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astmonth
,

I looked into a fewnew
,

somewhatadvanced
,

features of

GoogleAdWordsthatcantransform
theprofitability of yourmarketing ,

but it comesasnosurprise to learnfrom a

recentsurveythatmostbusinessesarefalling at

thefirsthurdle
. Workbooks.com

,

a UK-based

provider of onlineCRMand
businessmanagement tools

, recentlycommissioned a

study of howeffectivelysmallbusinessesuse
AdWords

,

andtheresultsareshocking :
of

500
or so " SMEdecisionmakers " whoresponded

to thesurvey , only10%%feltthatAdWordshad
deliverednewclients or salesduringthepast
year.

I' m notsurewhetherthat
,

or thefactthat
morethan60%% of thesebusinessesweren' t

usingAdWords at all
,

is themoredepressing.
Only a quarter of thebusinesses thatdiduse

AdWordsbelievedthey' d attractednewsales
;

it

getsworse
,

because a merethree-quarters of

themsaidthevalue of newsalesexceededthe
cost

of theadverts . Justallowthat to sink in

for a moment : of 200companiesthatused
AdWords

,

34actuallymade a profitfrom it

,

while86definitelydidn'
t

,

andtheremaining80
don' t knowwhethertheydid or not

( meaning
theyalmostcertainlydidn' t

)

. I feelmywill to

carryonebbingaway...
I' d bethefirst to agreethatAdWordsisn' t

rightforeverybusiness
,

andthepressrelease

accompanying thisresearchadmitted thatsome
of

thesecompaniesuseAdWordsonlyfor
"

branding
"

. Nowmarketingagencies love
brandingcampaignssince it' s almostimpossible

to quantify theireffectiveness in poundsand
pence ,

sotheycanchargewhattheylike.
BrandssuchasCocaCola

,

AmazonandApple

mayhavebecomeubiquitous throughbrand
marketing ,

butyou' re notCocaCola.
Thegoldenmarketingruleforthesmall

business is
:

if youcan' t measure it

,

don' t do it.

So
,

if theonlyroleyoucanseeforAdWords in

yourcampaign is to promoteyourbrand
,

don' t

useAdWords at all .
In fact

,

don' t useanyform
of marketing forthispurpose ;

saveyour
advertisingbudget to directlypromoteyour
products . Cokedidn' t becometheworld '

s

leadingbranduntilmillions of peoplehad
drankitsproduct sellfirst

,

brand
(

much
)

later.
Butthesinglemostdepressingstatistic

unearthed bytheWorkbooks.com survey is that
almostone in five

of these " decisionmakers "

didn' t knowwhetherthey' d profitedfromusing
AdWords andtheydidn' t want to know . This
approachwouldbescaryenough in goodtimes

,

butduringaneconomiccrisis it beggarsbelief.
In fact

,

of thosebusinessesthatdouse
AdWords

,

morethan30%%admittedtheyhad
noideawhat it hascostthem

,

norwhether
they' re makingmoney (

andheavenonlyknows
howmanymoreweren' t prepared to confess to

suchcluelessness
).

Google makes it simple to measurethe
effectiveness of yourads

,

so I canonlyimagine
thattheseonlinebusinesseshaven'

t wokenup
to

theideathat it' s evenpossible to trackad
campaignperformance . Presumably they' re still
imbuedwiththenotionthatadvertising is just a

potintowhichyouthrowmoney ,

because

everyoneelse is doingso . But it doesn' t have to

bethiswaywithAdWords
,

norindeedwith
Bing or YahooSearchMarketing . Installing the
conversiontrackingcode is simple ;

it needs

doingonlyonceandyieldsresultswithinhours.
What to sayaboutthe45%%

of AdWords
userswhoknowthey' re losingmoneyonit?To
makethatstatementsuggests theymusthave at

leastinstalledconversion tracking ,

otherwise
theywouldn' t knowwhichsalescanbe
attributed to AdWords . But if theyknowthey' re

losingmoney , whykeepdoingit?Quiteapart
fromtherange of reportsGoogleprovides that
enableyou to drilldown to theprofitability of

individualkeywords ,

it isn'
t difficult to divide

theturnovergeneratedbyAdWordsbywhat it

costyou ,

to comeupwith a rough-and-ready
profitability figure .

I dothiseverymonthwith
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MakingYourOwnCandles . When I first
plannedthebusiness I knewwhatpercentage of

turnover I couldafford to spendonmarketing ,

and I canworkoutthemonthly figure in

secondswithoutneeding to delve intothe
AdWords interface . If thepercentagemoves
in thewrongdirection

,

I digdeeper .
I simply

wouldn'
t
continue to runa campaign that

wasn'
t drivingprofitabletraffic to mysite.

In mylastcolumn
,

I suggestedthatsome
businessownersconsiderAdWords to betoo
complicated . I appreciatethatthequantity
of informationGooglepresentscanfeel
overwhelming to beginwith

,

but I firmlybelieve
thatformostenterprisesthisform

of marketing
is tooimportant to dismiss . A couple of hours is

all it takes to workthrough theofficialGoogle
trainingcourse at www.google.co.uk / adwords /

onlineclassroom . Readfrom "

Gettingstarted "

through to

" How to measuresuccess " and
you' ll alreadybeaheadof those30%% of

AdWordsuserswhodon'
t
knowwhether

they' re makingmoney...

Short-cut to adsuccess
Success in anykind of PayPerClick

(

PPC
)

marketing dependsonhaving thebestkeywords
foryourproduct or service thebestadcopy in

theworldwon'
t help if

it attracts thewrong
traffic

to yoursite . It therefore makessense to

ensurethatanytrainingfornewcomers to

AdWords focusesonidentifying a profitable
set of searchtermsonwhich to baseyour
campaign .

If you'vecreated a business that
dependsonPPC to generatetraffic

,

this is still
thebestapproach ,

but if youregardAdWords
asanadditional form of marketing ,

aboveand
beyondyourexistingadvertising and

Match
type

Phrase
match

Broad
match

Broad
match

Broad
match

ClicksMyr. CTR promotion ,

thetimeinvestment
needed

to followthisprocess
canbeoff-putting.

Fortunately ,

there's another
approach . It' s a technique that
isn'

t widelytaughtbecause it' s

muchsimplerandtherefore
cheaper to teach

,

so it doesn' t

offer thesameprofitmargin
to marketingguruswho
seek to mystifytheprocess.
Traditionally , you' d use a

keywordtoollikethosebuilt
intoAdWords

,

or one
of

a range
of paid-forservices

,

to generate
hundreds

of searchtermsthat
you' ll thensortinto a series

of

relatedkeywordfamilies to

form thebasis
of yourad

groups . But if youmerelywant
to

fundoutwhetherAdWords
is viableforyourcompany ,

I

suggestyousave a hugeamount
of timebylimitingkeywords

to
a handful ideally , only a

singlephrase.
Thissearchphraseshouldbe

related to yourmostimportantproduct or

range : startbroadandbecomemorespecific.
ForMakingYourOwnCandles ,

thekeyword
" candles "

is toobroadsince it wouldinclude
searcherswhowant

to buyready-madecandles
,

and " candlemaking
" wouldstillbetoobroad

becausesomesearchersusingthatphrasewould
belookingforbulk
ingredients or advice
ratherthankits

. A
better

coresearch termtherefore
wouldbe " candlemaking
kit "

,

which is broad
enough to attractthe
maximum relevanttraffic.

I' m notsuggestingthatyoushouldbaseyour
wholecampaignonthissinglekey-phrasefor
thelongterm

, justuse it asa startingpoint.
Firstcreate a singleadgroupcontaining a

fewads
, usingtheinstructions from theGoogle

training . Includeonlytheone or twocore
searchtermsyou'veidentified

,

andleavethem
asbroadmatches

(

in otherwords
,

don' t enclose
them in quotes or squarebrackets

)

. Thisgives
Googlecarteblanche to exposeyourad to

anysearch itsalgorithmthinks is relevant
,

exploitingthefactthatGoogle is farcleverer
thanyou or

I
at

workingoutwhat
keywordsrelate to

yourcoresearch term.
Setyourbudget to an
affordableamount
I nevergoabove£5
perdaywhen
experimenting then
installconversion

trackingandmake
sureyoustartthe
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5513
o The "

seeingwhatmudsticks "

approach to

AdWords is usefulforexperimentingwith a new
product or business

Goetlevslamt1

campaign at a timewhenyoucangive it regular
attention . Nowwatch it everyfewhours to see
whetheryourad

is beingviewedand at what
position ( youmayneed to tweakyourbid to

makesure it appearsonthefrontpage ).

Remember
,

this is anexperiment theaim
at

thisstage is to learnratherthanmakemoney.
Withsuch a broadsearch termyoushould

getplenty of impressionsandclicks
,

andyou' ll

probablyfindyourcostpersale is

,

onaverage ,

quitehigh . In theAdWordsinterface
,

clickthe
KeywordstabandthenclickSeesearchterms I

AllandsortthembyClicks . You' ll nowseeall
thesearch termsthattriggeredyourad

,

in order
of theircost to you . Forexample , mybroad
key-phrase

" candlemakingkit " wouldcause

myads to beshown to searcherswhotype in

"

makingcandles in teacups
"

,

"

candlemaking
kit " and " beeswaxcandlemaking

" andsince
I haveconversion tracking installed

,

I can

immediatelyseewhich of theseresulted in sales.
Fromhere it' s simple to moveprofitable

searchterms intotheirownadgroupasphrase
matches

( byplacing thembetweenquotes ) ,

and
to

blockunprofitable or irrelevantsearchterms
asnegativekeywords forthecampaignas

a

whole andoverall thisprocedure is far
quickerthantrying to generateallyour
keywordsupfront . Google itself is suggesting
keywordsandprovidingdataontheir
real-world performance beforeyou incorporate

or
exclude them

,

andbyrepeating thisprocess
over a fewdays or weeks

, youshouldendup
with a series of profitableadgroups . Youcan

" Formostenterprises ,

AdWords is marketingthat' s

tooimportant to dismiss "

thW4411LOILE.41111
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Bps for rnalong youradsNear
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di tosokallytoragencies

thenturnofftheoriginalbroad-matchkeyword
if it isn' t makingmoney . At theveryleastyou' ll

have learned a greatdealabout thecapability of

AdWordsandwhether
,

withmoreresearch
,

it' s

a
viablemarketingplatformforyourcompany.

Doing it thiswaymayinvolvespending a

littlemoremoney in theearlydays ,

because

Googlewillpresentyourad to a scattergun
audience

,

butmanybusinesseswillfindthis
a

smallprice to pay to samplethepotential of

AdWords . Youdon'
t needspecialisttraining or

a degree in marketing to usethisapproach ,

and

Youlamstopbyslop . how to create a nowMWordsaccountWelalsoshow yousome of

thebasics of goodonbne advertosent

Who It le for : Anyone '

eststarting out00thMWords
.

of whowants to learnmombeimcreating
anaccount

Langeh : 15nuns

Laval e"gonner

0

Watch now

CreateanAdWordsaccount

0 Google's
onlineclassroomofferscomprehensivetraining
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even if youintend to
useanagency in

thelong
term

, youcansaveyourself a fortuneby
establishingwhetherAdWords is

worth
pursuing you' ll alsounderstand thesystem
wellenough to beable to directtheagencyfrom
aninformed position.

Eitherway, compressingtheprocessinto a

fewdays ,

ratherthanweeksor months
, may

makeAdWordsworthconsidering formany
businesses thatwouldhavepreviouslyseen

themselvesasmarginalcases . It willalsohelp
you to understandyourbusiness andits
customers farbetter

,

which is priceless.

Mobilee-commerce
Theyear2011willberemembered asthe
yearthemobile internetfinallybecame
worthbotheringwith formybusinesses

at anyrate . MakingYourOwnCandles has
seen a 250%%increase in thenumber of

visitorsusingmobiledevices
,

withtheiPhone
andiPadtakingthelion'

s
share . Whilethe

per-visitvalue of each iPhoneuser is
lessthan

thesiteaverage ,

iPadusersspend30%%more
thanlaptopanddesktopusers . Thetarget
audienceformybusiness isn' t tech-savvy ,

and it' s fair to assume thatmanyotherwebsites

willbeexperiencingevenfastergrowth in

mobiletraffic buttheonlyway to
know

forsure is
to installtrackingsoftware.

Theproblem is that if youinstallGoogle
Analytics today , you' ll need to wait at

least a

fullcalendaryearbeforeyoucanbegin to see

trendsproperly ,

soforthelongtermmake

"

Byusingmodern
,

standardsbaseddesigns , youcanmake
sitesusableacrossalldevices "

sureyouinstalltrackingsoftwarebeforeyou
launchyouronlinebusiness . Fornow

,

it'
s
safe

to
assume that a progressively largerpercentage

of youraudiencewillbevisitingyoursiteusing
a smartphoneor tablet.

Thisshiftawayfromthedesktop ,

while
it
stillhas a longway to go ,

is farmore

profound than it may at firstappear.
It' s

obviousthatyou' ll
need to makesureyour

sitelayoutworkswellacrossdifferent

platforms ,

andthereareseveralways of doing
this . First

, byusingmodern
,

standards-based

designsandtechnologies , youcantry to

makeyoursiteasusableaspossibleonall
devices

,

but it'
s
hard to imagine a design

thatworksperfectlyoneverythingfrom a

3insmartphonescreen to a 24inLCDmonitor.
If you' re using a CMS

(

contentmanagement
system )

suchasWordPress
,

forexample , you
canget a pluginthatpresents a simplified
version of yoursite to mobiledevices

,

andthis
canworkverywellsolongasyou' re prepared

to put in thetime to optimise thesitedesign

0
It'

s
safe to assumethatthe

number
of

visitorsviamobile
deviceswillcontinue to grow

andthentest it onmany
differentdevices . If you' re

usingBigCommerce , youcan
have it present a

mobileoptimised version to a range
of devicesverysimply ;

it' s one
of

thereasonswe'vebeenable
to

convertsomany iPad
visitorsintobuyers.

Forsellers of physical

goods ,

this is probablyallyou
need to dofornow

,

butthe
effectonsoftwareandservice

suppliers is muchgreater . The
launch of theiPhoneandthe
iPadhasled to a surge in

mobiletraffic
,

buttheir

biggestimpact is likely to be
onpricing . A wholenew

category of softwarewas
createdbythelaunch of

Apple' s AppStore
,

a

new
categorywithoutanyprior
expectationsasto price.
Prior to 2008

,

customers
considereda £50
wordprocessing package relatively
cheap ,

andwouldexpect to pay a tennerfor a

casualgameonCD-ROM . However
,

the

experience of buyingsoftwarefora smartphone
feelssodifferent

,

soimmediate
,

thatsuch

preconceptions
evaporate ,

and
through a

rapidevolutionary
processpricesfor
appshavesettled into

a fairlynarrow
,

low
range . Thisevolution

wasextendedfurtherbythelaunch of theiPad
,

whendevelopersdiscoveredthatuserswould

pay a slightlyhigheraveragepricefor " HD "

versions of theirapps.
Theproblemforwebservice

providers is thatappsarenow
sowidelyusedthatyour
averagecustomer is likely
to

havehadfarmore

experience of downloading
fromtheAppStorethan
of buyingonline

,

which
meanstheirprice
expectationshave

fundamentally changed
downwards . Whatmighthave
seemedgoodvalue to JoeBloggs a

fewyearsagonowfeelstooexpensive.
Yourwebsite is

furtherhamperedbythefact
thatyourcustomerswon't benefitfrom a

" one-click "

purchasingsystemsuchasthat
builtintotheirApple or Androidphone . Allof

a
suddenhaving to log in to PayPal ,

or type in

Ladders
StevenCoveydefines

management astheprocess of

efficientlyclimbing a
ladder

,

butleadershipasensuring
theladder is proppedagainst

therightwall . I feel a bit of

a twitforclimbing thewrong
ladderbynotnoticingthat
myaudiencewasmoving

elsewhere!

creditcarddetails
,

becomes a turn-off.
As a result

,

conversion ratessuffer
, leaving

thosewebsiteownersthathaven'
t

noticedthe
move to mobilebrowsingscratchingtheir
heads . Websiteownerslikeme

,

thatis.
Although I wasfullyaware of theshifton

ourcandle-making site
,

it neveroccurred to

meuntilrecentlythat it wouldbeeventruer
forPassYourTheory.org.uk , mydrivingtheory
testsite

(I

stillhavethebruisewhere I slapped
myownforehead

)

. Regularreaderswillknow
that I' veinvestedhugeenergy in optimisingthis
site

,

andthat it' s profitable however
,

visitsvia
mobiledeviceshaveincreasedby a

factor
of

fiveoverthepastyearandthesiteisn' t

optimisedforthem
(

it employsFlash
,

whichexcludes the50%% of
visitors

usingAppleproducts ).

-What' s more
,

itspreviously
competitivepricesthatstart
from£3.49nowsound

expensive to visitorswho
areused to payingnomore
than£1.99forapps.

I' ll bespendingthe
nextfewweeksre-evaluating

PassYourTheory.org.uk . I

stillthink thesitehasplenty
goingfor it

,

butthequestion
is whether I canfind a newly

profitableformat . I feelthatPassYourTheory.

org.uk is at
a

crossroads : in 2011
,

I' ve

rejigged it to be a much-improvedweb
servicethatmakesmoney ;

2012willbethe
year it goesmobile.
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