
conmpany to partner with other search engi nes and distribute tens of

t housands of sponsored advertiser listings. 2002 « Google |aunched
AdWbrds Sel ect TM an updated version of the AdWrds sel f-service
advertising systemw th a nunber of new enhancenents, including
cost-per-click (CPC)-based pricing. « MSN signed an agreenment with
Overture to be its Pay-For- Performance search provider for MSN Search
inthe U S, UK and Canada through 2003. Yahoo! extended its

Pay- For - Perf ormance search partnership with Overture for three years. o
I nt erchange unveil ed an industry-1eadi ng Keyword Suggesti on Tool, which
hel ped advertisers pre-popul ate a robust and conprehensive keyword |i st
utilizing a unique conparative research process. 2003 ¢« Googl e surpassed
100, 000 active advertisers in its Google AdWrds program <« Google
AdSense, designed to maxim ze the revenue potential of a website by
serving highly relevant ads specific to the content of the page,

l aunched. Initial partners included ABC com || owStuffWrks,
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What |s Pay-Per-Cdick Search Engi ne Advertising? Internet Broadcasting
Systens, Inc., Lycos Europe, Knight R dder Digital, About.com OCN ?T,
and others. ¢ Google introduced enhancenents to its AdWrds service,

i ncludi ng a conversion tracking tool and expanded match technology. ¢ In
June, Searchl 23. com was acquired by Valuedick, Inc. « In July, Yahoo!
and Overture signed a definitive agreenment for Yahoo! to acquire
Overture. In October, Overture stockhol ders voted in favor of the
company's acquisition. ¢ ePilot's search distribution network exceeded 1
billion searches in the third quarter of the year. The search engine
began devel opnent of their Local Direct search and advertising platform
and pi oneered Keyword DNATM a search technol ogy that mapped billions of
keywords directly to over 10 mllion individual U S. business listings.
This effectively bridged the gap between category-based directory | ookup
and unstructured keyword search. ¢« A nerger between Fi ndWhat.comand 1
spotting, a najor European search engi ne, was announced. 2004  CGoogl e
announced a new web-based mail service called Gmil. Gmil included

rel evant advertising delivered with the sane technol ogy that scanned web
pages as part of the AdSense service. The AdWrds programitself was
enhanced with the addition of |ocal search targeting capability,

enabl ing advertisers to specify a geographic range for delivery of their
ads. ¢ Overture | aunched Local Match-their |ocal search solution, with
options that allowed it to attract businesses with no online presence.

I nt erchange | aunched the breakt hrough Local DirectTM search and
advertising platform The platformintegrated a "push to tal k" service,
whi ch conbi ned t he power of inbound tel ephone |eads fromthe web with
the flexibility of a pay-per-call nodel. Also partnered wth

Ycl | owPages. comto provide | ocal paid search, which enabled

Yel | owPages. comto offer cost-per-click advertising services to its
advertisers via Interchange's Local DirectTM search and adverti sing

pl atform
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What |s Pay-Per-dick Search Engi ne Advertising? 2005 ¢ Overture was
renaned to Yahoo! Search Marketing Solutions. ¢« Google |aunched a
limted beta test that will |let advertisers choose the sites on which
their contextually targeted ads appear, but they have to pay for those
ads on a CPM (cost per 1,000 inpressions) basis. How Pay-Per-dick
Search Engi ne Advertising Wrrks As nmentioned earlier, pay per click (PPC
is the placenent of a small "ad" on the search results page for a
specific keyword or keywords in return for a specified paynent when a
visitor actually clicks on that ad. Keep in m nd that the adverti ser
pays nothing to appear on the results page per se; they only pay the
anount they have agreed to (or bid for) when someone actually clicks on
their ad and is taken to the "l andi ng" page on their website. Therefore,
the term"pay per click" means just what it says: the advertiser pays
each tinme a visitor clicks on their ad. The first step in putting
together a PPC canpaignh is to decide your budget and the Ilevel of risk
you are willing to take. Both aspects will affect which PPC search
engine you ultimately choose to start with. As one woul d expect, the

| arger search engines are |less risky endeavors, because they already
have excell ent market coverage and tend to offer a | ot of assistance to
their users. | lowever, they also are the nost expensive in terns of how
much noney you nust spend to acquire a visible ranking. The second step
is to choose your keywords. There are plenty of free, independent tools
avai l able to help you research keywords. Many of themw |l also tell you
the current bid price for certain words or phrases on the different
search engines. (Later in this book, you will find a review of a nunber
of the leading tools available.) The third step is to conpose two
things: the headline that wll appear on the search results page, and a
description of your product or service, or other pronotional text.
Descriptions are usually limted to 200 characters or less, and it
shoul d contain the keywords you have chosen to use. Sone PPC search
engines strictly control the text that can appear in the listing and
manual | y revi ew each advertisenment; others are nore | enient and approve
the ads automatically. Next, you nmust open an account with a PPC search
engi ne. Be prepared to supply your nane, conpany nanme, address, phone
nunber, email address,
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What |s Pay-Per-dick Search Engi ne Advertising? and so on. As a rule,
openi ng an account is free. You will not be charged until you have bid
on the search words you want and have funded your account. You will also
be given a nunber of alternatives for funding your ad canpai gn. For

i nstance, you may fund your account with a credit card for a set anount,
such as $100. Wien this In general, the initial deposit varies anmount is
exhausted, all advertising between $25 and $50. Sonme search stops. Under
anot her scenario, you can engines will even give you a set a nonthly
l[imt. Wien the limt is nom nal amount of noney as a reached, the
advertising stops. bonus to begin your canpaign Carefully consider the
consequences of with. the option you chose, for it can becone quite
expensive. Be sure to check out the fine print in the agreenent to be

cl ear on mninmum deposits required, as well as what happens to your
deposit if you decide to cancel your canpai gn. Now you can begi n bi ddi ng
for keywords. Wen you first register the keywords you have chosen with
t he search engi ne (and sone | arge busi nesses will have thousands of
keywords), you must specify the maxi nrum anmount you are willing to bid
for those keywords. The price of a keyword can range anywhere from 1l
cent to a couple of dollars or nore, depending on its popularity as a
search termand the search engine itself. Naturally, advertisers who pay
nore appear higher on the search results pages. Depending on the

i ndustry, you may find that there is fierce conpetition between
advertisers for popular keyword(s). The business that bids the highest
anount of noney for a specific keyword will be ranked first in the PPC
results, the second-hi ghest bidder will be ranked second, etc.

Typically, search engines |limt the nunber of paid ads on a results page
to fewer than 10, and research has shown that the first five PPC ads
generally get the majority of the visitors (hits). Furthernore, the top
three listings usually get the npbst exposure, as they are syndicated

t hroughout the search engi ne's partner network.
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What |Is Pay-Per-Cdick Search Engi ne Advertising? Is a Pay-Per-dick
Canpai gn the R ght I nvestnent for My Business? Pay-per-click adverti sing
is generally considered an excellent way to advertise your business
online. It is relatively easy to set up and i nexpensive as well. Search
engi nes of fer varying amounts of support, and some are easier to use
than others, but the opportunity to ensure placenment of your ad w t hout

i nvesting a | arge anmount of marketing dollars nakes PPC an extremnely
attractive option. As a business owner, you should not ignore this

pot ent marketing technique! Pay Per Cick Versus Search Engine

Optim zati on Many peopl e have difficulty understanding the different
parts of search engine marketing. In a nutshell, it consists of two
completely different techniques: ¢« SEO (search engine optim zation), and
» PPC (pay-per-click advertising). Although this book is nmeant to
educate you about the latter, we feel it's inportant that you understand
what regul ar search engine optimzation is. SEOis a process of
preparing your website and its constituent pages for prime positioning
on search engi nes, using specific keywords. SEO is actually very
complex, as it changes on a regular basis. If you want to Jearn nore
about it, two good places to start are ww. senbooster. com and

www. sear chengi newat ch.com |f you want to outsource this to a

prof essi onal, we reconmend that you check out www. seo-guy.com Sone
website owners believe that SI?0 and pay per click are the same process,
per haps because both involve search engines. | |owever, they are
conpletely different and i ndependent types of narketing.
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What |Is Pay-Per-dick Search Engi ne Advertising? Let's |look into sone of
the main differences between SULO and | TC. Purpose-both Sl ?0 and PPC are
designed to attract traffic via search engi nes. Search Engi ne

Optim zation--to appear as near the top as possible in the search
results for keywords relevant to your websitc. Pay Per Cick-to
instantly attract qualified prospects and | eads to your website and
convert theminto buyers. Keywords Search Engine Optim zation---one
usually wants to target general terns, as they provide the nost anount
of traffic. You don't always have conplete control over which keywords
will be chosen for your site, nor do you have any control over the
ranking you will receive. Pay Per Cick----you have conplete contro

over which keywords are used and their position on the search results
page. You can change the actual ad, as well as set up different ads for
di fferent keywords. Mre specific keywords lead to higher-quality
visitors than do general keywords. 3. End Result Search Engi ne

Optim zati on-dependi ng on your keywords and the resulting ranking you
receive in the search engine, you attract free traffic to your website.
Pay Per dick-you pay for each visitor you receive, but you can control
t he nunber of visitors you get, the |landing page to which they are
directed, the keywords being used, and other inportant factors. As you
can see, the two processes are quite different in techniques, nethods,
and execution, but the desired end result is the sanme-to receive quality
traffic fromsearch engines. Wth SEOQ), you have less control and are
dependent upon your site neeting each search engine's specific rules.
Wth PPC, you can control every aspect of your canpaign
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What |Is Pay-Per-dick Search Engi ne Advertising? The Popularity of
Pay-Per-dick Advertising Let's conclude this chapter with a

consi deration of the popularity of PPCin terms of searchers and
advertisers. Recent surveys of trends in the Internet marketplace show
that a npjority of people in sonme key denographic groups are
increasingly using the Internet-not just to research products, but as a
pl ace to buy them Sone products tend to be researched but not purchased
online, such as |arge appliances, but with |local search options, one can
even benefit fromonline advertising in those cases. Results of a survey
by The Kel sey G oup, which were announced in February 2004, showed that:
o« O the 5,582 peopl e surveyed who had made one or nore purchases on the
Internet in the previous year, 64°% used search engines to find what
they were |l ooking for. « One-third of all searches were done for
shoppi ng purposes (which includes looking for a seller, researching a
possi bl e purchase, or actually purchasing sonething online). ¢ Al nost
hal f of the respondents (44% reported perfornming nore conmercially
based searches than in the previous 12-nmonth period. Keep in nind that

t hese percentages cone froma statistically significant group of people
who were already proven online buyers. Wat about those who nay not have
bought anything online yet? A survey conducted by WbAdvant age. net shows
that: « 69% of respondents didn't know the difference between regul ar
search engine results and paid advertising. « Once the differences were
expl ai ned, 59°/e said they would use pay-per- click ad canpaigns,
especially if they could target themto a | ocal marketplace. O course,
other studies don't show quite as |arge an inpact (especially of PPC) on
advertising results. | | owever, nost agree that search engines are
becom ng a nore wi dely used tool than printed yell ow pages or ot her
of f hne sources, such as newspapers, direct mail marketing, and nagazi ne
adverti sing.
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down al nost 10% over the year, but still a very high nunber. The study
al so reported that 400,'o to 45% of search results now show paid ads in
them indicating that alnost half of search enquiries are comercial in
nature (Pew I nternet Study-Results Dated January 23, 2005). G ven that
nmore consumers are | ooking online for information on purchases and are
meki ng purchases online, and nost still don't know how to distinguish
paid results fromunpaid results, it is increasingly inportant for
consuners to be educated about the advantages of pay-per-click ads as a
means of narrowi ng their search nore quickly. Many spend val uable tine
searchi ng through organic results for rel evant product reviews and

i nformati on, w thout knowi ng that highly relevant links to those
products are found in the PPC ad results. This is a huge consideration!
If you can persuade visitors to buy your product while they are
researching it, it is certainly worth the cost of educating the masses.
Those who use search engi nes need to understand the various adverti sing
nmet hods, such as PPC, and how these targeted ads can save them a
significant anmount of tinme. Doing so can ensure that, when your ad is
positioned in a pronminent place, it will be noticed by users and acted
upon. The next chapter continues this discussion in nore detail,
providing nore information on why advertisers should use pay-per-click
advertising instead of, or in addition to, the marketing nethods they
are al ready using.
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Pay- Per-Cick Advertising? Conbining Pay Per Aick Wth Search Engi ne
Optimzation It may seemthat, if search engine optimzation (S1?0) is
conducted properly and thoroughly, it is all you need to guarantee a
top-ranking position in search engine results. Sadly, that is not the
case. | ?ven when using the best SRO techniques, your listing is at the
mercy of the search engines in terns of where it is eventually placed.

| ?ven t hough you may have followed all the suggestions, and pl aced
keywords in the proper density and places, once you subnit your website
you nmust wait until the next spider crawl before your site will be
(hopefully) added to the index of pages on the Internet. As well, you
are conpeting with dozens of your conpetitors for the sane top
positions. Once you are listed on the search engi nes, you nust
continually tweak your SF 0 to inprove your ranking. One continuing
concern raised by webmasters in online foruns is that the ranking of
their site keeps changi ng, even though they have not made any changes to
their site. You must keep in mnd that new sites nay have been found
during the latest crawl of the Internet that the search engi ne considers
nore rel evant-a key conponent spiders use in deciding in what order
websites are ranked. Yo sumup: ¢ S1?0is an extrenely inportant part of
online marketing because it can ensure good organic rankings in search
engines. « SFO it is only one part of a successful online marketing
canmpaign. ¢ It can take quite sonme tine for your site to show up on
search results, and you have no control over its ranking position. e

W thout a conponent that ensures placenent on the first page of search
results, you risk not reaching your potential audience. The Effect of Ad
Locati on on Reader Response Recent research by Eyetrack 111 (published
online in Septenber 2004) shows that viewers typically begin | ooking at
a web page by viewing the infornation in the upper-1left quadrant and
then tracking left-to-right at a height |evel conparable to the usua

| ocation of PPC ads.
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Wy Use Pay-Per-dick Advertising? Another interesting finding was that
the test individuals preferred ads where the headline and the text of
the ad (the blurb) were simlar in size and font. O herw se, they tended
to just read the heading and skip the blurb. Also, of all the types on
online advertising tested, Eyetrack found that text ads (PP(' d f; 11 .d
f aSarc ypcay c,c,nprtsc o text only) were viewed rmuch nore cl osely
than others. Sonme sponsored results are often found at the very top of
the search results page. Although these are identified as "s onsored

mat ches” or Pay-per-click ads are generally located to the right of the
organic listings (or on top of then) in a section called "sponsored
links" or sone such terminology. .p simlar term nology, they are the
first listings that the visitor sees and potentially the first that he
or she will click on if they arc interested in the product. O her
studi es have shown that viewers rarely | ook beyond three pages of
listings resulting froma search request, and the vast najority don't go
past the first page (usually 10 listings). 't'herefore, unless the SEO
you conducted places your listing in the first page of results of a
user's search, you have a relatively snall chance of being seen by
potential clients. For these and ot her reasons, ensuring nmaxi mum
exposure requires doing nore than just relying on SFO and subnission to
search engi nes. You nust al so consider pay-per-click advertising, which
conpl ements and buil ds upon the elenents of SROin a way that nopst other
advertising nmet hods do not. The Advantages of Conbining Pay Per Cick
Wth SEO What advantages arc there to using pay-per-click ads with
search engine optim zation to enhance visibility of your website? « PPC
requires a relatively small investnment, so conpani es can determ ne what
ef fect keywords and | andi ng pages have on visitor behavior before
investing larger amounts in ST?0. ¢ |Information about your products or
services appears in front of users alnost inmediately. You can literally
start getting targeted visitors, |leads, and sales in a matter of hours.

e The ads are usually placed in a prom nent position right next to the
organi c search engine results. 'T hus, the ad is right in front of the
searcher, and likely to be seen. ¢« PPC search engines allow you to
generate website usage reports that can help you identify which parts of
your website seemto be working
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Why Use Pay-Per-dick Advertising? and which parts are not (tracked by

t he nunber of visitors who visited those pages). If the website works
and converts well using PPC, it is likely that it will also work well on
other online advertising nedia. « PPC ads can easily and quickly be
changed to take visitors to different |anding pages, or custon zed to
bring sone visitors to one |landing page and others to another version
for conparative purposes. This allows you to inprove your site's
conversion process. ¢ Likew se, PPC ads |inks can quickly be changed to
pronote a seasonal or other special marketing initiative, |eading them
via the landing page to details of the pronotion. For exanple, if your
conmpany plans a marketing pronotion for Valentine's Day, the ad can
quickly be tailored to reflect this and the |anding page altered, if
necessary. * Pay per click is also a good option to try if your website
isn't getting the anount or type of traffic expected. Additional SEO may
hel p, but a PPC ad will inmediately encourage visitors to click and
visit your website. Analysis of that traffic can hel p you nake changes
that can alter the quality and quantity of visitors you receive nmuch
nore quickly. Keep in mind that with PPC advertising, you do not have to
wait nmonths to see the results of your effort, as you do with regul ar
search engi ne optim zation. Sone PPC search engines do take a few days
to have an editor check over submtted ads for rel evance, and to ensure
they do not violate the search engine's terns of service, but few take

| onger than that because they realize that timng is one of the major
advant ages of PPC advertising. This can be particularly beneficial for
conpani es that have just opened for business, because it gives them an
opportunity to conpete on the Internet al nost instantaneously. Wy Is
Pay- Per-Cick Advertising So Effective? Now that we've expl ored how pay
per click can hel p augnent your search engine optim zation program
let's ook at why it is such an effective nethod, both to searchers and
in conparison to other forns of online advertising. Besides the fact
that the location of these ads on results pages is usually in the
viewing area that draws a visitor's eye nore quickly than other parts of
t he page, the actual conponent itself has many advant ages over ot her
types of online advertising that result inits overall lead in

ef fectiveness. Key to this effectiveness is how the searcher views this
formof advertising and their acceptance of it, in conparison to their
relatively weaker response to other types of online advertising, such as
banner ads or popup ads. In part, this is
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Wiy Use Pay-Per-dick Advertising? because PPC ads are still a novelty,
relatively speaking, conpared to banners and popups, which have been
highly visible on websites for many years. Al though paid advertising has
been around for a large part of the |ast decade, it wasn't really unti
Overture pioneered its pay-per-click programin 1997 that the product's
potenti al became evident. Qther search engi nes soon introduced simnlar
prograns. Wth the Yahoo! acquisition of Overture late in 2003, the two
| argest search properties on the Internet-Google and
Overture/ Yahoo! -intensified their conmpetition in the PPC industry, a
process that resulted in an inproved product with features that other
search engines were quick to add to their own paid search product
offerings. This resulted in the skyrocketing interest we now see in
search engi ne users and advertisers alike. Searchers find great utility
in PPC ads, mainly because they are clear in what they are selling.
CGeneral search results may or may not | ead to conpanies actually selling
products, but because these ads are paid advertising, it's conpletely

| ogical to searchers that when they click on such an ad, they will go to
a website with relevant products or services. In effect, the audience is
al ready targeted and pre-qualified-your PPC ad will be clicked on by
peopl e already interested in your product, resulting in better
conversion rates than organic search listings. O her types of online
advertising do not deliver to the advertiser the sane kinds of benefits
a pay-per-click ad does. Sone of the reasons why PPC ads are nore
popul ar anmong advertisers than other types of online nmarketing include:
e PPC ads can be crafted so as to include your nost inportant keywords
and uni que information that will lead a user to click, even though they
are much smaller in size than banner or skyscraper-style ads. ¢« PPC ads
are text-only (except for the occasional search engine that allows the
addition of a logo in the ad). Research has proven that text ads have
nore influence on searchers, because they provide information to help

t hem make a decision, rather than just flashy graphics with little
detail. ¢ Wether people are |ooking to buy products online, or are just
researching products they will later buy locally, they have little tine
to waste. They prefer ads that tell themas much as possi bl e about the
website and its products so they don't waste tine |ooking at sites that
don't fit their needs. ¢ PPC ads found on search engine results pages
reach a | arger potential audi ence than banner or popup ads placed on a
website or in an online
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PPC ad. O her forns of advertising show up on the page regardl ess of
whet her or not the viewer is |looking for the product you are
advertising; therefore, relevancy is not as efficient for other forns of
online advertising. « It is relatively sinple for an advertiser to
calculate the return on investnment (RO) of a PPC ad canpai gn because
the advertiser is only charged when sonmeone clicks on the ad. Statistics
on how many clicks were made during a certain tine period, and an

enor mous anmount of other analysis of visitors' behavior while on your
website (such as which pages they visited, how |l ong they stayed, and so
on) are easily captured. The advertiser knows the cost of the ad

campai gn, because they control the cost via bidding on keywords, and can
track how many searchers were converted into buyers. This nmakes figuring
out if the PPC ad was profitable or not a relatively sinple calculation.
As a sinple exanple, let's assunme that during the nonth of January your
PPC ad cost you $50 in clicks and that you made net sales of $100 that
you can tie directly to that PPC ad. The ad was clearly successful-you
earned $5(1 fromit that nonth. Wth an online banner ad as a
contrasting exanple, paynent is usually based on a CPNl basis, or a
specific cost per every thousand inpressions or views of the page
containing the ad. Wth a cost-per-inpression type ad, you cannot even
be certain that the searcher saw your ad on the page, just that they
visited the page. Even if they ignored your ad conpletely, you still
have to pay for it. The cost of banner ads varies, depending on the
popularity of the site they are appearing on, but averages anywhere from
$5 to $50 per 1000 page views. You will owe this anmpunt, regardl ess of
how many people actually see your ad. As well, over the past coupl e of
years, banners have begun to |l ose their effectiveness, because users
sinmply have cone to ignore them
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Why Use Pay-Per-dick Advertising? part of today's pay-per-click
advertising products. As search engines continue to conpete for
advertisers, these types of tools will increase in nunber and

sophi stication. There are also many third-party tools available that can
hel p you manage and control your ad canpaigns, if you wish to receive
assi stance from an i ndependent busi ness. Sone of these tools will be

di scussed and reviewed in detail later in this book, but basically they
can help with keyword choi ces, bid nanagenent, visitor nonitoring, and
keeping track of RO, anong other things. For those businesses that fee
t hey need "unbi ased" information, not just the reports and information
provi ded by the search engines, these tools can be very useful as a
backup to personal nonitoring of the results of your ad canpai gns.

Still, some personal involvenent is strongly recommended, so that you
are famliar with all of the term nology and types of details that wll
be included in reports fromboth the search engine and any third-party
tool or service you have chosen. Sone advertisers are reluctant to
experiment with pay-per-click ads because they believe that they work
better for some types of businesses than others. | |owever, this is not
really accurate. Although it is probably easier to succeed with this
type of advertising if one is selling certain types of products or
services, this is nore a reflection of consunmer preferences than the
viability of pay per click itself. For instance, it is unlikely that
consurrers will ever purchase a house, for exanple, strictly from an
online ad without conducting sone other kind of research. I|lowever, they
will routinely purchase | ower-cost, or nore frequently purchased, itens
as a result of any kind of online advertising. What pay per click offers
you as a distinct advantage over other types of online advertising is
its i mediacy of placenment and flexibility in making changes to it.

Anot her stunbling block for pay-per-click advertising in the past was
that businesses with a strictly local market were reluctant to place
such ads, because they felt their RO would be |l ow to nonexistent. Their
reasoni ng was that unless their products were those that searchers have
historically shown a propensity to purchase online, such as books,
nmusi ¢, and DVDs, anmpbng others, they would be charged for the click, but
receive few conversions fromvisitors into buyers-unless those visitors
were fromthe sane | ocal e as the business. Search engi nes were aware of
this dilemm and, sinilar to the way online conparison shopping sites
have handled this situation for years, began to offer versions of "loca
search" to their engines. Once the giants in the search industry (and
huge providers of PPC advertising), Google and Yahoo!, rel eased
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and paid advertising. ¢ Once the differences were explained, 59°/e said
t hey woul d use pay-per- click ad canpaigns, especially if they could
target themto a |local marketplace. O course, other studies don't show
quite as large an inpact (especially of PPC) on advertising results. |

| onever, nost agree that search engines are beconing a nore w dely used
tool than printed yell ow pages or other offhne sources, such as
newspapers, direct mail marketing, and rmagazi ne advertising. 15
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Why Use Pay-Per-Cdick Advertising? they did not like paid advertising

m xed in, even if they had to pay for a search engi ne w thout paid
advertising in it. Another interesting point made in this survey is that
if it was perfectly clear that a search engi ne was tracki ng searches
made by an individual in order to personalize the ads, just over
one-fifth (21°0) of all Internet searchers would stop using that search
engine. Overall, this survey reinforced earlier studies that showed that
the majority of users of search engines do not really understand how
they work, but they trust that the search results will be unbiased and
fair. As Deborah Fellows, the author of the survey report, wote, this
state of affairs places a large burden on search engines to maintain

t hat confidence and trust by ensuring that perception remains. This wll
be difficult to do as PPC progresses and it becones clearer that it is

i ndeed paid advertising. Is Pay Per Cick Replacing Oher Methods of
Online Advertising? The grow ng popul arity of PPC adverti sing,
especially through 2004, has led to many changes in online nethods of
advertising. Perhaps nost significant, the rapid growth of PPC ads in
conmbi nation with |Iocal search was an inpetus to a process already
underway-the gradual nigration of advertisers froma print-based nedi um
to online yellow and white pages, either in place of traditional print
advertising, or in addition to continuing print advertising. Pay per
click is definitely making in a dent in other types of online
advertising. Its ease of use, relatively | ow cost, quick setup or
shutdown, and ability to be quickly changed, as well as the detailed
tracki ng and managenent infornation avail able, have | ed online

adverti sers who had used other nethods to experinent with it. Because it
costs relatively little to experinment wth PPC, many adverti sers,
especially in the small-to-nmedi um sized business group, are trying it
and then conparing the results to other methods they had traditionally
used, such as banner ads or popup ads. The addition of |ocal search has
busi nesses even nore intrigued, given that research fromthe

wel | -respected Kel sey Group has shown that over 60° o of all search
engine traffic is sonehow locally related, and that by the year 2008 the
mar ket for |local search advertising is estimated to be $2.5 billion. A
recent Webinternet survey al so showed that 59°0 of their respondents
woul d use pay-per-click advertising if they could target a specific

| ocation, an option that is now becom ng commonpl ace in search engi nes.
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Wiy Use Pay-Per-dick Advertising? Al though other nethods of online and
of fli ne advertising have strengths and advant ages over pay-per-click
ads, the significant advantages of quick results and the ability to
sel f-manage your ad canpai gn, now enhanced with the option of targeting

a local market, nakes it very likely that the trend will not just
continue, but increase. As further enhancenents becone avail able, PPC
advertising will become even nore desirable, both for advertisers and

the visitors/buyers they are seeking. Searchers have made it abundantly
clear, both via their responses to market research and in their actions,
that they are tired of popup advertising interfering with their search
experience. Many are increasingly using "popup bl ocker" applications.
Banner advertising is beconing |less popular as well. Unless the banner
itself is very conpelling in design, The Kelsey G oup's research finds
that viewers may glance at the top headline or heading, but rarely wll

| ook further at a banner ad. There are many reasons for this, but the
main one is that, when asked, online buyers rank text-based ads much

hi gher than graphic ads with very little text, the category nost banner
ads fit into. Conclusion Wat has happened in the search engine

mar keti ng arena over the |ast couple of years, and particularly in 2004,
is a fundanental shift fromtraditional neans of online advertising to a
previously little-used option called pay-per-click advertising. Because
PPC has plenty of advantages, and few di sadvantages, nmany nore conpani es
are beginning to begin experinent with this type of advertising. As
conpani es began to experience the benefits of PPC ads, such as having an
easier way to conpute the RO on ad campai gns, search engi nes and
third-party support tools reacted with enhancenments or new features that
hel ped advertisers, especially those newto this formof marketing, with
the nuts and bolts of creating and nmanagi ng a PPC ad canpai gn. The end
result will be the continued growth of the PPC advertising nodel over
the next few years. Qther fornms of paid online advertising are al so

adj usting their approach, in response to the success of PPC and to what
research is now telling us about people who visit search engi nes for
shoppi ng purposes. For now, however, pay-per-click advertising is quite
possi bly the nost cost- effective and efficient neans of online
advertising available, with inprovenents to the process bei ng made

al nost daily by one search engine or another. Small- to-nediumsized
busi nesses can no longer afford to "wait and see" before trying this
type of advertising-the introduction of |localized search to the mx is
the final factor that should sway you to consider investigating this
form of adverti sing.
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Wiy Use Pay-Per-Cdick Advertising? In the follow ng chapter, we wll

di scuss how to set up a pay-per-click advertising canpaign, from
choosing a search engine and witing your initial ad to tracking the
results. In the process, we wll also show you how powerful this form of
advertising can be.
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Chapter 4 - Devel oping a Successful Ad Canpaign So far, we have

di scussed the concept of pay-per-click advertising, howit differs from
search engine optinization and other advertising techniques, and the
results that this type of advertising can bring to businesses. Now it is
tinme to delve into the nuts-and-bolts portion of this book. Because
you've read this far, you are undoubtedly interested in experinenting
with PPCto see if it can inprove the performance of your online

adverti sing canpaigns, in terns of producing nore sales without

i ncurring higher costs than you are already paying for other sales

nmet hods. Using the tips and techni ques described in this chapter, Most
search engines require a along with a couple of hours of your m ninmum
deposit of $25-50, which time and about a hundred dollars, you usually
goes conpletely toward will be able to set up ad canpai gns on your first
clicks. several search engines and then evaluate their effectiveness. As
you read through this chapter, keep the followi ng points in nind
especially when you are ready to open an advertiser account. ¢ Choose
your search engine(s) w sely. Search engines differ in the type of
pay-per-click services they offer and in the audi ence they appeal to and
serve. Consequently, the same ad on different search engines wll have
different results. « An ad witten for this type of advertising is very
different in nature fromother fornms of marketing. Certain aspects of
your products or services should be prominent in PPC ads, although you
may consi der them secondary in other fornms of advertising. ¢ Re-think
the way you wite ads. Search engines restrict not just the | ength of
your nessage, but also stop you fromusing ternms that you may consi der
vital to attracting potential buyers, such as "the greatest bargain
online" and sim|ar superlatives, unless you can prove your claim
Despite this, you still need to find a unique selling point that wll
attract the eye of someone browsing the search results page. * You nust
entice visitors to click on your ad. Wthout a carefully crafted ad, you
will not profit fromyour undertaking, even if you have paid for the
privilege of having your ad appear at the top of the paid listings (you
have successfully bid for that position).
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Devel opi ng A Successful Ad Canpaign The ultimate purpose is to attract
uali visitors. Because you pay each tine soneone clicks on your ad, your
success is neasured by actual sales or by visitors taking other actions
that you have decided are part of your ad canpai gn goal (such as signing
up for your newsletter). The nore specific the ad is, the nore targeted
the visitor will be, and the higher the nunber of conversions you wll
receive. Qpening an Advertiser Account on a PPC Search Engi ne Openi ng an
advertiser account with any pay-per-click search engine is usually
sinple and intuitive. Cenerally speaking, all you need are a |i stof
keywords you wi sh to use, the final copy for your ad, and the URL of the
| andi ng page you wi sh to use. Many search engi nes even have a w zard
that will guide you step- by-step through the process, often with
interactive help if you have questions along the way. | |owever, the
openi ng of the account is the easy part. Before you do so, there is much
preparatory work you should do. Once opened, using a conbination of the
i nformati on provided by the search engine to its advertisers,
third-party tools and services related to pay-per-click advertising, and
your own observations of the direction of your results, you will need to
tweak your ad canpaign(s) as frequently as possible to ensure you are
receiving the best results possible and generating a positive return on
investnent. Let's begin with a discussion of a variety of factors you
need to consider when witing your ad for inclusion in a paid

adverti sing program based on clicks. Witing a PPC Ad That Generates
Results Your ultimate goal is to wite a pay-per-click ad that wll
strike the optimal bal ance between receiving the | argest anmount of
targeted traffic and maki ng the nost conversions, in terns of sales and
| eads. The ad itself generally consists of several parts-the title of
the ad, description, and the visible URI, of the page you want to send
visitors to. Most search engines have fairly strict parameters
concerning the |l ength and appearance of text allowed in the title and
description portions of the ad. Using Yahoo! Search Marketing as an
exanpl e, your ad will consist of three basic parts: « Title or
Headl i ne-this section of your ad is limted to a nmaxi num of 40
characters. It is highly reconmended that you use the actual keyword you
are basing your pay-per-click ad on in the title, for two very inportant
reasons. First of all, if the searcher's keyword is also in your title,
he or she will perceive your ad to be nore targeted toward their

speci fic needs. Secondly, nmany search engi nes bold the keyword
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Devel opi ng A Successful Ad Canpai gn when it appears in the

title/ headline or the description of your ad, thus attracting nore
attention to it. (W wll discuss choosing keywords and bi ddi ng
techniques later in this chapter.) Description-this part of the ad is
limted to 190 characters (other search engines all ow anywhere from 100
to 250 characters). The description should succinctly state the unique
selling point you wish to use to catch a searcher's eye-the benefit or
feature of your product that will entice the searcher to click on your
ad, rather than your conpetitors' ads. lie as specific as possible,
concentrating nore on describing your product than using sales talk and
superl atives that do not describe what you are offering. Focus on action
words and avoid using the term"free" (even if you have a free offer on
your website); you will receive huge nunbers of clicks from searchers
curious about anything that is identified as "free," and those visitors
don't tend to convert well. « URL-this is the | anding page to which your
visitors will be redirected once they click on your ad. W will discuss
how t o design a good | andi ng page in an upconing section of this
chapter. Mst search engines offering pay-per-click advertising foll ow
simlar guidelines for ad structure. | |owever, Yahoo!, Google, and sone
ot her search engi nes have a fair nunber of rules about each part of your
ad, not just concerning their length, but also their content. Sone of
the nore restrictive rules include: Keyword: flowers [edit] Count r ter
e« Superlatives, such as "the best"” or "top-rated" shouldn't be used

unl ess Enter Witing effective Title titles the content on your |anding
page C 0/40 specifically backs up that claimvia a description of why
you are entitled to Enter Witing claimto be "top rated" or "the best."
Description: effective descriptions 0/190 « 1 f you are targeting a

| ocal area, 0/70 Google likes you to work the name of the city or region
into the ad. « | f the text of your ad nmentions a Enter Choosing URLe
appropriate special pronotion or deal being URIsO offered, full details
nmust be available http 11 7/1024 within 1-2 clicks of your |anding page.
j Copy Title Down to All Copy Description Down 1toAll 1'. Copy URL Down
to All Figure 4.1 - The interface for creating a Yahoo! ad.
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Devel opi ng A Successful Ad Canpai gn O her search engi nes, especially
smal l er, second-tier search engines, nay be a little nore flexible in
terns of editorial guidelines, but few provide the anbunt of detai
onli ne about acceptable ad characteristics that Google and Yahoo! do.

I nstead, they just say that your submitted PPC ad is subject to review
and changes by their editors before it is placed on the search engine.
VWhile crafting your ad, take tinme to investigate your conpetition. Find
out who the main players in your industry are and | ook at a nunber of
PPC ads they have placed to get an idea of the kind of verbiage they are
usi ng. This approach can hel p you whether you are new to the process or
are a seasoned advertiser struggling to come up with conpelling
ver bi age. Your conpetitors' ads nmay provide just the inspiration you
need to create an ad even nore conpelling than theirs. Because the
content of your ad can be changed as often as you wi sh, constantly test
and retest your ads. Remenber that there isn't a single point in tinme
when you will come up with the perfect canpaign, so you can say "I'm
done.” No matter how well your ads are perform ng, you nust always
experiment and try to inprove your results or you risk your conpetition
besting you. As a final note, because PPC ads are dynam ¢ and can be
changed qui ckly, you can also use themto highlight a special pronotion
or a special feature of your product or service that sets you apart from
the conpetition. Just be sure that if you do this, the | andi ng page has
all the information the visitor needs about that special pronotion or
feature. Mdst PPC search engines offer help with crafting your PPC ad at
little or no charge. Gthers will take over the entire process for a
somewhat hi gher price, but they do have the expertise and experience to
know what works and what doesn't in a PPC ad. O course, keep in mnd

t hat when you pay sonebody to design your canpaign, its success depends
entirely on a stranger's perception of the unique qualities of your
particul ar product or service, and how rmuch tine they are allotted by

t he search engine for each custonmer. Google AdWrds offers a service
called "JunpStart"” where they will design the entire canpaign for you
for $299. However, the entire paynent will be applied toward your
clicks. Overture offers a simlar service called FastTrack for $199.

1-1 owever, they keep that paynent and don't apply it to your account.

O her search engines offer sinilar services in the $99- $150 range. Sone
busi ness owners prefer to have conplete control over the content of the
ad fromstart to finish, while others are content to | eave all the

deci sions in the
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Devel opi ng A Successful Ad Canpai gn hands of the search engine's

enpl oyees-at least until they see the initial results of the ad that the
search engi ne's enpl oyees devel oped! W recommend that you set up the
canpai gn yoursel f, but contact your account executive at the search
engi ne(s) you are using for pay-per-click advertising for advice and
tips on howto inprove it. Renenber, it is also in the search engi nes
best interests that you succeed as an advertiser. If you are new to the
PPC ad ganme, take advantage of every opportunity offered to help you,
especially if it does not add to your advertising costs. You have
nothing to lose, and at worst will conme away fromthe experience with
nore know edge than you had before about which action words you shoul d
use and what types of phrases fail to notivate viewers. Also try out al
the free tools, such as those that suggest keywords and provide their
current costs. If free editorial advice is offered, and you have the
time to confer with your account executive about your ad, always take
advantage of this option. After all, the search engine PPC consultants
have been at this ganme |onger than you have. You shoul d take advantage
of their know edge, especially if it is included as a free service.
What ever your |evel of expertise with PPC ads, however, it is inportant
that you test and experinent with different descriptions and titles,
track the results over a set tinme period, and then conpare themto one
another. Use testing to ascertain which conbination of descriptions
and/or titles work best for getting people to visit your website,
getting themto follow the |ogical progression you have set up on your
website, and then converting himor her into a buyer (and hopefully, a
repeat purchaser). Choosi ng Keywords That Whrk Best for Your Business
Keywords for a pay-per-click ad have an inportant basic function-getting
potential customers to enter your website in order to purchase the
products and services that you sell. As an advertiser, you bid on
keywords that describe your business, product, or service. This allows
you to secure a ranking within the PPC ad section on the results page
for that keyword when it is typed into the search box on the search
engi ne. Thus, keyword selection is vital to the process of attracting
gual i fied prospects. The first step in creating a |ist of Because
general keywords tend to keywords for your pay-per-click ad be very
conpetitive and high- canpaign is to sit down, open a priced, it nakes
sense to develop Notepad file, and sinply start variations to secure

| ow- cost bids. brainstormng on what terns you think
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| ooki ng for what you sell. Keep in mnd that the nore keywords you have,
the nore traffic and conversions you'll be able to attract. It is al nost
al ways best to choose keywords that are specific to your business rather
than nore general keywords. Renenber that the goal is not to sinply
attract visitors, but to attract prospects interested in what you are
selling. O herwise, you will end up paying for clicks from people who
are | ooking for products or services that you do not offer. For exanple,
if you were a local shop selling conputer software, you would not want
to bid on the keyword "conputers," because it would al so attract people
| ooki ng for conputer service, personal conputers, conputer advice, and a
nyriad of other things that have nothing to do with software and what
you sell. Furthernore, the cost of general keywords is usually quite

hi gh. For exanple, on Yahoo!, the nunber-one position for the word
conputers is $2.99 per click. In other words, by selecting nore specific
keywords, you attract higher-quality prospects at a |lower cost. O
course, keep in mnd that cheaper keywords tend to get less traffic than
general ones, but you can make up for that by creating a | arge nunber of
keywords. Search engines offer you a lot of control over your canpaign
especially as far as keywords are concerned. Many al so offer you the
opportunity to set the |l evel or degree of matching your keywords to a
visitor's search query. Using a technique like this, you can influence
the degree of targeting to find the best balance of general and specific
keywords for your business. Mst search engines offer "keyword
suggestion tools,"” where you enter keywords and the tool shows rel ated
terns people are searching for. One of the nost used is the Keyword
Suggestion Tool at Overture. See Appendix 3 for details. Common

m sspel lings (such as "ocassion" instead of "occasion") or other

vari ations on your keyword (e.g., inoffensive slang, acronynms, or a
shortened 33 Figure 4.2 - The first position for a general term such as
"conputers" on Yahoo! is $2.99, while a nore specific one, "conputer
software," is just $0.87.
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used) nay cost a great deal |ess than your regul ar keywords, but still
have a great deal of utility. Keep in nind, however, that major search
engi nes have been inplenenting systens that correct the searcher if he
or she makes a spelling m stake. Once such actions are taken by every
search engine, the value of adding | ow cost options such as conmon

m sspellings will be significantly reduced. Keyword Sel ection Tools Go
~"" sdovr,4e) U~ #0" (- vy % Wto lo (IDwPry QM4.. N .uqqge.ted r4MCA
t-. —=86).,t t .a. &gt; leaes ~ . fi~, ... 307d75 fin.er g.rd.r. 259?738

dad)vey florer 153fb72 ~a.rilr onBne 333533 enenqM Ml o0.r 128062
f#p.er k.nydomunn. 4d 314604 fla.er .wid 313318 flo.ar7.nd 110434
flarer.odding 94710 flofrer ¢+Pt 93041 dre~4 Norer qi A 82934 b~ Fl ow.
80t 11 flo.s, Poster 73709 Rn.#rlpnng 6 .1475 ert fio.er 63429 fid.er
t,¢f Mn4. 4536,1 Hpwi rf hoR As we have nentioned, there are tools that
can hel p you generate keywords with ease. Such tools are found both

wi thin search engi nes thenselves and fromthird-party conpani es.
Probably the nost popular third-party keyword generation tool can be
found at Wbrd"Tracker.com which will bring up keywords sinilar to one
you enter. You can then see how often the alternate keywords have
appeared; Word"l'racker's database contains over 300 mllion words that
have appeared in searches during the previous 60 days. Using this type
of information, you can experinent with different keywords on the search
engi ne and see what the cost per click of different variations would be
to ensure they fit into your budget and | ook |ike good choices. Figure
4.3 - Yahoo! offers a keyword suggestion tool that generates variations
of your main term and shows how many searches were done for each keyword
during the previous nonth. "There is one difference between the
keywor d- generating tools found within the najor search engines |ike
Googl e and Yahoo! and third-party tools that should be considered. If
you run tests of these two keyword tools, plus WrdTracker and anot her
ni che engi ne keyword tool, you will find that totally different lists of
keywords cone up. This reinforces our position that selecting the nost
appropriate keywords for your PPC ad requires |ooking at nore than one
keyword generation tool. If your tine is limted, at |east |ook at one
search engine tool and one third-party product to inprove your chances
of getting the best results.
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when you tal k about tracking keyword performance. The next chapter of
this book covers tracking every aspect of your PPC ad. So for now, let's
just say that the rule of using a backup tracking systemin the form of
a third-party product is always a good idea. The reports you receive
fromthe search engine are sonetinmes put together using certain
assunptions, and the use of a third-party product to doubl e-check your
results can highlight discrepancies in keywrd performance. You then can
di scuss these discrepancies with our account representatives in order to
di scover the reasons behind the differences. Wen it comes to deciding
whi ch keywords to use, we cannot stress the inportance of
experinmentation enough. Even with a relatively snall ad canpai gn budget,
you can still run week-1ong canpai gns using different keywords on

di fferent search engi nes and see what works best for you. The nore

conbi nati ons of search engi nes and keywords you try, the nore effective,
and | east costly, your ad canpaign will ultinmately be. Keyword Matching
Options Let's use the Google keyword nmatchi ng options program as an
exanpl e of targeting keywords. Qther search engi nes offer conparable
setups. CGoogle offers three basic choices: ¢« Broad Match ¢ Phrase Match
e Exact Match The default is Broad Match, which neans that if your

busi ness only sells mcrowave ovens and you choose this two-word

conbi nati on as a keyword, your ad nmmy appear on results pages where
users entered either the word "m crowave"” or the word "ovens." If you
are selling a fairly coomon item not only may the keyword cost be high
for such a match, but the results will be nuch | ess targeted than you
woul d l'i ke and you may wind up with a |lot of unproductive clicks on your
ad. A much nore productive option in the Google nodel is to use Phrase
Mat ch and/ or Exact Match. For Phrase Match, put quotation marks around
your keywords as you enter them Your ad will then only be shown when a
searcher uses the entire phrase in word order, although you still may be
shown on results pages for search terns that contain words in addition
to "mcrowave ovens," such as those specifying a particular wattage or
col or. However, ads dealing only with microwave-rel ated subjects will no
| onger appear. You will receive fewer responses from searchers, but

t hose who do see
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specifically in mcrowave ovens (rather than any other kind of nicrowave
product or type of oven). Phrase matching nore closely targets your

audi ence and brings you results that are nore likely to lead to
conversion. Exact Match is even nore restricting. By entering your
keywords with brackets around them (e.g., [m crowave ovens]) you ensure
that your ad will only appear when a searcher uses that exact phrase, in
that exact word order, and with no additional words in the query.
Dependi ng upon your business, and the nunber of words you include in the
phrase, Exact Match can be so restrictive that you will show up very

i nfrequently on results pages. Let's presune that you only sel

nm crowave ovens that are blue in color. If you use Exact Match with the
phrase | blue nicrowave ovens], you are likely to receive far fewer
clicks because you have targeted your market so closely. | iowever,
those that you do receive are nore likely to convert into buyers because
t hey have found soneone selling exactly what they want. Another keyword
option avail abl e on search engines is called Negative Keywords. "These
are keywords that are preceded by the negative sign (-). Negative
keywords ensure that your ad does not appear if those words are included
in the search phrase. For exanple, if you don't sell blue mcrowave
ovens, using the word "- blue" as a negative keyword will ensure that
anyone typing in a search for "blue nicrowave ovens" will not see your
ad. Negative keywords are a useful way to limt searches, but nust be
used with care and caution to ensure you are not limting your ad's
appearance by too many factors. Build up negative keywords over tine,
based on the reports you receive fromyour search engi ne and/ or
third-party tools on keyword performance. Controlling Your Costs The
expense of a PPC ad canpaign can vary froma snmall investnment to

t housands of dollars per nonth. Part of the preparation of your ad is
deci di ng how rmuch noney your conpany is willing to put aside for PPC ad
canmpai gns. |If you are using Google and Yahoo!, numerous user reports
indicate that, at this point in time, Yahoo! Search Marketing is usually
nore productive in ternms of getting your listings on partnered sites or
into editorial-related listings. If you have a fairly snall budget,
spend the extra tine necessary to di scover |ow cost keywords. You may

al so want to investigate sone of the smaller search engi nes, whose
prices may be nore in line with your budget.
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same anmount or quality of traffic as the |arger players, but they do
attract niche searchers, so can be effective if your product is one that
appeals to certain nmarkets nore than others. Bidding for Keywords Once
you have come up with a list of keywords and deci ded which search

engi ne(s) you are going to run your PPC ad campai gn on, start bidding
for keywords. The concept of bidding is fairly sinple. The nore you pay,
the higher in the paid advertising results section your ad will appear.
On occasion, search engines increase the mninmumprice of keyword bids.
During one such occurrence, Yahoo! Search Marketing raised the m ninum
cost per click fromb5 cents to 10 cents. Bids in the 5 to 9 cent range
were "grand fathered" in and allowed to continue at those |evels as |ong
as the Most nmjor search engi nes have advertiser w shed. | |owever, it
wasn't inplemented m nimum bid | ong before bidding on a nunber of

requi rements, which range from 3 keywords went to 10 cents or over

cents to 10 cents. because as soon as a new advertiser opened an account
with your keyword(s), they inmediately outbid keywords in the 5-9 cent
range because they had to submt a 10-cent mini mum bid. Mnual Bi dding
Ver sus Aut o-Bi dding Wth bidding, you can either handl e the process
manual |y or |l et the search engine auto bid for you, using settings you
have chosen. For exanple, on Yahoo! Search Marketing, the auto-bid
feature allows you to do one of two things: you can either "bid to
position"” where your maximumbid will automatically be changed to be set
at 1 cent above any conpeting bids, in order to maintain your sel ected
position, or you can set one maxinmumbid for all of the keywords you

sel ect from anong your list. The advantages of auto bidding are
relatively self-explanatory. Auto bidding allows you to control your PPC
campai gn costs wi thout having to be involved personally. The search
engine will automatically adjust your keyword bids according to the
paraneters you have set, thus controlling the anmount of noney you spend;
this frees you fromhaving to nonitor and then change keyword bids. The
maj or di sadvantage to automatic bidding is precisely that-it is
"automatic." Even though you nay have set certain conditions on changi ng
bi ds (such as a maxinumbid for a certain keyword to retain a rank of
2nd), and
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tool s have conpl ex auto-bidding functions called rul es-based bi ddi ng,
automati ¢ bi ddi ng techni ques have still not been perfected. An

aut o- bi ddi ng program nay m ss opportunities that nanual observation by
the advertiser may have noticed. Relying totally on auto bidding can
have anot her downside as well. A conpetitor may begi n bi ddi ng agai nst
you in such a way as to di scover your maxinmumbid by instigating a

"bi dding war" until your search engi ne reaches your naxi num bid. Your
competitor then can either set their bid to be just one cent above you,
or, if they have a |l ot of noney and really want to domi nate that
keyword, they can bid you to maxi mumand just wait until your budget
runs out. | lowever, if you had been present when someone was trying to
do such a thing, you would have noticed the pattern of a "bid war" and
per haps abandoned the "war" before your budget was conpletely gone, and
instead switched to a | ower page rank. By watching the bidding yourself
(even with the aid of tools), you can nani pulate the bidding so as to
get the highest page rank for specific keywords in a nore fine-tuned
manner; you are actively naki ng decisions, not just relying on sone
general bidding rules being applied, as happens with auto bidding. The
subj ect of auto bidding alnost naturally | eads us to the next
consideration in your ad canpai gn-the position of your ad in the PPC
listings. Ad Positioning The nunber of available positions varies
dependi ng upon the search engi ne, and even upon the resolution of the
searcher's conmputer screen at tines, but it is generally limted to five
to eight ads. The top three listings are the ones with the highest
anmount of traffic. For one thing, these top three listings are nore
likely to wnd up in the syndicated listings (that is, those that are
shown on partner sites, so you get extended reach of your ad w thout

addi ti onal paynents). | lowver, the interesting aspect of this is that
t he higher you arc listed, the | ower conversions to sal es/actions you
will have. As you go down in the positions, the conversions of clicks to
sal es/actions will increase and the bid prices will decrease. | |owevcr,
the overall anount of traffic will go down. Your goal is to find the
golden mddle. If your ad appears too lowin the listings, your traffic
will vanish. | |owever, occupy the first position and you'll wi nd up

paying for a lot of wasted clicks. Although this may vary fromindustry
to industry, we have found that positions three to six tend to be the
nost effective.
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effective for a PPC ad canpai gn because people often click on the first
listing out of curiosity, rather than true interest or intent to
purchase. 't'herefore, the top-ranked position in PPC ad listings often
receive a nunmber of clicks that don't necessarily come from someone who
is already interested in the product and is ready to purchase it. By
being in the second or third position, you will receive clicks from
visitors requiring nore information than they received fromthe first
website or those | ooking for conparisons on features and pricing between
your site and the others. Sone people are just interested in what type
of websites night be advertising such items and others are just

begi nni ng the buying cycle and using the first ad as a place to begin
their research on features of the product, cost, availability, etc. A
visitor will often click on the first ad, find out all they need to know
about the product and its price there, and then click on the second ad
to conparison shop. They may or may not then nove on to the third ad, or
go sonewhere else for further conparison shopping, if they are truly
interested in purchasing. | lowever, if the price of the product is
roughly the sane between the first advertiser and this second one, the
visitor will often purchase the product right then, on the second-listed
PPC ad site, rather than going back to the first site. Generally, the
best positions to If the visitor does return to the first occupy are
between 3 and G site to purchase, the profit margin on position numnber
I will deliver the that sale is slightly less than it coul d hi ghest
amount of traffic, but the have been, because the conversi on of | owest
conversions. this visitor into a buyer took two clicks rather than one,
so the advertiser has to pay for two clicks at whatever price the
keyword is currently bidding at. For many products, this may be a matter
of just a few cents, but sone keywords have bids of a nunber of dollars,
so extra clicks for no reason are not sonething you want. Bid Gaps

Anot her aspect of keyword bidding that is vital to success is
under st andi ng bi d gaps. Bid gaps occur when you have established a
keyword price you are willing to pay based on the situation at the tine
t he canpai gn was set up, and then a change occurs as a result of a

bi ddi ng war or other circunstances that results in your ad renaining in
pl ace while the bid just below yours is nuch | ower.
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you are not nonitoring your ad canpaign closely enough. Sone search
engines will automatically close bid gaps for you and third-party tools
are also available to screen for bid gaps, but you al so should keep an
eye out for them | f the gap between your keyword bid and the cost for
the ad listed directly underneath you is large, you are paying too nuch
for the keyword and your ad budget may decline alarmngly before you
realize what has occurred. dell4ne. comtiser's Max Bid: $3.01) Shop
Dell Small Bu di skwp ans#Horstt www. dell.comww.d Il.con (Advertiser's
Max Bid; $2.99) Conpare online. strayer. info (Advertiser's Max Bid:
$1.02) on select Dell Hone PCs. offer |y savings on powerful, reliable
software and peripherals, tuv. e¢ce information from Strayer Figure 4.4 -
An exanpl e of not nonitoring your canpaign well. The second adverti ser
coul d get the sane position for just $1.03, instead of paying $2.99 per
click. Landing Pages Once you' ve chosen your keywords, the next decision
you nust nake concerns which page of your website you want visitors who
click on your PPC ad to arrive at. The first thought of nbst advertisers
is to nake this page (called the "lIanding page") the honepage of their
website, because that seenms to be the nost |ogical place to begin
exploring the website. | |owever, in nmany cases, your |anding page
shoul d be one that is specifically designed to convince the visitor to
purchase your product. Alternatively, it can be the best page on your
site. Your |landing page should contain all the pertinent information (or
clear links to that information) that a visitor needs in order to place
an order for your Some webnasters construct special web pages for their
PPC ad canpai gns that do not show up if soneone were to go through the
general website. These pages are designed to inprove the experience of a
user searching for a specific product or service.
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product's best selling points, its unique selling point, how nuch it
costs, how to purchase it, and so on. In short, it should be a page from
whi ch a person can order your product, or be just a click away fromthe
order page. The landing page is particularly inportant if you are
targeting local searches. In such a case, you should concentrate on who
your conpetitors are even nore closely than when targeting genera
searches. To make the sale, you nust have uni que selling points on your
| andi ng page that make you | ook Iike a better place to buy the product
than the store three streets away that is selling the sane product. You
can of fer special deals on the |anding page, tinme-limted offers, free
shipping if you purchase by a certain date-any kind of special incentive
you are willing to offer to stop the visitor fromleaving w thout being
converted into a buyer. You can even have a collection of different

| andi ng pages, each custom zed sonehow to appeal to a certain segnment of
your target market or to serve a specific need, such as a seasona

thene. On a final note, we highly encourage you to test different

| andi ng pages using A-B Split Testing techniques. Wth this procedure,
you choose a | andi ng page that serves as your control and create another
one where you change a few words or the |ayout and you send an equa
anount of traffic to each page. After waiting a couple of weeks for
enough traffic to provide sufficient data, see which |andi ng page
performed best (A or 13). If the control out-pulled the "challenger,"”

| eave the control and create another |anding page to test with. If the
"chal l enger" perforned better than the control, then nmake it the new
standard and repeat the cycle again. Experinent with different |anding
pages on a regular basis to inprove your canpai gn and your RO . There
are tools and services on the market that will track everything for you
and provide you with precise reports on every aspect of your
experinmentation. We will discuss these tools in the |ater chapters.
Budgeting for Pay-Per-Cick Ad Canpai gns Budgeting for ad canpaigns is
an issue that has cone up a nunber of times during this chapter. 'T hus
far, however, reconmendati ons have been of a general nature, such as
"keep in mnd your overall budget" or "reassess the budget you have to
spend on PPC." At this point, we will present sone specific tips for
getting the nost out of your advertising dollars.
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If you are not keeping track of your canpaign's budget properly, it
could al so be drained by one or nore of the following: « Cick fraud -
An error nade when setting up the ad ¢ The autonmated bidding tool is
keeping your bids artificially high Cever narketers have been known to
mani pul ate the bidding in such a way that you are paying nore than you
should to maintain the position you want. Unfortunately, there are
unscrupul ous people out there who will bypass the general rules
governi ng pay per click and mani pul ate the underlying structure of the
advertising nodel to their advantage. This leads naturally to a

di scussi on of whether outside firns are a good choice for nmanagi ng your
ad canpaigns, if you don't want to put forth the tinme and effort to
handl e it yourself. The answer is different for each advertiser and each
product, their location, who the outside firnms are, and the general
online advertising marketplace at the tine. Basically, the answer cones
down to a consideration of what nmakes npbst econom c sense in your
particular situation. |If nobody in your conpany really understands the
PPC market or has the time to take care of your ad canpaigns, at a

m ni nrum keepi ng an active eye on the automated tools, then you should
probabl y consi der outsourcing your PPC ad canpai gns. To protect your

i nterests, choose a firmthat you have thoroughly
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sees the long-termgoals of your PPC programin the sane |light as you
do. Typically, the ad budget of snall-to-m d-sized conpanies will not
stretch to i nclude nanagenent of your online advertising by an outside
firm As arule, these firns charge up to 20gé of your nonthly spendi ng
and have a mnimum fee of $300-$500 per nonth. In this case, you will
probably need to rely on your web people to work with marketing to
create, maintain, and decide when to end a particular PPC ad canpai gn
Even if you can afford an outside firm the nature of PPC ads is such

t hat Deci di ng on whether or not you'd personal involvenent by soneone be
better off managi ng your PPC who knows the conpany inside and canpai gns
yoursel f or outsourcing out and has a stake in ensuring that the themto
prof essi onal s depends ads performwell is the best road to largely on
your budget and the tinme take. PPC advertising is not as you can afford
toinvest init. conplicated to understand as it may first appear, and
nost people can quickly learn howto tell if a PPC ad canpaign is
progressing as it should, or if certain areas need to be changed or
renoved al together. The key conmponent to getting the nost out of

what ever your pay-per-click advertising budget is tracking, which is the
subj ect of our next chapter.
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Chapter 5 - Tracki ng Ad Canpai gns Once you have your pay-per-click ad
canpai gns up and running, you need to track the results of your efforts.
The primary goal of any direct-response advertising canpaign is to sel

a product or service or get some sort of an action fromyour visitor

and this type of ad canpaign is no different. You have put a | ot of

time, thought, and effort into crafting an ad that you believe wll
catch the attention of visitors and into selecting keywords that wll
attract qualified prospects. Now, you need to see if your efforts are
bearing fruit. In other words, are you converting visitors to your
website into customers? To find out, you need to determine the return on
your investnent or RO. This is also known as the "bottomline." RO is
a topic that many people find intimdating, but it is really a very
basic concept-RO is the net incone (sales x net per item divided by
the total campaign costs. To put it as sinply as possible, RO is a
percentage that shows how rmuch profit you have made from your

adverti sing canpaign. The way to di scover the RO on a PPC canpai gn can
be relatively sinple or nore conpl ex, dependi ng upon how nuch detail you
wi sh to deal with and how nuch tinme you are prepared to invest. Ideally,
you should track the performance of both your ad and every keyword
associated with it. Tracking your ad canpaign is vital to its ultimate
success. Wthout tracking, you will have no idea why your canpaign
ultimately succeeds or fails, or what is working with your canpai gn and
what isn't. Once you have |l earned the basics of ad tracking, you can use
it to tweak your ad canpai gns, do conparison testing, and try out sone
advertising ideas on a snmall scale before investing too nuch tine or
money on a full-fledged canpaign. In effect, ad tracking will not only
tell you how your current canpaigns are doing, it will help you predict
future behavior as well. Third-Party Tracki ng Tools The advantage of PPC
advertising is that nuch of the basic tracking work is done for you, and
basic interpretation of the tracking results is relatively sinple to
understand. If you are nore experienced, you can delve as deeply as you
wi sh and anal yze the nost explicit details of your canpaign. Until you
feel ready to do so, tracking the nost inportant aspects is a relatively
sinpl e operation, thanks to the nyriad of tools available to help you.
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Tracki ng Ad Canpaigns At this point, few search engines offer the
tracki ng details needed to adequately judge the success or failure of an
ad canpaign. If you want to anal yze all aspects of your canpaign, you

w Il probably need to invest in a tool to assist you. Advanced users may
access raw | ogs kept on their own server, but nuch experience is needed
not only to track ads this way, but to set up your dataset so that, for
exanpl e, clicks nade by the website owner are isolated fromthe rest of
the data. As Heath C arke, the Cl?0 of Interchange, (the parent conpany
of one of the | argest and ol dest pay-per-click search engi nes on the
market-PilotTM as well as the devel oper of a unique |ocal search
technol ogy, Local DirectTM said in a recent exclusive interview with
the pay-per-click informational website PayPerd i ckUni verse. com

"*T rack, track, and track again. Pay-per-click advertising is direct
mar keti ng, so extensive nonitoring and constant tweaking of your ad
canmpaigns is the best way for you to get results.” - Ileath Carke, ClSO
of Interchange How Ad Trackers Work Ad trackers are services or software
that nonitor all of the visitors that come to your website through your
adverti sing canpai gns and track any actions they take or orders they
make. Most of these services are fairly easy to use, so even if you have
limted technical skills, you can still take advantage of themand find
out which of your various ads are working best. These can be especially
useful if you are running conparison ads (perhaps the sane ad on Google
and Yahoo!) to ascertain which source is providing you with the best
traffic. They also allow you to experinment with different titles,
descriptions, prices, |anding pages, and nany ot her aspects of your ad.
Ad tracking tools come in one of two fornms-sone are actual pieces of
software that you pay a flat fee for and downl oad froma website, while
others are based on a nonthly fee that is often tied to the nunber of
clickthroughs. Some exanples of ad tracker services include

wwwv. AdWat cher. com www. O i ckTracks. com and many ot hers. Wat You Shoul d
Be Tracking Although there are a nmultitude of aspects of your ad's
perfornmance that you should be tracking, some things are essential for
you to know in order to judge
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Most tracking services gather all of this information and display it in
a clear, easy-to-understand fornmat. Most of these are self-explanatory,
but ones that you nay not be famliar with are the percentage-based
statistics. '"t'hese statistics provide you with invaluable infornation
on the success of your ad. For example, the percentage of clicks to
actions data will tell you what percent of the visitors who clicked on
your ad wound up taking an action, such as subscribing to your

newsl etter, visiting another page, or |eaving your website i mediately.
Tracking RO Utimtely, the nost inportant itemto track is your Return
On Investnment (RA), which conpares the total cost of your ad canpaign
to the profit you nade fromthe ad, to cone up with a percentage that

i ndi cat es how successful your ad has been. Net profit is the sale price
of the product mnus how nmuch the product actually cost you (which

i ncludes the cost of the raw product fromthe manufacturer, plus things
such as advertising, shipping costs, etc.). 46 ..ERR COD: 1..
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Tracki ng Ad Canpai gns To cal culate RO, you begin with your net incone
(the nunber of sales nultiplied by the net inconme you made per sal e) and
divide it by the total costs of the ad canpaign. Let's say that you had
12 sales of a particular product that has a net profit of $10. 12 x $10
equal s a net inconme of $120. Let's also say that the total canpaign
costs were $100. "Therefore, the RO is $120 divided by 100 or a 1.2
earning ratio. This translates to you having nade $1.20 for each ad
doll ar you spent-120% RO . In this case, you are obviously making a
profit in that you are making nore fromthe sale of the product than you
are spending to purchase and market it. Tracking for RO is actually
simple, in nost cases, for PPC advertising. Sone PPC search engines
include an RO calculation in the statistics they provide you and ad
trackers may also include RO as one of their npbst basic pieces of data.
Note that there may be sone difference between the two RO s provided,
due to different definitions or interpretations of data recorded by

di fferent sources. Search Engi ne Tools and Third-Party Software |In order
to track the previously nentioned itens in the amobunt of detail you

wi sh, you may need to use third-party software. These kinds of tools

will provide you with an incredible amount of information and anal ysis
of a visitor's actions fromthe point they click on your ad until the
poi nt they | eave your website (and will even tell you where they go

after they | eave your site). These tools can also track actions that
visitors take while they are on your website, such as subscribing to
your online newsletter, joining your nmailing list for website updates,
asking for information on your affiliate program or many other actions,
i ncludi ng maki ng a purchase. Al of this is very useful information that
can hel p you deci de what changes you should nmake to your website in
order to lead visitors along the path you wish themto take. Tracking
tools like these operate by placing code on the confirnmation page that
comes up when a visitor purchases sonmething or comnits an action. They
al so place a cookie on the visitor's conputer, in order to track further
and future behavior and visits to your website by that unique visitor.
This allows you to track repeat buyers as well.



Page 48

in effectiveness. Key to this effectiveness is how the searcher views
this formof advertising and their acceptance of it, in conparison to
their relatively weaker response to other types of online advertising,
such as banner ads or popup ads. In part, this is 19
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search engi nes do take a few days to have an editor check over submtted
ads for relevance, and to ensure they do not violate the search engine's
terns of service, but few take | onger than that because they realize
that timng is one of the major advantages of PPC advertising. This can
be particularly beneficial for conpanies that have just opened for

busi ness, because it gives them an opportunity to compete on has
recently expanded their tracking systemso that it now can be custom zed
to track other ad canpaigns. One inportant advantage to third-party
tracking tools is their capability to show all of your various ad

campai gns in a conparative fashion, so that you can instantly see which
search engi ne canpaigns are nore effective than others. In addition

many now cone bundled with click fraud nonitoring as well, which is a
type of computer-based fraud that is becom ng an increasing concern in
t he pay-per-click nmarketplace overall (and will be covered in detail in

t he next chapter). A good exanple of a third-party tool that is
especial ly useful for novices is www AdWatcher.com primarily because of
the availability of excellent visual representations/denos to teach
users how to use the tool nost effectively. It | eads you step-by-step

t hrough the process via an online setup process and, |ike other
third-party tools, has many nore paraneters than PPC search engi ne tools
generally have, including the ability to custoni ze al nost even, aspect
of the tracking process and the reports that are generated. Another
advantage that sone third-party tools have is the ability to inport your
account data from Googl e and/ or Yahoo!.
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Tracki ng Ad Canpaigns There is little doubt that third-party tracking
tools offer nore value, but they do tend to be relatively costly. The
PPC search engi ne conversion tracking that is being offered as part of
your ad canpaign is usually provided at no additional charge. | |owver,
when one is dealing with sonething as inportant as advertising your
products via pay per click, we cannot stress enough the inportance of
not relying on a single nmethod of tracking. Just as you should

i nvestigate other nmethods of keyword bidding, you need to ensure that
your search engine is in synch with what other conpanies' products are
reporting. This will require personally reviewi ng the reports. Al though
you may not wish (or be able) to purchase the highest-priced version of

athird-party tracking tool, it is certainly worth investing in one of
the nore basic versions. These stripped-down versions nmay not have all
the bells and whistles, but they still do an adequate job of anal yzing

the visitors, actions, and sales on your website. Sone third-party
tracking tools can be used for any kind of online (and sonetines

of fline) advertising. Al though we are concentrating here on their

useful ness for pay-per-click advertising, they can be used for banner
ads, newsletter ads, email narketing canpaigns-in effect, just about any
ki nd of advertising or nmarketing nmethod used. 't'herefore, if you
advertise in forns other than pay per click, the cost of a third-party
tracking tool may be mitigated by the fact that you can use it for
tracking your other ad canpaigns as well. The Inportance of Tracking One
really can't overenphasi ze the inportance of tracking the results of
your PPC advertising canpaigns. If you don't track where your visitors
are going on your website, how nmany visitors came to your site through a
particul ar ad canpai gn, how many visitors convert into buyers, your RO,
and so on, you cannot be certain if a particular ad canpaign is worth
continuing or not. If you are using conparison ad canpai gns to see which
is nost effective, the nbst inportant point to remenber is to nmake only
one change each tine you run a test of the ad. For exanple, if you are
testing to see which |Ianding page works better, do not test any other
aspect at the sane tinme. If you test nore than one aspect at a tine, you
and your tracking tools wll
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Tracki ng Ad Canpai gns Naturally, he assuned that nost of the sales were
coming fromhis ad canpaign on a najor search engi ne, because he
believed that | ower-cost ads placed on snaller search engi nes woul d
produce | ower results. It wasn't until he becane aware of ad trackers
and ad tracking software that he decided to find out exactly where his
sales were comng from Using a sinple ad tracker, he discovered that
the vast majority of his sales were not coming fromthe nmajor search
engi ne, but instead were comng fromthe ni che search engi nes, where his
product had nore appeal to their visitors. | le also discovered that he
could drop that canpai gn altogether because the sales he was getting
fromthe |l arger search engi ne equal ed the anmount of noney he was payi ng
for that ad canpaign. Wthout a relatively sinple formof ad tracking,
this individual would have continued believing that "bigger is better,”
and that his sales were comng fromthe | arger search engine. This case
al so enphasi zes, again, the inportance of using the tools that are

avail able. Although this case occurred before search engi nes provided
much data on account activity, and certainly didn't offer any form of
conversion tracking, this individual nmay have becone suspicious a | ot
sooner if he had investigated the statistics that were available from
his search engines. This exanple also reiterates the inportance at

| ooki ng at your statistics critically and in person, not just accepting
that things are proceeding as they should. Cose scrutiny will allow you
to tweak an ad or cancel it before clicks on it drain your account
conpletely. Tracking software can hel p you avoid a situation such as
David Ogilvy (recently naned by Time nmagazi ne as "the nost sought-after
wi zard in the business [of advertising]') said-"I know half of ny
advertising works. | just don't know which half." Luckily, with both PPC
search engines ' and third-party tracking tools conpeting for the

mar ket, the advertiser conmes out a winner. Each side is adding nore and
nore features, many of themfree, as they conpete for market share anpng
advertisers. Cick Fraud One aspect of PPC advertising tha advertisers
and search engines alike is previously |led advertisers to abandon is
currently under scrutiny by both click fraud-an unscrupul ous act that ad
canpai gns that were not making a



Page 52

Tracki ng Ad Canpaigns profit. This was not because of inherent faults in
the ad or the advertiser's decisions, but because of fraud. Wthout
tracking tools that could be custom zed to gather any statistic about a
visitor's path through your website, the increasing growth of click
fraud may have gone |argely unrecogni zed. Instead, it is being

i nvesti gated and net hods are bei ng devel oped to detect and elimnate it.
W thout careful tracking of pay- per-click ads by advertisers, click
fraud may have remained only a suspicion, wthout much clear evidence to
tieit to specific individuals, conmpanies, or locations. As it is, click
fraud is probably the | argest single problemthe industry is dealing
with at this tine and, as such, it deserves a detailed discussion of its
nmet hods and possi bl e solutions of conbating it, the subject of our next
chapt er.
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Chapter 6 - dick Fraud and How to Counteract It in Ad Canpai gns
Unfortunately for any advertiser or businessperson, whether they are
online or offline, fraud is a conponent they nust all deal with, in one
formor another. Wth offline businesses, it's usually in the form of
shoplifting or nysteriously disappearing inventory-. Wth online

busi ness, however, the fastest-growi ng type of fraud concerns a
phenonenon called "click fraud.” On its nost basic level, click fraud is
defined as any click that is maliciously made on an advertiser's PPC ad
with the intent of depleting the amount of noney in the advertiser's
account. As a sinple exanple, let's assune you have a pay-per-click ad
set up on Google and your keyword bid is $1 per visitor. "Therefore,
each tinme sonmeone clicks on your ad on the results page for that
speci fi c keyword, your account is charged $1. If the anpbunt of nobney in
your account equals $1, 000, then you can have 1,000 clicks on your ad
bef ore your account is depleted of funds. | f soneone decides to target
your ad via click fraud, they can use various nmethods to arrange to have
your ad clicked on repeatedly until your $1,000 is gone. This can occur
within a matter or m nutes, or over a nunber of days or weeks, depending
on what nethod is used and how bl atant the fraudsters are about the
process. Cbviously, this is an incredibly destructive type of fraud,
especially since it occurs online, where many people feel they arc
acting anonynously. Sone click fraud canpai gns do not even try to hide
their location or identity if they make a |ightning attack on your ad;
instead they wait and change their online "identity" after they had nade
a significant dent in your account, if not having drained it altogether.
The Gowth of Cick Fraud Excessive clicking on links to websites and
forms of online advertising not tied to a cost-per-click paynment is

not hing new to the online comunity. 1?ver since the beginning of the
Internet as a commercial enterprise, excessive clicking on search engi ne
listings was used to create a sense of "popularity" of the website.
which often led to inproved rankings on the search engine (Stefanie

O sen, "Exposing dick Fraud"). It is partly because of this early type
of questionable clicking that search engi nes began to explore different
nmet hods of ranking websites, |eading eventually to
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Aick Fraud and How to Counteract It in Ad Canpai gns today's reliance on
conpl ex algorithns, robot crawls, the infanmous Google Dance, rel evancy
ratings, related links, content, popularity, and so on. Repeated
clicking on pay-per-click advertising is not a recent devel opnent, but
it has becone a nmajor problemfor all parties involved. This phenonenon,
now referred to as "click fraud,"” has been a part of the Internet for
gquite some tinme. One of the earliest successful strikes against this
type of fraud was conducted by Jessie C. Stricchiola, President of

Al chemi st Media, Inc., who identified and successfully procured a refund
on behal f of the national corporation Chase Law G oup agai nst Goto.com
(now Yahoo! Search Marketing) late in the year 2001. It wasn't unti

later in 2002, however, that nany conpani es began to di scuss the issue
in online articles and foruns. One of the nain problens with conbating
click fraud seenmed to be that there were so nany different interests

i nvolved. Or course, advertisers were concerned that their ad dollars
were being wasted. Yet, if they were also affiliates, they saw the
potential of making back sone of their own click fraud | osses by
practicing click fraud thensel ves. Search engines were interested in
maxi nm zi ng ad revenues (which click fraud acconplished for them, yet
realized that if they didn't help control click fraud, eventually they
woul d | ose those very advertisers and their ad revenue. In addition,
some people who were involved in click fraud didn't understand that what
they were doing was wong. This was particularly true if they were not
very conputer literate or had thenselves been a victimof click fraud.
In sone cases, they had even been told they were hel ping the very people
whose ad dollars they were depleting, because clicking on their ads

i ncreased the popularity of the website. Ilowever, click fraud didn't
really become a huge problemuntil pay-per-click advertising becane nore
preval ent. Logic dictates that if there is nothing to practice click
fraud upon, it is unlikely to be a large problem Unfortunately, the

i ncreased popul arity of pay-per-click advertising has concurrently
revived the practice of fraudulently clicking on paid adverti sing.

Al t hough many suspected fraudul ent clicks were depleting their ad
accounts, it wasn't until a few |l andmark cases canme to light that the
online advertising industry began to react to the grow ng problem

Esti mates of the extent of the problemtoday vary widely, and this is a
subj ect of nmuch di scussi on anbng advertisers and PPC search engi nes.
Estimates range froma low of 10"/o0 to as nmuch as 50°/0 of clicks
falling into the fraudul ent category. The search engines usually claim
that, although it is a significant
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Aick Fraud and How to Counteract It in Ad Canpaigns problem it falls
toward the | ower percentage. Devel opers of tools and software to
counteract click fraud, however, |ean toward the higher figure. However,
everyone does agree that click fraud has been a problemin the past and
that it is becom ng an even greater problemnow. Left to flourish onits
own, click fraud ultinmately could bring the entire pay-per-click

i ndustry grinding to a halt, with advertisers |osing enough noney on
their ad canpaigns to drop their ROs to negative nunbers. This, in
turn, could lead themto withdraw fromthis type of advertising

al together. The dom no effect fromsuch a retreat could have a massive
effect on search dick fraud is estimated to be engi nes in general, nost
of which now between 10% and 50% of all PPC rely on paid advertising as
a prinme advertising spending. source of inconme for growth in the

mar ket pl ace. Both sides have a great stake in controlling and ultimtely
bringing click fraud statistics down to the | owest possible percentage.
As long as there are people willing to conmit fraud, however, click
fraud will never be conpletely elimnated. Advertisers and search

engi nes agree, however, that the issue needs to be addressed now, before
it gets conpletely out of hand. Probably the nost infanmpus and audaci ous
click-fraud case, which caught the attention of the industry and al erted
themto the potential danger of click fraud, involved an individua

naned M chael Anthony Bradley. M. Bradley devel oped a software program
that he called "Google Cique.” Ile clained that the program al | owed
clicking on pay-per-click ads in such as way as to be virtually
undetectable to search engines. Bradley told Google that if they were
not interested in purchasing his software at a reported price of

$100, 000, he would send copies of it to at |east 100 spanmers wor| dwi de.
This would result in fraud in the nei ghborhood of at least $5 mllion in
t he course of six nonths. Bradl ey was charged with extortion and wire
fraud in March of 2004. Later in the year, another significant |awsuit
brought to the forefront another type of click fraud, this tine
involving affiliates. On Novenber 15, 2004, Google sued one of the
advertisers on its AdSense program (which invol ves websites including a
PPC ad on their site in return for a portion of the inconme earned by
Googl e when soneone clicks on that ad). The lawsuit clained that
Auctions Expert International, a Houston, Texas- based conpany,
"flagrantly abused (Google) by artificially and/or fraudul ently
generating ad clicks.... These clicks were worthless to advertisers, but
generated significant and unjust revenue for defendants." Key to the
awsuit was the claim
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Aick Fraud and How to Counteract It in Ad Canpai gns by Google that the
site itself was set up specifically for the purpose of click fraud and
was never intended to be a legitimte auction website. Experts in click
fraud are of two minds concerning these two significant cases. One side
bel i eves that businesses need to accept the fact that a certain anmount

of click fraud denonstrates the success of our antifraud system and that
we will take |egal action when appropriate." (Steve Langdon, Google
spokesperson.) These high-profile | egal cases are, however, just the tip
of the iceberg in ternms of click fraud in general. How Cick Fraud
Affects Advertisers W' ve seen how click fraud can quickly deplete an
online advertiser's PPC account, but let's ook a little bit closer into
some of the ways that click fraud affects advertisers.
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dick Fraud and How to Counteract It in Ad Canpaigns In addition to

drai ning ad canpaign | ocal search if you are an advertiser on Fi ndWat,
you need to set up a PPC account on SuperPages using category pricing
(mnimumclick price of 20 cents), even though the base technology is
fromFindwiat. The [imt of four listings presented when one uses the

| ocal search bar (versus their general search bar, which returns many
nmore results) needs to be nore conprehensive in order to get advertisers
interested in signing up for this feature. The results are attractive,
but until nore advertisers are provided with adequate informati on on how
to integrate |ocal search into their ad canpaigns, the Findwat offering
is not as conpetitive as it could be, given the nunber of partners the
search engi ne has. 93
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dick Fraud and How to Counteract It in Ad Canpai gns Types of click
fraud range fromvery sinple to very conplex and sophisticated. | lere
are some of the nobst common fornms click fraud takes. 1. Autonmated
Scripts-al though not the sinplest formof click fraud, for soneone with
conputer expertise, this nmethod can be very effective, and quite sinple
to set up as well. The nost fanobus case of this type of click fraud is
still the Google dique software. Basically, the fraudster creates a
robot or automated script that is specifically designed to click on paid
advertising. ']'his type of click fraud is used by both conpetitors and
affiliates alike. 2. Hiring People To Cick On Ads-this neans of
perpetrating click fraud often originates fromthird-world countries.
Ads are placed in | ocal newspapers recruiting workers to spend tine
clicking on ads, according to directions supplied by the conpanies who
organi ze these operations. Perhaps the nost infanobus operation of this
type of "click farm was identified by The 'I'ines of India in an
article entitled "India's Secret Arnmy of Ad Cickers." Especially
interesting is that one online bl ogger who reported this story received
17 comments to his blog entry, nost of which were placed by people
seeking to find such jobs or by firns advertising that they were | ooking
to hire workers for just such work. Although the conpani es that organize
"click farns" realize that they are coonmtting fraud, those working for
t hem do not necessarily understand the significance of what they are
doing and the inpact it is having on overall Internet conmercial
activity. In third- world countries where annual incones average a few

t housand dollars, the additional incone of $100 to $200 per nonth for a
few hours work per day is very hard to resist, especially if the

i ndi vidual s involved are not conputer literate enough to realize the

i mplications of their actions. 3. Conpetitors-your conpetitors have many
nmet hods of generating click fraud that do not involve "hitbots" or
"click farnms". If you are conpeting for position on PPC search engi nes
for a particularly expensive keyword, all a conpetitor has to do is to
click on your ad a couple of tines a day fromhis office conputer, his
hone conputer, a laptop, a friend' s conputer, an Internet café, or any
variety of easily accessed conputers with different I P addresses in
order to deplete your account and vet not attract attention to hinself
personally. In conpetitive industries, where the cost per click can be
several dollars, if three to five of your conpetitors nake fraudul ent
clicks on your ad several tinmes a day, you can easily be | osing

t housands of advertising dollars a nonth. |If your keyword cost is in the
| ower range, click fraud by your conpetitor(s) tends to be a little nore
conpl ex and sophi sti cat ed.



Page 59

Aick Fraud and How to Counteract It in Ad Canpai gns Proxy Servers-one
of the nost basic neans of click fraud involves the use of repeated
clicks on a PPC ad fromthe sanme conputer. A person could theoretically
sit at their conputer and click on your ad, wait the appropriate anmount
of time for the PPC search engine to consider it a legitimte click
perhaps even visit a few of your pages and then exit your website.

Bi ngo! One clickthrough deducted from your account. There are cases
where people will conmplete this process repeatedly, w thout even

bot hering to go through the sinple process of changing their |P address
(the Internet Protocol nunber that is assigned to each conputer).

| owever, sone people using click fraud in this manner use proxy servers
to allow I P addresses to be changed randomy at certain intervals in
order to make it appear as if the clicks are indeed com ng from
different conputers. 5. Affiliate Prograns-affiliates are an increasing
source of click fraud. Because of the specifics of howthe affiliate
system works (see the upcom ng chapter on affiliate progranms for
details), affiliates have a version of the PPC ad on their websites.
Because affiliates receive a percentage of the noney generated by each
click made on their website, they may see little or no harmin clicking
a couple of tines on the ad thenselves to generate a little extra incone
on the side. However, affiliates who use "bots" to generate significant
revenue via click fraud usually have to develop fairly sophisticated
technol ogy to get past the filters that many of the PPC search engi nes
have in place for programs such as Google AdSense. 6. |npression
Fraud-currently, this type of fraud is that your website nay be seen by
t he search engi ne as becoming | ess relevant, since you are getting a | ot
of inpressions wthout clicks, which can lead to a shutdown of your ad
campai gn. As stated earlier, these are just the nbst common neans of
click fraud. Some suspect activity may indeed be click fraud, but is
subtl e enough to be inpossible to label it as such. For exanple, sone
advertisers notice that on occasion their ads are clicked nmuch nore
often than usual, while their tracking shows that the visitors never go
past the honmepage to another area of the website. Cick fraud is
definitely a phenonenon that is sonetines difficult to track, and

i nnocent actions can sonetines be nisinterpreted as click fraud. People
do
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Aick Fraud and How to Counteract It in Ad Canpai gns mnistakenly click on
an ad when they didn't intend to and sone people find it easier to click
on a PPC ad to find out a conpany's phone nunber than to consult an
online yell ow pages directory. So how can you tell if you are a victim
of click fraud, given that its very nature is somewhat anorphous?
Detecting Cick Fraud Some telltale signs of click fraud are quite
obvious, while others take a little nore tracking and analysis to
identify. Many PPC search engi nes have prograns in place to audit for
click fraud, which we'll discuss later in this chapter, but it is a good
policy to periodically |ook at your traffic |ogs, or perhaps consider
using a third-party tool to analyze the data further. The main things to
| ook for in your ad canpaign's statistics are: 1. Keyword performance-if
you notice that some specific keywords in your ad camnpaign that normally
do not do well suddenly beconme top perforners, investigate. If you
suspect click fraud, begin by changing the setup of your ad canpai gns so
that you can track each keyword by search engine and then keep an eye on
the statistics of each (now) separate canpaign. In this way, you can see
nore clearly if one specific search engine is involved. As well, the
data i s broken down in nore manageabl e portions, so that repeated visits
by the sane | P address nay stand out nore clearly than if you kept all
your keyword canpaigns in one log file. Likew se, a sudden increase in
the total nunmber of clicks on all of your keywords, without there being
a seasonal relationship or a special pronotional canpaign in progress,
could indicate click fraud. 2. An abnormal nunber of clicks fromthe
sane | P address- although this is the nost obvious and easily identified
formof click fraud, it is amazing how many fraudsters still use this
met hod, particularly for quick attacks. T hey may choose a to strike
over a |ong weekend when they figure you may not be watching your |og
files carefully, clicking on your ad repeatedly so that when you return
to work on Tuesday, your account is significantly depleted. 3. Decline
in the nunber of conversions-if your conversion rate is normally
positive (that is, you are nmaking a profit on your ad), and all of a
sudden, conversion dives into negative nunbers, this could be a sign of
click fraud in action. dick fraud causes extra clicks on your ad with
no actual purchases, and your conversion rate will fall accordingly.
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i npressions on an affiliate's site, the PPC search engine will soon
notice an abnormally high paynent to a certain affiliate and perhaps go
as far as canceling that affiliate's account, even though he or she was
not engaging in any formof click fraud. 7. A |large nunber of clicks
comng fromcountries outside of your normal market area-using online
resources such as www. dnsstuff.comand other free online sites, you can
identify which country an I P address is probably conming from 8.
Accidental click fraud-there are, in fact, sone cases that may be seen
as click fraud, although the}' are actually not intentional. | |owever,
they do have the effect of depleting your ad account. Although sone

i ndi viduals may accidentally click on your ad, nost accidental clicks
are caused by Iink-checking software or search engine robots clicking on
the ad as they run their routines. If you suspect this is occurring,
regul ar checki ng of your logs may be all you need to get a refund from
your PPC search engine. Wth spider-driven extra clicks, if you have a
hi gh- cost keyword in your canpaign, even a few extra clicks a day can
make a dent in your account. There are other nmeans of click fraud that

i ndi vidual s use, but nost fall into the above categories. Mst people
believe that the majority of the real danage is done by robot-driven
software, but it is inpossible to adequately determ ne what percentage
of click fraud is caused by humans thensel ves and what percentage is
caused by robots that humans devel oped.
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Aick Fraud and How to Counteract It in Ad Canpaigns One of the main
reasons that robot/software click fraud is so prevalent is that there
are actually legitinmate pieces of software that can be used to conmt
click fraud, although that was not the original intent for their
creation. For exanple, a click fraud artist may claimthat he is just
stress testing his analytics software programto ensure that it wll
catch click fraud. Part of the problemw th click fraud is that there
are not yet any |aws on the books dealing with the problem The Federa
"T'rade Conmmission clainms that they cannot really do anything about the
probl em because they are tasked with investigating consunmer fraud, and

cannot fit click fraud into this category. | |owever, the Departnent of
justice in the United States does have a rapidly grow ng division that
deals with cases of cybercrine, and click fraud will likely eventually

come under their review The difficulty is that, even if you suspect you
are a victimof click fraud, the onus generally falls on you to prove
that it exists and to find those responsible. This nmust happen before
any action will be taken by your PPC search engi ne, especially those
that already have sone formof click fraud detection operating on their
engi nes. The Response of Search Engines to dick Fraud W' ve spoken
briefly about PPC search engi nes and how they have responded to various
incidents of click fraud. Not all search engines have prograns in place
that routinely check ad accounts for warning signs of click fraud, but
nmore and nore are Click fraud is currently one of the largest threats to
the survival and growth of pay-per-click search engines. instituting
such progranms in |ight of the increasing incidence of click fraud and
pressure fromtheir advertisers to deal with the problem The two

| argest search engi nes, Google and Yahoo!, both have publicly admtted
that click fraud is a problemthat is a significant threat, not just to
their "business nodel," but to their overall success. In the recent
pre-1PO filings by Google, for exanple, the conpany included a paragraph
pointing to click fraud as a risk potential investors should consider
bef ore purchasi ng Google stock. They stated that: 'ek'e have reiularly
paid refunds related to fraudulent clicks and erect to do so in the
future.... I/' we are unable to stop this fraudulent activity, these
relunds nmay increase.... Y we are unable to remain conpetitive and
provi de val ue to our advertisers, they may stop placing ads with us,

Wi ch woul d negatively aJ)éct our net revenues and busi ness. "
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Aick Fraud and How to Counteract It in Ad Canpai gns 1?ach of the two
maj or PPC search engines define click fraud in a slightly different
manner. Google defines it as "invalid clicks, as any nethod used to
artificially or maliciously generate clicks or page inpressions” (Salar
Kamanagar, Director of Product Managenent, Google), while the Yahoo!
definition is "clicks arising for reasons other than the good-faith
intention of an Internet user to visit a Wb site to purchase goods or
services or to obtain information." (D na Freeman from Yahoo! Search

Mar keting). Cbviously, the Google definition is nmuch nore specific than
t hat proposed by Yahoo!, and its response to click fraud at this point
is a touch nore detailed and drills down further into the raw data.
Still, both search engines have proprietary systens in place, which are
constantly being upgraded as new net hods of click fraud becone apparent
or the level of detected click fraud increases. Googl e has devel oped a
separate teamthat deals solely with click fraud i ssues. One part of the
teamis responsible for constantly revising the autonated software
detection system so that it can detect the differences between nornal
human clicks and those nade by robots. Basically, the system anal yzes
traffic to websites to see if they fit known patterns of activity that
indicate click fraud, such as never |eaving the | andi ng page, repeated
clicking within a certain tinmefrane fromthe sane | P address, and so on
The second part of the Google click fraud teamis conposed of

i ndi viduals who manual |y | ook at individual cases of suspected click
fraud. These investigations may cone about as a result of a conpl aint
filed by an advertiser who feels they have been a victimof click fraud,
or cases that have been identified by the automated system Although al
search engines are very tight-1ipped about revealing how much they have
refunded to advertisers on click-fraud clains, Google has refunded noney
| ost by advertisers, and publishers have had their paynments adjusted if
they are suspected of affiliate-related fraud. In addition, the Novenber
2004 | awsuit by Googl e agai nst Auctions International indicates that
they are willing to take legal action in cases they consider worthy of
such action. Despite their stated good intentions, and evidence of quick
action on clains by advertisers of suspected click fraud, many
advertisers feel that Google is not doing enough to conbat the problem
and are frustrated in their attenpts to reach the | evel of proof that
Googl e expects in order to qualify for a refund. No doubt it is in this
search engine's best interests to keeps its advertisers happy, but it is
a conpl ex problem Yahoo! Search Marketing, |ike Google, has proprietary
software designed to detect click fraud. This software has been refined
on a reqgul ar basis since 1998, and now checks at | east 50 points of

data, fromthe nore obvi ous ones, such as | P addresses, cookie
information, or the visitor's browser's information, to
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Aick Fraud and How to Counteract It in Ad Canpai gns nore sophisticated
recognition of patterns of behavior on an individual wbsite. If the
cumul ati ve nunber of data points concludes that the activity is likely
not valid, the advertiser is not charged for the click (although Yahoo!
is unable to renove the information fromthe advertiser's |ogs, |eading
sone to question how far Yahoo! is actually going to conbat click
fraud). Yahoo! also encourages advertisers to report suspicious behavior
that they find in their own tracking of ad activity, and will

i nvestigate further and issue refunds when appropriate. Keep in mnd
that if your claimis denied, you should appeal and get themto take it
seriously. Some other PPC search engi nes al so have formalized systens in
pl ace to detect click fraud. Chief anong these are LookSmart's
TrueLeadTM system and Fi ndWhat. O her PPC search engi nes, however, do
not have formal click fraud systens in place, but do nmonitor traffic on
an informal basis. Al will consider any clainms nade by an advertiser
who claims to be a victimof click fraud. How Adverti sers Can Conbat
Adick Fraud Primarily because so nany PPC search engi nes have not yet
instituted formalized prograns to detect click fraud, and even those
that have only detect a portion of actual fraud, the responsibility to
proactively conbat click fraud falls on the advertiser. Part of the
problemw th having to conbat click fraud on your own is the anmount of
time involved in analyzing and organi zing the evidence to present to the
PPC search engine, in order to seek a refund. Sonetines, the tine
involved in follow ng through on such a claimcosts nore than the actua
dollars involved in click fraud, which unfortunately is something that
click fraud operators count on to keep them operational. however, if you
are already using tracking software to anal yze your web anal ytics, as is
suggested for anyone who is running anything nore than the sinplest PPC
ad canpai gn, you can use that information to identify potential click
fraud. Some tracking ' software even includes a click-fraud detection
conmponent. There are al so a nunber of third-party tools that are
specifically designed to | ook for signs of click fraud and to anal yze
your log files to find out if you have been a victim Such tools can
hel p your case with your PPC search engine if you do di scover a problem
and take it to the search engine for a refund. Sonme conpanies will even
take your case to the search engine for you thenselves. Many third-party
tools exist to help advertisers nonitor and track their canpaigns for
click fraud and assist themwi th getting their noney back from search
engi nes.
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Aick Fraud and How to Counteract It in Ad Canpaigns W'IlIl discuss sone
of the third-party tools for conbating click fraud in the upcom ng
chapter on pay-per-click tools. '"17-iere are many avail abl e incl udi ng
www. AdWat cher. com  www. Whosd i cki ngWho. com and www. Cl i ckl ab. com More
and nore products will find their way to the market as the probl em of
click fraud gai ns even nore notoriety. Besides relying on the search
engi nes thensel ves, using a third-party tool, and engaging in sone
manual checki ng yourself, what el se can you do to conbat click fraud and
recei ve conpensation fromthe PPC search engi ne? One step you can take
is to disable any content search function you have and then keep track
of your statistics while relying solely on the PPC search engine ads to
test if affiliates may be involved in click fraud. If your data shows a
rapid decline in the anmount of suspect clicks, turn content search back
on and see if the chckthroughs begin to show up again. Docunentation of
this type of experinent is great evidence to provide to the search
engi ne to back up your clains of click fraud fromaffiliates. Another
very effective nethod that one of the third-party tools suggests is to
make use of their software, or construct your own, to activate a popup
nmessage that will appear on the user's conputer screen if they click a
certain nunber of tines on your paid ad within a certain tinme period.

For exanmple, if sonmeone clicks five tines on your paid ad within the
space of an hour, they will see a popup nessage, very politely witten,
stating sonething to the effect that their repeat visits have been
noticed and inviting themto contact you if they are having difficulty
finding what they are | ooking for. This innocuous-Iooking warning sign
works quite well at deterring a nunber of those involved in click fraud
at the basic level. Suspicious Behavior Detected! Your internet |ocation
has been detected visiting this site nore than 5 tines over the past 24
hours. Your information has been | ogged and sent to the owner of the
adverti si ng canpai gn. W appreciate your interest and thank you for your
visits. However, to protect our customers from hi gher prices by keeping
advertising dollars down, we routinei¢r exanm ne recurrent visitations
From their advertising canpai gns, Please help us pass the savings on to
you by booknarking our site For future reference. Thank you For visiting
and enjoy browsing our site! IP. S7,1Q0 XXX. XX - Agent: |E E, x and above
Figure 6.1 - Wen a fraud-nonitoring service notices suspicious
behavior, it shows a nessage such as this to the potential fraudster
before redirecting themto the actual |andi ng page.
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Aick Fraud and How to Counteract It in Ad Canpaigns It is very

i mportant to keep accurate and conplete records of any reports or
statistical analyses (either print versions or screenshots) of

suspi cious data. If your |ogs show that the same IP address is clicking
on your ad 24 tines each day, having a hard copy docunenting that
occurrence will go a long way toward proving your case to the search
engi ne in question. Likew se, if you can docunent that click fraud is
occurring primarily on certain pages, you may be able to narrow down the
potential perpetrators, especially if you suspect affiliate click fraud.
If you feel that you have adequate proof of click fraud, you should
contact the search engine involved directly via email, attaching the
proof you have collected and any further details or evidence supporting
your claim Another possible tactic, if you are a relatively snal

busi ness and have fairly clear evidence that a conpetitor is the
instigator of the majority of your losses, is to place a carefully

wor ded, sinple phone call or email to themoutlining your observations.
This nay be enough to stop the problem You could also contact a third
conpetitor to see if they are having a simlar problem and perhaps
conmbi ne forces to conbat the problemnore easily and effectively. No
matter how you choose to deal with a potential click fraud probl em
while the investigation is ongoing, continue to nonitor your paid
advertising statistics carefully and diligently to ward off further
attacks and to enable you to nonitor to sone degree the actions that
your search engine is taking to resolve the matter. As with tracking ad
canpai gns, dealing with click fraud all comes down to one
process-tracking, tracking, and then nore tracking. In the next chapter,
we' | | discuss contextual advertising-howit differs fromthe nore
common, search-driven PPC listings, and uni que aspects advertisers nust
know and keep in nmind if they choose to invest in this form of

adverti sing.
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Chapter 7 - Contextual Pay-Per-Cick Advertising So far, we've been

di scussi ng standard pay-per-click ads. However, there are variations on
this keyword-based nodel that are quickly being devel oped by ngj or

pl ayers in the online marketplace. One of these variations is known as
cont extual pay-per-click advertising. Wiat makes contextual adverti sing
different is that your ads do not appear on search engi ne result pages.
Rat her, they appear directly on pages of content found on websites. In
effect, if you visit a website that has information about digital
caneras, you may encounter contextual advertising of related products,
such as nmenory cards, canera cases, zoom | enses, battery rechargers,
etc. Al though many anal ysts consider contextual advertising to be a new
phenonenon, it has actually been present since the Internet becane a
commercial enterprise, mainly in the formof banner advertising, popups,
and other ads. In the past, consuners consi dered these neans of
advertising undesirable and even an unwanted part of their search
experience, view ng them as unnecessary clutter that detracted fromthe
actual infornation available on a web page. For exanple, nost of us have
had t he experience of visiting a website and then being pronpted to
al | ow t he downl oad of software, which, once installed on your conputer
will allow contextual ads in the form of popups, etc. to be shown as you
travel through various websites. |If your conputer is not set up to
pronpt you before downl oadi ng software, you may actually have such
prograns installed on your conputer, w thout even knowing it. Sonetines
these types of program encourage the visitor to downl oad the software by
offering free benefits, such as access to coupon sites or

di ctionary/encycl opedi a resources. This practice is best known as
spywar e/ adware and is regarded very negatively anong online users. By
the year 2003, contextual advertising had beconme a form of adverti sing
that consumers did not generally respond well to, and nmany users began
to install popup-blocking software to cut down on the incidence of
unwant ed ads suddenly appearing in a new wi ndow or as part of the
current browser window. | |owever, also in 2003 a new facet was

i ntroduced into contextual advertising that changed its public
perception, and it has becone a fast-grow ng neans of capturing new
traffic for advertisers.
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Cont extual Pay-Per-dick Advertising What nakes pay-per-click contextua
advertising different from pay-per-click search engine advertising is
not just how and where it appears, but also the type of user it appeals
to. Pay-per-click contextual advertising is designed to appear on pages
of a website that have content that is highly relevant to the ad.
Dependi ng on which search engine is delivering the advertising, the ads
may appear on the right side (or the top or bottom) of the web page, and
be simlar in appearance to standard PPC ads, with a title, description,
and URI, to click on. The types of websites that typically carry
contextual ads are news sites, nagazine sites, educational sites,
product review sites and other reference sites. 'T here is little-to-no
incentive for an advertiser to add contextual ads to their own websites,
because conpetitors' ads could wind up being shown there as well. Wile
contextual ads are nostly text-based, a relatively new devel opnent in
contextual search is the introduction by Google of the ability to

i nclude images in contextual ads, thus allowi ng the advertiser the
opportunity to show a product as well as provide a link to the rel ated
website. Another difference between the two is the delivery nethod.
Contextual ads are generally served up via a conplex algorithmthat
determ nes which ads to display on a website that is in the contextua
ad busi ness. Thus, the adverti ser does not have as nmuch control as with
PPC search, where they deternine Contextual ads generally deliver a
their positioning via keyword bidding. |ower RO because they are
clicked Bidding is a part of contextual search, on by people in a
different stage of but usually on a group of keywords, a the buying
process, as conpared to channel, or a category |level. regular search
clicks. In addition, contextual ads tend to be clicked on by visitors
who are in a different stage of the buying cycle and may not be
interested in purchasing a 68 Figure 7.1. - Contextual ads by Googl e
appear on a content site about tennis. As you can see, the ads are for
tenni s-rel ated products.
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search pay-per-click ads, because of the intent of the visitor clicking
on the ad. Nevertheless, the contextual ad canpaign is still charged for
each click on the ad. Gven this, advertisers are divided in their view
of contextual advertising. Sone think it is a worthwhile endeavor, while
others see it as an ineffective nethod that they do not wish to expend
ad dollars on. Sonme advertisers al so express concern that their ad could
he served up on a wchsite that has little relevance to their product, if
the algorithmis not constructed appropriately, as reportedly has
happened on occasi on. However, there are positive points about

contextual advertising that have contributed to its growmh of use: -
Contextual ads tend to have nore online exposure than search pay-per-
click ads, because their placenent on partner sites of the search engine
is determned by their relevance to the content of those sites, and is
not totally dependent upon keyword bidding to achi eve placenent. -«

Cont extual ads are a good source of revenue for the partner sites that

i nclude them Because the ads are not in conpetition with the "product"
being offered by the content website, they are generally seen as a plus
by content partners. The Devel opnent of Contextual Advertising How did
the turnaround in the overall opinion of contextual advertising in the
popup formto its current popularity come about? Largely, the switch in
vi ewpoi nt toward contextual advertising devel oped out of the vision by
Googl e
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Cont extual Pay-Per-dick Advertising to use contextual search as a neans
of delivering nore relevant ads to its network of partners and
advertisers. Google was one of the first search engines to offer content
targeting in a programcall ed AdSense that |aunched in March of 2003,

but initially limted those eligible to participate to its |arger
partnered websites (those with a mninmumof 20 mllion page views per
month). It wasn't until June of 2003 that Googl e expanded the programto
allow smaller sites to participate and sinplified the sign-up process,
so that a publisher could sign up online. Google has positioned content
search as a nmeans for advertisers to have their ads appear on highly-

rel evant websites automatically, stating that the programw || increase
an advertiser's RO and reach, and save themtinme and noney via their
"extensive network of high-quality partner sites and products.” In fact,
contextual advertising is nore suited to the Google AdSense Sites with
content about ganbling, program in that its main purpose is to

por nogr aphy, or drugs are not increase revenue for publishers by all owed
into the contextual providing relevant ads for their advertising program
in any way. websites. Google feels that, by providing targeted
advertising throughout a website (particularly snall websites with small
adverti sing budgets), these sites will benefit fromincreased traffic,
while the advertiser will benefit if a visitor clicks on the ad and
visits their site, perhaps nmaking a purchase. The programis robust
enough that it can apparently differentiate between different neanings
of comon words, such as "nouse" as either an aninal or a conputer

peri pheral device, and thereby not serve up an ad for a conputer nouse
ad on a nedical research website. It also has a filtering process to
elimnate matching ads with articles reporting bad news, thus not

pl aci ng car ads on content pages discussing a recent car crash, for
exanpl e. Sone degree of manual review of potential matches of ad to
content is also nowin place, in addition to the automated al gorithm

pl acenment nethod. The Google program also allows the publisher to bl ock
specific URLs they do not want to appear on their site, thus elimnating
the risk of a conpetitor's ad showing up on their website.
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Cont extual Pay-Per-dick Advertising 'T ' here is also the option of
serving up a "standard" ad if the Google software doesn't find an
appropriate ad to place on your content page. They also allow you to
custom ze the colors in the ad to fit with your general web design
Monitoring tools and reports are al so offered, which include the
clickthrough rate, the nunber of inpressions, and the nunber of clicks.
You can al so group results by URL, ad type, dommi n nane, category, and
ot her paraneters. Earnings from contextual advertising are displayed and
easily accessed, so the publisher can quickly check how rmuch revenue
they are generating and then make deci sions about changes easily, and in
a timely manner. Soon after Google began offering contextual

advertising, its conpetitors junped onto the bandwagon. By July of 2003,
Yahoo! had devel oped its answer to Googl e-Content Match. Content Match
basically offers the sane features as the CGoogl e contextual ad program
but of course, delivers results to different partners. 'T he Yahoo!
Search Marketing program concentrates nore on involving its major
partners, such as Yahoo!, CNN, ESPN, and MSN, in contextual adverti sing.
Fewer tools are offered by the Yahoo! programto date, although as
conpetition increases, Content Match will undoubtedly adapt and add such
functionality. OQher PPC search engines that offer contextual search

i nclude: « Kanoodl e.comand its product, ContextTarget (ads nmay appear
on partners such as MSNBC, USzVI'oday.com MarketWatch/Dow Jones) and
Bright. Ads « Fi ndWiat.com product, Xpress contextual ads -

Enhancel nteracti ve. com contextual advertising option, considered a

conbi nation of different options available to PPC advertisers In
addition, a nunber of web properties also offer a form of contextual
adverti sing, although because they are not search engi nes, per se, the
network of websites that your content-related ad may appear on is much
smal l er. Sonme exanples to investigate include: « ww.Cicksor.come
www. Bi dCl i x. com » www. Banner Boxes. com ¢ www. Bi dverti ser.com



Page 72

Cont extual Pay-Per-dick Advertising ¢ ww. Context Ad. com e+ wwwv. Qui go. com
- The AdSonar Exchange Wen Contextual Pay-Per-Cick Advertising Is a
Good Choice There are a lot of factors an advertiser needs to consider
bef ore deci ding on contextual versus keyword-based pay-per-click
options. | |owever, the best way to quickly discover which factors may
work in your favor, with either nodel, is to investigate the contextua
mar ket pl ace by experinenting with your ongoi ng ad canpai gns. Before you
begi n any contextual search ad canpai gn, ensure that your keyword- based
search ad setup is working at its optimal capacity. The first step is to
ensure that the content tracking option is turned off, if you use Google
or Yahoo! in your basic setup. Wen you first open an account with these
two search engi nes, "content search" is automatically set to the "on"
position. |Ilowever, if you are only interested in pay-per-click search
ads, or you are going to test contextual advertising, you need to adjust
t hese settings to your preferences. You can find this setting on the
basi ¢ setup page of your account. Once you have turned content natching
of f, take sone tinme and | ook at your keywords. Then track and anal yze
your data fromthe search network to ensure that you have your keywords
positioned where you want themto be and that you are happy with the
results you are getting fromyour PPC search canpaign(s). Add negative
keywords where appropriate, and renove any keywords that aren't
perform ng to your expectations. In effect, get your search-based
pay-per-click ad canpaign as close to perfection as possible, so that
you will be able to nake an accurate conpari son between it and the
contextual search version you will set up. As an exanple of how to test
contextual advertising against the other nmeans that visitors use to find
your site, let's use a situation based on a Google account. You wll
need to set up to three separate canpaigns--one that will reveal your
natural or organic search results, one that will show your pay-per-click
ad canpai gn search results, and a final one that will show results from
a pay-per- click contextual results ..ERR CCD: 3.
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net wor k" only checked X19-° a d~CC.' 1« X3 M Ede cam xf nSoon" ,, a 5.
Where to show ny ads Show ads on Googl e and the #at c anpatgn Oont 21
~r~ ~ s. w-n search network t, ewac €€"anps a: ~r 4r ® content network
nmore i nfo about these choices] | Maw Aiwa Y Yam 13 NY PT-.- » ~ «. M nr
.€.u o2w~ sal ar #'nmow |-r Figure 7.2. - You can edit where your ads
appear on Google by going into "Canpaign Summary, " checking the

campai gns you want to edit, and then clicking on "Edit Settings." You
can set whether you want the ads to appear on Google only or be spread
out over their search partners and AdSense publishers. Ensure that you
have i ndi vidual tracking set up for every keyword in each of the three
campai gns, with appropriate identifiers set up in the tracking URLs, so
that you can analyze the data conpletely. Set the canpaigns to run at
the same tinme and let themrun for a reasonabl e anmnount of time-anywhere
froma week to as long as a nonth-so that you can collect enough

i mpressi ons on each separate canpai gn to have adequate data to anal yze.
Once the ads have run | ong enough to generate sufficient data, stop the
canpai gns and then reactivate your original canpaign. At this point, you
nmust anal yze the data fromthe separate canpaigns in order to determne
whet her PPC search ads resulted in nore positive results than did the
PPC cont extual ads. Al though you can use the tracking tools available in
Googl e to analyze the data, we recomend that you also use a third-party
tool to conpare the different analyses. | f you do not own a third-party
tool, some of the nore popul ar ones do have trial periods avail abl e that
woul d all ow you to downl oad the software and anal yze the data fromthe
test period. (lie aware that trial software often does not have the ful
features of the programenabled.) 73 ..ERR, COD: 1.
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Cont extual Pay-Per-Cdick Advertising Finally, |ook at the data yourself.
I nvest as rmuch tine as necessary to fully understand the different
results you nost likely received fromthe different ad canpai gns,
concentrating particularly on clickthrough rates and conversions. If you
di scover that the canpaigns received a | ot of inpressions, but not as
many clickthroughs as you had expected, you may need to revi se your
keywords and ads a little nore. If this is the case, re-run the trials
and see if the results come out any clearer. As stated earlier, nost

anal ysts say that contextual ads |lead to fewer conversions than PPC
search engine ads, due to the timng of when the visitor sees the ad, in
terms of his or her stage in the buying cycle. Those who reach your
website via PPC search tend to be further along the sales cycle. This
nmeans that they are drilling down with nore specific keywords and
actively looking for businesses that sell the product they are searching
for, in order to make the final decision. Gven this, nmany advertisers
at first see contextual advertising as a poor choice if their sole

intent is to sell products online. | |lowever, there are sone distinct
advant ages to be gai ned via contextual search advertising, as |long as
the advertiser realizes that conversions will likely be smaller. One of

the main advantages is that keywords in contextual advertising tend to
cost |less than keywords used in PPC search. Therefore, an ad canpai gn
based on content can cost | ess, so fewer conversions can still result in
a decent RO. ,As well, one cannot discount the exposure of your product
and website in any format online, but particularly in content-rich
pages. Typically, visitors who are reading such content online already
have a high degree of interest in the topic. Therefore, they may be nore
likely to notice your ad or at |east nmake note of your website as a
possi bl e avenue to explore when they are closer to the end of the sales
cycle and ready to purchase. This can be particularly beneficial to
smal | er websites, who face a great deal of difficulty in building brand
recognition in the Internet marketplace. By attracting the attention of
a reader who is already interested in the product, it may give a smnal
busi ness owner a leg up on |arger conpetitors, who rely on their brand
nane to bring shoppers directly to their websites. Another advantage of
contextual advertising is that it may have nore appeal to those Internet
users who find the search process difficult and frustrating. If a user
has tried to find the product he is | ooking for by placing keywords in a
search engi ne's search box and has repeatedly been unable to find

rel evant results, frustration wll set in.
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Cont extual Pay-Per-dick Advertising Sone may instead click on the
contextual results that come up, such as links to online nmagazi nes or
review sites. If your ad shows up when they are investigating those
secondary sites, their frustration at the whole process may | ead themto
click onto your ad and propel themfurther into the sales cycle on that
basis alone. Tips and Techni ques for Contextual Ads Still a relatively
new avenue of marketing on the Internet, the follow ng are sone tips and
techniques to keep in mind if you do begin exploring the use of
contextual ads. ¢ If are interested in exploring contextual ads, be sure
that "content search" is turned on in your basic setup page of your
account (in general, it's turned on by default). Conversely, ensure that
the "content search" is turned off if you are not interested in having
your pay-per- click ads show up on content websites. ¢« Run conpetitive
tests between your PPC search and your PPC contextual search ads before
commtting yourself to one or the other exclusively.  Contextual ads
have a different purpose than pay-per-click search ads-they are desi gned
to instill interest in the product, while PPC search ads focus on
conversions. Thus, consider devel oping different |anding pages and ad
descriptions for each type of advertising. ¢ Set up conpeting contextual
ads on a couple of different search engines to see which perforns better
for you. ¢ Renenber to tinme your testing carefully. It is usually not a
good idea to conduct testing of different ad canpai gns during the
hol i day shoppi ng season or even during nonths when maj or holidays, such
as the July 4th weekend, occur. The results could easily be skewed and
not indicative of "normal" behavior in a nore standard tinmefrane. -
Because this is a relatively new approach, ask your search engine's
account representative about the details of their contextual ad program
and be sure to seek their assistance if you are at all unsure about
setting up canpaigns in a way that will bring the best results.

Li kewi se, if you are unhappy with the results of a contextual ad
campai gn you have run, go through the data with your search engine
consul tant or account manager and ask themto explain what didn't work
properly, and why. Many search engines are just beginning to institute
this type of search; therefore, there may be sone kinks that need to be
worked out on their end, particularly if the option is still marketed as
being in a beta fornmat.
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Cont extual Pay-Per-dick Advertising « If your funds are | ow, consider

gi ving contextual advertising a try, because the cost per click is
normal |y quite a bit |ower than pay-per- click search. You nay receive
enough conversions to justify the canpaign, and at the very | east you

w Il have gai ned sone experience with the concept and techni ques.
Renenber that there is a difference between the pay-per-click contextua
search engi nes and websites that have contextual networks that you can
adverti se on. For exanple, Google and Yahoo! are search engines;

CAicksor and Indick Contextual PPC Text Ad Server are not. The latter
rely on their network of publishers for placenent of your contextual ads
and thus require close attention if you conduct a canpaign with themto
ensure that your ad is showing up in the kind of content that has the
greatest potential of bringing you conversions- inforinational sites and
review sites. ¢« Even though the non-search-engi ne contextual ad

provi ders, such as Cicksor and Quigo, do not have the publisher base
that the giant search engi nes have, they can provide a cheaper nethod of
conducting a contextual ad canpaign, and in an environnment that many may
find easier to manage and track. The sane is true of the snaller search
engi ne's prograns, such as those offered by Kanoodl e. Il owever, do keep
in mnd that the quality of clicks with those networks m ght be sonewhat
| ower, as the best publishers tend to gravitate to the "big boys," who
tend to pay nore. ¢ Contextual advertising works best for those
advertisers who are nost interested in increasing their number of

i npressions and their level of reach into the Internet marketplace.
Because the ads show up without the visitor actively searching for sales
i nformati on, they can be very useful in increasing your presence on the
Internet in a less sales-driven fashion, which does appeal to sone users
nore than targeted results. « As with PPC search advertising, tracking
is the key to PPC contextual ad success. Wthout know ng what is working
and what is not, which keywords are converting or at least resulting in
i mpressions, your ad dollars are being wasted. '|l'ake the tinme to

i nvestigate and anal yze the data fromany ad canpaign. ¢« Remain aware

t hat non-sear ch-engi ne contextual ad providers tend to offer bidding
based on channels or categories, such as travel, hotels, conputers, etc.
Contextual advertising inits current formis still inits relative

i nfancy on the Internet, and many of the other search engines that could
benefit fromoffering this choice to their advertisers have yet to
devel op prograns. Sone are waiting
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Cont extual Pay-Per-dick Advertising to see how t he narket shakes out,
and if advertisers ultimately buy into the concept of contextual search.
Meanwhi | e, advertisers are experinenting with all of the different forns
of pay- per-click nodels that are comng to the forefront in this growth
mar ket, and contextual advertising is but one of those options. It can,
however, be a very strong neans of increasing your market reach across
different types of websites that you m ght otherw se never be able to
penetrate. After all, if you wanted to advertise in an offline version
of a magazine, the cost of a full-page ad woul d be thousands of dollars
and you woul d not be guaranteed placenent next to rel evant content.
Online contextual ads are, by their very nature, placed within extremely
rel evant content and can cost pennies per click, for a total ad canpaign
cost that is a fraction of the offline version. Speaking of content and
context in online advertising logically | eads to our next topic of

di scussi on-the val ue of branding online. Like context adverti sing
itself, branding via online nethods is a relatively new feature and an
extrenely controversial one, but is related in some ways to contextua
adverti sing, because both have a sinmilar goal-increasing the visibility
of a business online.
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Chapter 8 - Branding and Pay-Per-dick Advertising One of the goals of
every formof advertising is to increase the positive perception that a
custoner has of the conpany they purchase products from I|f enough
peopl e know a conpany's nane and what it stands for, a product (or the
conpany itself) nmay reach the position where it is generally considered
a brand name in a specific marketplace. Many advertisers believe that
only large corporations (such as Mcrosoft, N ke, Wal-Mart, Coca-Col a,
and so on) have the opportunity to becone brand-nane advertisers. But in
fact, small-to-nmedi um sized businesses can al so becone involved in
branding their product with the expectation of success, especially in
the online world. Way would this be the case? In a word-cost.
Advertising online via pay-per- click search engines is vastly cheaper

t han advertising in the offline world, yet research shows that the
online world reaches, and is used by, a significant proportion of
consuners. It's also interesting to note that, according to an estinate
by Pi per Jaffray, the average cost of naking a sale on the Internet is
approxi mately $7-$10, while Online advertising is considered Yell ow
Pages ads cost $15-%$25 per one of the nost effective neans custoner,
ermai | marketing cost $40 $80, and direct mail can go as high as of

mar keting a business, and it has $60-$80. In other words, it's not just
the | owest per sale cost. cheaper, but nore effective too. Granted, this
data varies fromone industry to another, but it does portray the
proportionate breakdown between different advertising techniques. Wth
all the components of search covered in this book com ng together (pay-
per-click advertising, |ocal search for PPC ads, contextual search ads,
etc.), and denographi cs showing that the nost-Iikely-to-buy consuner as
one who is also highly interested in the Internet, nowis the tine to
use these tools and options to build a brand identity for yourself in
your niche market-no matter how small your conpany or online presence
is. O course, the prinme driver for branding your product or conpany is
repeat buyers. Wthout the sane peopl e buying your products over and
over again, and thus beconming famliar with and val ui ng your products,
it is difficult to obtain the sales or the nost val uable "word of nouth"
factor needed to achieve notoriety online. If you are successful at
brandi ng your product or conpany, you have, in effect, differentiated it
fromany other conpany selling the sane product or service.
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Brandi ng and Pay-Per-dick Advertising Consunmers view branded products
as superior because they equate a higher value to them over the sane
product froma different conpany. In fact, the further you can renove
your branded product fromits conpetitors in terns of identity via nane,
packagi ng, advertising approach, or any nunber of other factors, the
less likely it is that a consunmer will purchase a substitute product

i nstead of yours. Therefore, if you wish to enter into branding online,
you nust focus on nore than converting a visitor to a buyer-you nust

al so get your conpany's nessage and val ues through to prospects and
clients. The goal is to give themsuch a positive inpression of your
conmpany that they will renmenber and mention your name as a possible
source for others who are seeking the same product. Methods PPC
Advertisers Can Use to Brand Products There are many approaches you can
to increase brand awareness for your conpany via pay per click. However,
you nust actively work to brand your product. Renenber that you are
trying to sonme extent to be in the sane | eague as commercial giants,
such as N ke, whose phrase "just do it" imrediately brings the word

"Ni ke" to mind for al nost any consuner interested in quality athletic
footwear. One good way to test the waters to see if you can make
brandi ng work in your pay-per-click advertising is to set up a separate
ad canpaign with branding as its ultimte goal. This is not necessarily
going to be an easy process, given that to sone extent you are prevented
by the search engines fromusing precisely the type of term nol ogy that
tends to build brand awareness. Wrding such as "the world's best" or
"nunber one in the United States"” in a PPC ad description is quite often
banned. Therefore, you nust craft your ad so that the description
includes, at the very least, the name of your conpany (promnently

di spl ayed). The addition of a logo (if allowed) is also a good idea. At
this point in tinme, only a few pay-per-click search engines allow you to
include a logo in ads. "There is a fair amount of discussion currently
about whether or not a unique selling point (USP) is a significant
factor in helping to brand online. Some analysts feel it is essential to
draw visitors to your website by stating in your ad's description area
that you offer sonmething that no one el se does. O her anal ysts, however,
think that a unique selling point is not critical to branding, because
consuners are | ooking for an overall satisfactory consumer experience,
not just being thrilled by the fact that you are the only conpany that
gi ves away a free nmgazi ne subscription with every order over $100. A
study just conpleted by MIIward Brown using 600 researchers in 16
countries used the rather extrene question of, "Wich conpany's brand
nanme
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Brandi ng and Pay-Per-dick Advertising would you be willing to have
tattooed on your body?" Although the first three answers are not too
surprising (llarley Davidson, Disney, and Coca-Cola), the surprise
fourth finisher was Google (at 6.6 90, just one percent |ower than Coca-
Cola). Gven that there are other online narkets as |arge and prom nent
as Google (e.g., Yahoo!, AOL, Netscape, eBay, | lotnail), the
researchers specul ate that people included Google in the |ist because
they felt that Google, of all the online entities, has been the nost
responsi ve to customer needs. Further, it has been the nost open to
reveal ing future plans via beta versions of a nunber of inmaginative
tools. Again, this goes to prove sonething that can't be enphasized
enough- custoner service is key, especially online, where your potenti al
custoner cannot visit your location in person and nust rely on what you
reveal of yourselves to them Google was perceived as being very open

Wi th consuners-their goals, their works in progress, their plans to go
public-well before they were required to. Al of this worked to their
favor and increased their brand awareness beyond the Googl e partner
network. Experinmenting Wth Branding Online If you pursue brandi ng
online, you need to realize that you nay be at odds with the search
engines in terns of your ultinmate goal, but that is nothing newin a
pay- per-click canpaign. You, as the advertiser, want the visitor to
spend as nuch tinme as possible on your website, while the search engine
is interested in getting as nany people to click on ads as possi bl e,
thus leading to their wanting visitors to | eave sites quickly and nove
on to another. As a rule, a branding canpaign is going to be nore costly
t han regul ar PPC canpai gn, because you will need to include nmany nore
generic keywords in your canpaign than you m ght have otherw se, and
havi ng nore generic keywords is generally nore costly. Because the key
factor in branding is a high degree of awareness of your product, you
need to capture as nmany site visitors as possible. 'T hus, you want to
sel ect the generic keywords that people who are just begi nning the
buying cycle will plug into the search box. In addition, you nust bid
hi gh enough on the keywords to end up high in the list. Keep in mnd
that you do not have to pay for these sonetinmes expensive keywords

unl ess sonmeone actually clicks on the ad. Research reported in February
2005 by Doubl edick and conscore, using 1.5 nillion consuners who had
purchased online, reveal ed how i nportant generic keywords are if you are
pursui ng a brandi ng strategy.
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Brandi ng and Pay-Per-dick Advertising The results of their study showed
that, generally speaking, the buying cycle falls within a 12-week
period. During that time, it is usually not until the final stage, when
for many consuners the decision to purchase has been made, that
searchers use specific keywords that include conpany nanes and ot her
brandi ng-rel ated ternms. Even during the | ast week of the buying cycle,

al nrost one-fifth of the searches were still generic in nature. This

i nplies that brandi ng opportunities can exist even at this | ate stage,
in that a small business could be the choice over an already-known brand
nane. If this happens often enough, you could see the beginning of your
own branding starting to occur. If you have kept your conpany's name and
identifying characteristics in the forefront over the entire buying
cycl e of an individual consuner, conftcorc believes that you have a

rel atively good chance of not only converting that custoner to a
purchaser, but nore inportantly, of increasing your brand awareness
within that consuner. It is also inportant to plan your strategy well
and to decide in advance all the details of how you want your brand to
be perceived. What are the key factors you want to portray? These need
not necessarily be unique selling points, but are aspects that consuners
seek and expect, and that will encourage themto becone repeat buyers.
Exanpl es i ncl ude being open 24/7, having a w de selection of goods, |ow
shi ppi ng costs, and so on. Wen brainstorning these kinds of things,
consi der the conpani es that you think of as brand nanmes and then conme up
with a list of what nade them and continues to make them a nanme that
is instantly associated with a product. After you have identified those
items, figure out if you can duplicate a simlar type of aspect in your
products. Equally inportant to your ad canpaign is ensuring that your
website itself is clear, clean, and very intuitive for a potential
visitor to use. Reassess your web design and nake sure that there are no
i nconsi stencies in your content, particularly that centered around
purchasi ng requirenments or the purchasing process itself. Be sure to
include testinonials, especially if you have a custoner who is already
wel | known, because sone of their own branding will rub off on your site
(the user will think, if "X" conpany uses these people, then they mnust
be good"). Renmenber that ad inpressions froma regular PPC canpaign or a
contextual advertising ad canpaign can go a | ong way toward hel pi ng
brand your products. Repeated exposure on content-based sites, and

i mpressi ons gained through organic search results, will put your ads in
front of the consuner repeatedly. Because many studi es have shown that
it israre for a single exposure to an ad to
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times your ads are seen by potential custoners, the nore likely you are
to convert theminto buyers. "There arc sone specific concerns to keep
inmnd if you do set up a brandi ng canpaign: ¢« A branding canpaign is
usually long-term and can yield a | ower return than a canpai gn

devel oped for direct response. For one thing, the majority of online
purchases go through a sales cycle that averages 12 weeks. During this
time, the consuner researches the product, researches sone potenti al
sellers, mulls the situation over for a while, and then decides from
whom to purchase. And as stated previously, the generic keywords that
are key to branding tend to be nuch nore expensive than the "niche"
keywords that may be part of your PPC search advertising canpaigns. -
Moni tor your brandi ng canpaign to ensure that the nunber of inpressions
wi t hout clickthroughs does not wi nd up disabling your search terns.

O herwise, it nay take you sone tinme to recover your traditional PPC ad
campai gn once your experinment with branding is over. « Continually

ret hink the canpai gn, tweaking keywords where necessary and varyi ng your
ads ever so slightly if your initial results don't bear fruit or if you
see that a slightly different approach works better. « Consider setting
up a very short mni-poll on your thank-you page (or on a page
appropriate for earlier in the buying cycle) asking why consuners nade a
purchase, whether or not your efforts net their expectations, and how
you coul d i nprove the experience for them A good custoner experience is
key to branding, not just in the quality of your product, but in the

i nterest you show in your consuners. You nay receive sone insightful
comments in return, and the poll serves as a further rem nder of from
whom t hey have just purchased a product. A study conducted by

AdKnow edge in | ate summer of 2003 found that conversions that occur
long after the initial click through to the PPC ad Approxi mately half of
all online were on the rise. In fact, around 440 o orders conme from
repeat visitors, of total conversions in the study were not first-tine
users. repeat conversions, indicating that building custoner |oyalty
(and eventually branding) is not only possible on the Internet, but
perhaps a larger player than currently realized. Another study
undertaken in the sanme tine period revealed that the Top 50 nost visited
sites (resulting fromonline advertising) were not the |argest
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conpani es such as Amazon.com eBay.com e |'oy.com and so on. These
sites have beconme successful because they also offer itens that they
realize sonmeone coning to buy books mght be interested in. This

i ncl udes such things as nmusic, novies, children's toys, and a variety of
ot her products they have carefully researched and identified as bei ng of
interest to book purchasers. At Amazon.com for exanple, every tine you
| ook at the details of a book, you will also find a list of other books
or products that people, like you, |ooked at in nore detail while on the
Amazon site. All of this is designed to keep the visitor on the site as
| ong as possible, and perhaps tenpt themto place nore itens in their
shopping cart than they originally cane prepared to purchase. |If the
consuner is happy with the related itens they decided to purchase, it's
a certainty that they will cone back to Amazon the next time they are in
the market for a book-and the brandi ng process has begun. O course,
Amazon has already branded itself online, precisely through such

nmet hods. It evolved froma sinple bookstore founded many years ago to a
conpl ex site where you can purchase any nunber of related products. You
will also be exposed to unrelated products that Anazon has found make
good i nmpul se buys. The exanple of Anazon |eads to a very inportant
consideration. | low can you tell if your brandi ng approach is working?
In short, what indications should you |ook for to see if the ad canpaign
you are running is working and actually increasing your brand
recognition? Not surprisingly perhaps, the types of statistics that you
need to anal yze nost closely are quite different fromthose in PPC
search ads. They are, in fact, closer to the type of statistics one

| ooks at to eval uate contextual advertising, because both branding and
contextual advertising share one thing in conmon-both depend upon peopl e
repeatedly seeing your ad. Therefore, the key analytics to track after
you have | et your brandi ng canpaign run through at |east one conplete
buyi ng cycl e (about 12 weeks, plus tacking on a week or two on either
end if you can afford to) are: ¢ Traffic-keep a close eye on the traffic
to your site during your branding canpaign. Not only does this tell you
how nany people are visiting your site, so that you can conpare those
statistics with a simlar PPC search engi ne ad canpaign, it will help
you recogni ze the inpending disabling of specific keywords if their
clickthrough rate is falling bel ow the search engine's default

per cent age.
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Brandi ng and Pay-Per-dick Advertising ¢ Average Position (ranking)-a
study conducted by the Interactive Advertising Bureau in md-2004
strongly indicated that top ranking in search results increased brand
awar eness by about 27% Top positions tend to reach partner networks
nmore readily as well, thereby increasing the nunber of people who will
see them =« Inpressions-this analytic is, of course, the nmain key to
branding. just as with offline advertising, your goal is to get as nmany
"eyebal | s" on the page as possible, as marketers termit. Online, this
obvi ously neans getting as nmany people as possible to see your ad, even
if they do not take any further action. The repeated viewi ng of your ad
will, over tine, increase your chances of achieving some success in
brandi ng your product or your conpany nane. After all, in the course of
about seven years, Google went froma two-person start-up in a dormroom
at Stanford University, to a conpany currently known worl dwi de as the
top search engine. If you are sufficiently notivated, nanage to find the
fi nances needed to carry on a |long-term brandi ng canpai gn, work hard at
pl easi ng the custonmer, and can find a unique presence (even if you offer
t he same product or service as others), you may becone the next "Google"
or "Amazon." Although it may seeminpossible to break through that
invisible barrier as a small business, there are cases that show it can
be done. Additional Tips on Branding Online There is no doubt about
it-branding and its possibilities of success versus the cost involved is
a very controversial topic. It is not a cheap option, nor is it

f ool proof. One should enter into such a venture knowing full well that
initial results will be slowin comng and that you may never reach your
ultimte goal. However, you may be able to increase the nunber of repeat
custoners along the way and nove a little closer to that goal. Here are
a fewfinal tips to help you if you decide to undertake a branding
adverti si ng canpai gn on a PPC search engi ne: « Keywords-although the
general approach is to bid on generic keywords, do not overl ook

i ncludi ng keywords of any trademarked products/ services you nay have.
If the product/service is not officially trademarked, but it is unique
to your offerings, also add keywords for those itens to your brandi ng
canpai gn. These keywords will cost very little, since they are
tradenar ked and/ or unique to your particular conpany, and these terns
may be what stuck in the nmind of a previous buyer or visitor who can't
renenber your URL or your conpany nane. Do consider the |egal

i mplications of using keywords that are the nanes of products not yet
tradenarked, if you decide to include them
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Return On Investnent is not the only key analytic to worry about. The
goal of a branding canmpaign is not just to sell products right away
(although that is also considered), but rather to inprint your company's
name and/or products on the visitor's mnd in order to pronpt future
visits. Expect the RO on a branding canmpaign to be smaller at first,
and you won't be disappointed if it turns out that way, as it al nost
invariably will. < Experinentation-keep in mnd that a brandi ng ad
campai gn, especially when you first dip your toes in the water, is an
experinment. Don't expect great results fromthe beginning, but carefully
anal yze and conpare the nunber of inpressions and anmount of traffic

bet ween this canpai gn and a regular PPC ad canpai gn. A conparison wll
not be easy, since the keywords used in either case will not be the
same, but enough data should be available to give you a rough idea about
whet her or not you want to invest nore noney and tinme in nore branding
approaches. ¢ Conpetition-if you run an organic search on "soft drinks,"
you will not find websites for the top brand nanes coming up in the
first pages of a search result. Instead, you will typically see

i nformati onal sites tal king about soft drinks. The | arge conpanies, such
as Coca-Col a and Pepsi Co, don't need to be top ranked online because

t hey already have wel |l -established brand nanes offline. 't'herefore,
your conpetition for what may be considered a highly relevant generic
keyword nay not be other conpanies selling soft drinks, but contextual
websites. There are significant opportunities available to help you
brand your particular soft drink in such an environnent. < Contextual
Advertising and Branding-if a search for a generic product is nore
likely to turn up informational websites rather than the |arge brand
nanmes that control the marketplace, consider using contextual ads wi thin
those sites as a nmeans of indirectly branding your product. So far,

we' ve considered a nunber of types of pay-per-click advertising

avail abl e and sone different approaches that may hel p extend the reach
of your product and your conpany. As yet, we haven't explored the
opposite notion-how a small busi ness (perhaps one that does not even
have a websitc) can gain a share of the increasing nunber of consuners
maki ng purchases via online nmethods or contacts. The next chapter

di scusses the explosive growh of an answer to this dil enma-| ocal

sear ch-an approach that can work even for conpanies that do not have a
websi t e!
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trend is the ability to easily target a | ocal audience with your ads.
There are currently two basic versions of localized PPC: ¢ The
traditional PPC ad on a search engine that is progranmed to appear when
the user searches using a location in their search phrase A hybrid of
PPC with various online tel ephone directories and online shoppi ng

mar ket s Devel opers have gradually cone to realize that many peopl e
research products and services online, but then buy themat a | oca
outlet. This fact affects all kinds of businesses. Gven this behavior
whi ch has been proven via many reliable research reports, it only nmakes
sense that the conversion rate of visitors into buyers may be higher if
a PPC ad is targeted to the visitor's geographic region. On the other
side of the coin, local businesses are often reluctant to put 59°, % of
nmer chants surveyed by marketing noney into a website, nuch WbAdvant age
said that they |less a pay-per-click canpaign, because woul d use PPC ads,
if they could they know that the majority of the target their |oca
market. visitors to their website are probably too far away to purchase
fromthem Mny also believe that the average consuner does not feel
confortabl e ordering merchandi se online. Research conducted by
WebAdvant age, however, found that 5T/o of nmerchants they surveyed woul d
use PPC ads online if they could target their local market. The ..ERR
caD: 1. .
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Local Pay-Per-Cdick Advertising Released late in 2003, The Kel sey
Group's survey and research produced sone interesting data and

estimates. | Jere are sonme of the nore pertinent results: « Traffic from
the mj or search engines that can be defined as |ooking for a product in
a certain location can be as high as 60% (for narket |eader Google),

al though for other search engines, a nore typical percentage range was
closer to 10%to 15% Even the percentage for Yahoo! was rated at 12°/o0
to 40% -+ Local 12 weeks, plus tacking on a week or two on either end if
you can afford to) are: « Traffic-keep a close eye on the traffic to
your site during your branding canmpaign. Not only does this tell you how
many people are visiting your site, so that you can conpare those
statistics with a simlar PPC search engine ad canpaign, it will help
you recogni ze the inpending disabling of specific keywords if their
clickthrough rate is falling below the search engine's default

percent age. 83
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Local Pay-Per-Cick Advertising Two key points fromthe research deserve
repeating here: ¢« Alnost half of those who buy online are using | ocal
search. « One-fourth of all shoppers using search engines are | ooking
for a local business to buy from There is no doubt that PPC online

busi ness is growi ng. Spendi ng on search- engine-rel ated spendi ng was
reportedly close to $1 billion just during the second quarter of 2004,
while in the corresponding period in 2003 it was half that amount (about
$515 million). One trend, already underway, affected the devel opnent of

| ocal search significantly-the growi ng presence of online versions of
print tel ephone directories (the "yellow pages"”). 'T hroughout 2004,
many search engi nes have contracted with various yell ow pages properties
to integrate the yell ow pages web capabilities with the search engi nes’
version of |ocal search. Details of these partnerships and their

i mplications for business owners are discussed later in this chapter, in
the section on Internet yell ow pages and | ocal search. Throughout the
remai nder of 2004, a variety of ways of inplenmenting |ocal search
capabilities were added into PPC search engines, especially during the
|atter part of the year. The conplexities and variations of these | ocal
search solutions prevent us frompredicting will becone the "standard"

| ocal search solution, but there are some key clues to be found in the
prograns devel oped and currently used by PPC search engines. To small
busi nesses, the ability to run a local search is a huge devel opnent.
This finally gives you the opportunity to persuade |Internet custoners
who like to buy locally to choose your business over the store 3 bl ocks
away, W thout even having to interact with them Local search is here to
stay, and it is not too late to enter the gane. In fact, this is exactly
the right tinme to becone involved! What |ooked |ike trends six nonths
ago are now reality and a major upheaval is quietly nmaking its way

t hrough the online comunity. Many busi nesses have becone disill usioned
with organic search results. They have found that PPCis a nore reliable
option for their ad dollars, and adding the local touch is the icing on
t he cake. Local PPC search is definitely worth investigating and
experimenting with to see if, it can help you increase your RO by
converting nore online visitors to your website into buyers (and
hopeful Iy repeat buyers).
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Local Pay-Per-dick Advertising Local PPC Search Engi nes The maj or PPC
search engi nes junped quickly onto the |ocal search narket and added
this feature to their prograns | ast year. The two | argest, Google and
Yahoo!, added this conmponent early in 2004, but have made maj or changes
since then. |)ue to the strength of the |ocal search market potenti al
part nershi ps nade, acquisitions by other conpanies, and other factors,
some ot her | eadi ng PPC search engi nes have changed dramatically in their
approach to PPC advertising. In addition, a couple of smaller PPC search
engi nes have just begun this year (2005) to integrate facets of |ocal
search into their offerings. Let's see what the current |ocal search
options for pay-per-click advertisers are. Google AdWrds The Google PPC
| ocal search product, Local AdWrds, initially identified the user's

| ocation by scanning the user's 11) address. It then fed them PPC
results for the location determned to be closest to the browser's IP
address. Unfortunately, if the user's IP address was not his or her

usual location (for exanple, if you were using a conputer in another
city but were | ooking for a product/service in your hone area), the PPC
ad results reflected your current |ocation, unless you specified
geographical limtations in the initial search (for example, "car

deal ers in Manhattan"). The acquisition by Google of Bell South

(Real Pages.com) in COctober of 2004 and its |later purchase of

Smart Pages. com neant that these becane the first Internet yell ow pages
groups allowed to sell ads through Google AdWwrds. This all owed the
AdWor ds program |l ocal search to use online white/yell ow pages as well as
| P addresses to serve up nore accurate local results. Google noved
quickly in and offered a beta version of |ocal search, called Google
Local , which brings | ocal search to the organic rankings area. The
search bar in Google Local's beta version has two parts- one for the
product/service, and the other for the location. In response to actions
by Yahoo! (see later), Google |I,ocal noved out of the Google Labs

devel opnent area and onto the honmepage search site in February 2005,
although it still carries the "beta" tag (there are many bugs to be
worked out in the program as Google freely admits). The results may or
may not be accurate, or at |east not as accurate as a PPC ad. They al so
warned that their SafeSearch feature was not totally functional with the
beta version. In nmany cases, better results are returned if you use the
city nane, rather than a zip code.
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Local Pay-Per-Cick Advertising Wth Google Local, unless you use the
PPC option of the Local AdWrds program you are still not guaranteed
that your location will cone up as it should. For exanple, if you
conduct a Googl e Local search for shoes in a city that you don't know
the zip code for, you nay get results for any city in North Arerica with
that nane (and we all know there is nore than one city with the sane
nane within the North Anerican region). |I lowever, this is nmtigated
largely by the ability to specify a search area from your current

| ocation, such as the nunber of mles radius of an area you want to
search. Wen Google Local was still in devel opnent, results based on
searches in Canada were very unreliable. Sonme of the changes instituted,
such as the integration of nmapping capability into the product, have

i ncreased the accuracy of results for Canada significantly, although
results are still somewhat |ess reliable than searches with United
States locations specified. User responses to Canadi an | ocal searches in
February 2005 were al nost excl usively di sappointing, but rnuch

i mprovenment has been seen since. The key to overall inprovenent in
Googl e local for all of North Anerica appears to be the integration of
Googl e Maps into the product. A map of the area you have targeted (5
mle radius, for exanple) conmes up along with the local listings, each
with a letter assigned to themthat nmatches a snall balloon on the map,
indicating their location on a street grid. You can dynam cally change
the radius of location to expand or constrict your search for | ocal

busi nesses. A few PPC ads appear along the top of the results page that
are also locally related. The listing for an individual |ocal business

Local ilon, woo' itself includes the nane, ,.,.~. . ~ . ,~ .~ .# reee
phone nunber, and address of the business, the distance from your

| ocation, and a short 33 ,.. k, law description that appears to be drawn
directly fromthe » . . Y.. al o w44 web page if the location ~,.~.
has a website (the UKI, is also listed). Next to the distance paraneter
is a"Drections" link, which ~. 1° W 14" takes you to a page that

Figure 9.1 - A quick search for "dentists" in New roons in to show York
produced this results page. directions (it also provides text on the
si de).
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Local Pay-Per-Cick Advertising If you are interested in participating
in Google Local, it is an option available through the AdWrds program
Setting up the paraneters is a fairly easy process and you can run
different canpaigns set to different |location variables (e.g., one ad
targeted to the city as a whole and another targeted to searches within
a certain distance fromyour |ocation). Keep in mnd that the smaller
you make your search radius in your ad, the less traffic you are likely
to receive, as your ad will only show up if someone specifies a |ocation
within your set region. Yahoo! Search Marketing Yahoo! Local Mtch works
the same way their regular PPC products do, but the advertiser also
specifies the area they want the adverti senent to cover, with an offered
range of 1/2 mile to 100 niles away fromtheir place of business. Wen a
potential customer types in a search that includes a geographic area,
such as a city or state, the PPC listings for that area will appear with
PVC ads first, followed by the results section, initially sorted by "Top
Results." The user can then click on any of the colums in order to
re-rank the listings by price, rating, name, or distance fromtheir
current location (as Yahoo! has determined it). "1ltey can also click to
get a map or a phone connection, rather than clicking on the conpany
nane. s i-- Jt. rfi-e? r f fir, New York Dentist A |large group of

gww at d. 6l kk and speci aMsts ped.nt cosnetic dentistry gickly and
comorialdy. Sea our original 1.7& peg. photo atlas on aw Wb site.
Free new patient consr,ttatixr v «drdadman corn . Dentist New York

Cel ebrities use Gsesnan Dental Care for their perfect smles Providing
cosnetic dentistry sernces to help you scteeve your dreamsnile wwww

gi assmandent al care corn Figure 9.2 - A search for "dentists" in New York
on Yahoo! produced this results page. Wen a user clicks on your PPC ad,
they are taken to an interimpage called the Locator page, which has a
map to your business, custonized information about your business, a |link
to get driving directions (a small map is shown by default), and the
URI, of your website. Users can also wite a review of your business on
this page or look at the other linked listings displayed. "There is al so
an area where you can |ocate various services near the business, such as
public transportation, ATM nachi nes, and hotels. This interim page

all ows the advertiser to provide a lot of information to potenti al
clients without themeven having to visit their website. Mre

i mportantly, perhaps, it allows advertisers who do not have websites to
participate in Local Match, because a URL is not a requirenment to
participate in the program
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text nessage to a phone for the business. Yahoo! Search Marketing offers
a self-serve approach to setting up this localized search ad, with no
service fee if you wish to do it yourself. OQherw se, you can obtain
expert advice on the various |ocal options and how to best craft your
Locator page, etc., for a fee of $99. The signup process is fairly
intuitive and simlar to Google. | |lowever, at this tine, Yahoo! only
offers local listings in the United States. Interchange Interchange has
under gone nunerous changes, both through the last half of 2004 and into
2005, as it continues to acquire or partner with other properties and
Internet yell ow pages conmpanies, in addition to its earlier acquisition
of the PPC search engine, ePilot. As a result, it now offers a |oca
search and advertising platformcalled Local IllirectTM which conbines
I nterchange' s proven paid-search platformw th the world' s nost
accessi bl e I ocal business database, and the company's proprietary
Keyword | NATM technol ogy, to create a conprehensive | ocal -search
solution. Although not nearly as robust as the Google and Yahoo!
offerings, it is a big step forward to add |ocal search to a smaller
search property. The user types a search word and location into the
search box and the rel evant busi nesses near the | ocation appear in a
results page.
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Local Pay-Per-Cick Advertising An interesting feature of Local Direct
is the ability to enter your address via "Set My Address," so that the
search engine will renenber your physical address (associated with your
I P address) for all future | ocal searches, hel ping provide a better
search result for potential buyers. The options available froma Loca
Direct Search include a link to a tel ephone contact (again to help

busi nesses without a website), the ability to access a map, access any
coupons the business offers, and a link to the website. The conplete

|l ocal Direct service portfolio is available to Internet yell ow pages and
printed yell ow pages (IYP/YP) partners, as well as other portals and
websites seeking a | ocal paid-search solution. Interchange's

| ocal -search technol ogy effectively bridges the gap between keyword
search and category-based directory search, and enables directory
publ i shers and website owners to enter the growi ng online |ocal-search
market, with the strength of the conpany's expansive networks (Search

Di stribution Network/ Advertiser Network) and advanced technol ogy at
their disposal. Find What FindWwhat recently began offering a | ocal
search option on their website, using SuperPages.comas the delivery
vehicle. On their honepage, the search bar has one place for the search
termand another for the city or state. A local search brings up a
typical list of four relevant websites. Once you click on one, you are
taken to SuperPages, where a page with information very simlar to that
found on Yahoo! is presented. SuperPages.comitself introduced a form of
| ocal search |ast year on its website, but has also transformed itself
over the past few nonths into nmuch nore than a yell ow pages site-it has
al so added the veneer of a shopping site. To take advantage of | ocal
search if you are an advertiser on Findwhat, you need to set up a PPC
account on Super Pages using category pricing (mninmumclick price of 20
cents), even though the base technology is fromFindwhat. The limt of
four listings presented when one uses the | ocal search bar (versus their
general search bar, which returns many nore results) needs to be nore
conprehensive in order to get advertisers interested in signing up for
this feature. The results are attractive, but until nore advertisers are
provi ded with adequate information on how to integrate |ocal search into
their ad canpai gns, the FindwWat offering is not as conpetitive as it
could be, given the nunber of partners the search engi ne has.



Page 94

the advertiser you clicked on has requested not to receive any visits
fromusers outside of their market area." Tips on Inproving a Local PPC
Canpai gn For | ocal search, the usual PPC tips on ensuring that the

| anding page is one that is designed to encourage a sale (not just take
peopl e to your honmepage), need to be suppl enented.. few suggestions

i nclude: < Include as rmuch local infornation (phone nunbers, city nane,
etc.) as allowed in your local PPC ad, not just your URL. ¢ Becone nore
famliar with the types of products/services that are best suited for

| ocal purchasing to ensure |ocal search will really inprove your RO and
not just add expense to your budget. Sonme types of products are nore

of ten purchased |ocally than others. For exanple, professional services
such as doctors, lawers, etc. usually do well with |ocal search
options, while products/services that consuners are used to purchasing
online (such as CAN, novies, etc.) nmay not. ¢ Investigate the

pay- per-call options that some PPC search engi nes are now of fering,
especially if you do not have a website. « As with all adverti sing
efforts, do sone research before you deci de which PPC | ocal search
engine to go with. Try sone searches on your own for products you would
like to buy locally and see how well the results fit your search. This
can help you judge potential results, before you even sign up to try out
a new service. ¢ Ask your PPC representative for assistance on how to
make your ad nore appealing to a |ocal market.
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Local Pay-Per-Cick Advertising ¢ Renenber that a search engine that
only uses | P addresses as a nmeans of tracking local users will not be as
accurate as one that uses a geographic nethod to target them Be sure
you know whi ch nethod of tracking is being used to deliver |ocal

results. « Figure out what is unique about your product/service conpared
to the business five blocks away, and then include this information in
your local ad to gain further advantage. Exanples m ght include "open
24/ 7," a comment on |low prices, or free delivery. Above all, renmenber

t hat once you have a | ocal pay-per-click advertising canpai gn running,
you nust focus on conpeting agai nst other businesses just |ike yours
within the sane | ocal area (how wi de depends on your search engi nes
options and your ad budget). Therefore, nake your |ocal ad as uni que and
conmpel ling as possible. You nust offer something to set your business
apart fromyour |ocal conpetitors. Internet Yellow Pages, Cty Quides,
and Conpari son Shoppi ng Search Engines Until very recently, paid
advertising on Internet yell ow page and/or city guide types of websites
was not considered by npost snall-to-nedi umsized businesses to be the
best of choices. This was, perhaps, because of the cost versus estinmated
nunber of visitors, or because online advertisers did not think many
users accessed cityw de types of directories, or that they just used the
revi ew sections of online conparison shopping sites. However, with a
strong nove toward produci ng nmuch larger, nore robust entities, Internet
yel |l ow pages (or 1YPs) have becone nuch | arger players in the online
advertising market. There are many aspects to this that involve | ocal
search. Yell ow page directories have realized that many busi nesses wl|l
pay for an ad in a yellow page directory online, in addition to (or even
instead of) the print version, because research shows an increasing
trend of not just users, but buyers, using the online version of the

yel | ow pages to find a |local conpany to buy from Another part of the
puzzle is that many businesses are instituting policies where they no

| onger supply each of their enployees with a print version of the yellow
pages, for various reasons. |Instead, they encourage online access of the
i nformati on, keeping just a few print copies around in central areas.

Yel | ow pages conpani es have becone aware of this trend. They al so
realize that although the enployee is using online yellow pages whil e at
wor k, they nmay be "shopping" for an itemthat intend to pick up on the
way hore.
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Local Pay-Per-Cick Advertising Many other scenarios are leading to

i ncreased usage of online yell ow white pages as well, including online

| ocal -rel ated guides to products/ services (such as city directories,
comrunity directories, |ocal business web rings, shopping comparison
sites, etc.), that a consumer may not have ot herw se consulted. Internet
yel | ow page comnpani es, as they began to partner with online search

engi nes whose dat abases ensure that up-to-date listings are quickly
integrated into searches, soon realized that they thenselves could sel

t he equi val ent of PPC ads inside their online yell ow page sites, in
addition to online traditional advertising. The next |ogical step was
for search engi nes and yel |l ow page conpanies to either further their

i ntegration, or continue to conpete agai nst each other for the ad
budgets of busi ness owners. Mach side had al ready devel oped parts to the
puzzl e, but neither had the full process devel oped. These arrangenents
are still in the process of being finalized; some have not yet announced
their intentions, or negotiations are in process. Each side realizes the
other's strengt hs-proven online custoner reach and existing PPC prograns
in place on the search engines (for exanple, the nanme recognition of
Google and its listing as the nobst popul ar search engine), and the
yel | ow page conpani es' proven print reach and the increasing use of
their online sites by potential custoners. R ght now, the situation
appears to be | eaning toward further consolidation and partnering

bet ween the search engi nes and Internet yell ow page and directory- style
paid listings. Sonme of the larger web directories, regional directories,
and smal l er search engines that are involved in such partnerships

i nclude Prem erGui de, On-line USA, MePages, StepUp.com (all now
partnered with ePilot's parent conpany |nterchange), and LookSmart's
LookLi stings, anong others. These entities may, or may not, have offered
PPC advertising in the past. |IYPs that have included a PPCtype nodel
into their own websites include CitySearch, Sw tchboard, and Super Pages,
anong ot hers. Shoppi ng conparison sites are also early adopters of this
hybrid, including Bi zRate (Shopzilla), NexTag, and Shoppi hg. com

Concl usi on The partnerships that are continuing to form between PPC
search engi nes and online phone directories are proving very interesting
in their inpact on PPC as a whole. The large online phone directori es,
such as SuperPages (currently working with Findwat), Yell owPages.com
(working with ePilot, anong others), and Verizon, are pursuing |local PPC
strongly. They are contracting not
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Local Pay-Per-Cick Advertising just with the PPC search engi nes, but
with online shopping sites and other directory-style sites. Localized
search does open up a whole new set of challenges for PPC search engi nes
t hensel ves, because they now have to consider much nore seriously
pursui ng smal | er busi nesses and selling themon this approach. For both
PPC search engi nes and | ocal businesses, it is key to renmenber that the
point of a PPC ad is to nmake it unique enough that you will not get a
ot of clicks that do not convert to sales. So far, only Google and
Yahoo! offer a robust enough experience to suitably inpress visitors

wi th the advantages of using |local search. One of the key factors to
keep in mind is that |ocal search, because of its connection to Internet
yel | ow page properties, allows businesses w thout websites to
participate and profit fromthe pay-per-click marketplace. Because | ocal
search providers do not require that an advertiser have a website in
order to conpete for placenment on | ocal searches, a whole new avenue of
adverti sing has opened up for businesses that want to benefit from
online searches. It allows themto conpete on a nore |level playing field
with | ocal conpetitors who have websites, and it allows themto reach
the |l arge percentage of online consunmers who search the Internet for
product information or to narrow their choices before purchasing
locally. It is also time for those interested in PPC options to reassess
their current needs. It is probably too soon to definitively say whether
smal | -t o- nedi um si zed busi nesses achieve better ROs with sone of the
new pai d variations available than they do with traditional PPC. Wth

t he ongoing battl e between Googl e and Yahoo! to be the top | ocal search
provi der heating up, advertisers who want to place a |ocal ad may
benefit from both increased value and decreased cost, at this nonment in
time. s well, an increasing nunber of traditional PPC search engi nes may
continue to integrate sone of the techniques that the entrance of
Internet yell ow page properties into the online search market have
brought to the table.
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Chapter 10 - Types of Pay-Per-Cick Search Engi nes and Reviews So far,
we' ve di scussed various neans of advertising online using pay-per-click
met hods. Al t hough a nunber of search engi nes have been nentioned al ong
the way, we want to present you with a systematic analysis of the
different types of search engi nes avail able and provide you with revi ews
to help you decide where to spend your pay-per-click ad dollars. The
reviews are neant to be a starting point. W will cover the mgjor
characteristics and backgrounds of different search engi nes, sone pros
and cons associated with each one, the costs involved, and how highly
rated specific search engines are via their Alexa ranking (a service
that tracks websites and ranks them according to reach, traffic, and
other factors). Keep in mnd your own particular goals, as discussed in
t he precedi ng chapters, as you | ook through the various pay-per-click
search engi ne options available to you. If you know which features are
nost inportant to your narketing goals, be it a standard, sinple PPC
canpai gn, or an ad program for products that only a niche audi ence woul d
be interested in, it will be easier to narrow down the |ist of search
engines that might fit your needs. Using the infornation we provide in

t hese short reviews should help you to narrow your choices. The next
step is to visit the search engines thenselves and fully investigate all
the paraneters. In this way, you can nake the w sest possible choice the
first time, bypassing experinentation that has |led to nany users wasting
precious ad dollars by approaching the situation wi thout the know edge
necessary to nake the best decision. In addition to reviews of a nunber
of pay-per-click search engines, we'll also investigate conparison
shoppi ng sites and the other markets just being established for other
types of paid prograns, such as pay-per--call advertising. The Top Ten
Pay- Per-dick Search Engi nes The followi ng 10 search engi nes are
general ly considered to be the best choices for pay-per-click
advertising, in terns of effectiveness. The price of an ad canpai gn on
any of these search engi nes can vary greatly, depending on your

i ndi vidual requirenments. | ach search engine will be briefly revi ewed,
with sone detail provided on the operation of the search engine and its
partnerships, the costs involved, and the pros and cons of using each
search engi ne. Special product offerings will also be included, and

i nformati on concerning nini num bi ds and deposit amounts will be |isted.
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Types of Pay-Per-Cdick Search Engi nes and Reviews 1. Google

(www. Qocbook. i nfo/ google) the | ast seven years, Google has grown from
GOver 01) e a two-nman operation to what is arguably the Ad wo “d s

| argest and currently nost popul ar search engine on the Internet, with 8
billion web pages in its network and a reach of close to 80% of online
traffic. The clean interface and its innovative access to products
currently in devel opnent appeal to the majority of users. An AdWrds
campaign is very straightforward to open, with a step-by- step classic
PPC approach, but you do have to choose between three options related to
t he degree of keyword match. Local targeting is offered, and their
alliances with yell ow page entities, such as Bell South, show a
commtment to | ocal search. The Google paid ad display is the industry
standard. Your ad appears along the right side of the search results
page, or within content pages if you have content search turned on
Ranking within the paid results depends on a conbi nati on of your bid
position, how popular your site is, and the relevancy of its content.
The Googl e partnership network (on which your PPC ad may al so appear
after editorial review) includes entities such as America Onli ne,

Net scape, Shopping.com 1?arthLink, Ask Jeeves, AT&T Wrl dNet, and
CompuServe, anong others. Content partners include About.com The New
Yor kTi mes, Lycos, The Wat her Channel, 3 days to show up, due to their
"editorial process.” Mninum Deposit - $50 USI) MnimumBid Price - 5
cents Mninmum Monthly Spend Anbunt - none specified Al exa Ranking - 899
(as of 05/2005) 106
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Types of Pay-Per-dick Search Engi nes and Reviews 2. Yahoo! Search

Mar keting (www. ppcbook. i nf o/ yahoo) SEARCH Yahoo! Search Marketing

Sol utions was "Y&14001 MARKETI NG founded in 1997 as GoTo.com It was
rebranded to Overture and becanme a subsidiary of Yahoo! in Cctober 2003.
In May 2005, Yahoo! announced that it would be renam ng the Overture
brand to Yahoo! Search Marketing Solutions. Oferings continue to be the
same, but the previously separate Overture and Yahoo! operations are now
combi ned as one. The PPC offering called precision Match has been
renaned as Sponsored Search Listings. The other Yahoo! Search Marketing
prograns, such as Content Match and Local WMatch, are now offered
separately. Sponsored Search Listings tends to have hi gher keyword
pricing than Google, and it can take up to five business days for your
ads to appear on the network (unless you opt for the $199 Fastl1'rack
service). Like CGoogle, Yahoo! Search Marketing provides a nunber of
tools to help you with your ad-Keyword Sel ector Tool, View Bids Tool

RO and CPM Cal cul ators, as well as a click fraud systemw th both
automati ¢ and hunman intervention. The Yahoo! Search Marketing
partnership network includes AltaVista, MSN, Excite, |nfoSpace,
Synpati co, GoToNet, CNN, and Cool Savi ngs, as well as some snaller
entities. If you place an ad with Content Match, the partnership network
expands significantly, to include major content sites such as ESPN, The
Wal | Street Journal, and National Geographic. Pros: - Allows nmultiple
accounts. - Nice budgeting feature that autonatically spaces out your
keyword spendi ng, per your instructions, throughout the nonth. Cons: -
Different | evels of service provided within the PPC program depending
upon how much you spend per year. - WII| renove poor-perfornng ads not
reaching the required score on their dick Index unless you alter your
ad to inprove its score. Mninmum Deposit - $30 USD MnimumBid Price -
10 cents M ninum Monthly Spend Ampbunt - $20 USD Al exa Ranking - 1 (as of
05/ 2005)
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Types of Pay-Per-Cick Search Engi nes and Reviews 3. ePil ot 1M

(www. ppcbook.info/epilot) epilot is the pay-per-click Advertising

Net wor k search engi ne arm of |nterchange Corporation. It debuted in
1999. By concentrating on a user-friendly interface, epilot has been
able to attract and solidify nunerous partnerships with other search
engi nes, such as LookSmart, FindWhat, 24/7 Real Media, and 1?nhance
Interactive. 't'hus, it has expanded its reach significantly within a
short period. By 2003 it had added other partners, such as Ask Jeeves,
Busi ness. com and Searchl 23, and conpletely revanped its website. In
March of 2004, epilot announced the | aunch of the |I,c)cal Direct search
and advertising platform allow ng businesses to target |ocal custoners
with paid canpaigns and at the sanme tine giving users the ability to
search locally for the product/ service they are seeking. In May 2004,

I nt erchange and Yel | owPages. com joined forces in a private- |abel
partnershi p designed to enabl e Yell owPages.comto offer cost-per- click
advertising services to businesses via Local Direct. Pros: - Very

prof essional | ook and feel. Interchange has invested a ot in epilot,
particularly via its new | ocal Direct search and advertising platform -
Local Direct delivers very quick search results using | anguage that
cones naturally to the average user (Ke)word DNA). - Partnership |ist

i ncludes nore than 290 search engi nes and websites, including |arge
properties, and nore than 300,000 advertisers, for a relatively large
mar ket reach. - Cick fraud detection system and rel evancy screening. -
Keyword bi ddi ng tool shows you the top 5 conpetitors. Cons: - M ni mum
bid price of 7 cents for a keyword to be distributed throughout the
network. - No automatic bidding tool available. - Local Direct only
incorporates local results fromthe U S. M ninum Deposit - $100 USD
MnimumBid price - 7 cents M ninum Mnthly Spend Anmount - none Al exa
Ranking - 2,424 (as of 05/2005)
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Types of Pay-Per-dick Search Engi nes and Reviews 4. Searchfeed

(www. Vj 2cbook. i nf o/ searchfeed) feed New Jersey-based Scarchféed first
began operations in Novenber of 2000. It relies on a technique of
personal |y and thoroughly researching any potential web advertiser and
provi di ng assistance and software tools to hel p each advertiser target
the nost relevant traffic for their site. Mdre than 8,000 websites are
currently integrated with Searchfeed and they estimate traffic of nore
than 360 million searches each nonth. Searchféed clains to have nore
than 20 mllion unique keywords available. Wth a starting bid of 1 cent
for many of those keywords, Search/eed has built a reputation as a solid
base fromwhich to run an effective marketing canpaign, especially for
smal | er busi nesses. Searchfeed has geo-targeting avail able, where you
can specify in which countries you would |ike your ad to appear. Pros: -
In addition to the usual tools and reports, a nunber of other useful
tool s hel p gauge the past performance of keywords, RO, and the total
campai gn cost. - New "Open Advertiser" programcan bring |arger anounts
of traffic, due to increased exposure of the website in its press

rel eases, newsletter and other pronotional material. Cons: - Account
activation takes at |east two days, and perhaps |onger, due to stringent
checks of financial information fromadvertisers. - Mninmum deposit is
non-refundabl e if you cancel your account at some point in the future. -
Personal contact only avail abl e Monday- Fri day during regul ar busi ness
hours, 1?SI'. M ninmum Deposit - $25 USD MnimumBid Price - 1 cent

M ni mum Mont hly Spend Anpbunt - none Al exa Rankine - 1,673 (as of

05/ 2005)
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Types of Pay-Per-Cick Search Engi nes and Reviews 5. 7Search

(www. ppcbook. i nfo/ 7search) Headquartered in Chicago, Illinois, the
conpany that woul d eventual |y beconme 7Search began (and continues) as a
supplier of hunor on the Internet. At sone point, 7Search decided to
concentrate on the PPC market and began diversification with the sl ogan
"the cl osest prospect to a buyer."” In 2004, 7Search clainmed to have over
400 million searches per nmonth through affiliates and partners. What
sets 7Search apart from other PPC search engines is their concentration
on a niche market for the business owner who either does not want, or
cannot afford, to pay nore than 10 cents per click. They have al so
recently junped into the PPC anti-fraud market technol ogy with a product
called 7Search Fraud Detection. In addition to their PPC product (Pay
Per Ranking), 7Search recently reveal ed anot her product called
AccessoryAds, which targets certain industries (travel, gam ng, and
website owner industries). This product basically places the ad in a
category chosen by the client, rather than keyword pl acenent.
Suggestions are al so made for adjunct categories that may increase the
visibility of the ad. Pros: - Has a new tool bar avail able for downl oad
called "Predictive Search" that uses reverse engineering to help you
choose keywords that may be nore productive than those you are currently
using. One of the few PPC search engi nes accepting PayPal. Sends an
emai | advising advertisers when their account drops to an estimted

three days worth of click noney. Cons: - Only available in
Engl i sh-speaki ng countries, apparently to help detect and deter click
fraud. M nimum Deposit - $25 USD MnimumBid Price - | cent M ninum

Mont hly Spend Anobunt - none Al exa Ranking - 1,857 (as of 05/2005)
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(www. ppcbook. i nfo/ search123) Search 123 was founded in June of 1999, but
did not integrate PPC services into its search engine until Cctober of
2000. Based in Agoura Ilills, California, Searchl23 spent much of its
effort fine-tuning its PPC technol ogy and acquiring smaller properties,
such as Sinpli.com from NetZero. It wasn't really until June of 2003,
when Val ueCick, Inc. acquired Searchl23 as a wholly owned subsidiary,
that Searchl23 began to benefit fromits associations. This nerger has
al | oned Search123, over the |ast year, to expand its offerings to

busi ness owners and to enhance their advertiser interface, making it
both self-service and nore intuitive. Searchl23 is a niche PPC search
engine that freely adnmits they arc not trying to conpete with Google or
Yahoo!. Although they do not disclose precise statistics, they adnit

t hey have arrangenents with just hundreds, not thousands, of other
properties of various types (websites to search engines). In their
words, "nost of our advertisers already advertise on the larger paid
search platforns and use Searchl23 as an increnental source of | ower
cost, high-quality traffic that allows themto inprove their overal
return-on-investnment (RO) from pay-per-click search narketing." Pros: -
Personal attention is a priority. - New, robust interface as of Apri
2004 that incorporated many of the features then found in only a couple
of PPC search engines. - No additional charges or hidden charges for
advi ce and assi stance when planni ng your canpaign. - Stated goal of
bei ng an adjunct to | arger PPC canpai gns an advertiser may be
conducting. - Are nore particular about the properties they partner
with, and nonitor their quality carefully, giving Searchl123 a shorter
mar ket reach, but could result in higher-quality results. Cons: - Only
accepts content from sonme English-speaking countries. M nimum Deposit -
$50 USD M nimum Bid Price - 5 cents M nimum Monthly Spend Anobunt - none
Al exa Ranking - 5,282 (as of 05/2005)
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(www. ppcbook. i nfo/findwhat) fl what,,, FindWat is headquartered in Fort
Myers, Florida and N began as a PPC search engine by acquiring a

Pay- For- Position product fromanother firm Ilighlights of its

devel opnent include a 2001 agreenent to have search results featured on
Excite.com The main strengths of FindWat lie inits ability to quickly
mat ch i nprovenents nmade by other search engines, its various
arrangenents with other search properties, and the acquisition of a

Eur opean presence through a nerger with Espotting. Accounts are easy and
intuitive to create and follow the classic process. They offer a suite
of tools under the heading CruiseControl TM which can auto bid, analyze
RO, and schedul e on/off times for your canpaigns. They al so have a good
reputation for click fraud detection. In Septenber 2004, FindWat
partnered with Bi zJournals to provide targeted advertising on each of
the 41 Bi zJournal |ocations, nmoving FindWwat into the |ocal marketpl ace.
The agreenent al so includes the placenment of a search box for Fi ndWat

on each BizJournal site. Pros: - Appeals to smaller businesses not quite
ready to commit as large a budget as is needed to use Google or Yahoo!.
- New URL masking feature. - Nice w zard setup of your account, with

pl enty of help provided along the way. Cons: - Set up of a PPC canpaign
can take up to two days - CruiseControl TM package only avail able for
free if you agree to sign up for AutoReplenishTM a systemthat
automatically draws noney fromyour credit card as your account bal ance
decreases. - Although there is a | ocal search bar on the Fi ndwWat
hormepage, the only way to integrate |ocal search into your ad canpai gn

i s via SuperPages.com M nimum Deposit - $25 USIA MninumBid price - 5
cents M nimum Monthly Spend Anopunt - none; $25 for Aut oRepl eni shTM Al exa
Ranking - 1,591 (as of 05/2005)
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/ ww. Ppcbook. i nf o/ kanoodl €) 1Kanoodl e was founded in 1999 and is
currently offtced both in New York City and in Anmherst, New York
Kanoodl e was one of the first PPC search engines to categorize by topic.
The Kanoodl e website is very inpressive, filled with lots of clear
content, animated tutorials and Flash-driven, step-by-step denps of al
functions of your canpaign. Its proprietary products target different
aspects of PPC- KcywordTarget, Context |'arget and Behavi. orar Target.
"There are no real surprises in approach or offerings. Free
consultations result in a Kanoodl e consultant preparing a canpai gn of
bet ween 20-50 paid listings. Along with the customary tools and options,
Kanoodl e i ncl udes an easy-to-use auto-scheduling feature to activate or

deactivate your keywords. Pros: - Lots of animated and Fl ash
denmonstrations of various aspects of their products that are both
informative and clear. - Ability to include your [ogo on the PPC ad. -

Kanoodl e cans found on their website, so if you want to make sure the
guy who is supposed to be hel ping you choose the best keywords to bid on
is actually on the job, just click on one of the live web cans set up in
various spots and see themat work. No cluttered desks in this office! -
Novel approach to click fraud-they only charge you for two clicks from
the sane | P address in a 24-hour period. Fraud concerns are al so

i nvestigated. Cons: - Free consultation takes from1l to 3 weeks to be
conpl eted. - Keywords take 1 to 3 days to show up, due to their
"editorial process.” Mninum Deposit - $50 USI) MnimumBid Price - 5
cents Mnimum Monthly Spend Anbunt - none specified Al exa Ranking - 899
(as of 05/2005)



Page 107

Types of Pay-Per-Cick Search Engi nes and Revi ews 9. PageSeeker

(www. ppcbook. i nf o/ pageseeker) PageSeeker (a subsidiary of Dark Bl ue Sea
1111 Pty Ltd) has been involved in PPC since Septenber 2000. Their hone
offices are in Australia. A classic PPC search engine, it does not
appear to have experienced the growth and expansi on that others have
over the last four years. There is little in the way of background
information to shed nmuch light on its history, so the user nust take
PageSeeker at face val ue. PageSeeker (affiliated with ROAR) appears in
the format of a directory style listing of topics. dicking on a topic
takes you to a page entitled "The Best Sites" for the topic you clicked
on. PageSeeker offers pages upon pages of links for each topic. In this
respect, the search engine nay give novices the inpression they are not

a PPC site at all, but a natural search engine. Pros: - Excellent
custoner service that neets clainms of replying to service requests 24/7
within an hour via email, and contacts new account customers within an
hour. - Very easy account creation, and since organized by topic, little
deci si on-maki ng on keywords needed. - Ofers a free listing, but placed
near the bottom of the paid-for listings. Cons: - ldentifies itself as

the third | argest PPC search engine in the world, which is al nost
certainly no longer true, |eaving doubt in the mnds of users. -
"T'racks raw clicks only, not unique clicks, making it difficult to get
reliable statistics on nunber of actual visitors. - Titles are limted
to the nane and nature of your website. The descriptionis limted to 25
words (roughly 125 characters)-1less than other search engi nes. M ni num
Deposit - $25 USIl MnimumBid Price - 1 cent Mninum Mnthly Spend
Anmount - none Al exa Ranking - 64,276 (as of 05/2005)
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Interactive (www ppcbook.info/enhance) f°" Hy~h- Originally founded as
ah-ha.comin 1999, Enhance Enhance Interactive was owned by eFanily of
Provo, U ah | NTERACTI VE and concentrated on a fam|y-centered approach
toits listings. It becane a wholly owned subsidiary of Marchex, Inc.,
the company that recently acquired GoCick, in 2003. Marchex al so
acquired other small PPC search engines in 2004, putting Enhance in a
good position to benefit froman influx of capital. Even though it is
relatively small, it does have sone good partnerships, including Excite,
MSN, Net Zero, and others. It clains to have nearly 1.5 billion searches
per nmonth, with nore than 20,000 advertisers signed on. Enhance
Interactive offers two PPC options-a package where you construct your
own canpai gn or one where their staff will prepare an ad and suggested
keywords for your review and approval. If you choose to have your PPC
canpai gn created by Enhance Interactive, you will be assigned an

i ndi vidual who will work with you personally, for a reasonable fee of
approxi mately $100. Pros: - Custonmer service is definitely a key feature
of Enhance Interactive, which even includes |ive Chat support, an option
not normally seen in the smaller properties. Contact between advertisers
and i ndi vidual s known as Regi onal Account Coordinators is regular and
ongoing, to help ensure that if you call for support, you can reach
someone who is likely already famliar with your account. - A good
system for account nmanagenent that is intuitive and easy to use. -

Logol ,inks programthat is provided free for one nonth and $9. 95 per
mont h afterwards. This program places a snall |ogo next to your ad for a
degree of personalization. Cons: - Takes two days to get a self-directed
canpai gn running. M ninum Deposit - $50 USD Mnimum Bid Price - 3 cents
M ni mum Mont hly Spend Amount - none specified Al exa Ranking - 6,306 (as
of 05/ 2005)
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Pay- Per-C ick Search Engi nes Qutside of the Top 'I'en, there are a |large
nunber of PPC search engines that are generally classified as "second
tier". The termis usually defined as snmall search engi ne sites that
typically have a relatively snall anmount of traffic. | |owever, despite
the smaller amounts of traffic to second-tier PPC search engines, they
may be just what you are |ooking for. The cost to nount an ad campai gn
is generally quite Iow, and some second-tier search engi nes have
partnerships with websites that may be directly connected to the market
you are interested in. Sonetinmes the best place for a novice to start in
pay-per-click advertising is with a second-tier search engi ne, where you
can hone your skills at keyword bidding, etc., in an atnosphere that
requires |l ess personal attention because the traffic is lower. If you
investigate and find a second-tier search engine that |ooks as if it

will fit your needs, and you decide to invest a snall anobunt of noney in
atrial run, be prepared for the small anount of traffic you may receive
and the fewer sales you will nake. Second-tier search engi nes provide a
good opportunity for you to spread your ad dollars across a few

di fferent search engines, while you nmight be limted by your budget to
only one of the '"I'op 10 if you took that route. Therefore, they can be
a great place to learn nore about the process at a relatively |ow cost.
Keep in mind that "second tier" does not nmean "second rate." Sonme of the
200- pl us search engines that currently fit into this category can
performquite well for you and the | ower cost will increase your RO
when you do convert a visitor into a buyer. Second-tier search engi nes
do not nmean "second rate". Many of them actually performquite well and
are cheaper than the Top 10. Many second-tier engi nes have al nost al

the tools and features of the 'I'op 10 and, over tinme, will unseat one
of the Top 10 if enough enhancenents are made. Quality of service and
delivery of results may inprove their situation online, so word of nouth
may bring themincreased traffic. One key aspect in pay-per-click
advertising is that it is always changi ng, so be prepared for sonme of
the search engines reviewed in the next few pages to clinb into the Top
10 in 2005. W are providing reviews of 12 second-tier PPC search
engines to give you an idea of the kind of diversity available if you

wi sh to experinment with a smaller property, especially if you are just
begi nning to investigate online adverti sing.
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(www. ppcbook. i nfo/brainfox) Brainlox is a directory-style PPC search
engine officed in New York. Omed by eXact Advertising LLC, BrainFox has
been in business since June of 2000 and has over 20,000 advertisers with
approximately 300 mllion search requests each nonth. Daily reach
figures are relatively low, but were stable throughout 2004 and into
2005. BrainFox has a different approach to expansion. |Instead of seeking
out partnerships, they are devel oping their own network (the Brai nFox
Net wor k), conposed of distribution portals they devel op. The startup fee
is $10 with a 1-cent minimum cost per click. '"t'hey also offer a 25%
bonus on the first deposit into your account. BrainFox does reserve the
right to change the content of your PPC ad w thout notifying you first.
Features include i mage ads, auto bidding, IP tracking to hel p conbat
click fraud, and a tool called exact Track, an RO tracking system An
account nmanager is assigned to each ad account to provide consistency in
custoner service (but no phone contact is avail able). A exa Rankin~ -
2,219 (as of 05/2005) Business.com (ww. ppcbook. i nf o/ busi ness)

Busi ness. com was founded in 1999 as a search engine for businesses only.
Set up as a directory, its categories cover interests from Accounting
and Transportation to 't'echnol ogy. Subcategories further refine the
search. 'T'hree products are offered: "Featured Listings" puts your ad
at the top of search results. It is only available for U S. businesses,
but includes Google in its network. Rates begin at a high 40 cents per
click (and increase by increments of 10 cents per click), although there
is no startup cost. "Sponsored Listings" results show up to the right of
the listings on a results page. There is a mnimum $25 start-up fee and
a mnimum cost per click of 20 cents, and your self-crafted ad can be up
in one business day. "Standard |istings" advertisers receive an

al phabetical listing within natural search results for $99. "fools and
reports arc available to hel p you gauge how your PPC canpaign i s going,
but they are not as robust as those on other search engines. Cick fraud
is of particular concern anong users. Alexa Ranking - 1,576 (as of

05/ 2005)
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(www. Qocbook. info/clicksor) dicksor is a 'T oronto, Canada-based

di vi sion of YesUp Fcommerce Solutions, Inc., originally founded in 1999.
Clicksor differs in concentrating on their product Content Marketing
Technol ogy (their focus is contextual ads). The process of choosing
keywords and bidding for placenment is essentially the sane, but the
enphasis is on content. dicksor has 200+ million inpressions per nonth
because of partnerships with over 10,000 websites. dicksor offers two
options for contextual PPC- keyword matching or channel matching. Wth
Keyword Match, your keywords will be underlined in the ad and if a
visitor hovers over it, a text banner appears that describes your
product/service. If the user clicks on the banner or keyword, they go to
your site. Channel Match concentrates nore on the context of your
website. Cicksor appears to be nore concerned with their affiliate
programthan with pay per click and a | arge nunber of forum posts report
low ROs, so close tracking is necessary. Al exa Ranking - 2,238 (as of
05/2005) 4. Findol ogy (www. Qocbook. info/findol oQVv) Findology.comis a

di vision of TrafficAds Media, Inc., located in Santa Monica, California
and founded in 1998. A recent site redesign gives it a clean,
Googl e-type look. Al listings all sponsored, but Findology states that

its key advantage is its partnerships with websites that typically are
not partnered with other search engines. A portal version (with a
browser and free enmil) was planned for release in Novenber 2004, but
has been del ayed. Four types of search arc available. Results pages |ist
related terns for further searches and end with the same group of

MSN-rel ated listings. "Web" results, geared toward the shopping end, are
usual 'y under 10 pages. "Shoppi ng" search listings show products in
categories. "Yell ow pages" search listings are simlar to web search
"News" search has contextually relevant results, but with only one page
of results. Features include traffic reporting, keyword statistics, and
an automati c bidding option. The mni num deposit is $25, and the m ni num
bid is only 1 cent. User comments point to relatively low traffic but
generally good ROT. Traffic was slow but steady through 2004, and has
since risen. Alexa Ranking - 3,012 (as of 05/2005) |11
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(www. ppcbook. i nf' o/ geni eknows) Geni eKnows is a newy redesigned,
directory-style search engine offering services |ike bid-for-position
PPC, and private label. Its background as a content-related directory
engi ne makes it a good choice for contextual advertising. A European
expansion in 2004 is a plus. The PPC conponent includes an auto-bi ddi ng
tool, clear enphasis on rel evancy, a keyword sel ection tool, batch
keyword subm ssion, a keyword generator, contextual advertising, and

| ocal capabilities. The conpany is working on a
quasi-artificial-intelligence application that will "learn" a particul ar
user's likes and dislikes and display results accordingly. Their tool bar
(Smart Geni eTM i ncludes directory itens such as flights, inmges, and
aucti ons. One tool checks the current Top 10 keyword bids, secured via a
code visible to humans, but not robots. Partners include Yahoo! (with
their channels on the tool bar) and LookSmart. Users conment they |ike
the new | ook, customer service, intuitive interface and detail ed
reports. Mnimumbids are 1 cent, with no mninum spend, but a sonewhat
| arge $50 mininumto open an account. Al exa Ranking - 25,614 (as of
05/2005) 6. Godick (www ppcbook.info/goclick) Godick has a
category-style listing format with topics to click on to return search
results. Al results are sponsored and the engine is sonmewhat cluttered
| ooki ng. They cl ai m 23, 000 busi ness owners and over 7.2 billion targeted
searches per year. Godick is an easy PPC search engine with which to
open an account. The process is short and to the point, with bids
starting at 1 cent and no mnimuns required. Search results actually
show the cost per click for each listing returned on a search, whether
you are an advertiser or a user. Godick's acquisition on July 30, 2004
by Marchex, was good news for the PPC search engine, but there is
definitely sonme roomfor inprovenent in Godick's relevancy testing. For
exanpl e, a search for "beani e babies" has the third ranked site as
"Cheapest Prices Search Engi ne" and various baby-related sites. Al exa
Ranking - 4,610 (as of 05/2005)



Page 113

Types of Pay-Per-Cick Search Engi nes and Revi ews LookSnart

(www. Qocbook. i nfo/l ooksnart) LookSmart is a directory-style site

organi zed by category. Based in San Franci sco, LookSmart created quite a
controversy in 2002 when it switched to pay per click froma one-tine

pl acenment fee. In 2004, they added a nunber of partners, including Furl,
Br ai nFox, Findol ogy, Geni eKnows and Vivisino (clustering should boost
clickthroughs 30" 0- 100%. "There are three categories of
search-Directory, Wb, and Articles. Results come froma conbination of
robot -i ndexed sites, listings that the editors have reviewed, and paid
l[istings, with no way to differentiate between them PPC |istings are
[imted to four per page, based on an algorithmusing "rel evance, user
popul arity, and advertiser payment." Lookl.istings PPC includes
TrueLead, which checks on the response of their partnered sites and
identifies PPC fraud. A handy tool allows you to | ook for little-used
keywords that may be bargain-priced in the marketplace. Pricing of
keyword listings is calculated using the maxi mum cost per click and the
chckt hrough rate, so account bal ances should be watched carefullv. Al exa
Ranking - 1,535 (as of 05/2005) 8. Mamma (www. ppcbook. i nf o/ mamra)
Mamma' s PPC advertising is based on a set price per click for inclusion
in one of 18 directory categories. You are guaranteed placenent in the
top three search results on a rotating basis. Current cost per clicks
range from 15 cents (for Adult Content) to $1.00 (for Casinos). Most
categori es average about 25 cents. The sponsored |inks offered come from
Googl e Ad Wrds, not Mamma. Mamma has nmany of the features of |arge
search engines, including geo- targeting, click fraud detection
conversion rate and RO tracking. They plan to offer online keyword
tools in the future. They have a free tool bar and an "Explorer" too
that allows you to save IIRLs for later viewing. Free help is available
with ad creation. Relevancy is part of the ternms of service. Mamma's
"Rsort" program checks for duplicate results and displays the one with
t he nost duplicates, reducing search engi ne Spam You can sel ect either
pay per click or have a fixed nonthly spend plan, with no nonthly spend
mninmumor linmt on the nunmber of keywords. Only credit cards are
accepted, with no refunds for bal ances under $10. Al exa Ranking - 1,583
(as of 05/2005)
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(www. ppcbook. i nfo/ mi rago) The U. K. -based M rago search engine is ained
primarily at the European market, but also conpetes with sone North
Areri can search engines. 'T hrough 2004, Mrago concentrated on adding
partners, including some high-traffic regional/ national sources in
Scandi navia and northern Flurope. Mrago clainms nore that 300 mllion
clicks per nmonth. Mrago offers typical PPC products, with the usua
nunber of auto bid, notification, and reporting tools, and the customner
pays only on a CPC basis. Geo-targeting by country is avail abl e.
"Ilenry, the Mrago Robot" determ nes placenment based on PPC indicators,
pl us the service/product you offer, and how often your website is
changed, conmbined with algorithns and "software wei ght keywords and
phrases according to perceived i nportance."” The PPC program all ows for
negati ve keywords and phrase and broad keyword match. Al though M rago
has a strong base in the United Kingdom it still has a fairly smal

di stribution network. Still, users seemhappy with their RO, given that
the costs for PPC ads are quite |low Alexa Ranking - 9,512 (as of
05/2005) 10. nyCGeek (www. ppcbook. i nfo/ mygeek) nyGeek was founded in 1999
as a shopping site and then spent two years optinizing their search

engi ne. Based in Phoenix, Arizona, nyGeek is unique in providing PPCto
mar ket i ng/ adverti sing networks that take products directly to
advertisers. Their mmjor networks include LookSmart, Netster, |nfosonar,
XAO Search, |litto.com and Searchl |ippo. Their nmain product, AdOn
Direct, works by providing an ASP solution for advertisers who want to
create and nanage their own PPC keyword- based canpaigns via a
user-friendly yet robust system Advertisers can sign up for the AdOn
Net wor k program and connect with roughly 20 m|lion advertisers, whose
RO's are nonitored by myGeek to ensure quality. myGeek handl es
keywor d- bi ddi ng managenent. Tools |ike Traffic Source Selection,
"T'raffic Estimation, and Broad Match hel p advertisers find new traffic
and track ad performance. Advertisers must play an active role to get

t he best out of myGeek, even though the | owest cost per click is 5 cents
and you can open an account for only $20. Al exa Rankin~ - 8,595 (as of
05/ 2005)
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(www. ppcbook. i nfo/ searchgal ore) SearchGal ore is headquartered in
Fullerton, California, with a European presence in the United Ki ngdom
Omed by Elite Concepts, the goal of SearchGalore is stated as providing
quality, relevant search results rather than quantity, as part of their
terms of service. Their nmmjor PPC product is called AdBox. Their
editorial staff supposedly peruses each listing, yet a typographical
error in the description of their "free listing" area calls into
guestion the quality of this service. Advantages include account

assi stance avail able 24/7 and the fact that your PPC ad can appear in

| ess than 24 hours. The required $25 deposit is matched 100% but is
nonrefundabl e if you cancel your account. In addition, anmounts in your
account are nonrefundable after 90 days, so advertisers need to keep a
cl ose eye on their account |level. Alexa Ranldng - 306,239 (as of
05/2005) 12. Xuppa (www. Rpcbook. i nfo/ xuppa) Xuppa (fornerly Bay9.con)
has the | ook and feel of a directory-based search engine, but with a | ot
nore options, including auctions, contests, find a date, sending ecards,
learning the | atest news, taking various polls, getting your daily

hor oscope-you nane it, it looks as if Xuppa offers it. Most of these
alternative functions come with PPC ads on the pages, or by requiring
that you click on an ad as a prerequisite of entering a |otto/contest.
Al'l of the above nmakes it difficult to take Xuppa seriously in the PPC
search engi ne busi ness. Xuppa seens to offer so many different things
for its visitors to do and see that it is hard to realize that it has
supposed to be a search engi ne. A busy, disorganized honepage detracts
fromthe appeal of Xuppa, despite its sign-up incentive of $50 if you
deposit $50. Through nuch of 2004, there were signs of rocky performance
at Xuppa; first, an inability to contact anyone at the search engi ne,
and | ater, user reports of acceptable traffic Ievels but Iower ROs, as
conpared to other PPC search engines with simlar traffic. Xuppa al so
offers different types of paid ad canpai gns (banners and popups). They
seemto be concentrating nore on website design, hosting, SEO and other
options than on pay-per-click advertising. Al exa Ranking - 4,844 (as of
05/ 2005)
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Pay- Per-Cd ick Search Engi nes Sonetines referred to as third-tier PPC
search engi nes, pre-funded properties are those that typically have such
low traffic levels that they rely on offering a small anpunt of npney to
fund your account to get you to sign up with them Many | eading and
second-tier PPC search engines offer either special sign-up offers or
pronotions, or have policies that will match your initial deposit into
your account, up to a specified amount. | |owever, pre-funded PPC search
engi nes offer a free bonus just for signing up-no deposit is necessary.
Most of themare small, niche search engines with a | ow but often

hi gh-quality traffic, and little conpetition. Al you need to do to
claimthe credit is to visit the search engines |isted bel ow, register
with them and set up your canpai gns. Pre-Funded Search Engine Initial
Credit Pre-Funded Search Engine Initial Credit GoGeter.com $25. 00
ArrowSear ch. com $10. 00 eSear chPl anet.com $25. 00 AusCan. bi z $10. 0()

Ecl i pseFi nd. com $25. 00 Sear chM ner. com $10. 00 BeaconFl ash. com $25. 00
Sear chPant her. com $10. 00 CyberDi stri but eur.com $20. 00

Onl i neSear chCent er. com $10. 00 123-d i ck.co.uk $20.00 G antPortal .com

$5. 00 Webnaster. su $15. 00 GoGet MM com $5. 00 Haadoo. com $10. 00
LaunchSear ch. com $5. 00 Hyper SearchCentral . com $10. 00 EZCrawl . com $5. 00
MySear chPoi nt . com $10. 00 ZEFi nder. com $5. 00 Cool Fet ch. com $10. 00

Sear chl nvader. com $5. 00 i Sear chCui de. com $10. 00 Mar vox. com $3. 00

Dj bi Now. com $10. 00 MegaCrawl . com $2. 00 eVal ueBuy. com $10. 00 Fi ndBi g. com
$2. 00 ABSeeSearch. com $10. 00 Fi ndEngi nes. com $1. 0()
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Search Engi nes Pay per inclusion used to be the prinme nethod of "buying"
your way onto a search engine on the Internet, starting in the late
1990s. At that point, with |l ess conpetition on search engi nes because
fewer conpani es had a web presence, natural rankings often worked, but
paid i nclusion was a guaranteed way to get |isted on a search engine. It
usually was a one-tine fee per year for guaranteed inclusion in the
search engine's index of sites. Because pay-per-inclusion ads are
virtual l'y indistinguishable to the average user, as the Internet grew as
a commercial enterprise, the market gradually began to nove away from
paid inclusion, for a nunber of reasons. For exanple, the devel opnent of
search engi nes whose ranki ng was based on algorithns and robot craw s,
who did not offer paid inclusion as an option, led to a perception by
many that these "organic" results were nore "genuine" than a those
listings that had appeared in search results as a result of paynent.
However, there are benefits to using paid inclusion, the major one being
that it bypasses the typical delay of weeks in getting your website
listed on a search engine. If you enter a pay-per-inclusion programon a
search engine, your site is usually included within a few days and the
search engine robot will regularly crawm your site as well, so changes
you make to your site will be reflected in a tinely manner

Consequently, for many advertisers, paid inclusion has been a nmethod to
get online quickly instead of relying on SF.() and robot craws to do
their magi c before having their websites show up under rel evant

searches. Paid inclusion underwent a total reversal in general opinion
soon after Google began to flourish. Google has consistently said they
woul d never offer paid inclusion because they believe it taints the
search process by artificially ranking paid inclusion sites higher.
Search engines offering paid inclusion took an opposite view, but in
general, the Google viewpoint prevailed and search engi nes noved away
frompaid inclusion. In March of 2004, Yahoo! reopened the debate by
announci ng their decision to include paid listings again in their search
results, stating that there would be no ranki ng advantage from a

pay- per-inclusion subnission. The end result of the strong debate over
this strategy was that Yahoo! retained paid |listings, and Google
reasserted its position (inits IPO late in 2004) that it believes
natural search is the only guarantee of a "free and open" narketpl ace.

Al t hough Yahoo! is still the only standard search engi ne that
technically offers pay per inclusion, since it is partnered with so many
ot her search engines, paid listings are often found in many search

engi ne results.
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i nclusion can be a cheap suppl enent to keep anong your online marketing
strategies, especially if the cost per click of your keywords is making
it difficult to maintain your pay-per-click position. People still do
act on general search results, so sone anal ysts do suggest advertisers
consi der experinmenting with the Yahoo! program especially if you are
finding PPC on your keywords out of your dollar reach. Renenber,
however, that with paid inclusion, clickthrough rates may be hi gher. As
well, the rising popularity of PPC ads | eads analysts to believe that at
| east 40°0 of all conversions cone from pay-per-click ads, a trend that
is expected to increase. Pay per inclusion can prove to be a good

suppl enment to a well- rounded search engi ne adverti sing canpai gn. Somne
search engines offer, in addition to other paid advertising, a PPC
listing fee setup. One of the leaders in this type of marketing is the
search engi ne LookSmart. For exanple, LookSmart charges $29 to set up a
listing and $19 to change it. They al so i npose a $15 mi ni num per nonth
spend, so be sure to include all the costs involved when determ ning
whet her or not paid-per- inclusion PPCis an option you wish to
experiment with. Like any paid formof advertising online, and despite
the feeling many have that paid listings are tainted, there is no
denying that it can't hurt to get your website listed with those search
engi nes that support pay per inclusion. International PPC Search Engi nes
Al t hough many advertisers in the United States think there is little
value in investing ad dollars in PPC search engines in the internationa
mar ket, research shows that this is quickly changing. Several events in
2004 in the search engi ne marketpl ace hel ped increase the interest in
pl aci ng PPC ads on international search engines. For one thing, Google
and Yahoo! operate search engines in a |large nunber of countries

t hroughout the world. Although you may think that you cannot conpete in
an international marketplace, there is definitely a market for U S
products from consuners abroad. It may not be a | arge source of sal es,
but keyword costs can be |lower in such markets, thus your overal
conversion rate may be worth the investnent. In addition, the

acqui sition of Espotting, a United-Ki ngdom based search engine, in 2004
by Fi ndWhat, and its subsequent merging of international |isting options
into their PPC program offered a sinple and fanmliar way to
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not just on the advertiser, but on the search engine's reputation.
"Therefore, if you plan to explore the PPC market in

non- Engl i sh- speaki ng search engi nes, be sure that your website has an
excellent mrror site in the | anguage(s) of the country you are
targeting. If you plan to market your business in another country, nake
sure to create a mirror of your site in their language (if they have a
different one). The Spanish/llispanic market is currently positioned for
huge growth. 'T herefore, experinmenting on Spani sh-based PPC search
engines with a professionally translated mrror website may be quite
effective. The Ilispanic population in the United States i s becom ng
such a significant and growi ng part of the market that expansion into
Spani sh versions of your website and involvenent in Latin Amrerican
search engines is followng suit. Niche Pay-Per-Cick Search Engi nes

Ni che search engines are defined as those that cater to a specific

mar ket or industry instead of the general narketplace. Sone of the
smal | er PPC search engines are in fact niche engi nes, because they have
found that by concentrating on getting advertisers who are all selling
rel ated products and services on one search engine, traffic specific to
that narket area will be highly targeted. Thus, visitors to niche search
engines often are nore notivated and nore likely to convert into buyers
than visitors to general PPC search engines. O course, with a niche
search engi ne, pay-per-click advertising nay not be as worthwhil e,
particularly if the engine is small and is not capabl e of delivering
enough traffic to justify the expense and tine needed for an ad
canpai gn. The trick for the advertiser wishing to investigate PPC on

ni che search engines is to find a niche search engine that has quality,
targeted natural listings, because their visitors will consider a paid
ad valid if they value the utility of the search engine itself. On the
other hand, if a niche search engine's organic results bring
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unrelated to the original search term perhaps due to a |ack of
advertisers and few or no partnerships with content-rich search engi nes,
it is questionable that your RO froman ad canpaign will be sufficient.
For exanple, a fast-growi ng type of niche search engine deals with
fitness. The topic of fitness is one that nost people are concerned
about to sonme extent or another, and fitness-rel ated search engi nes have
sprung up and began to attract advertisers via pay-per-click options.

For example, ww. fitness.comoffers pay- per-click listings wthin its
directory-style search engine starting at 5 cents per click with a $50
deposit. Even though it is a niche search engine, this fitness-rel ated
site offers real-tinme statistics and the ability to change your keywords
at any time, with only a couple of days to get your ad online. Niche
search engi nes should be a part of your marketing campaign if your Look
for niche-specific PPC search product/service fits into a certain

engi nes in your industry. category. Many places on the Internet have
listings of niche search engines specific to particular industries, and
you may find that your RO from such a source is equal to, and sonetines
better than, conpeting in the general narket. People who are very
interested in a specific industry, be it a type of product or an

i nterest or hobby, such as fitness, weddings, collectibles, travel, or

geneal ogy research, will | ook for niche search engi nes or hear of them
fromfellow enthusiasts. If the search engine is well organized,
attractive, and returns relevant results, those visitors will conme back

again and again. |If you decide to investigate niche search engi nes, do
ensure that the results are relevant and content-rich by doing sone

i nvestigation on your own before commtting to any PPC canpai gn. Wt hout
gquality results, a niche engine has little chance of being a good pl ace
to put your advertising dollars, because traffic will be too lowto
provi de enough conversions to justify your time investnment. Niche search
engi nes can be just one nore tool in your arsenal of putting together a
PPC canpai gn. You can concentrate on a |larger search engine if you find
your RO is good with them then experinent with sone niche search
engines to see if they are worth investing nore ad dollars in.

Conpari son Shoppi ng PPC Search Engi nes Al though conpari son shoppi ng
search engi nes have been a fixture on the Internet for a nunmber of years
now, only lately have they becone an increasingly popular area for
experimentation by adverti sers.
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shoppi ng search engines provide a lot of information to shoppers to make
i nfornmed deci sions, including not just nmerchant reviews, but also
reviews from nagazi nes and "experts" (nost often websites that sell the
products). Results pages can usually be sorted by the different

headi ngs, such as price. Once you click on a seller or product, you are
taken to the seller's website and you purchase the itemthere.

Compari son shoppi ng search engi nes do not conduct actual transactions;
instead they act primarily as an information center as well as a

pay- per-click search engine, sending the visitor to the advertiser's
website to nake the actual purchase. Merchant infornmation is available
via a sinple click underneath each individual product for sale and often
reviews of merchant/advertisers are available that arc conpiled from
user feedback. In fact, nost of this type of search engine rely at | east
somewhat on users to report any differences in pricing, product
availability, or other details when they actually check the product out
on the seller's website. Sone |larger sellers arrange data feeds to the
search engi ne, but snaller advertisers need to ensure that their product
line data is kept up-to-date to avoid negative user reports and perhaps
renoval fromthe site. Shopping conparison sites are beconing nore
popul ar with consumers because of the variety of information they offer
in one place, thus saving the consuner valuable tine. If you wish to
adverti se on a shopping conparison search engine, you will probably have
two options. The first is basically pay-per-click advertising for your
product (s), for which you pay a standard set anount per click to be
included in a specific category. The process of advertising is usually
very easy, often with a step-by-step wal kt hrough that |eads you through
creating your listing, setting your pricing, nethods of paynment you wll
accept, adding an inmage, describing the product, and so on. Although
setup is usually free, there are various charges associ ated with nopst
options that are needed for a conpetitive listing, and restrictions on
terns such as what kind of paynment options you can offer. Sonetimes your
ads are linmted to certain categories and the search engi ne charges you
when an itemis sold. An exanple mght be $1 plus 4.75% of the sales
price, including shipping and handling charges. In all cases, you are
responsi ble for ensuring that the proper taxes are charged, coll ected,
and delivered to the appropriate authorities.
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of fer nore sophisticated reporting to their advertisers, noving from
providi ng data only on the nunber of sales, etc., to cost-per-click
anal ysis and RO conversion tracking. Sales are usually nonitored, as
are purchases and users each day, in order to assign you to a category
that dictates your maximumselling linmt over the next 30 days. You may
not list anything for sale at a price above this limt, to ensure that
only active sellers are participating. Conparison shopping sites are
concerned with maintaining a high-quality shopping experience for their
visitors-thus, many restrictions and rules are tracked and enforced on
advertisers. The second option for selling, especially if you wish to

sell in higher volunes, is to becone a nerchant. At this level, nore
tools and options are available to you, but you still need to adhere to
nunerous rules and constraints. Usually, you will need to work with an

account nmanager and pay a setup fee to integrate the data feed necessary
to keep your sales infornmation as up-to-date as possible. The usua
tracking tools are provided in the program nunber of sales, tracking of
sales in a very close to real-tinme environment, etc.-with reports

avail abl e by category, brand, or product. Conparison shopping sites act
as an internmediary in all ways, sending you to the seller/advertiser to
make the actual purchase. 'T hey typically have a multitude of rules and
restrictions, and additional costs and penalties for what m ght be
expected to cone with an advertising package, so sellers need to keep
track of a lot of information in order to nanage their accounts and not

| ose sight of their ROL. "Typically, pricing for advertising is on a
pay-per-click basis, but with a specific cost per category, rather then
keyword bi dding. Since visitors to such a site are notivated to buy,
many factors may al ready have been decided by them (such as brand nane,
price they are |l ooking for, unique features, etc.). Because they have
the ability to sort a results page by factors such as price or
availability of the product, ranking on the page at sone point noves
beyond the control of the advertiser or the search engine itself. Market
expectations are that conpari son shoppi ng search engines will continue
to grow and evolve in the near future, nostly in response to the success
of pay per click on standard search engi nes. Because Shopping Search
Engi nes offer such a wealth of information to the consuner, they can cut
down the buying cycle from 12 weeks to one day. Shopping sites offer so
much information in one place for the consuner that listings on them can
cut the usual buying cycle tineframe of 12 weeks down to
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purchases are al so often nade as visitors browse through pages of
results with images of the products and all the relevant information
they need to make a buying decision right at their fingertips. Smaller
advertisers may feel that the brand name sellers doninate comnpari son
shoppi ng PPC search engines, and to sonme extent that is so. | |owever,
if your pricing is conpetitive, your listings are up-to-date, and your
website has an easy and intuitive shopping cart, nmany smaller
advertisers report good conversions on shopping sites. Al though there
are literally hundreds of these types of sites on the Internet, a few do
stand out fromthe rest-namely PriceG abber.com NexTag.com BizRate.com
(now known as Shopzilla.con), and nySinon.com (a CNE'l' property).

"T' hese types of search engi nes should be investigated if you sel
products and want to conpete with the "big guys." You may be pleasantly
surprised at the results in this type of shopping environnent. As

al ways, keep in nmind that with pay-per-click advertising, diversity in
the types of search engines you place your advertising dollars on is
often the key to success. Pay-Per-Call Online Advertising A new version
of paid advertising emerged in 2004, with the introduction of the
pay-per-call nodel. This type of ad is very simlar to a classic PPC ad,
except that your listing includes a toll-free nunber to call to reach
you. Sone search engines bring up a page specific to your business if
the visitor clicks on the ad at no extra charge. That is, you are not
charged for the clickthrough unless the visitor actually makes the call.
The toll-free nunmber then redirects the visitor to your actual phone
nunber and you receive the phone call fromthe interested buyer at your
busi ness | ocation. The usual paraneters of bidding on keywords or
categories (which are usually high, in the $2-3%20 range) are augnented
by specification of which degree of geographic coverage you

wi sh-national, regional or local. Pay-per-call advertising is of
particular interest for those businesses that do not have a website or
do not want to invest in setting up and nmintaining a website, but yet
want to take advantage of advertising on the Internet. Some conpanies
find it a useful addition to their PPC canpaigns, particularly to avoid
charges on their pay-per-click canpai gns by those users nerely seeking a
phone nunber to reach the advertiser
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that once an advertiser has a prospect on the phone, they are in their
"confort zone" as far as sales are concerned, particularly smaller

busi nesses. They are used to selling over the phone and the direct
contact means that they can answer a prospect's questions in real- tine.
Pay-per-call advertising is a great opportunity for businesses that
prefer to deal with their prospects and clients the ol d-fashi oned

way- over the phone. Although pay per call is still inits infancy, and
anal ysts have yet to decide if it is effective and produces adequate
conversions, early reports indicate it can be a very successful neans of
increasing RO, especially in the local nmarket. If you are interested in
pursuing this type of advertising, sonme of the search engines that
currently offer pay-per-call ads are Findwhat.com sonme of the Internet
yel | ow pages sites, and many | ocal shopping directories. Conclusion This
chapter introduced you to the | eading pay-per-click search engines, as
well as a variety of other click-based types of advertising currently
avail able on the Internet. Gven the growh potential of pay per click,
an advertiser should carefully research his or her options before
commtting to any ad canpai gn, and small-to-nedi um sized busi nesses
(with smaller ad budgets than the | arge conpani es online) have to be
especially careful. It is also good to consider spreadi ng your ad
dollars into different types of PPC advertising. This can be as sinple
as placing PPC ads on different search engines and then anal yzing the
results to see which program provides you with a higher RO. You should
al so consi der who provided the best custoner service experience for you,
the advertiser. These are two key conponents in any adverti sing

canpai gn, but they are especially inmportant in pay-per-click
advertising, where the online factor takes marketing your product/
service to a whole new | evel where the difference between a successfu
and unsuccessful canpaign may be affected by nore factors than in

of fline advertising. Smaller businesses, in particular, are often
reluctant to enter the online paid advertising marketplace, feeling that
they have little chance of success, given the conpetition. | | owever,
many snal |l busi nesses are succeeding in garnering successful RO by
carefully investigating and exploring the different options available to
them As well, the relatively recent increase in bringing a |ocal aspect
to pay-per-click advertising should serve the small-to-nmedi umsized

busi ness community well.
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search engi ne(s) for your online nmarketing canpaign is one of the nobst

i mportant tasks, but you nust also investigate tools and net hods of
keeping track of the performance of those canpaigns. In past chapters,
we've tal ked in general about third-party tools and services being
avai l able to hel p you doubl e-check or augnent the information that your
search engi ne provides to you on the performance of your ad(s).
Fol Il owi ng the sanme theme as this chapter, the next section deals with a
description of the types of tools and services available, as well as
reviews of some of the individual products or services avail able.
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CAick Tools The sane cannot always be said for your search engi ne, whose
purpose is to supply a service, but who also needs to make a profit if
it is to continue. Although they may offer you access to tools that are
the same as a third-party tool, the advertiser has no way of know ng how
those tools were structured, or if they are as accurate as they should
be. The Types of Pay-Per-Cick Tools Avail able There are many different
PPC tool s available, but they fall into three main categories: -«
Managenent of your ad canpaigns and all associated aspects ¢ Keyword
generation and/or bidding tools « Tracking tools for calculating RO,
detecting possible click fraud, etc. OF course, sone tools overlap these
categories and may offer both a bidding tool and a conversion tracker,
so it is inportant to fully check all the features avail able to ensure
you are getting the nost robust tool at the lowest cost. In ternms of
cost, PPCtools tend to fall into two groups; either they are offered as
a piece of software that you downl oad for use, or they are offered as a
subscription service on a nonthly or yearly basis. It is really up to

t he individual advertiser to decide which is best for their ad canpaign
style. Generally speaking, unless you have the tine to learn how to use
a new pi ece of software and perhaps have tine to maintain the data in
the tool itself, nost novices will be better off trying a

subscri ber-based systemto begin with. Many tools offer trial periods or
i ncentives, which can be useful in the assessnent process. The goal is
to find the tool(s) that will work best for you as an individual, and
that best fits the way your PPC ad canpai gn(s) are set up and the anount
of data you currently receive fromyour search engine. Let's look at 13
of the nost popular PPC tools currently available to advertisers and
review the service they are offering, their useful ness, pros and cons,
and associ ated costs. Sone are sinple, one-function tools, but nobst
offer a variety of features. This is by no neans an exhaustive |ist of
the tool s avail able on the marketpl ace, and new ones are com ng online
each day, but this should give you a base fromwhich to start

i nvestigating sonme of the nore popul ar options and an opportunity to
judge if they may fill your needs.
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Pay- Per-dick Tools Pay-Per-Cick Managenent Tools Atlas OnePoint (ww.
ppcbook. info/ atlas) Atlas OnePoint (formerly Go Toast) is a
managenent tool that offers online solutions for many different aspects
of online marketing, not just pay per click. The PPC-rel ated products

of fered are Bi dManager and ProfitBuilder, the latter covering RO
tracking and web anal ytics. BidManager is a robust tool that allows

bi ddi ng control across nore than 30 search engi nes, which includes major
properties as well as a sanpling of Yahoo! and the foreign engi nes of
Mrago. Results are fed to Atlas, and then Bi dManager automatically
reviews and adjusts your bids across all the engines you have chosen,
maki ng strategic bids that help keep you in the sane position.

Bi dvlanager is arguably the best tool currently available for auto

bi dding that is not dependent or built into the PPC search engi ne you
are using. Its Rules- Based Bidding feature lets you custom ze your
bidding to include up to 18 very aggressive variables, including a

bi ddi ng war conponent that will apparently deal with "attacks" on your

bi ds. Anal ysis of 50,000 page views using ProfitBuilder is included in
any Bi dManager account, obviously to encourage the advertiser to add
that service once the page views have been used up. ProfitBuil der adds
functionality onto RO, including total visitors, total sales, tota
cost, average cost per sale, average cost per click, average sale,
conversi ons and conversi on percentage, and Return On Advertising Spend
(BOAS). You can also |ook at details of the path visitors took through
your site and on shopping cart sessions that were not conpleted. The
anal ytics provided allow you to sort the data by paraneters such as date
range, different search engines, different ranks within the PPC ad

bl ock, and individual PPC pronotions. Al of this is extrenmely powerful
and useful information, and it is presented in a clear
easy-to-understand format. Cost begins at $49.95/nonth for 50, 000 page
views and increases in increnents of page views to a maxi mum of
$1,499. 95/ nonth for up 5 mllion page views/nmonth. A $75 set-up fee is
included in the cost of the products, if you need assistance with

pl aci ng tracki ng code. Both products provide detailed reporting features
and emai|l reports. They are offered i n packages, but custom packages can
be set up. The Begi nner package is really just basic Bi dManager (after
conparing the costs) and offers 100 bid reviews across 10 engi nes and up
to 50,000 ProfitBuilder page views for $79.95/ nonth. The next package up
includes all the Atlas products and costs $649. 90/ nonth. Atlas does
offer a 1l4-day free trial of their products, which is well worth
experinmenting with to see how the product can be integrated into your ad
canpai gns and how it performs for your specific circunstances.
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Pay- Per-dick Tools Bi dRank (www. 12pcbook.info / bidrank) BidRank is a
managenent tool that has been available for nany years from Roffers

Engi neering in Wsconsin. BidRank is a stand-al one piece of software, so
there is no nonthly fee, but the user pays for software upgrades.

Bi dRank is available in two formats. The first, appropriately called

"Bi dRank for Overture (now Yahoo! Search Marketing)," only nanages
keywords in the Overture PPC environnent, not just in the U S., but also
in a select nunber of countries in Europe and el sewhere. The second
product, "BidRank Plus," supports keyword nanagenent in the foll ow ng
search engi nes: Searchféed, Xuppa, Enhance Interactive, Kanoodl e,

Fi ndWwhat, Espotting, Mrago (in certain countries), Lifetips, 411web,
Brai nFox and Que Pasal. Pricing for each of the products is also
different. The Yahoo! version (with the Yahoo! official seal of
approval ) ranges from $129 for 50 keywords to $999 for up to 10,000
keywords. For Bi dRank plus, the price ranges from $119 for up to 50
keywords to $699 for up to 10,000 keywords. The user nmay wonder why they
woul d need Bi dRank, given that Yahoo! Search Marketing itself has
various keyword biddi ng options, including an auto-bidding function.

Bi dRank maintains that it is because they go beyond Yahoo! by allow ng
bi ddi ng by rank and gap surfing, while Yahoo! will only auto bid to your
maxi num anount. Bi dRank all ows the user to access Yahoo! Marketing
Consol e via BidRank itself. Marketing Console is basically an RO too
and is also offered at various pricing | evels, dependi ng upon the numnber
of | eads generated. BidRank al so offers a toolbar with a link to news
and i nformation from Bi dRank, such as news rel eases, user tips, upconing
schedul ed downti nes, and so on. Users seemto |like BidRank. It has a
reputation for excellent custonmer service, which is very inportant to
peopl e involved in any type of marketing. Aside fromits convincing
on-site testinonials, their managenent keeps a cl ose eye on user foruns
and responds to any conplaints they see by inplenenting changes-a very
effective way of keeping custoners satisfied. Directions are clear and
the interface is direct and easy to follow The website itself is quite
i nformati ve and custoner service is quick and efficient. BidRank is on

t he expensive side, however, so be sure this will work for your
particul ar type and style of ad canpai gns before purchase. Bi dRank
offers a 15-day trial offer of a fully functional version of the basic
package of up to 50 keywords, with a usage of once every 15 ninutes.
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(xvww. 1212cbook. i nf o/ bi dmaxi n-iizer) Sold through Apex Pacific Pty Ltd.,
Dynam ¢ Bid Maxim zer is a managenent tool that offers auto-bidding
managenent of Yahoo! Search Marketing, covering all of the Yahoo!
foreign properties. Therefore, if you are a die-hard Yahoo! client, this
product is well worth investigating. 'T here is a non-Yahoo! version for
Googl e AdWwrds and about 10 ot her PPC search engines. The tool not only
manages your canpaign once it has begun, but offers assistance in
bui I di ng a canpai gn and pi cki ng keywords. Its strong points include
automatic nonitoring, either once per hour or just once per day, but on
a 365-day, 24-hour-per-day basis. Focusing on the nunber-three position
as its basis point, Dynamic Bid Maxim zer works to keep you in that
position or nove you up, if possible (of course keeping in nind the
budget you have set). It also strives to keep the bid gap between the
top three positions as snmall as possible. This is not nuch different
fromthe Yahoo! Search Marketing built-in product, but the offer of a
free deno version and a 30-day noney-back guarantee nake it hard to
resist giving this tool a trial run if your marketing dollars are al

pl aced on Yahoo!. Key features al so include continuing keyword hel p,
nmoni toring of URL rankings, custom zed reports, and the ability to
export data to an Excel database, anbng nmany ot her useful features. Good
custoner support and attention to irresponsible bidding that
unnecessarily drives up keyword bids (the infanobus "conpetition killer
node"), plus advance notice when one of the supported search engines is
anticipating an outage, can help save noney for the user. Wth six

| evel s of prograns available for purchase (starting at just under $100),
this product fits the needs of the small business owner with | ess than
100 keywords all the way up to the user who wants the flexibility of
unlimted nunbers of keywords and accounts (for a cost of $4999.95). A
new product called Dynani c AdManager was | aunched on February 1, 2005,
suggesting that the conpany may be poised to replace their Dynanic Bid
Maxi m zer (both the Yahoo! and non-Yahoo! versions), as the new product
i ncludes a robust PPC bid managenent conponent. Potential users shoul d
check the new product before conmitting to either version of Dynam c Bid
Maxi m zer or at |east contact Apex to see if they plan to continue to

of fer both products sinultaneously.
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Per-dick Tools PPCBi dTracker (www. ppc book. info /p p ¢ bidtrac ker)
PPCBi dTracker is a tool from SearchMarketingTool s.com of RedZoned obal

a New | | anpshire-based conpany offering various SEM services. An
automat ed tracki ng tool that nmanages keyword bi dding on your ads on 29
PPC search engi nes, they are an approved partner of Yahoo!. The conpany
al so offers other solutions, including Proff |'racker for RO tracking,
ShopTracker for shopping site advertisers, and custom zed PPC
consultation. There are four key conponents to PPCBi dTracker: Bi dSl eep
lets you | ower your bids to the engine's mninmns during sone days or
times of the day. If phone contact is your primary nmeans of contact with
potential buyers, with BidSl eep you can set your bids to "sleep" during
the times your sal espeople are not available, and then re-enter the

bi ddi ng when they are. AutoEnhancer manages auto bi ddi ng on Yahoo! or
Find What to ensure you do not pay your nmaxinmum bid. This tool not only
adj usts your maxi mum bid accordingly, but keeps it hidden from your
conpetitors. BidCat allows you to categorize your keywords by product,
bid price, or many other options. The BidSaver feature allows you to set

up conditions under which the tool will automatically |Iook for rankings
that will save you noney and not follow the "rules" you set into effect
if the result will be a newranking that is just a little bel ow your

conpetitors, but half the price, for exanple. By itself, this tool is
only one part of an analytics solution, albeit a fairly robust one. It
is relatively expensive, with cost based on a conbination of the numnber
of keywords and the nunber of times per day you want them checked.

Mont hly cost can range from $49. 95 for under 50 keywords checked 6 tines
per day, to a maxinmum of 10,000 keywords checked 48 tinmes per day for
$9,999.95, for U S. search engines (Google, Yahoo!, Findwat, Enhance,
Kanoodl e, ePilot and Search/eed). International search engi ne coverage
is a mninmmof $39.95/ nonth and a maxi nrum of $1,199.95, but only for
sonme of the Yahoo! and Espotting international versions. PPCBid'|'racker
has been very popular with users in the past, but recent changes that
separate tracking and individualized consulting into different products
may i npact that. The website is confusing in describing the situation

however. The Bid'|l'racker section still includes pages on how it covers
RO tracking and custom solutions, yet they are represented as separate
products under different categories. | lowever, there is a l1l4-day free

trial for either (or both) of their versions, if you wish to | ook nore
closely at this product. Keep in mind that it is a relatively expensive
tool for its functionality.
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Pay- Per-dick Tools Pay-Per-Cick Tracking Tool s AdWat cher

(www. VI 2cbook. i nf o/ adwat cher) AdWat cher has just rel eased a new version
of their tracking software, which has even nore features than
previously. AdwWatcher is a full-service tracking tool that can anal yze
any type of online ad canpaign, and | nmust admt that the number of
tracking features is inpressive for such a lowcost tool. Cick fraud
monitoring is done by analyzing the inconmng traffic for suspicious
patterns, alerting you of the potential fraud that may be taking place
via email. It also displays warning nessages to repeat offenders
notifying themthat the canpaign is being nonitored. The tracking part
of the software is extrenely precise. It can even filter duplicate

| eads/sal es and clicks, which in turn inproves accuracy. It offers

conpl ete support of all major search engi nes, which nakes keyword
tracking a breeze. Another feature worth nentioning is its split-test
tracking (allows you to track nmultiple | anding pages to see which
performbetter), which is something only higher-priced products usually
offer. They offer transparent link tracking, a feature that allows you
to use your dommin name rather than AdWatcher.com for your tracking
links. Custom zable enail reports are avail abl e, which nakes it easier
for snmall business owners to always be aware of what's going on. It is
coupled with an inpressive feature that allows the user to access their
account via a WAP- enabl ed phone or a PIDA from anywhere on the road,
instead of having to wait until you are back at your office or honme. For
t hose who do not want to depend on soneone el se when it comes to

mar keti ng, or who have | arge advertising budgets, the AdWat cher Downl oad
version allows you to install their tracking software onto your servers.
This is a great option for those who prefer to do everything in-house,
rather than use third-party software, but w thout all the costs

associ ated with devel opi ng your own system Miltiple options are offered
when it comes to customer support. AdWatcher will even help you set up
your account and canpai gn group tracking for free, allowing you to start
tracking your ads within a few hours. Finally, AdWatcher costs only
$19.95 per nonth with a 30-day free trial. Al that, backed up by the
conpany' s experience, reputation, and a noney-back guarantee, makes
AdWat cher a perfect tool for any small business.
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Per-Cick Tools dickTracks (ww--.Ppcbook.info/clicktracks)
Cickl'racks identifies itself as a "visitor behavior analysis tool"
with a broad base of tracking products. Cick"l'racks offers a |arge
nunber of visual denpbs and tutorials on the features of the different
versions of the product, as well as extrenely useful free webinars that
al l ow advertisers to see all the product's features (not all of which
are included in the free trial version). Reports are the strong suit of
Aick"l'racks. While viewing a report, your live website appears, with
percentage-style statistical analysis tags superinposed on the various
i nks on your site. Cicking on one wll bring up all relevant details
related to the type of report you are viewing, be it navigation or a
total site overview The software conpresses log files when inporting
your data, so different factors can be added to and recal culated within
seconds, in any report. "Labels" is a key feature, allow ng you to
identify a group of visitors and analyze their activity based on
speci fi c behavioral actions. For exanmple, you can drill down to data on
visitors who spent only a short tine on your site, seeing where they
went, how they entered your site and fromwhich page they left, all of
whi ch may pronpt you to experinent with the website to see if you can
change visitors' behavior. You can view different |abel groups
side-by-side in reports. Anice feature is the ability to keep sone |IP
addresses out of the dataset, allow ng you to exclude enpl oyee clicks
while they are working on the site. In addition, dick"l'racks Wy,

whi ch offers contextual -based tips on each page, can be enabl ed or

di sabl ed quickly. Late in 2004, dick"l'racks added the ability to track
metrics on email marketing, exit tracking (did the visitor exit or just
click on an external link), and regional geographic data, which can be
set at city level. dick"lI'racks admts that integration w th shopping
sites and shopping carts can be problematic (especially for novices)
because of extra codi ng needed. Thcv advi se you to contact your shopping
cart provider to achieve proper integration. dickTracks offers direct
downl coads of Yahoo! and Google data, while for other search engines, you
may choose to use either raw data | ogs or hosting data. Your choice

af fects pricing-choosing log files neans you pay a flat purchase price;
choosing hosting results in a nonthly fee. Al though pursuing the

smal | -t o-medi um si zed busi ness market, cost remains an issue. Users do
not have access to key itens, such as RO and cookie tracking, or to
mul ti pl e domai ns, unless they use the "Professional" versions, costing
$179 per nonth for the hosted version (versus a flat $2,995 for your own
web server). The lowest price is $49/nmonth for Analyzer Hosted, a nuch
| ess robust tool. CickTracks is definitely an excellent product, but
price renmains a stunbling block for many PPC adverti sers.
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Pay- Per-dick Tool s KeywordhMax' M (www. ppcbook. i nf o/ keywor dmax)

Keywor dMaxTM i s a division of Direct Response 't'echnol ogies, Inc., and
is a web-based product. During 2004, the product was inproved with added
reports on nunber of clickthroughs, nunber of sales or |eads, sales
revenue, ad spending (if any), conversion rate, and RO. 't'racking of
offline ads is available as a customfeature. Unfortunately, if you use
log files, there is a one-day del ay before you can view reports based on
the data. Using cookies and Java-based code, KeywordvaxTM offers data
feeds from PPC search engi nes Googl ¢ AdWwrds, Findwat, Yahoo!, Ah-I Ia,
and Kanoodl e. The four mgjor features include "RO 't'racker," which
handl es all types of online canpaigns, including shopping sites. "Oick
Auditor" only uses I P addresses to detect fraud, but does offer to send
an email to your conpetitors to capture their IP address. "Bid Director”
manages your keywords aggressively fromevery aspect, including offering
currently controversial jamming and gap surfing. "Keyword Buil der”
suggests alternative keywords and then estimtes how nmuch traffic you
can expect, based on data from Googl e and Yahoo!. Avail able reports are
very appealing visually, but do not include all expected data. You can
track all factors, including | eads, and conpare the perfornance of

mul tiple | TC search engi nes. Reports can al so be sorted by keywords,

| andi ng pages, different search engines, and so on. Novices may find the
reports difficult, at first. Two main products are available. The first,
“Merchant Standard" ($99/nonth), does not include "Bid Director” and is
limted to 75,000 clicks/nmonth and one donain nane, although you can add
extra domai ns at $10 each and pay for additional clicks. The second,
“Merchant Pro" ($199/nonth), doubles the nunber and type of clicks to
150, 000 per nmonth (clicks counted are only bid change activity and RO
clicks, which oddly are described as "RO Tracker tracks each visitor to
your site as 1 click"). Extra clicks and donains cost the sane as in the
standard version. From here, you can choose fromtwo agency- rel ated
packages at up to $999/nonth, whose mmjor advantage is branding
tracki ng. A page that conpares the KeywordMaxTM features is interesting,
but only includes Yahoo! Search Marketing and Go Toast (now Atlas
OnePoint), and doesn't include other, nore relevant conpetitors. A handy
resources page provides links to three free SI?70tools, as well as
articles on various topics.
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Pay-Per-dick Tools dicklab (ww. ppcbook.info/clicklab) Cicklab is a
M ami -based firmwith the trademark "Web Anal ytics Your Way," that has
been a val uabl e source of analytic solutions for nmany years. The tool

al so tracks ad canpaigns in other settings such as email ad canpai gns,
banners, affiliate |links, search engine results, and even offline
advertising. COicklab's website concentrates on click fraud, with a free
white paper on the subject. The click fraud detection tool is quite
robust, including an innovative product called the Cick Inflation

I ndex, "calculated as the ratio of fraudulent visitor sessions to the
total number of visitor sessions and is expressed as a percentage.”
Fraudsters are identified via a scoring algorithmthat suspects click
fraud above a certain score threshold. They al so provide a warning
nmessage popup with repeat paid clicks on your ad. This product goes well
beyond click fraud detection, however, to offer a full array of web

anal ytics and tracking. Using what they have identified as Key
Performance Indicators (KPI), the user can customni ze their needs by
choosi ng from dozens of available KPlIs, including ones that anal yze data
by date, |anding page, RO, traffic source, search engi ne keyword,
referring URL, and others. In fact, alnpbst any aspect of tracking the
perfornmance of your ad is covered in one way or another. One can track
all the way down to the individual visitor to your website to see where
they went and if the path they took led to a conversion. Post-visit
analysis is included, as is the ability to view visitor segnentation.
Clicklab uses ASP and thus is a hosted solution, with no need to

downl oad or set up anything. Access to your statistical infornmation is
avail able 24/7 via their website. Cicklab provides a [ ot of useful
informati on on web anal ytics on their website, nmuch of it witten by
their CEQ, Dmitri Eroshenko, who also wites for many online PPC
sources. There is no doubt that a ot of time, thought, analysis, and
scientific theory has gone into the devel opment of the dicklab tool
Cicklab is not necessarily a |l owcost option, and fees have recently
increased, with a standard $100 activation fee added as wel .
Conflicting information on the website nmakes it unclear as to which
pricing is currently in place. For exanple, Web Analytics (which doesn't
include click fraud detection) is said to cover three websites and up to
60, 000 page views for $60 per nmonth, while on the general pricing page
the Wb Anal ytics package is priced at eight sites and 300, 000 page
views for $60/month. Support is offered with a 48-hour turnaround

guar ant ee, but phone support is charged per incident. Long a standard in
web analytics, Cicklab is definitely worth investigating as a
full-service anal ytics solution
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Pay-Per-dick Tools Wio's Cdicking Wo

(www. ppcbook. i nf o/ whoscl i cki ngwho) Who's dicking W is a research too
targeted primarily at detecting click fraud before it deci mates your PPC
search engine funds. Many search engi nes work on this problemas part of
your agreenent with them sone nore successfully than others. So, if you
suspect a problem but your provider doesn't agree that there is one, you
may wi sh to use this tool to back up your claim This product has an
interesting history, in that an individual who suffered fromclick fraud
himself in his PPC canpai gns founded it. Wo's (:licking W works with
all PPC search engi nes because you add the code needed to install
tracking (as well as placing code on the pages of your site that you
want to track). Even if your PPC search engine already tracks click
fraud, you may wish to try out Who's Cicking Wwo to conpare the two
results. This product tracks clickthroughs in a variety of ways,

i ncluding I P address, placing a unique nunber string (usually via a
cookie) in an individual's browser, as well as tracing tine stanps of
transaction times, keywords used, and search engi nes used. User |ocation
and i nformation on the browser and operating system as well as the name
of the PPC search engi ne fromwhence the click canme, and the keywords
used to reach your site, are also usually available. As part of your
subscription, you will also have access to IP histories in order to
catch nore subtle fornms of click fraud, and you will have the ability to
set up customreports. One of their products, CickMnder, is activated
after five repeated clicks on your website, sending a pop-up w ndow
(which you can custom ze) to the user infornmng themthey are being

audi ted, couched in terns that won't appear threatening if it is a

| egitimate user, but alerting click-fraud operators that you are
nonitoring your PPC ads. Free installation is available, and if you feel
you have a click fraud problem this tool is worth the investnment, with
a one-nonth subscription currently costing just under $50 for 50, 000
clicks per nonth. Additional groups of 10,000 clicks can be purchased
for $10 each per nonth, if you have a lot of traffic on your site. Unti
PPC search engi nes conpletely solve the click fraud probl emthensel ves,
PPC users need tools like Ww's Cicking Who to protect their

i nvest ment .
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Pay- Per-dick Tools Pay-Per-Cick Research Tools Conpare Your Cicks
(www. p_pchook. i nfo/ conparey ourclicks) Conpare Your Clicks is a nifty
little website where you can enter in any keyword and a report will

qui ckly be generated that shows the current cost of that keyword in
various pay-per-click search engines. A typical report shows the cost of
the keyword in up to six positions along with the amobunt of tine it
takes for a PPC ad to appear on the search engi ne. You can adjust the
paraneters of your search in various ways, including which search

engi nes to show, the nunmber of positions per keyword, and a setting to

i gnore engines that take |onger than a given nunber of seconds to
respond. The information provided can be very useful for checking out
current costs across a nunber of the |eading smaller search engines:
Kanoodl e, | ?nhance Interactive, Godick, PageSeeker, ?spotting, ePilot,
Fi ndwhat, Brainfox, and Bay9. Unfortunately, only these nine search

engi nes are currently avail able. Conpare Your Cicks' hone conpany al so
of fers some controversial software for purchase that, if you choose to
use it, may cause PPC search engines to disable your accounts if
detected. One product is Search Engi ne C oaker, a type of software not
generally tolerated by search engines. The website cautions that "Of
course, you nay not use C oaker to deceive end-users through "page-
jacking," "nouse-trapping," or other techni ques that pronote keywords
totally unrelated to the site end-users ultimately see. Cloaker is a
powerful tool that nmust be used responsibly and ethically."” Another
product offered is Ranking Spy, which not only reveal s search engi ne

i nformati on on ranking, but can be set up to crawl your conpetitors
websites and reveal their targeting strategy. They al so provide a |ink
to a product called TrafficSwarm which apparently increases the traffic
to your site by |eaps and bounds. An on-site forumreveal s that those
who use these programs are very happy with the results, and the
conmpany's owner is very quick to respond to any questions concerning
installation or set-up on an individual website. | f these products work
as promised, they are relatively inexpensive and the |evel of support is
certainly good. The free tool, Conpare Your Clicks, is a great option
for advertisers, but caution is advised if you choose to integrate their
ot her products into your ad canpaigns, not just in terns of cost or

ef fectiveness, but in how their use may affect your reputation or
ranki ng i n search engi nes.
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Pay- Per-dick Tools Pay-Per-Cick Gal axy (www. ppcbook. i nfo/pavnercli kkg
| axy) Pay-Per-Cick Galaxy is only one of the software products and
ebooks sold at N arketingRocket.com and their nunerous affiliates by a
U. K. - based conpany called Answers 2000 Limted. If you purchase this
product directly from N arketi ngRocket.com you al so receive a nunber of
add-ons, including another tool called Ad Cal cul ator and an ebook
entitled "Free Pay-Per-Cick Advertising and O her Secrets," all for

$97. Pay-Per-Cick Galaxy's stated main purpose is to suggest a "massive
nunber of keyword conbi nations" for the pay-per-click user to bid on for
his or her ad canpaign. | low does it do this? First, keep in mnd that
this is merely a tool. You, yourself, have to enter in the different
words you want to use in your keyword phrases; what Pay-Per-Cick Gal axy
does is provide you with all possible combinations of those individua
words into keyword phrases. You can mark sone keywords as optional for
the phrase, if you wish to. The tool itself generates keyword

conbi nati ons of all kinds based on your descriptive keywords, usually
coming up with hundreds or thousands of short keyword phrases. The
actual nunber depends on how nany keywords you told it were to be al ways
i ncl uded and which were optional. This tool is a huge tinmesaver for busy
users because it alnbst instantly cones up with a list of keyword
phrases wi thout you having to go through the manual effort of witing
them down all yourself in their various pernutations. The software al so
has various functions built into it that nake it easier to organize
keyword phrases for subm ssion to search engines. The database currently
has over 15,000 keywords and 94, 000 keyword/ phrase rel ati onship
listings. A Decenber 2004 enhancenent added the ability to drill further
down and recei ve nore keyword choi ces, based on each of the keywords the
tool initially finds for you. Pay-Per-Cick Galaxy is really the only

i ndependent tool available that autonmates the process of keyword
selection. Al you need to do is pick and choose fromthe lists
generated (based on bid price for these keyword phrases), save the ones
you want to use, and submit themto your PPC, search engine(s) of

choi ce. F,ven though many PPC search engi nes now offer a keyword
suggestion tool, Pay-Per-Cick Gal axy does automate the process nore
than nost. As well, as an independent product, it can act as a "check"
on your search engine's performance in this realmfor a relatively | ow
cost.
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Pay- Per-dick Tools Good Keywords (www. Wcbook. i nf 6/ goodkevwords ) Good
Keywords is a free tool offered by |India-based Softni k Technol ogi es t hat
allows you to type in a keyword and find out how many searches for the
termwere made over the |ast nonth using Yahoo!. Because it is limted
to Yahoo! searches only, and has no real definition of what constitutes
a "search,” it is of fairly limted use. They also include a Link

Popul arity tool, which shows how many other sites are linking to yours,
using information gathered fromAltaVista, 1 iotbot, MSN, and Googl e.

Al t hough the mechanismfor calculating the figures isn't provided, this
is certainly an interesting option. A new version is due to be rel eased
soon that will offer enhanced features, nost still free, but sone of
which will have a cost associated with them The key aspects to the next
version of Good Keywords are a keyword organi zer, a web page expl orer
(no details provided on exactly what that entails), a msspelled keyword
generator, and a keyword phrase builder, in addition to the site and
link popularity checkers. Softnik 'T echnol ogi es hopes that by visiting
the Good Keywords site you will becone interested in their paid product,
PPC Tool kit. Avail able on another website, PPC Tool kit includes Bid
Reporter Pro, a tool that studies the patterns of bidders and identifies
just who those bidders are at search engi ne properties, including
"Yahoo!, Espotting, Findwhat, and others.” It also includes a product
call ed "Advaker" and Good Keywords, for a package price. Wen one runs a
keyword t hrough the tool, PPC Bid Reporter Pro returns a report
containing information on the first, last and nedian bid at various
search engines, and the ranking of the keyword in 12 different search
engines. It will also show you conpetitor ads on Google AdWrds (based
on keyword) so you can tweak your own ad to conpete nore effectively.
You can al so save different scenarios to Excel spreadsheets and downl oad
them for conparison later. The Softnik websites have undergone recent
redesigns with nice changes nmade to clearly offer the PPC Toolkit as a
separate item Wth good screenshots showi ng the various products and
short, but clear, explanations, the tools are easy to understand, but do
not appear to offer as nmany functions as sinilar tools. For exanple,
there is no auto-bidding feature or automatic notification of a dip in
the ranking of your ad. A free download trial of the PPC Toolkit is

of fered, which is strongly suggested before purchasing this tool. It
costs $99 for a single-user license (good for two years worth of
upgrades) and $195 for a site-w de |icense.
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Pay- Per-dick Tools WrdTracker .V 2cbook.info/wordtrackcr) WordTracker
bills itself as "the ultimate tool to increase your wehsite traffic,"
and in this case, they may be right. A product of Rivergold Associates
Ltd., it is definitely a research tool that every PPC advertiser needs
to be acquainted with. At the very |east, take advantage of their free
trial to see the power behind this product. If you are just beginning to
use PPC, the free trial may offer you enough to get you started. You can
subscri be | ater, when your canpaign needs to be changed. WordTracker is
a subscription-based product that specializes in reporting the relative
popul arity and positioning of keywords. The product provides you with

i nformati on on keywords related to those you are al ready using, the
nunber of tines any keyword has appeared in their database, and typica
m sspellings. It also shows how nmany conpeting pages exist for your
chosen keywords from anong the search engines it analyses. In short,
WordTracker is a tool that will help you i mensely in choosing keywords
that are not only right for your products and services, but are the nost
advant ageous for your particular ad canpaign. It is sinple to use, yet
the information it provides is quick, accurate, and nanaged extrenely
well. It takes alnost all the guesswork out of which keywords are going
to be nost effective by showi ng you what keywords people are using when
t hey searching for your type of business. The website is clean, clear,
and attractive. It is filled with information about the product and the
conpany, and offers a quick tour of the features. A recent addition is a
ticker running along the top of the site with today's nost frequently
searched keywords. Although not inexpensive, WrdTracker is a tool well
worth the expense. A free weekly keyword report shows the top 500 nost
frequently searched keywords on the Internet, froma database of over
350 million search terns. You can purchase longer lists if you w sh
starting at $99 for the top 20,000 keywords. If you are newto the Pl IC
mar ket, or you are running a small canpaign, you can subscribe to
Word' | ' racker for as short a period as one day for |less than $10. 1 or

t hose who are nore involved or have | arger canpai gns, WrdTracker
subscriptions run weekly, nmonthly, quarterly, and yearly (maximm cost

i s about $270). The conpany offers a 30-day nobney-back guarantee, with
plenty of research to justify their use of nmetacrawl ers as the basis for
their database. Tutorials to help you with keyword selection cater to
every level of Internet marketer.
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Per-Click Tools Conclusion W trust that the selection of pay-per-click
tools we reviewed in this chapter will help you decide to at |east
experiment with a couple on a trial basis to assess their utility to
your individual circunstances. 'T'ools that help with bid nanagenent,
choosi ng keywords that will work best for you, and tracking tools that
reveal which of your various canpaigns are working better than others,
and others like them are helpful in running a successful ad canpaign
online. They can save you both tine and nmoney. 'T heir flexibility can
automate many of the conparative analytics you would |like to see
concerni ng your advertising efforts, but don't have the tinme to devel op
Even though sonme of the pricing of these tools is quite high, if you
find one or nmore than integrate perfectly with your objectives, you wll
actually save noney in the long run through inproved ad performance and
a resulting higher RO. Their expert assistance, conbined with your
know edge of your conpany's needs, can be the difference between a
successful pay-per-click ad canpaign and one that just misses the mark
So far, we've concentrated on aspects of PPC that cost the advertiser
nmoney. Now it's time to investigate sone ways in which an advertiser can
earn noney by participating in PPC-rel ated activities.
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Chapter 12 - Affiliate, Referral, and Partnership Cpportunities Another
aspect of pay-per-click advertising is the opportunity to actually
transformit into a noneynaki ng enterprise for yourself. Search engi nes
offer affiliate programs, referral prograns, and partnership
opportunities that are not restricted to only those who use their
advertising services. A nbst anyone with a website can becone an
affiliate (often now called "referrer”) or partner with a nunber of
pay-per-click search engines. Basically, via these type of prograns, you
all ow the search engine to place advertising of sonme kind on your
website in exchange for a paynent nade each tinme a visitor to your
website clicks on one of the ads or conducts an online search using the
PPC search engine's box that is placed on your honepage. Different
solutions are avail abl e, based on the amount of traffic your website
receives. "There are nmany different ways to becone an affiliate or
partner. In fact, although sone basic rules apply to nost progranms, each
PPC search engine has its own details and requirenents. Some are quite
strict in who they allowto be affiliates; others arc | ess stringent
about who is accepted into their prograns. |f you have a high-traffic
content website, you can create a new revenue stream by partnering with
search engi nes. Furthernore, you can increase your earnings by referring
new advertisers to pay- per-click search engi nes. Nevertheless, if you
decide to pursue this route, you will need to provide data about our
website, such as average nunmber of visitors, which countries your
wcbsite serves, what your revenue is, and so on. Increasingly, search
engi nes are outsourcing their affiliate managenent to third-party
affiliate organi zati ons. Mst popul ar anong the PPC search engi nes now

i s Conmi ssion Junction, which defines an affiliate as "an independent
party, or Wb site, that promptes the products or services of an
advertiser in exchange for a conm ssion." Sonme busi nesses shoul d | ook
into the option of beconing an affiliate, unless you feel strongly about
not offering any paid advertising or another conpany's nane on your
website. The anmount of effort required to set up the process is m ninal
and the rewards are pretty good. 'I'he top pay-per-click search engines
offer a relatively representative |Iook at different types of prograns
available for affiliates or partners, so a review of each one's

of ferings should help you decide if (and where) you want to enter this
arena.
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Affiliate, Referral and Partnership Cpportunities Review of Affiliate
(Referral) and Partnership Opportunities 1. Google

(www. ppcbook. i nfo/ adsensel The Google affiliate program (Googl e AdSense)
of fers ads placed on your website along one side or via a Google search
box on your site. There is no additional cost to join Google AdSense,
and you can opt out of content search if you wish. Once you provide the
rel evant information to Google, there is usually a 2- 3 day turnaround
period (nostly for themto verify and check out your website) to be
approved. You can termnate the relationship at any tine. Al though you
receive a percentage of the revenue that each click on these ads or the
search box generates, Google does not disclose what that percentage is.
Over tinme, as you analyze the data in their reports, which indicates the
total number of page inpressions, ad clicks, clickthrough rate,
effective CPM and total earnings, you will be able to assess its
effectiveness for you. Google also offers a separate referral program

t hrough which you receive a flat fee of $20 for each advertiser or
publ i sher you refer to Google. Checks for the referral program are sent
out nmonthly, but only after your total reaches $100. Your referred
advertiser nust spend $20 or nore on their Google AdWrds canpaign. You
can al so refer other websites to Googl e AdSense and earn your conm ssion
once they have earned $75 or nore fromclicks in Google AdSense. The
"T"erns and Conditions Agreenent clearly lays out what types of activity
you are allowed to engage in, but doesn't go into as much detail as sone
of the smaller PPC search engi nes do about specific aspects of their
maj or policies. The penalty for breaking the rules is imediate

term nation of your affiliate account. Google goes a little further than
ot her search engines, by stipulating that you not reveal any details of
the program such as the nethod of tracking URLs, etc., for a full
two-year period after either you or Google term nates your relationship
The Google programis very easy to use and understand. Despite the
mystery concerning the details of what percentage your conmission wll
be, as the | eading PPC search engine, Google is a leader in the
affiliate marketplace. If you al ready advertise on Google Ad Wrds, and
have a smaller business, affiliation with Google can bring a healthy
stream of extra revenue.
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program for their three "nmatch" PPC advertising programs, but the
benefits | ook the same for each. A product called Marketing Console is
the means by which you access the details of your Anbassador program
results. It provides information on the overall perfornmance of the
program but also allows you to drill down to detailed reports on an

i ndi vi dual advertiser's sales data. Terns and conditions for all the
affiliate and partner/anbassador prograns are equal in intensity to
Googl e. Likew se, partners continue to receive a percentage of the

i ncone fromclicks and searches made via the Yahoo! Search Marketing-fed
advertising they have on their websites.
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Affiliate, Referral and Partnership Opportunities 3. ePilotrM

(www. ppcbook. i nfo/epilot) ePilot, the PPC search engi ne arm of

I nt erchange Corporation, concentrates on a systemof referrals (which
they sonetinmes still call affiliates) and partnerships for their
advertisers, rather than an affiliate program|ike Google, where you
serve up ads on your own website. ePdot's referral programis very easy
to understand and participate in. For each advertiser that you refer to
the search engine that is accepted, you will receive a comm ssion equa
to 10 percent of the total initial deposit nade by that advertiser, as
long as the deposit is over $99.99. Only the first deposit counts,
however. Subsequent deposits nmade to the advertiser's account do not
result in any commr ssion paid to you. Paynents are nmade on the 15th day
of each nonth. Conmm ssions nust have reached an anount of at [ east
$99.99 in order to be paid out. ePilot limts its referral programto a
year-long term The opportunity to beconme an ePil ot partner by placing
advertising for the PPC search engine on your website is nore conplex,
because rel ati onshi ps have to be worked out individually and are
dependent on your applicability to Interchange's plans and prograns.
Their Advertising Network programcurrently consists of over 290
properties, with hundreds of thousands of advertisers in the search
engine's network of partners. ePilot also offers a Search Distribution
partner program which allows you to earn a percentage of each paid
click that conmes fromtraffic on your website. 1?ligibility requirenents
i nclude having traffic only from Canada or the United States and a

m ni mum of 100, 000 hits per nonth. You al so nmust have a neans of

filtering out fraudulent clicks that neets their standards. Al in all,
the restrictions make it difficult to partner with ePilot if you are a
smal | er business. | |owever, given the enornous changes in the search

engine since its acquisition by Interchange, alterations to their
affiliate /partnership opportunities are likely to be nade as they
increasingly reflect Interchange's overall online goals.
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Affiliate, Referral and Partnership Opportunities 4. Searchfeed

(www. ppcbook. i nf o/ searchf eed) Searchfeed has a robust affiliate/partner
program They offer a two-tier program based on clicks and referrals.
The affiliate (clicks) programoffers either a search box and custoni zed
results page to match your website's design or the traditional inclusion
of paid advertising, with topic-oriented grouping, on your website (the
Cat egory Chaser option). Detailed reports show visitors' actions. The
affiliate programreturns an estimated percentage of click revenue of
bet ween 35("0 and 500/ 0. Paynments are nmade within 20 days of the end of
a calendar nonth, with a fairly | ow m ni rum anount to rel ease paynent of
$25. Payment can be nade via PayPal, check, or wire transfer. The terns
and conditions are very detailed and cover a nunber of areas not often
specified in other PPC search engi ne agreenents. For exanple, Searchfeed
will filter out what it considers fraudulent clicks fromaffiliate sites
and you "will have no right or recourse in connection with such
reducti on of Darned Revenue." Prohibited activity is clearly detail ed,
such as stress testing the nechanismor collecting tracking data on your
own (without prior consent). They also require you to make "reasonabl e
efforts" to stop robots/spiders fromactivating clicks that will result
in revenue to you, and bl ocking |IP addresses that Search/eed sends you
for blocking. A one-year tern is automatically renewed unless either
party gives a 30- day notice of cancellation, although the search engine
retains the right to imedi ately term nate your account if they suspect
you are breaking any of the terms. You will receive a 30-day notice of
termnation if your account is inactive for nore that 30 days. Wth
termination, you forfeit any noney renmaining to be paid out to you. A
separate programis avail able for the Searchfeed geo-targeting tool
where you can add in clicks fromthe United States, Canada, the UK
Australia, France, Germany, Spain, ltaly, Sweden, Norway, and DenmarKk.
Referrals can also be a source of revenue. The commi ssion for referring
an advertiser is 5%to 7% depending on how many advertisers you refer
If you refer partners (the definition of which is not really nade
clear), you will receive anywhere from20/o0 to 5% of their revenue.
Overall, this is a robust programwell worth investigating. | towever,
ensure that you read and understand the ternms and conditions before
signing up to avoid any unanticipated restraints that nay be placed upon
you.
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Searchf éed clainms to have nore than 20 mllion uni que keywords

avail able. Wth a starting bid of 1 cent for many of those keywords,
Search/ éed has built a reputation as a solid base fromwhich to run an
effective marketing canpai gn, especially for snaller businesses.

Sear chf eed has geo-targeting avail able, where you can specify in which

countries you would like your ad to appear. Pros: - In addition to the
usual tools and reports, a nunber of other useful tools help gauge the
past performance of keywords, RO, and the total camnpaign cost. - New

"Open Advertiser" programcan bring | arger anpunts of traffic, due to

i ncreased exposure of the website in its press rel eases, newsletter and
ot her pronotional material. Cons: - Account activation takes at | east
two days, and perhaps |onger, due to stringent checks of financial

i nformati on from advertisers. - Mninmumdeposit is non-refundable if you
cancel your account at sonme point in the future. - Personal contact only
avai | abl e Monday- Fri day during regul ar business hours, 1?SI'. M ninmum
Deposit - $25 USD MnimumBid Price - 1 cent M ninum Monthly Spend
Anount - none Al exa Rankine - 1,673 (as of 05/2005) 102
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Affiliate, Referral and Partnership Opportunities 6. Searchl123

(www. ppcbook. i nfo/ search123) The Searchl 23 affiliate and referra
solutions are relatively linmted in conparison to sone of the other
search engines. The main offering is Traffic Partner Program which
targets and concentrates on bringing in portals, other search engines,

| SPs, and category sites. | |owever, according to the terns and

condi tions, individual websites are also eligible to participate, as
long as their sites are contextually rich. Al of the usual types of
advertising options are avail able, from search boxes and contextually
targeted text ads to XM. feeds fromlarger properties and custoni zed
solutions, if needed. Searchl 23 is very clear, however, that
participation is linmted to sites that neet their content/quality
standards, have a U. S.-based consuner objective "with appropriate
consuner denographics,” and a certain level (that is unspecified) of
traffic quality. If you do qualify, you will receive 50% of the revenue
on valid clicks with no traffic mnimms, with nonthly paynents via
PayPal , check, or wire transfer. Online statistics and tools to assi st
you are available. Only sites fromthese countries are allowed to
partici pate: Australia, Canada, Great Britain, lreland, Spain, Austria,
Germany, ltaly, Denmark, Finland, Sweden, France, United States, Virgin
Islands (U.S.), and Virgin Islands (UK). If you term nate the agreenent,
Search123 has up to 60 days to pay out your account, in order to go
through all referrals and clicks to ensure their validity. There is no
time limt on this programand neither side is required to give

term nation notice. The referral programis nmintai ned by Comm ssion
function, which is a part of the ValueCd ick conmpany of products, which
al so includes Searchl 23. Searchl 23 offers a $25 paynent for referring an
advertiser who deposits a mni num of $50. The advertiser also receives a
$20 sign-up bonus. For a limted tinme, if the advertiser deposits only

t he m ni mum $25 needed to open an account, Searchl23 will still pay the
referring party their $25. Overall, unless you have a website with
excellent content, it is unlikely that you will be approved as a

Sear chl 23 partner. The ternms and conditions are a little contradictory
in areas, but it is clear that Searchl23 is primarily |ooking for
partners, as that termis normally understood. Still, the referral
programis available to any advertiser, and it can be a source of
ongoi ng profit if you wish to concentrate on fording as many sites as
possible to sign on to Searchl 23.
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m nus 15% for the administrative costs of the affiliate program rather
than a set price. The termof the programis one year, with automatic
renewal unless either party provides 30-days notice. Their terns and
conditions are just as stringent as 7Search's, with al nost exactly the
sane limtations on countries involved, checking for spider/robot
activity, and the right of Findwiat to unilaterally declare certain
clicks fraudulent. If your account is inactive for 30 days, it can be
termi nated. "Term nated accounts are not eligible for refunds of anounts
in the account, under any circunstances. FindWat also offers a referral
programon their site, but with a required m ni rumof 25 new advertisers
brought in per nmonth, this is probably not a viable option for smaller
busi nesses to pursue. As with other aspects of the Fi ndwhat PPC search
engi ne, expectations are that change is in the air. It is likely that
Findwhat will ultimately outsource their affiliate and referral prograns
to Conmi ssion Junction. The avail able progranms as they currently exi st
are not particularly attractive to smaller businesses, but nay be a good
source of incone for larger sites. It will also be interesting to see if
a nore diverse set of countries for affiliate participation will evolve
now t hat ?spotting (a 1?uropean-based search engine) is part of the

Fi ndwhat cor porati on.
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amount to rel ease paynent of $25. Paynent can be made via PayPal, check
or wire transfer. The terns and conditions are very detailed and cover a
nunber of areas not often specified in other PPC search engine
agreenments. For exanple, Searchfeed will filter out what it considers
fraudul ent clicks fromaffiliate sites and you "will have no right or
recourse in connection with such reduction of Darned Revenue."
Prohibited activity is clearly detailed, such as stress testing the
mechani smor collecting tracking data on your own (w thout prior
consent). They also require you to make "reasonable efforts” to stop
robots/spiders fromactivating clicks that will result in revenue to
you, and bl ocking I P addresses that Search/eed sends you for blocking. A
one-year tern is automatically renewed unless either party gives a 30-
day notice of cancellation, although the search engine retains the right
to imediately terninate your account if they suspect you are breaking
any of the terns. You will receive a 30-day notice of termination if
your account is inactive for nore that 30 days. Wth ternination, you
forfeit any noney renmining to be paid out to you. A separate programis
avail able for the Searchféed geo-targeting tool, where you can add in
clicks fromthe United States, Canada, the UK, Australia, France,
Germany, Spain, Italy, Sweden, Norway, and Dennark. Referrals can al so
be a source of revenue. The commi ssion for referring an advertiser is 5%
to 7% dependi ng on how nany advertisers you refer. If you refer
partners (the definition of which is not really nade clear), you wll
recei ve anywhere from20/o to 5% of their revenue. Overall, this is a
robust programwell worth investigating. | towever, ensure that you read
and understand the terns and conditions before signing up to avoid any
unanticipated restraints that may be placed upon you. 146
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and if they neet your needs, use the links to explore the opportunities
further." The conpanies are mainly involved in web-related activities.
Enhance has outsourced its traditional affiliate programto Conmi ssion
Junction, while maintaining reseller and partnership opportunities on
their website. Little detail of the cost/benefits is available w thout
directly contacting the conpany-a trend on the increase.
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Affiliate, Referral and Partnership Opportunities Conclusion Looking at
the various affiliate and partner offerings of the top PPC search
engines, it is clear that the traditional, straightforward affiliate
programis undergoing a |lot of change. Many search engines are
outsourcing their straight referral prograns to others, but maintaining
the affiliate and partner prograns thenselves. Sites such as Commr ssion
Junction, which seens to be the conpany of choice at the nonent, take
over the task of managing regular affiliates for PPC search engines,
enabling themto spend nore tinme on different pursuits. However, PPC
search engines are not going to give up control over partnerships, with
good reason. Although sonme are willing to outsource resellers, these are
usual ly quasi-affiliate prograns rather than nore robust search-engine
type resellers. Partnerships need nore attention to ensure that those
who are accepted into such prograns fit with the goals and the long-term
pl ans the PPC search engine has for the future. This is a good tinme to
seek nore advice, this tine fromsonme expert anal ysts who have years of
experience in the pay-per-click marketplace, either as representatives
of search engines or as independent analysts of the industry. The next
chapter includes sonme inportant tips froma nunber of individuals that
will help round out the practical considerations we have been concerned
with to this point.
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Chapter 13 - Tips Fromthe Experts W asked a nunber of experts and
top-ranked anal ysts involved in the field of pay-per-click advertising
for their opinions on the industry, as well as their thoughts and tips
in the areas of paid advertising they specialize in. W hope you find

t hese ideas and techni ques a hel pful addition to nmanagi ng your PPC ad
canpai gns. Rachel Lyubovitzky, Director of Operations Search/eed

wwwv. sear chf eed. com Know your industry: Analyze a search-based

adverti sing canpaign frequently. Staying up-to-date and gathering
information fromindustry trends gives you a conpetitive edge. For
exanpl e, when researching your keyword ternms, be m ndful of the |atest
slang ternms for your product, which can be added to a keyword set. Know
your product: Cover all the ways your product can be described. Keyword
ternms do not have to be the exact nanme of the product, but they should
still be connected to the product. Know your audi ence: Who is interested
in the product being narketed? Is your target audi ence old or young?

Sel ect vocabulary that is used by respective audi ences. Al so consider
product user patterns for certain denographic or psychographic groups.
Pi erre Zaroki an, President Subnit Express, Inc. www. submtexpress.com
Content ads, such as those |ike Google AdSense, allow website owners to
pl ace ads on their site and therefore share revenue with the site
owners. For this reason, there is nore click fraud with CPC cont ent
advertising than CPC search advertising. Qur statistics also show that
content ads do not have as good an RO as search advertising for nost
sites, whether due to click fraud or the content ads serving on
lowquality sites. NNy recommendation is to turn off the content serving
ads conpletely or to bid about 1/3 of what you would nornmally bid on a
keyword. This is especially inportant for high-value terms (over $1.00
per click). Generally, the higher the value, the nore click fraud there
is.
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Fromthe Experts Kevin Gold, Co-Founder Enhanced Concepts, Inc.

wwwv. enhancedconcepts. com | have nanaged over 200 pay-per-click canpai gns
for clients in diverse markets with varying objectives, including |ead
generation and first-time product sales. Al of my engagenents have been
performance-driven versus brand-oriented, nmeaning that the client
expected a net RO. Therefore, traffic volunme was secondary to
generating positive financial results-strong net margins. As such, |
focus intensely on performance and ny strategies reflect this. | jere
are two primary ones for performance-driven pay-per-click managenent:
Keywor d-1 evel tracking using exact matches versus broad or phrase. It
takes nore effort, but the results are significant. By nmeasuring actions
of sales or leads at the exact keyword-level (or as | refer toit, "the
root"), a data-driven decision is nade to naxim ze, adjust, or drop the
keyword, based on its individual performance. The surge in website
conversion comes from continuously driving at greater consistency and
rel evancy fromthe user's selected keyword to your paid ad to your

| andi ng page. The greater the consistency and rel evancy to the user's
preconcei ved expectation, the higher the probability of the user acting
on your call-to-action. This neans utilizing custom|andi ng pages and
testing, via A/B splits, different |anding pages for greater consistency
and rel evancy. By connecting your nessage with the user and "pulling"
them t hrough your ad to your |anding page, you are in essence getting
the user to say "yes" nultiple tinmes, while your strong and cl ear
call-to-action on the | andi ng page "asks for the close"-just like a
traditional sal esperson. Nancy Houtz PayPerdick4U. com

waww. payper cl i ck4u. com One of ny best strategies is to keep thinking
"outside the box." This includes how | bid, bid amounts, keywords to
use, and even the descriptions. | xanple: think |like potential buyers.
VWhat ad woul d notivate and sell? What sets your service/product apart
fromthe herd? What are other conpetitors not doing that you can do?
Wth CGoogle, it pays to set different maxi mumbids within the sane ad
group, instead of just one maxinum bid for the group. Sonetines | even
set a keyword | ower than the ad group maxi nrum bi d. Googl e sets your
position based on a variety of factors, including clickthrough rates, ad
group maxi num
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Devel opi ng A Successful Ad Canpai gn The small er engines do not get the
same anmount or quality of traffic as the |arger players, but they do
attract niche searchers, so can be effective if your product is one that
appeals to certain nmarkets nore than others. Bidding for Keywords Once
you have come up with a list of keywords and deci ded which search

engi ne(s) you are going to run your PPC ad campai gn on, start bidding
for keywords. The concept of bidding is fairly sinple. The nore you pay,
the higher in the paid advertising results section your ad will appear.
On occasion, search engines increase the mninmumprice of keyword bids.
During one such occurrence, Yahoo! Search Marketing raised the m ninum
cost per click fromb5 cents to 10 cents. Bids in the 5 to 9 cent range
were "grand fathered" in and allowed to continue at those |evels as |ong
as the Most nmjor search engi nes have advertiser w shed. | |owever, it
wasn't inplemented m nimum bid | ong before bidding on a nunber of

requi rements, which range from 3 keywords went to 10 cents or over

cents to 10 cents. because as soon as a new advertiser opened an account
with your keyword(s), they inmediately outbid keywords in the 5-9 cent
range because they had to submt a had to subnmit a 10-cent nininum bid.
Manual Bi ddi ng Versus Auto-Bi dding Wth bidding, you can either handl e
the process manually or |let the search engine auto bid for you, using
settings you have chosen. For exanple, on Yahoo! Search Marketing, the
auto-bid feature allows you to do one of two things: you can either "bid
to position” where your maximumbid will automatically be changed to be
set at 1 cent above any conpeting bids, in order to naintain your

sel ected position, or you can set one maximumbid for all of the
keywords you sel ect fromanong your list. The advantages of auto bi ddi ng
are relatively self-explanatory. Auto bidding allows you to control your
PPC canpai gn costs wi thout having to be involved personally. The search
engine will automatically adjust your keyword bids according to the
paraneters you have set, thus controlling the anmount of noney you spend;
this frees you fromhaving to nonitor and then change keyword bids. The
maj or di sadvantage to automatic bidding is precisely that-it is
"automatic." Even though you nay have set certain conditions on changi ng
bi ds (such as a maxinumbid for a certain keyword to retain a rank of
2nd), and 37
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an opt-in, you can get a 5"0-40%response, and a chance to sell to them
later. 1. Research bid prices: check Yahoo! Search Marketing to see
advertisers' top bids, then see Google to | earn what bidders are paying
for top slots. 2. Use Yahoo! Search Marketing and Google to scope out
the competition: see how many searches your product gets and how many
conpetitors there are. 3. Extend this search to related keywords, using
t he Yahoo! Search Marketing Inventory Tool and WirdTracker. 4. Break
your canpai gn down into narrow groups of keywords: include different
nanmes for your product, abbreviations, or acronyns ("custoner

rel ati onshi p managenent software,” "crmsoftware," etc.).
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Tips Fromthe Experts 5. Create individual ad groups for related
keywords. Each of these is a narrow "silo" that you can match to an ad
and know exactly what custoners are searching for. 6. Start by witing
at least two different ads. In each, the first |line shows the product
you are advertising. The second line gives a benefit-what prospects
actually want. The third line gives a feature: what prospects get when
they cone to your site. The fourth Iine shows your display UNW-a rea
page on your site. The last line is the actual destination, or |anding
page. 7. For your destination page, enter a specific page on your site
that has a free download offer related to your keywords. 8. Now add your
keywords for each ad. Put quotes and brackets around them so you have
three versions of each: broad match, "phrase match,"” and [exact match].
9. Add negative keywords ("-free crmsoftware") to screen out keywords
or phrases you don't want. Be careful not to negate positive keywords
(for exanple, "-software"). 10. Don't take the Googl e suggested bid
price. Bid a |l ower price and see what slots are projected: |ower
positions generally convert better to sales. 11. Don't rely exclusively
on the Google Daily Budget Tool. Deal with budgets by adjusting bid
prices. The first list of keywords you conme up with, even if it's a | ong
one, will always be inconplete. People search for all kinds of things
and you never know all they are going to hunt for at first. Aside from
the many tools that generate keywords (Yahoo! Search Marketing,

Wor dTracker and others), you have a host of options: 1. Brainstormfor
synonymns, related terns, and rel ated subjects. 2. Consider bidding on
brand nanes (caution: legal issues may be invol ved here): names of
compani es and celebrities may relate to your product. 3. Bid on

m sspel lings. Mpst advertisers don't, and the click-thru rate is higher.
I"ve seen Tol kein (msspelled) get twice the CIR of Tol kien (spelled
correctly). 4. ww. lexfn.comis an extremely useful website. It's a

t hesaurus usi ng web technol ogy to generate synonyns and rel ated
concepts.
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Tips Fromthe Experts 5. Googl e Keywords Suggestion tool is useful and
has recently been inproved, but it's still just a starting point. 6. For
each keyword, add variations: o Nouns: add plurals (shoe, shoes) o
Verbs: add tenses (drive, drove, driven, driving) o |lyphenation: add
terms with/w thout hyphens or spaces (enmil, e- mail, ¢ mail) o Nanes:
use initials with/without periods, or full names (Tol kien, JRR 1' ol ki en
J.R R Tol kein, John Ronald Reuel Tolkien) o Adjectives: add as
appl i cabl e! o Apostrophes: add correct and incorrect versions (driver's,
drivers) o Acronynms: add conplete term w th/w thout periods, spelled
out (CA C1.A, Central Intelligence Agency) 7. Domain Nanmes: People
frequently type donmain names into Google 8 @ ossaries and | ndexes: if
you have a book on the product or topic you re advertising, check these
sections for ideas 9. Ceography: sonetimes places are associated with
busi ness - for exanple, clicks may be cheaper for "N agara Falls" than
"Casi no" 10. Local businesses: add your state, city, and surrounding
cities to the keywords for your business John Slade, Senior Director
Yahoo! Search Marketing www. sear chmar ket i ng. yahoo. com Properly targeting
your sponsored search titles and descriptions is vital to the success of
your canpai gns. The nore precise the information, the easier it is for
your custonmers to determine if your website will be able to neet his or
her needs. | Jere are sone rules to renenber: Include the keyword in the
title and description. Research shows users were nearly 50% nore |ikely
to click on listings in which the keyword was included in both the title
and description. Wite titles and descriptions that are tailored, clear,
and factual. Avoid superlatives (i.e., excessive or exaggerated

| anguage, such as "best," "largest" or "cheapest"). Accurately describe
what users will find when they go to your site.
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Tips Fromthe Experts Again, research shows users were over 50% nore
likely to click on listings with a factual title and description versus

a "salesy" listing. Avoid anpersands (& and nunbers repl aci ng words
("buy 1 get 2 free"). These types of short cuts seemto have a negative
i npact Including the location will help users deternm ne whether or not

your site fulfills their needs, resulting in nore qualified |leads to
your site and fewer wasted clicks. Landing Pages. Many search nmarketers
understand how i nportant it is to research keyword lists and wite
effective titles and descriptions, but then overl ook one of the nost
vital steps in creating positive results-choosing the correct |anding
page. In order to maxim ze conversions, you nust link the user to the
nost cl ear and obvious path to the product they are searching for. For
instance, if a user clicks on a listing for a "green V-neck sweater" and
is delivered to a generic home page, that user then has to start their
search all over again. W all know how frustrating this can be. |nstead,
link the user directly to the page displaying all of the "green V-neck
sweat ers" you have for sale on your website. On nore general terns |ike
"gift," link the user to a gift guide that allows themto refine what
they are | ooking for. The cl oser you can get the user to their desired
product or service on the first try, the higher your conversion rates

will be. Ivana Gardi, Apex Pacific Pty Ltd. www apexpacific.com First
position isn't always the best. Sure, #1 position will generate nore
clicks. I lowever, people also click on the listings in #2 and even #5

position for conpetitive checking. Qur study shows that #3-#5 position
has ..ERR, COD: 1.
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Tips Fromthe Experts targeted keywords because they bring nore
qualified visitors. You will also keep your cost |ower as there are
fewer conpetitors that bid on these keywords. Create custom zed ads for
different products or services. Separate your keywords to different ad
groups, and create specific, custom zed ads and | andi ng pages for each
keyword group. This will help to attract nore attention fromqualified
buyers, and increase your conversions by directing the visitors to the
website that contains the exact product or service they are | ooking for.
Get listings in second-tier PPC search engines. Bidding on popul ar
keywords in Google and Yahoo! Search Marketing can be very expensive.

But there are dozens of smaller PPC search engi nes such as Fi ndWat,
Kanoodl e, Enhance, and Espotting. These PPC engi nes may not generate the
same traffic as you get from Googl e and Yahoo!, however, they will bring
you a reasonable _ «.... . . ....wklS c.cr.:.w~en~». .. _..........

T e T - )
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Fromthe Experts Wth a screen resolution of 1280 x 1024, on a Google
search, the user is able to see eight sponsored ads. However, on a nore
conventional screen resolution, 1024 x 768, the user is only able to see
four to five ads. Hence to appear "above the fold" you need to be

bi ddi ng hi gh enough to rank at or above position four. Ad Positioning
Across Search Engi nes. Running a pay-per-click campaign across nultiple
search engines offers sone interesting strategic decisions regarding ad
pl acement on the SERF. Were to rank in a bid | andscape is evidently
nore conpl ex than sinply ranking as high as possible. Debates remain on
t he subject of which positions drive the best traffic. By carrying out
some bid rank anal ysis on your conversions, one can analyze correlations
between the two, spotting trends that appear where nore conversions
occur at one position over another. Evident to us, however, is the
organi zational |ayout of the search engine results pages thensel ves.
Wi | st Googl e AldWbrds di splay eight or nore sponsored listings per

page, the Yahoo! Search Marketing network of search engines can display
anywhere from5 to 15 listings. Therefore, vying for position 6 would
mean that your ad is not seen within the first page of results on sone
search pages. "Thus, depending on CPCs always ranking in position 1-5 on
a Yahoo! partnered site may well be beneficial to your canmpaign. It is
good to consider in which location your ads will appear across the
pay-per- click search engine's primary distribution partners. Based on
standard top, side, and bottom pl acenments policy for nost search engi nes
the SERPs will be organized as follows, which nmeans your ads will be

di spl ayed on the following SERPs in the |ocations indicated, depending
on which position you bid for. Google Yahoo MSN Ad Position Ad Position
Ad Position 1 Side | Top | Top Side 2 Top 2 "Top 3 Side 3 Top 3 Top 4
Side 4 Yahoo ,Ad 4 Side 5 Side 5 Side 5 Side
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Tips Fromthe Experts Google Yahoo MSN 6 Side 6 Side 6 Side 7 Side 7
Side 7 Side 8 Side 8 Side 8 Side 9 Next Page 9 Side 9 Bottom 10 Next
page 10 Side 10 Bottom 11 Next Page 11 Side 11 Bottom 12 Next page 12
Side 12 - 13 Next page 13 Side 13 ----- 14 Next page 14 Bottom 14 -----
15 ?(,vl P;l~w |l RUatom 15 Search engi ne page | ayouts vary greatly. W
are often limted as to the anbunt of text we can wite within an
advertisenent. 1'or exanple, MSN |istings contain abbreviated Yahoo!
Search Marketing sponsored ads on the right side of the page, but
full-length ads at the top. Truncated ads are limted to 70 characters,
whereby the ads across the top have a greater length of 125 characters.
The ideal scenario would be to wite your ad so that it appears clearly
and unabbrevi ated for each position. This is achievable by creating the
ad in two sentences. with the first sentence ending precisely at 70
characters. For exanple, "Pronote your conpany online. Search engine
optim zation by Neutralize. Search engine marketing and optim zation
experts."
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Tips Fromthe Experts Thus the ad will appear unabbreviated on the right
si de: Search Engi ne Madceting Pronote your conpany online. Search engine
optim sation by Neutralize... ww. neutralize.corn 'T hen, if you
position your ad at the top of the page, you achieve an increased ad

Il ength and are able to display nore of your nessage: Search

Engi neMar keti ng-+rntiwneutralize.com Pronbte your conpany online Search
engi ne optim sation by Neutralize. Search marketing and optim sation
experts. Calculating truncation points gives you the maxi mum possibility
to present effective nessaging toward your target audi ence. C ndy
McMahen Search Marketing Pros, |Inc. ww. sear chmarketi ngpros. com The book
"The 22 I mmutable Laws of Marketing," by Al Ries and Jack Trout, is one
of ny favorites. As a pay-per-click advertiser, it's the 5th Law of
Focus that "the nobst powerful concept in marketing is owning a word in
the prospect's mnd." For exanple, when you hear the word "overnight,"
you think of Federal Express. This |law challenges us, as marketers, to
boil our nmessage down to just one idea; or in this case, one word. The

| esson being that if you can teach your narket segnent to associate you
with a single idea, perhaps even a single word, you can be a market

| eader. When | read the above law, | started reflecting on ny clients
who have been nost successful in the pay-per-click and
search-engi ne-optim zation (SEQ) arena. Oten they wanted to "own
particul ar phrase; but they al so purchased many, many additi onal
keywords surrounding their products and offerings. It's a wi se strategy.
Wil e general keywords (the ones you want to "own") nmay generate a | ot
of visitors to your web site and help brand you in the prospect’'s n nd,
highly targeted and specific keywords are nore likely to be used by
peopl e who have done their research and are now ready to buy. After all,
the primary goal of any pay-per-click campaign is not to just to get
visitors or drive traffic to your site, but to get visitors who wll
convert into a sale or |ead.

" a
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Tips Fromthe Experts Building Your Keyword Inventory. |'moften asked
by clients howto get a good |list of keywords for their pay-per-click
canpai gns. Here's a list of suggestions to start with in building up
your own keyword inventory: 1. Find a general keyword and add or expand
on it.-Try a yell ow page search, Yahoo! Directory, or DMXZ. orc search to
get sone basic classifications and keywords down. Googl e AdWrds has a
keyword suggestion formthat is useful in comng up with general and
simlar keywords for beginning your quest. 2. After you flesh out 5-10
primary keywords to build from consider whether or not your site's
content and existing pages are devel oped around any of these primary
keywor ds. - Because you're going to have to refer people to sone part of
your site related to their query, you need to know fromthe start if
you'll be able to direct themto existing pages, or if new content,
product pages, or |anding pages need to be created. It's been stated
that, on average, 25% of keyword submi ssions to Yahoo! Search Marketing
fail to get accepted, so to get your keywords past the editors you'l
want to becone famliar with each search engine's listing guidelines.
Put sinply, the relevancy requirenents in nost PPC engi nes are such that
the site and page content that the listings refer to nust clearly and
obviously reflect the search termin order to qualify it. 3. Take

pri mary keywords and add specific words to each.- Consider different
keywor ds conbi nati ons around these 5-10 primary keywords. Two tools we
recomrend are the Yahoo! Search Marketing Search Term Suggesti on Tool
and the Wordtracker Keyword Universe tool. You sinply put in a keyword
and are provided with many different additional keywords conbinations
stenmming fromit as well as sone indicators of popularity. Many PPC
engi nes al so offer keyword suggestions to advertisers to use in their
adm ni stration areas. 4. Review your conpetitors' site pages and
pay-per-click buys for additional keywords.-Look at the keywords in
their titles, descriptions and HM source code (i.e., keyword neta
tags) at their sites, as well as in their advertising. 5. Look for stats
pages containing information on traffic delivered to conpeting
sites.-Dan Thies, author of the ebook "Search Engi ne Optinization Fast
Start," offers this suggestion. Ile says it's often possible to conme up
wi th conpeting websites who have erroneously forgotten to password
protect their stats, and they can be readily found through the search
engines. | nyself have stunbled on a nunber of them and thanks to his
ebook know how to | ook for nore.
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Tips Fromthe Experts 6. Review your site's visitor statistics and
search engine referral information for keywords.-Your logs arc a
goldmine just waiting for you as far as potential keywords you can bid
for. Reports avail able through Inktom inclusion prograns will also
yield sone information on phrases that visitors found you through. 7.
Lastly, start thinking |i ke one of your custoners.-Consider asking your
custoners or others outside of your business what they would type into a
search engi ne. book at whether they are nmore comonly using singular or
plural fornms, may be including brand names, or geographic
(location-specific) terns in their queries. Troy Lerner Senior Mnager,
Busi ness Devel oprment Avenue A | Razorfish Search www. ar-search. com
Predicting Traffic and Conversions in Pay-Per-Cick Advertising. One of
t he biggest challenges in pay-per-click advertising is knowi ng what ki nd
of traffic to expect, and what rank to target for your listings. As you
do keyword research, various advertising channels and third party
toolsets will provide you with a breakdown of total search volunme for

rel evant key phrases. This search volune generally represents the total
nunber of searches per nonth for the key phrase, not the nunber of tines
your ad will appear, and nost certainly not the nunber of visitors you
can expect to your site. In addition, you will likely choose not to be
in position one for some or all of your listings, inpacting your traffic
potential even nore. Predicting Cicks. The nunber of clicks you will
receive fromkeyword searches is based on two primary factors:

i npressions and click-through-rate (CIR). Inpressions indicate the
nurmber of times your ad appears, and CAR represents the percentage of
clicks you receive versus the nunmber of inpressions you receive. Bel ow
is atable illustrating aggregated statistics for inpressions and CIR by
rank. The fourth colum, "Per 1000," shows the nunmber of clicks you can
expect per 1000 nonthly searches for a given key phrase. Note that your
title and description can have consi derable inpact on your CITR, and CIR
varies by industry, but these factors should not dininish the overal
trend of a decrease in CIR in accordance with a decrease in rank
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of businesses. G ven this behavior, which has been proven via many
reliable research reports, it only makes sense that the conversion rate
of visitors into buyers may be higher if a PPC ad is targeted to the
visitor's geographic region. On the other side of the coin, |ocal

busi nesses are often reluctant to put 59°, % of merchants surveyed by

mar keting noney into a website, nmuch WebAdvantage said that they less a
pay- per-click canpai gn, because would use PPC ads, if they could they
know that the majority of the target their local market. visitors to
their website are probably too far away to purchase fromthem Many al so
bel i eve that the average consunmer does not feel confortable ordering

mer chandi se online. Research conducted by WbAdvantage, however, found
that 5T/o0 of nmerchants they surveyed woul d use PPC ads online if they
could target their local market. The ..ERR COD:1.. should be

consi dered as you nodel the potential of your pay-per-click adverti sing:
conversion rate. |If conversion rate were consistent across all ranks, it
coul d be disregarded for this analysis, but conversion rate does vary
with position. The specific conversion rates indicated .. ERR, COD: 1.
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Aick Fraud and How to Counteract It in Ad Canpai gns 1?ach of the two
maj or PPC search engines define click fraud in a slightly different
manner. Google defines it as "invalid clicks, as any nethod used to
artificially or maliciously generate clicks or page inpressions” (Salar
Kamanagar, Director of Product Managenent, Google), while the Yahoo!
definition is "clicks arising for reasons other than the good-faith
intention of an Internet user to visit a Wb site to purchase goods or
services or to obtain information." (D na Freeman from Yahoo! Search

Mar keting). Cbviously, the Google definition is nmuch nore specific than
t hat proposed by Yahoo!, and its response to click fraud at this point
is a touch nore detailed and drills down further into the raw data.
Still, both search engines have proprietary systens in place, which are
constantly being upgraded as new net hods of click fraud becone apparent
or the level of detected click fraud increases. Googl e has devel oped a
separate teamthat deals solely with click fraud i ssues. One part of the
teamis responsible for constantly revising the autonated software
detection system so that it can detect the differences between nornal
human clicks and those nade by robots. Basically, the system anal yzes
traffic to websites to see if they fit known patterns of activity that
indicate click fraud, such as never |eaving the | andi ng page, repeated
clicking within a certain tinmefrane fromthe sane | P address, and so on
The second part of the Google click fraud teamis conposed of

i ndividuals 107.7%0.13 ~i~(," inR°., nil3 About the Data. The data used
to generate these statistics has been aggregated froma variety of
sources, representing a wide variety of industries, sizes of conmpany and
types of products and/or services. to "own") may generate a | ot of
visitors to your web site and hel p brand you in the prospect's m nd,
highly targeted and specific keywords are nore likely to be used by
peopl e who have done their research and are now ready to buy. After all,
the primary goal of any pay-per-click canmpaign is not to just to get
visitors or drive traffic to your site, but to get visitors who wll
convert into a sale or lead. 163
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Tips Fromthe Experts conversion rate. Therefore, using this anount of
RO data to manage bids could | ead you to bid incorrectly nore than 72%
of the time! Accuracy of Prediction Based on Various dick Volunes. The
chart bel ow shows the probability distribution of predicted ranges of
conversion rate for various sanple sizes (# s of clicks), assum ng an
actual 2% conversion rate. &t; 0.8%0.8-1.6%1.6-2.4%2.4-3.2% &gt ; 3. 2%
Sampl e Size (# of Visitors) ..ERR COD: 1.
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Tips Fromthe Experts As a point of reference, this could be represented
in achart simlar to this: Sanple Size (# of Flips) 2 Always Heads 25.0
50/ 50 Heads and Tails 50.0° ~~ Always Tails 25.0"0 Note that the smaller
the probability of an event, the larger the sanmple you will need to
accurately predict the future probability of the event. Keep this in

m nd when you think about anal yzing banner, enmil or incentive
pronotions, which typically fall well bel ow average site conversion

VWhat does this tell us? This tells us that we need to use Rol data with
caution, and if you don't focus on conversion rate when you anal yze your
RO data, don't think that you are safe! Commonly used factors such as
CPA, CPS and ROAS are directly related to conversion rate. In fact, any
nmetric relating to RO will necessarily be inpacted by these sane
principles. Several useful |essons can be |learned fromthe data above:
You will need to analyze (at |east) thousands of clicks to reasonably
estimate the performance of an ad. Far fewer clicks may be sufficient to
identify exceptionally well or poor perforning ads. For exanple, | ooking
at the previous data tells us that given a sanple size of 500 and an
overall conversion rate of TO, randomvariation will result in a |ess
than 0.8"6 predicted conversion rate 1% of the tinme. This can be equated
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Tips Fromthe Experts tell you what anount of data is necessary to
reliably nmake and/or influence decisions. Dmitri Eroshenko, CEO Cicklab
www. ¢l i ckl ab. com Wb Anal ytics Leadership Tips. Jupiter Research
estimates that over 60% of online businesses don't have a dedicated web
anal ytics person on staff. That's equivalent to fighting a battle

W t hout a general! Your corporate troops need a strong | eader to guide
the process, give direction, and ultimtely survive the conpetitive
massacre. ¢« Wsdomto Appoint and Enpower: Put a know edgeabl e person in
charge of your web anal ytics program and then enpower that person to get
the job done. If you can, hire a dedicated staffer who is up to the job.
If not, train someone wthin your organization. If that is not feasible,
per haps your marketing consultant or a PPC rmanagenent conpany can step
up to the task? If all else fails, do it yourself. ¢ Ability to
Synchroni ze: Your online business is conprised of various in-house and
out sour ced departnments-narketing, sales, infornmation technol ogy, web
desi gn, custoner service, order fulfillnment, and so on. Each depart ment
has its own set of business goals and perfornance benchmarks, also known
as Key Performance | ndicators. Make sure that the | eader you appoint is
capabl e of multitasking and synchronizing the efforts of these diverse
functional groups. Choose soneone organi zed enough to handl e the infl ux
of information and di pl omatic enough to work with the personalities
runni ng these teans. ¢« Capacity to Act: Above all, the person you choose
shoul d be soneone who can inspire the various departnents to act on the
information they receive. It is by far the npbst inportant characteristic
of a web anal ytics | eader. Renenber, the best reports in the world are
worthless if team managers aren't acting on the information they

recei ve. Continuous |Inprovenent and Change Managenent. |f there is one

t hi ng constant about the Internet, it's the state of constant change.
Your business can go fromriches to rags, and vice versa, in a click of
a custoner's nouse as custoner preferences change. You al so have to deal
wi th technol ogy changes. Managi ng, nmonitoring, and testing change is
paranmount to survival online. o Enbrace Change. Borrow a tactic fromthe
corporate world called continuous inprovenent and change managenent.
Change managenent is a set of internal procedures that alert managers to



Page 171

Ti ps Fromthe Experts changes, good and bad, internal and external, and
direct themin planning and decision-nmaking. It forces you to exani ne
every step along the way in a visitor's journey through your
website-technical glitches with your shopping cart, click fraud, perhaps
conpetitors running specials on their websites-and naki ng changes to
correct the problens. Renenber, change has opportunity witten all over
it. Establish Key Performance Indicators (KPIs). KPIs are a set of
measures designed to track critical website performance vari abl es over
time. KPIs are the driving force of the continuous inprovenent and
change managenent processes. Use these variables to inprove the chance
that visitors will make it fromthe | anding page to the "thank you for
your order" page. ¢ Change and Test. Stick to your KPIs and don't change
two or nore things at once. It nmay seem qui cker in the beginning, but
the results will defy interpretati on because you don't know how

di fferent changes contributed to the overall effect. Change one thing at
a time. Test. Then change another. Test again. Repeat ad infinitum Eric
Layl and, Search Marketing Director Point It! ww. pointit.coml1. This
sounds sinplistic, but "have a clue" when starting your program OQutline
your objectives and how neasured success will be deternined. Doing so
wi |l be your baseline. You nust take the perspective that PPC is one
conmponent of your |arger online marketing agenda. Your site's
appearance, perfornmance, and user experience on through to the desired
action nust all support each other. There's no better exanple of the
concept "garbage-in, garbage-out” than PPC prograns. Test, refine, and
test nore, with regularity and stated objectives and expectations. 2.

For | ead generation prograns, don't try to sell a product on the |anding
page! ingage the visitor and start a dialog. A website isn't going to
effectively convert prospects to a sale of a product or service that's
hi ghly consi dered. Human interaction shouldn't be underestimted. Use
copy and calls-to-action to get visitors interested in taking the next
step (e.g. downl oad white paper, request deno, contact by conpany). The
offer of free information is great, but shouldn't be over-used. Devel op
your site into a marketing machi ne by engagi ng with the prospect,

of fering appropriate information, and collecting what's needed to
further the sal es process.
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Tips Fromthe Experts 3. Prograns that are generating | eads which are
passed to a sales teamfor closing nust require sales personnel to
identify the source of leads. Ignoring this sinple step undernines the
effectiveness of the PPC program when it conmes to determ ning revenue
generated for products with long sales cycles. Ei Feldblum D rector of
Marketing Did-it.com Search Marketing ww. did-it.com Contrary to popul ar
belief, local search isn't just for local advertisers. If you have a
product or service that works on a |ocal and national scale, consider
runni ng a couple of |ocal PPC canpaigns instead of, or in addition to, a
nati onal campaign. Your ads will appear nore targeted, especially if
they specify the location in the ad, and will be nore appealing to
searchers. In Adwrds, your PPC ad will stand out even nore with the
addition of a third description line listing the searcher's city and
state. Mdire targeted, appealing ads nmeans a hi gher clickthrough rate,
whi ch means a lower CPC in Google. Your ads will appear in |oca

searches and in general searches, and nost engines will give you an
enhanced listing as well. Choosing | ocal search PPC can make you nore
vi si bl e everywhere, and nore profitable everywhere as well. The points

made by the these anal ysts reinforce nuch of what we've al ready

di scussed in this book, but they also include sone real gens of w sdom
that you can take and start using in your online PPC canpaigns, right
now What about the future? Al though we've tal ked some about upcom ng
trends, let's consolidate some of our know edge and speculate a little
on what m ght be just around the bend for pay-per-click adverti sing
during the remai nder of 2005, and beyond.
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Chapter 14 - The Future of Pay Per dick; Insights Into Upcom ng Trends
When we | ook back on the last decade, it is really difficult to believe
the enornmous growh the Internet has sustained, fromits beginnings as a
means for academ cs and government offices to conmunicate with each
other, to a full- fledged gl obal marketplace. It took al nbst 41) years
for television to achieve the sane | evel of saturation anmbng consumers
that the Internet has achieved in a quarter of the tinme. One can only
point to the power of this nediumto attract and keep users attentive
and entertained to explain such a massive inplenmentation. Like it or
not, the Internet as a conmercial enterprise will continue to grow,
mature, and expand. Considering that, the inportance of creating a
successful business presence online becones nore and nore rel evant - not
necessarily to replace the "brick-and-nortar” setup of your physical

pl ace of business, but rather to complenent it. Small businesses
traditionally have had nore difficulty than | arger conpanies in

mar keti ng thensel ves to consuners, relying nostly on word-of - nout h,

| ocation, small l|ocal advertising, or standardized ads in the yell ow
pages or community phone directories. Wth the rise of online
advertising, specifically in the search industry, this is changing. You
are now able to reach qualified prospects and clients through the web,
tracking your efforts to a tee, and aimto attract clients to your
products whom you woul d never have consi dered possible to reach

ot herwi se, due to the benefits of a global economy. As you have | earned
t hroughout this book, pay-per-click marketing is a very lucrative
opportunity for business owners and will continue to be so for years to
come. As we end our discussion of pay-per-click nethods and tools, we
wanted to share sone predictions of what will happen over the next five

years or so in this industry. First of all, expect another conpany to
rise and take a | eadership rol e al ongsi de Googl e and Yahoo!. W think
there is no doubt that it will be Mcrosoft. At the tine we are witing

this book, Mcrosoft has just taken their new MSN search engine public
and are in the mdst of |launching a nmassive ad canpai gn to nmake MSN
Search a househol d nane. Taking into consideration the deep financi al
pockets of Mcrosoft, and their existing brand recognition, plus the
fact that the mpjority of conputers run on a
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platform it's a pretty safe bet that they'll succeed in naki ng MSN
Search a conpetitive product. Once Mcrosoft manages to increase the
popularity of their own search engine, the next |ogical step for the
corporation would be to drop Yahoo!, with whomthey are currently
affiliated for paid advertising, and |launch their own pay-per- click
solution. Wth typical irresistible free offerings to get you started,
combi ned with the fact that they have already saturated the market with
M crosoft Ofice and Mcrosoft server solutions, advertisers will flock
to take advantage of the rising popularity of MSN Search. So, soon

M crosoft will be able to step up to the plate and conpete on the sane
level with their rivals. MSN already has a pretty strong presence in the
smal | business comunity with the Mcrosoft Small Business Center
portal, which offers for free assistance for small busi nesses and
products such as Submitlt! (for search engi ne subni ssion) and web
hosti ng' sol utions. Whether NISN fulfills our prediction or not, one

trend we are certain will continue is the conpetition between Googl e and
Yahoo!, both fighting for their market share. Now that it has gone
public, Google will have to continuously inprove their profits to
satisfy sharehol ders. The recent announcenent by Yahoo! that it will be

rebranding Overture and integrating its site with the Yahoo! site is
just the first step in the process of seriously and aggressively
beginning to battle Google in the open marketpl ace, especially as far as
pay-per-click set-vices are concerned. Just recently, Google rolled out
a new referral programoffering a conmssion for all new referred
AdWwbrds and AdSense clients. While this is a small step, it does
indicate that they are trying to attract new advertisers. "faking into
consi deration that Google and Yahoo! each have roughly 150, 000
advertisers (with nmany of them overl apping on both search engines),
versus the potential market of over 20 million small businesses in the
United States, it's clear that these online giants haven't even cone

cl ose to reaching everyone. Wth the quickly noving integration of
Internet yell ow pages properties into many search engi nes, not just
Googl e and Yahoo!, it will happen. Sooner or later, AdWrds and Yahoo!
Search Marketing PPC products will becone marketing techni ques as well
known and used as direct nail and tel emarketing. As that happens, we
believe there will be an increasing switch fromadvertising nmedia, such
as Tv and radio, to online advertising. We're not saying that 'IV and
radio ads will disappear-we'll continue to see global, national

r egi onal
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conpani es on TV and radi o, because these are still the best ways to
promote a brand and reach millions of consuners quickly and efficiently.
I Iowever, snaller conpanies, with a tighter advertising budget, are
becom ng nore aware of the | ess-expensive opportunities available to
themvia online advertising. As this happens, we al so believe that

t echnol ogi es such as pay-per-call advertising will grow in popularity,
per haps not as much as pay per click, but enough to becone attractive to
| ocal businesses that prefer to deal with prospects and | eads over the
phone, rather than through a website. After all, sal espeople are used to
selling over the phone or in person, so it is a natural fit that does
not require retraining in sales techniques. Pay-per-call advertising
will particularly appeal to |ocal businesses whose customer base is not
going to go beyond their |ocal arena anytine soon. Mst don't have a web
presence at all, but pay-per-call advertising allows themto conpete
with the conpetitors down the street who have invested a | ot of nobney on
a fancy website. This is still a trend that could nove either way, but
if the yell ow page properties position this type of advertising
properly, watch for many | ocal businesses to try an online version of
their regular yellow page listing, without having to put a website
together. "T'his is definitely a trend to watch as it grows and matures.
As nore and nore advertisers start to take advantage of the various
pay-per- click options and enhancenents being offered by search engines,
several things may happen. For those advertisers who were around when
the commercial side of the Internet debuted, they renenber the "good old
days" when quality keywords coul d be purchased for pennies. Now, the
same keywords cost anywhere from50 cents to several dollars per click
mainly as a result of nore and nore conpetition trying to get the same
visitors. The irony is that conversions of visitors to buyers hasn't
really increased that rmuch. Wen conversion rates inproved, for the npst
part, inprovenents on the actual websites were responsible. The quality
of the visitor for 5 cents per click five years ago is pretty nuch the
sane as the quality of the visitor that you pay $1 per click for today.
As pay per click continues to increase in popularity, advertisers wll
need to becone smarter and nore efficient in order to keep a positive
RO and maintain their hard-fought-for keyword rankings. Google AdWrds
is setting the bar high by requiring advertisers to maintain a m ni num
of 0.5% (-1'"R (5 clicks for 1,000 inpressions). Yahoo! also disables ads
if they have | ess-than- average conversions, although the paraneters of
the rating aren't reveal ed.
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techni ques force advertisers to continuously inprove their ads, inprove
their |andi ng pages, inprove their buying cycle, etc., etc. If they
don't, their RO will fall and they nay either be forced out of the

| argest avail abl e online search engines until they nake sufficient

changes to conme back into their favor, or they will consider abandoni ng
online advertising to their conpetitors-a nove that few advertisers
would willingly make. | | owever, if you do becone better and better at

crafting pay-per-click ads, this will not only benefit your PPC

canpai gns, but all of your other advertising techniques and your
business in general. Ganted, it's hard work and takes up a fair anount
of tinme, but the results are worth it. Search engines are currently in
great conpetition to add new tools and new enhancenents to their
existing reports and bidding tools in order to attract new adverti sers,
as well as to get advertisers to nove fromone search engine to another,
or to diversify their canpaigns across several search engi nes. Sone of
the snall est search engi nes around have tools and reports included as
free resources for their advertisers that are conparable to those

of fered by the |l argest search properties. Wiether they will be able to
mai ntai n such a level of service and still keep their keyword bids
approxi mtely half the cost of Google and/or Yahoo! is doubtful. Keyword
prices overall, we believe, will have to rise on smaller search engines,
and many will be gobbled up by larger enterprises. The aggressive
canpai gn by Marchex in 2004 in acquiring properties to position itself
for a total search solution is just one exanple of the increasing
consol i dati on of snaller businesses to cone. One of the | argest problens
now, that will become nmuch nore serious before it is finally resol ved,
is click fraud. As bid prices go up, there is nore and nore noney to be
made in click fraud. We believe that search engines will begin to take
nore serious nmeasures against this, ranging from pressuring governnent
agencies to put in place regulations against this, followed closely by

| awsuits against the perpetrators (just like the RIAA is doing with the
nmusi ¢ i ndustry these days). Although the U S. governnment, in general
appears to be reluctant to pass actual legislation on online activities,
the FI'('- is already involved in drafting regulations and investigating
cases of click fraud. The solution of this problemw Il be a boon to the
PPC i ndustry-fraud doesn't benefit anyone in the |long run, despite how
seductive it may be to earn a few extra dollars as an affiliate by
clicking on the ads on your website.
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The Future of Pay Per Cick; Insights Into Upcom ng Trends However,
before a final solution is found, we believe that click fraud may rise
to a point that it will sinply unacceptable for the search engines to
idly stand by and do little or nothing to conbat this problemfor their

advertisers. O course, click fraud will never fully be conquered, just
as spamis still here and thriving, but with the proper tools,

know edge, and the support of the search engi nes thensel ves, advertisers
will be able to mnimze the effects of it. W also feel that we wll

see nmassive inprovenents in the | ocal search and cell phone search

busi nesses. Both of these are of trenendous benefit to | ocal businesses
t hat conduct nost of their business with their custoners in person or
over the phone. Wether sonebody is on a vacation and is |ooking for a
good restaurant, or on a business trip and needs a 24-hour dry cleaning
store, both |local search and cell phone search capabilities deliver
tremendous value to the consunmer, who can search for |ocal shops online
in their hotel room or with the convenience of his or her cell phone.
Local businesses who have, for the nost part, stayed out of the online
world will soon see their conpetitors down the street reap the benefits
of increased traffic (even without a website). These busi nesses wil |
join in to conpete for the increased business that will come as the
conveni ence of |ocal search becones indi spensable for consuners.
Unfortunately, we feel this nmeans that print versions of the yell ow page
directories are dooned to eventual irrelevance to the npjority of
consurers, which will cut heavily into the revenues of these conpani es.
Most have already seen the witing on the wall, however, and have
partnered with online services to offer online versions of their
directories. They have also integrated paid advertising into their sites
and are encouraging their traditional custoners to try the online
approach. It is both Iess costly and can be updated during the year if

t he busi ness noves or changes their tel ephone nunber (both major

di sadvant ages that have |ong been a problemfor yellow page properties).
Signs are that the nmajor yell ow page properties are keeping up with the
trend toward noving online and are offering new benefits to their
advertisers and consuners. For those smaller entities that do not nove
into this market, tough tinmes are surely ahead. In the near future, we
al so expect to see Yahoo! Search Marketing roll out a contextual
advertising programsimlar to Google AdSense for snaller publishers
(currently, they only offer it for larger sites, on a case-by-case
basis). There is enornobus potential in contextual advertising, and the
al r eady
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The Future of Pay Per Cick; Insights Into Upcom ng Trends trenendous
adverti ser base at Yahoo! is waiting with baited breath to get their
hands on nore traffic. Publishers would | ove to have an option other
than AdSense to turn to. Not that it isn't a good program but wth
conpetition, everybody w ns. Behavioral targeting via pay per click,

al so an upcom ng trend, we feel may be too anorphous for the average
smal | er business to buy into, w thout some serious marketing techni ques
and approaches used by those offering such an approach. To attract nore
advertisers online, they need to see concrete results that show a
positive bottomline is possible without investing a |ot of noney or
taking a lot of risk. Behavioral targeting needs to mature as a product
and develop nore of a business nodel if it is to succeed in convincing
busi nesses | ooking for "instant” results to invest in the premse. In

t he past couple of years, we haven't seen too much expansion into
international online advertising frombusinesses in the United States
and Canada. Wil e nost search engines do allow you to target specific
countries, there needs to be a greater supply of quality traffic from
other countries before this becones truly effective. Many countries are
still behind in technol ogy, with nunerous conplaints of the quality of
search engi ne optimnzation conpanies just starting up in sonme parts of
the world. The United Kingdomis already a major player, with sone
others on the 1?uropean continent and in Scandi navia equally involved,

but much of the rest of the world is still in the early stages of online
devel opnent, making themripe targets for fraud. Wthin a few years,
however, devel opnent of a quality online presence will beconme a fact of

life in these countries in order to conpete with the rest of the world
for the global market and to provide the kind of |ocal consuner
experience that will beconme comonpl ace el sewhere. Asia, in particular
is exploding with all types of Internet-enabled technol ogies that are
bound to inpact the devel opnent of a greater online presence reaching
further within, but also beyond, their own nmarketplace. The world of pay
per click has conme a long way fromits hunbl e begi nnings. Paid
advertising online itself has come full circle-beginning as an accepted
part of the online world, to being seen as an unnecessary and unwant ed
intrusion into the online experience by consunmers, and back again to
being a viewed by advertisers as a valuable way to "outwit, outplay, and
outlast" (our apologies to the TV show "Survivor") their conpetitors.
Consuners are accepting paid advertising of this type because, unlike
popup ads, it does not interfere with their search experience. 'T hose
consuners in the know realize pay-per-click ads are a quick way to
relevant results, especially when localization is added.
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The Future of Pay Per Cick; Insights Into Upcom ng Trends Pay-per-click
advertising has taken much of the guesswork out of the consuner
experience online, and we expect consuners to continue to see it as an
opportunity to save tinme in their search for products and services, not
just information. Research shows that key consumer denobgraphi c groups
are consistent online users and with the increasing pace of busy
lifestyles, anything that will save tinme and effort in finding the right
product for the right price at the right place (either through an online
order or via local search for itens people prefer to buy froml ocal
providers) is bound to succeed. Qur advice to you is to seriously

consi der investing in pay-per-click advertising in one or nore of its
vari ous guises, as at |east one part of your general marketing efforts.
No advertiser should place all their efforts into one form of
advertising, but the power of Internet marketing, particularly pay per
click, cannot be ignored. It can be a relatively | owinvestnent
opportunity that can, if handled with care, be an enornously profitable
driver of business to your door. G ow ng nunbers of consunmers are
conpressing their day by "shopping" online during their workday and then
stopping by the store they found online to purchase the product on the
way home. Any snall business that does not at |east nmake an attenpt to
crack this marketplace will be left behind in the next couple of years.
One only needs to | ook at the behavior of younger consuners to see what
lies ahead. Online marketing is going to continue to expand and
diversify to neet the growi ng needs of a generation that has grown up
with the Internet and whose behavior over the |last couple of years
clearly indicates that the convenience and power of the Internet as a
commercial enterprise is attractive to them and rapidly becom ng the
norm Don't be left behind! Use the techniques in this book and the
advice offered by both us and the experts who contributed their thoughts
to take advantage of this online comercial world-still a frontier in
some ways, but rapidly beconing the sophisticated nmarketplace it is
destined to be. The final chapter of our book will give you information
on how you can continue to be updated on devel opnents in pay-per-click
advertising. W will also make sone final comments on further steps to
take, including both print and online resources that can help you make
your pay-per-click ad canpai gns a success, whether they are your first
attenpt, or you are a seasoned travel er of the pay-per-click

envi ronment .
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Chapter 15 - Conclusion As we cone to the end of this book, it's only
appropriate to nmention a few sources that are available to you for nore
advice and help in PPC advertising. We truly hope that you enjoyed
readi ng and, nost inportantly, |earned sonething useful fromthe
book-whet her you' re a begi nner or an experienced advertiser. If you w sh
to learn nore about this subject, there is a lot of quality literature
avail able for you to peruse, sone of which is identified in our
Recomended Readi ng Appendi x, as well as a nunber of excellent online
resources listed in our Recormended Resources Appendi x. We've al so

i ncluded a d ossary of conmon pay-per-click-related terns to help you
along the way. WIIl the future trends we predicted in the |last chapter
cone to pass? We think so, but if there is one thing we have | earned in
our six years of experience in the online advertising industry, just
when you think you have it figured out-wham Sonething new conmes al ong.
Advertisers need to stay up-to-date with what is happening in order to

antici pate such noves and prepare for them This book will be updated
approxi mately every year with all the | atest changes in the
pay-per-click world. Existing customers will be eligible to receive the

new book at a 15%discount in price at www. ppcbook.info/l atest.

Pay- Per-Cd ick Bonuses (as of May 2005) Listed below are the speci al
bonuses we prom sed our readers on the book's cover. 'T hese bonuses

of fer you credit on sone of the |eading pay-per-click engines and tools
and are an excellent way to get started. ahool 50 Bonus

www. VI 2cbook. i nfo /yahoo i ndWwhat 5 Bonus www. VI 2cbook. i nf6/fiti dwhat
Search 123 20 Bonus www. ppcbook. i nfo/ anoodl e 5 Bonus

vww, 1212cbook. i nf o/ kanoodl e Enhance 25 Bonus www. ppcbook. i nf o/ enhance
Manmma 10 Bonus k.info m nm Super Pages 25 Bonus

nmKw. VWcbcok-i nf 6/ sul 2er Vagcs Fi ndol ogy 50 Bonus o k.inf fin to earchfeed
10% Bonus www. 12Vcbook. i nf 6/ scarchf eed i dVaxi m zer 40 Credit
ppcbook. i nf o/ bi dmaxi m 2er
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Concl usi on Anot her FREE bonus we'd like to offer you is a copy of the
excl usive "The Three Keys To Profitable Online Advertising" report,
witten by W 1?nmerson Brantley |11, an advertising guru with al nost 30
years of marketing experience, who was anong the first narketers to
recogni ze the conmerci al potential of the Internet. The aut hor conbi nes
traditional and new marketi ng techni ques and expl ains how they apply to
online advertising. To downl oad your free copy, sinply go to

www. mor dconm com r eport. pdf.
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Appendix 1 dossary A-B Split Testing: Process of testing nmultiple

| andi ng pages or other conponents of your ads agai nst each other to find
whi ch ones work better. Affiliate: Typical termfor a website that
drives traffic to another website in exchange for a percent of sales
fromusers driven to the site. Auto Bidding: 't'ools or services that
automatically adjust your bids to be just 1 cent nore than your
competitors. "Phis hel ps avoid bid gaps and wasted noney. Backli nk:

Li nks found on other websites that will take the user to your website.
Bid: See Keyword Bid. Bid Gap: Difference in bid prices between
subsequent ads for the sane keyword. Broad Match: Originally a Googlc
term the phrase nowis used commonly to refer to results froma keyword
phrase that is very general in nature. For exanple, if a user searches
for the phrase "leather recliners,” and your PPC ad is of the broad
match variety, the user will see results that include not just recliner
ads, but also ads for leather, as well as results based solely on

rel evance to | eather and/or recliners in general. dick Fraud: dicks on
a PPC ad that are deliberately initiated with no interest in the content
of the site or in investigating or purchasing a product, but whose sol e
intention is to deplete the PPC advertiser's account bal ance. Cost Per
Aick (CPC): The anpbunt you pay for each click on your ad. Sone people
use this terminterchangeably with the pay-per-click cost. Cick-Through
Rate (CTR):'Il' he percentage of people who click on a PPC ad out of the
total nunmber who see it. For exanple, if 100 people see your ad and 10
click onit, your (_"IRis I0"),0. Contextual Ads: Advertising that is
geared toward content. To catch the interest of the reader of the web
page, your product or service must be highly related to the content at
whi ch they are | ooking. Contextual ads are typically found in
content-rich sites, such as online newspapers, magazines, journals, and
i nformati onal sites. Conversion Rate: The percentage of visitors who are
converted into buyers of your product/service. It is calculated as the
nunber of clickthroughs divided by
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d ossary the nunber of actual conversions. The higher the conversion
rate, the nore effective your canpaign has been. CPM The cost for 1,000
i mpressions or ad views. Editorial Review A process nost PPC search
engi nes require ads to undergo, whereby an enpl oyee checks your proposed
PPC ad to ensure it fits the guidelines of the search engine in fornmat,
size, content, and sonetinmes ot her, often undi scl osed, factors. Exact
Match: A Google termdescribing a keyword plan that will bring your ad
up on results pages only if the searcher types the exact keyword phrase
you have bid on. For exanmple, if a user types in "leather recliners,"”
only ads with those two words, in this exact order, wll appear. Fixed
Bi ddi ng: A process by which you can specify a certain price you are
willing to pay for a specific keyword, no matter how your conpetitors
for that keyword change their bidding. Used in earlier times, PPC
advertisers are now encouraged to use auto-bidding tools or manually
adj ust keyword bids to conpete effectively. Geo-Targeting: An option
avai | abl e on sonme PPC search engines that allows you to specify which
countries the search engine reaches that you want your PPC ad to appear
in. Hts: The nunber of tinmes a particular web page is viewed. The
nunber of hits is independent of whether or not the same user is
visiting the sane page nore than once. Sonetines referred to as visits.
| npression: Also known as ad views. "lnpression" is the termused to
describe the viewing of an ad by the user's browser. Keyword: The terns
that users enter into the search box of a search engi ne. Consequently,
these are the word(s) you should choose to use in your pay-per- click
canpai gn. Dependi ng upon the conpany and the size of the canpaign, the
nunber of keywords used can range froma few to thousands. Keyword Bid:
The maxi mum anount of nobney you are prepared to pay every tine a user
clicks on your pay-per-click ad on a search engine, and thus visits your
website. Keyword Matching: Means of organizing or allocating your
keywords so that your ad only appears when a user types in a certain
combi nati on of your keywords. See Bread Match, Exact Match, and Phrase
Mat ch.
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Landi ng Page: The page you choose to have searchers taken to when they
click on your pay-per-click ad. The | andi ng page need not be your
honepage and, in fact, is usually a page that is designed specifically
to sell your product. Local Search: The ability to search for results by
| ocati on. Depending on the search engine, |ocal search capabilities can
be limted to geo-tracking (see Geo- 7racking) or may go as far as
searching by region, city/town, zip code, or postal code. M nimum Bid:
The m ni mum anount required by a pay-per-click search engine for either
a specific keyword, type of keyword, or the overall m ninmum bid
acceptabl e for any keyword. Negative Keywords: Keywords that linit the
appearance of your ad if they are including in the search phrase. For
exanple, if you are bidding on "web hosting," you nmay want to include
the word "free" as a negative keyword. Your ad will therefore not appear
if a search is made for "free web hosting." Organic Listings: Regul ar
search results that appear when a browser user types in a particul ar
keyword or keyword phrase. Organic listings include |inks to pages on
your website that either you have submitted directly to the search

engi ne, or that the search engine's robot has crawl ed on your site. Page
Vi ews: The nunber of tinmes a web page is viewed. Paid Inclusion: A sales
techni que currently under review by many search engi nes, paid inclusion
is where an advertiser arranges to pay a search engine a certain anount
of noney to ensure a ranking in their search results. Mst search

engi nes do not guarantee the ranking will be anpng the highest. Many
search engi nes have either stopped this type of plan or are in the
process of considering renpoving this option for online narketing.
Pay-Per-dick (PPC) Advertising: A method of marketing where a business
pays a certain anmpount of noney each tine sonmeone clicks on a small ad on
a search engine's results page or homepage and is then taken to the
advertiser's website. Pay-Per-Cick Search Engine (PPCSE): A search
engi ne that offers pay-per- click advertising as an option to

busi nesses. Pay Per PerformanceTM Wb Search: The first PPC product from
Overture, which debuted in 1998. Phrase Match: A Google keyword strategy
(now becomi ng known as such on many different search engi nes) that
produces search results that only include the entire phrase, in the
order in which the words are placed. This type of match would bring up
results that only relate to "leather recliners," for exanple. It
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d ossary would al so show results for "brown | eather recliners," because
the phrase words are together, but not for searches for "leather type
recliners," where the words are out of sequence. Rel evance: The degree
to which a search result or a PPC ad matches the search terns the user
put in the search box. Relevance is not only key to a satisfactory
search result for our visitors, but is increasingly a factor in search
engi nes' deciding on how organic |listings are sorted. Return On

I nvestnent (RO ): The bottomline; that is, the anbunt of noney you nake
conpared to the anmount of noney you have spent. Many tools exist to help
you cal cul ate your RO for whatever undertaking, including pay-per-
click canpaigns. Search Engi ne Marketing (SEM: ,Activities designed to
i ncrease the ranking of your website in search engines. Such activities
i ncl ude pay-per-click advertising and regul ar search engine

optim zation. Search Engine Optimzation (SEOQ: ;1 variety of techniques
wher eby you change the content, keywords, neta tags, placenent of text
versus code, etc., in order to enhance your ranking in a search engine.
SEMPO Acronym for the Search 1?ngi ne Marketing Professional Organization
at http://ww. scnpo.org/. Unique Visitor: The nunber of people who visit
a web page. If one person visits the same web page three or four tines,
the statistics will list themas one unique visitor.
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Recomrended Readi ng Wnning Results with Google AdWrds (One-Of) by
Andrew Goodman | SBN: 0072257024 Price: $24.99 AdSense: The Behavi ora
Sci ence O Advertising by Kirk Donovan | SBN: 1414035500 Price: $14.95
U tra-Advanced Sem nar on Googl e AdWrds by Jason Potash, Perry
Marshal I, and Don Crowt her URL: www. ppcbook. i nfo/ googl eadvanced Price:
$99 CGoogl e AdWrds Handbook: 21 WAays to Maxim ze Results by Andrew
Goodrman URL: www. ppcbook. i nf o/ handbook Price: $69 187
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Appendi x 3 Reconmended Resources PayPerC |ickUniverse. com
PayPer d i ckUniverse is a free resource providing unbiased information to
the snal | -to-nedi umsized busi ness owner interested in exploring the
worl d of pay- per-click advertising (PPC). Their aimis to show you how
best to invest in pay per click, easily, and with a very lowinitial
investment. Offers weekly reviews of search engines and tools, as well
as a free newsletter, a blog, and various special offers for PPC
advertising fromassorted search engi nes. PayPerC i ckAnal yst.com The

pur pose of PayPerCickAnalyst is simlar to PayPerd ickUniverse, in that
it strives to offer up-to-date news, reviews, and hel pful articles on
the pay-per- click industry. Their reviews are updated regularly, and
the information provided is extensive and val uable. A well-established
site, it offers four regular bloggers and a specific Local Search bl og.
PayPer O i ckSear chEngi nes. com C ai ming to have revi ewed 652 search
engines at last count, this website offers a |ot of information-reviews
sorted into different categories (including a separate section for

UK- based PPC search engines), a newsletter, articles, and a variety of
ot her information for PPC advertisers, as well as search-

engi ne-optim zation advice. In addition, this site has a forum area that
deals with topics in addition to pay per click. PavPerdickGuru.comA
conpr ehensi ve website that has information on all PPC-rel ated topics.
The search engine reviews are quite short and nostly refer you to the
search engine or tool in question for full information. Ofers sone

i nformati on on PPC in general and has an RSS news feed that covers al
online-related news. 188
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Recomrended Resources PPCWre.com Another free resource, PPCWre
concentrates nore on news and articles on pay per click than revi ews of
search engi nes and tools, although sone are provided.

Sear chEngi neWat ch. com As part of the dickZ network, this website offers
a huge amount of information on every aspect of search engi nes

i magi nabl e, including pay per click. News, infornmative articles,
extensive foruns, as well as a "nenbers-only" area, have made this
website a standard source for up-to-date information-not only on search
engi ne news, but on how users are reacting to changes in the industry.
Sear chEngi neLowdown. com This website is hone to search engi ne marketing
anal yst Andy Beal's bl og on search-related news. Daily updates nmake this
a highly relevant source of the |latest news, with a casual feel.

Sear chEngi neForuns. com A coll ection of foruns all related to search
engines in one way or another, this site has a wi de assortnment of topics
to choose from including an extensive pay- per-click selection, with
separate forunms for many of the major PPC search engines.

Fi ghtd i ckFraud. com This website is the online location for a conpany
with a mssion-to not only educate online advertisers concerning click
fraud, but to actively search for potential click fraud threats in
partnership with Internet Service Providers. Statistics on their site
claim 10,928 fraud clains closed as a result of their action. 189
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Recommended Resour ces SEMoiooster.com A free resource, SEN Booster.com
covers all aspects of search-engine marketing, but is mainly focused on
website and search-engi ne-optim zation techniques, including a fair
anmount of information on link building. SplitTester.comSplit "fester is
an interesting, free tool that will compare two ads, using "statistica
significance" to project the |ong-termsuccess of your ads based on
early clickthrough rates. Google AdWrds Resources https: /

/ adwor ds. googl e. coni sel ect/library Google.comoffers a | ot of
informati on for pay-per-click advertisers using the AdWwrds (and
AdSense) prograns, including an extrenmely conprehensive FAQ section for
gui ck answers to specific questions. Information is provided for

i nternational advertisers, but the majority, is geared toward the U. S.
mar ket. The online denbs and in-depth, text-based guides wal k you
step-by-step through all aspects of the AdWrds program The avail abl e
mat eri al covers begi nni ng and managi ng an AdWrds canpai gn, and i ncl udes
information on all the tools available to hel p you nmanage your

canpai gns. You can al so becone designated as a "Googl e Professional" by
completing a free online programand taking an examto test your

know edge of managi ng AdWords accounts. This programnot only will help
you understand all the details of AdWrds, but al so opens up an
opportunity to put your know edge to work managi ng AdWords accounts for
ot her website owners, once you pass the examand are uligible to put the
Googl e "stanp of approval” on your website. 190
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Recommended Resources Yahoo! Advertiser Resources

hti p://searchmarketing. yahoo. comrc/ srch/ SearchMarketi ng. Yahoo. com

al so has a lot of information on their website to help you set up and
manage your PPC advertising, for both U S. and international

advertisers. The main area to begin with for U S. advertisers is the
Advertiser Center. An "Advertiser Wrkbook" is available to downl oad and
an area called "Yahoo! Search Marketing 101" introduces you to the PPC
ad program There are many interactive tutorials available, especially
on sone of the free tools offered, which include: Keyword Suggestion

Tool - Lets you check five generic terns for your website, and the
traffic they receive on this search engine. http: / /inventory.overture.
com/ d / searchinventory/suggcstion / Bid Price Tool - Allows you to

type in a search termand shows you the maximumbid for it and the
current listings for that term

ht112://uv. bidtool.overture.conf d/ search/tool s/bidtool/- RO Calcul ator
- Allows you to instantly see if you are making a profit fromyour PPC
canpai gn, sinply by plugging in a few nunbers. You can al so downl oad
this tool if you have Mcrosoft Excel, so it is always avail able on your
desktop. litt2://www contcnt.overture.conl d/ USni| eami ng/roitop.jhtni

191
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Fi nal Message Fromthe Authors Final Message Fromthe Authors (MrdComm
Inc.) The "Pay-Per-dick Search Engi ne Marketing Handbook: Low Cost
Strategies to Attracting New Custoners Using Google, Yahoo! & O her
Search Engines"” was witten by Boris and Eugene Mrdkovi ch, founders of
MordComm Inc., a New York City-based firmthat devel ops services to help
entrepreneurs and snall businesses market effectively on the Internet.

If you have any questions or comments about this book, or about online
advertising in general, you can contact the authors directly by emailing
t hem at book@mwordconm com Don't be surprised if you hear back fromthem
t he sanme day! MordConm Inc. has devel oped several other projects,

i ncluding an af fordabl e PPC Manager & Tracker tool and a free

Pay- Per-Cick Resource website. Check out the next few pages for nore
details. 192
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Fi nal Message Fromthe Authors AdWatcher - Pay-Per-dick Manager

Tracker & Fraud Monitor www. AdWat cher.com AdWatcher is an all-in-one
tool that hel ps you nanage your pay-per- VU-~~~ click advertising, track
your k':"° P- I . 1-1,11 a g4, Return On Investnment OM ), and nonitor
your ad canpaigns for OR A", I~ 1! fraudulent activity. It will help
you monitor all of your pay-per-click search engi ne campai gns from one
conveni ent location and will tell you exactly what works and what
doesn't. W would like to offer you a chance to try out our software for
30 days absolutely ..ERR COD: 3.
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Fi nal Message Fromthe Authors PayPerd i ckUni verse - Everything You Need
to Know About PPC www. PayPer C i ckUni verse. com Pay Per Cick
PayPer d i ckUniverse is a free, unbiased, informational site
concentrating on every aspect of pay- per-click advertising. In our
second year online, PayPerd ickUniverse is beconing the site of choice
for unbiased information that users can trust. "Through
PayPer d i ckUni verse, we provide weekly reviews of search engi nes and the
| atest PPC tools, a free nonthly newsletter, a resource area filled with
rel evant articles, tips, interviews, all the latest news in the

i ndustry, special offers from sel ected search engines, a blog froma top
executive at MordConmm Inc., as well as a nunber of additional

resources. Wiether you're just getting started or consider yourself to
be an experienced advertiser, we encourage you to bookmark

PayPer d i ckUni verse and use it as your portal to the | atest updates and
changes in the industry. We invite you to visit, |ook through the
website, and feel free to contact us via PayPerd ickUniverse with any
guestions or comments regardi ng pay-per-click advertising. Visit our
site and get an additional $300 worth of pay-per-click credits! 194
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Fi nal Message Fromthe Authors PPC Insider - Definitive Newsletter on
Pay- Per-d ick Advertising www ppchbook.info/insider PPC Insider is a new,
bi -weekly newsletter witten by the authors of this book, Boris and
Eugene Mordkovich. To hel p you make the nobst out of your pay- per-click
adverti si ng canpai gns and al ways stay one step ahead of your
conpetition, this newsletter will provide you with information and
breaki ng news you need to succeed in this conpetitive arena. Prem um
subscribers to the PPC Insider will find the foll owi ng type of
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your conpetition ¢ special, exclusive deals on pay-per-click search
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just $3 per nonth, you will get the insight and infornmati on you need to
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will find the PPC I nsider invaluable to your PPC ad canpai gns, that we
are of fering an unconditional 90-day noney-back guarantee. If you're not
satisfied with the newsletter, just let us know and we'll issue a
cheerful refund, with no questions asked. As well, there is no
obligation to you as a subscriber, and you can cancel anytine! Subscribe
today to the PPC I nsider at www. ppcbook.info/insider. 195
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