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STUDY GOALS

Upon completion of this unit, you will know ...

... how successful ads are designed and placed on Google.
... the search engine advertising process.
... how to create keyword lists that match search queries.
... how to set up campaigns in Google AdWords and ensure their success.
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2. Google Ads

Introduction
In search engine marketing, Google and its advertising network Google Ads are the ‟weapon of choice” in Germany. With a market share of over 95%, Google has dominated the German market for years. For this reason, the following lesson will focus exclusively on the Google Ads user interface and advertising network. For advertisers to succeed, it is essential that they know and are able to use the Google Ads system, its tools and its functions, as well as complementary external tools.
We will demonstrate how campaigns can be created within the user interface, what needs to be taken into consideration, and how to apply the principle of keyword marketing. We will also cover how to conduct keyword research and how to align and structure ads using these search terms. Moreover, the technical aspects of how search engines gather the IP addresses of their users are discussed, as is the functional principle behind search engines. Success in search engine marketing also depends on the goal of the ad. An advertiser will lose customers if the website to which the ad links is not well designed, even if the ad sparked the customer’s interest in the first place. However well-designed an ad may be, it is merely a link to an offer page on which the conversion proper is carried out.

2.1 Introduction and Basics

The following case illustrates how to get started with search engine advertising, taking as its example a tour operator’s marketing manager who is tasked with marketing a new product: diving trips to various destinations. The marketing manager knows that search engine marketing consists of search engine optimization and search engine advertising, and they deliberately chose the SEA channel so that they can view and measure the results directly. They have never used Google Ads before, but by creating their first campaign, they will learn the basics of SEA.	

Pelzer and Gerigk (2018, p. 217) have created a checklist that can help in verifying whether an individual is ready to get started as an advertiser. It is important to know what the campaign’s budget is for the period: as a maximum daily budget must be set for the campaign. Next, it is necessary to check whether the website performs well in terms of load time, design, structure, and content, as well as whether it is ready for new visitors acquired through Google Ads. The website should have a form to assist and capture new prospective customers, such as a newsletter sign-up form, for instance.	


The advertiser should also be clear about the ad targeting they want. Have they decided on the target regions and languages in which they plan to run their first campaign? Their offer should also be clear. What products, offers, and services are they going to advertise? It is only once these questions have been clarified that they can write targeted ad texts and know which ads they want linked to which target pages on their website. Clearly defining the goals from the outset is also important. Is the goal to generate visitors who view the content over a longer period of time, to receive inquiries or registrations through an online form, or to sell products via an online store? An advertisement should specify what the searcher interested in the company should do on the webpage at hand.

For their first campaign, the advertiser must start by logging into their Google Ads account so they can access its interface. Essentially, a Google Ads account is the advertiser’s administration portal within the Google Ads advertising system. Once they have registered for free with a Google email address, they can access their personal account and the features of the Ads system, where they can later view, manage and evaluate their ads and campaigns in a straightforward manner. The marketing manager in our example already had a Google email address. Without this, they would have had to open a Google email account for Google Ads services as well as Google Analytics services.
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The Google Ads portal looks like the example in the following figure. The account shown in the figure has already been used for several campaigns, as can be seen. A list of statistics for a selected period is displayed at the top, with past campaigns, keywords used, and other details about past campaigns shown below.	
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	Comment by Johnson, Lila: Please only translate graphics in the separate graphics file.
[image: ]


Choosing ‟Campaigns” in the left-hand tab, the plus sign, and then ‟New campaign” will launch a new campaign. As shown in the following figure, the tab is located on the left-hand side of the Google Ads account.

Google Ads
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The system then asks for the campaign goal and type. The following diagram illustrates this step in the creation of a campaign. Here, the advertiser can make a decision depending on their campaign goals. Because one of the goals pursued by the tour operator in our example is directing potential customers to the subpage of the company website on which the travel offer is advertised, from which the potential customers can proceed to make a booking, the campaign type ‟Website traffic” is a suitable choice. However, the settings for this are predefined by Google in order to guide its users. “Create a campaign without a goal’s guidance” should be selected if the goal is to have full control over the campaign. In their reference work on Google Ads, Pelzer and Gerigk (2018, p. 218) explain how this is not a matter of the advertiser having no goals or launching a campaign without goals. Instead, it enables them to learn more about the various settings available for a campaign, and better understand their impact, by manually adjusting the basic settings. Additionally, caution should always be exercised when Google Ads offers automated settings: “The system is only as good as the preliminary work you have done. Test the automated settings later on, after you know more about their effects and want to optimize your campaigns, keywords, ads, and ad groups” (Pelzer/Gerigk 2018, p. 219).	Comment by Jennifer Caisley: As per Google’s list of campaign goals	Comment by Jennifer Caisley: As per Google’s list of campaign goals
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The campaign type ‟Search” should be selected for the example because the advertiser wants to place text-based ads in the Google search results that are displayed to users in their keyword search results.

Different Types of Campaigns

When a search network is selected, the ads will be displayed on all Google search results pages that are eligible due to the geographic targeting of the campaigns, whether www.google.com, www.google.de, www.google.ch, www.google.at, etc. Otherwise, the campaign type depends on the design of the ad. A banner ad can, for example, be selected for display in a display network, i.e., on various partner sites, depending on its content or context. Moving image ads can be created and displayed in the partner network YouTube and several other display networks when “Video” is selected. The “Shopping” type allows the “easy creation of ads with product information” (Pelzer/Gerigk 2018, p. 225). Shopping ads are different from traditional search network ads not only because they appear separately on the search results page, but also because they look different. On Google Search results pages, Shopping campaigns catch the eye immediately because they contain product images (cf. Pelzer/Gerigk 2018, p. 225). 	




Discovery ads are displayed in Gmail, YouTube, and Google Discover. The purpose of app ads is to promote and ensure more downloads and installations of Android apps, with these ads displayed in the Google search network, the Google display network, and the Google Play store. Smart ads are designed to save advertisers time and can either be predefined or adapt automatically. The ads are displayed based on an algorithm that determines when and where it makes sense to do so.
In the example campaign, ‟Search” is entered as the type and the system then asks again for the goals. Here, ‟Website traffic” should be selected and then the domain of the company’s home landing page should be entered first. This is followed by a page where the advertiser can enter ‟General information”, as illustrated in the following figure.
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The first step is to choose a campaign name, which should be logical and well-structured. When the account gets filled up with several campaigns, this is the only way to ensure order and clarity.
After that, the advertiser determines which networks the ad will appear on. Unfortunately, in the partner search networks, an ad’s appearance can only be switched on or off completely. Currently, it is not possible to allocate proportions of campaigns to individual providers within the display network.
As the purpose of a pure text ad is to be displayed to search engine users explicitly looking for travel offers, the search network is chosen as the sole example here. Partner sites in the display network are a good way to easily increase campaign reach without much effort, however, practical experience has shown that it is advisable to limit the advertising measures only to Google Search and not to include partner sites, both for small budgets and for demanding conversion targets. Through targeted evaluations, it is often found that “advertising partners cannot keep up with the performance of Google search engine ads in terms of clicks and conversion rates” (Pelzer/Gerigk 2018, p. 228).







URL
Uniform Resource Locators identify and locate a resource, such as a web page, using the method of access and the location of the resource in a computer network. Consequently, it is an address that points to the location of a file on a server and retrieves it.

On the “Show more settings” tab, you can set the campaign’s start and end times. In this example, a fictitious maximum budget of 450 euros is allocated over a three-month period. An independent tracking tool can be implemented in the next window, shown in the following figure. On a technical level, this functions via a URL, as each click on an ad is also sent to that URL so they can be recorded separately. As such, the advertiser can gather their own data independently and through external tools for their own evaluation, independent of Google.	Comment by Jennifer Caisley: As per screenshot of EN Google ads account
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The next step is to select the geographic output and the language of the ad. A visual representation of this is also depicted in the illustration. This is the major advantage that a Google Ads campaign has over other (online) forms of advertising. As a result of Google’s large volume of user data, it is possible to target ads very precisely to location and language. As a consequence, even advertisers with small advertising budgets can use their budget efficiently. Combining location and language selection provides many opportunities for creative ad placement. An advertiser can place a campaign for German-speaking users in a specific country outside of Germany, for example. The geographical and language restrictions give advertisers precise targeting options in this respect.

Since the tour operator in our example cooperates with German-speaking partner companies abroad and has flight contingents on airlines departing from German and Austrian airports, it hopes to target customers from German-speaking countries.


In the advanced search, locations can be selected or excluded for ad placement, depending on the selection made. “Exclusion is quite common in practice because such considerations play a role in the location strategy, especially for products and services whose physical location has a decisive influence on the further actions of a potential customer” (Pelzer/Gerigk 2018, p. 230).

The tour operator in our example would be keen to incorporate the location of Switzerland into their campaign, but only those locations within Switzerland where a trip to German or Austrian airports would be theoretically feasible for their customers, and only those locations in which residents also speak German. In this way, cantons like Geneva or Valais could be excluded. Afterward, the pre-set “English” next to the selection “German” must be removed when the language is chosen, to ensure that only German-speaking users are targeted.

Subsequently, the advertiser must input their budget. It has been specified that a daily budget of five euros is to be applied over a period of three months. The advertiser, therefore, enters five euros in the field provided. For the delivery strategy, a choice can be made between ‟Standard” and ‟Accelerated”. The latter issues an ad for each search query until the budget is used up, while ‟Standard” distributes the daily budget evenly throughout the day to ensure that there is still sufficient budget for search queries in the evening.

The Various Bidding Strategies in the Ads Account

The next field regarding the bid strategy, illustrated in the following figure, is particularly important. The bid itself constitutes the maximum amount that the advertiser is willing to spend per click. If an advertiser generally works with low maximum bids, they also risk receiving only a few clicks, as the ads will then either only be placed in lower positions or, in the worst case, not be placed at all. With higher bids, it is much more likely that an ad will be viewed, and more clicks on the ad achieved as a result. At the same time, however, the advertiser risks paying unnecessarily high amounts for these clicks. The different bidding strategies also entail very different approaches to achieving their respective goals.

Pelzer and Gerigk (2018) recommend starting with the manual bidding strategy because automated bidding strategies would only make sense ‟once conversion goals have been created and achieved in a statistically signiﬁcant number” (Pelzer/Gerigk 2018, p. 217). With automatically enhanced CPC, the ad system can increase the bids for certain keywords that have achieved conversions in the past and reduce the bids for keywords that have not. This voids the maximum CPC set. In the future, after the system has gathered enough historical data and conversions are working reliably, this bid strategy can, however, be used.	Comment by Jennifer Caisley: As per official Google terminology

Google Ads






The advertiser must tie their account to the free Conversion Tracking tool or the web analysis service Google Analytics to be able to track these critically important conversions. When this has been achieved, the Google Ads system can reliably collect values with which the performance of the ads and the associated bids can be recorded and evaluated.
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Pelzer and Gerigk (2018, p. 218) present an overview of the different bidding strategies and distinguish them from each other:

· Target CPA
CPA is an abbreviation of cost per acquisition. The target CPA allows an advertiser to determine what a new customer (more precisely: an important conversion) may cost. If, say, 30 euros is entered for this, the system has been instructed to spend a maximum of 30 euros on clicks to generate at least one conversion.



Conversion
A conversion is recorded when someone interacts with the ad, e. g., clicks on a text ad or watches a video ad, and then performs a specified action. This action can be an online purchase, a download, a newsletter subscription, or a call to the company in question using a smartphone.	Comment by Catherine Diallo: There seems to be an error in the original, (jemand/ein Interessent). Please verify. 

· Target ROAS
The acronym ROAS stands for return on advertising spend. ROAS, therefore, refers to the relationship between advertising costs and the profit from a conversion. However, this strategy only works if a certain conversion value is transferred during a conversion. For example, a target of 500% ROAS would mean that five euros of revenue must be generated for every one euro of Google Ads advertising.
· Maximize clicks
By using this strategy, Ads generates as many clicks on the ad as possible within the budget provided. A link click alone does not guarantee a sale, so this strategy is dangerous. In addition, this strategy can result in Google using cheaper keywords to increase click numbers. These keywords may be less relevant than other keywords in the advertiser’s keyword list, which will now be completely ignored.
· Maximize conversions
In principle, a good strategy consists of maximizing conversions, i.e., defined customer actions. There must be enough conversions, however, for Google to construct the strategy based on solid statistics.
· Target search position	Comment by Jennifer Caisley: Has now been retired from Google Ads options, but this former term can still be found via an online search
In this strategy, the bids are always adjusted by Google so that certain positions are reached. The most common purpose of this strategy is to achieve and maintain top positions on the search results page, but the strategy can also be used to avoid being at the top.

As the example campaign has only just been launched, meaning that no conversions have been achieved and Google, similarly, is unable to draw on empirical values from previous campaigns, the option “Select a bid strategy directly” should be chosen, at the bottom of the budget field. Subsequently, the bid strategy “Manual CPC” is set, as depicted in the following illustration. Now, the box “Help increase conversions with Enhanced CPC” should be unticked.	Comment by Jennifer Caisley: See e.g. https://www.storegrowers.com/google-ads-bid-strategy/
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In the advanced settings, the output time for the day can now be set. This is only useful if the surfing and buying habits of the target group in question are known. In this case, several time windows can be entered for each day. Otherwise, it is recommended to leave this variable set to 24 hours a day.


2.2 Structural Aspects
Although the first campaign has now been created, it cannot yet be launched. As the next step, it is necessary to create an ad group that contains at least one text ad and one keyword. A look at the Google Ads account structure in the following figure will demonstrate how ads can be grouped within campaigns. The next step is to create the ad group, followed by the ad itself. A good, clear organization is especially important here. Ad groups and campaign titles need to be logically organized and structured, which pays off in the future. It is possible to edit ad group names later, but this can result in data loss within tracking tools. The titles should establish a clear and concise understanding of what each ad group contains, even for those without the necessary expertise.
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Important settings as geo-targeting, time-dependent ad placement, or daily budget are not controlled at the level of the ad group, but rather at the level of the campaign. As a result,  it is important to bundle together those ads that are ‟aimed at the same regions and switched on at the same time as well as share the same budget”. (Pelzer/Gerigk 2018, p. 246). Due to this, it would not make sense to include all the ad groups in one campaign, since these important settings variables for the various ads would otherwise be lost.

It is also important that the ad texts themselves match the keywords being bid on to some extent. If the ad is issued, the search terms entered by the user in the search field are bolded on the ad in their results list.

In our example of the tour operator, it is important that the text ad not only integrates the destination and the offer, but also the detail that this is a diving trip. A possible ad text could read: “Diving trip to Bali?—Book now for only 500 euros”. The subject of the ad text is discussed in more detail below.

It is also crucial to provide the right redirection from the right ad. If, in the example, the user is looking for a ‟diving trip to Bali” but is then only directed to the tour operator’s landing page instead of directly to the sub-page that offers their diving trip to Bali, it may be the case that the user leaves this page immediately, possibly even being annoyed that they were not taken directly to the desired page. This would require the user to find their feet on the website, and they would not be guided easily to the page they wanted to see. The chance that they will return to the search results and click on a competitor’s ad is very high.

Default Bid 
The default bid is a maximum CPC applied to the entire ad group, i.e., the maximum amount that a click on each ad in this ad group costs.

Following the field for the ad group name, there is one for the default bid, and a field for keyword selection. The keywords can be edited and created much more easily and extensively via the user interface once the campaign is complete, but the wizard itself requires some keywords to create the campaign. A Google Ads assistant tool is available for this purpose, as shown in the figure below. Using this tool, you can enter the target homepage or some of the products on offer, and the tool will then suggest obvious default keywords for that content. These should be used along with some of the suggested keywords.
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The suggested keywords will not be the ideal keywords yet and they can be changed at any point subsequently. However, they are needed to set up the ad group.

The Ad Text

The basic structure of each text ad is very similar to an organic, non-paid Google Search result. The large headline consists of two separate ad titles, followed by a displayed URL and a slightly longer ad text. This basic scheme applies to every text ad in Search results. More and more extensions are added to this basic structure, which will be discussed later. The following figure shows the setup window for the text ad. On the right side, three different previews of how the ad will look in the search network later can be displayed.
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Standards Just as a newspaper editorial office has its standards, with their rules stipulating how articles are written, punctuation is used, and so on, Google has defined standards for its ads. These standards can be viewed in the Google Ads Help.

In principle, Google asks users to adhere to the applicable spelling and grammar guidelines. Therefore, unnecessary capitalization (“BOOK TRIP NOW”), the disproportionate use of special characters (“!! Book Trip Now !!!”), intentional misspelling, unnecessary repetition, improper spacing or improper special characters (emojis or similar) are to be avoided. As a guideline, an advertiser can follow the Duden German dictionary and the rules of German spelling and grammar. This minimizes violations of the standards, which can be consulted if uncertain. Google itself has clearly summarized its editorial standards regarding ad texts placed via Ads and also compiled a list of no-goes (Google Ads 2021a). Pelzer and Gerigk summarize the requirements of an ad text as follows: “Precise, targeted, convincing should be your minimum requirements for every text ad” (2018, p. 255). When drafting the ad text, an advertiser should observe the following six steps, which Pelzer and Gerigk set out in their work for an advertiser’s consideration (cf. 2018, p. 256):




1. Special strengths
What distinguishes the advertiser from other companies, and especially from its competitors? This could be speed, quantity, or quality: it needs to identify the advantages it can communicate.

2. Prices and offers
Experience has shown that, for many industries, ads work well if they include specific prices or offers. This way, the potential customer can see at first glance whether the advertiser is offering the desired price or possibly an even lower one.	

3. Calls to action
The ad should explicitly state what the potential customer should do upon clicking on the website, such as “Buy now”, "Register here, or “Request a free quote”. This conveys what action is expected from the user after clicking on the ad. 
It is best to avoid using phrases such as “Click here” or similar slogans, as they are of a more trivial nature. As a rule, phrases of this kind are also rejected by the Ads system.

4. Keywords
It is recommended to mention the search term or the topic of the ad group in the title of the ad. If possible, at least one suitable, representative keyword should appear in the ad since the words from the user’s search query appear in bold in the ad. The more keywords that match, the more eye-catching the ad will be since a greater proportion will be bolded. On the one hand, this method is more likely to draw the searcher’s attention to the ad, and on the other hand, it has a positive effect on the Google Ads algorithm’s rating of the ad.

5. Coordination with the target page
As already mentioned in the structural factors section, the link of the ad should always point to the target page with the right product. Directing the customer only to the company’s main domain can cause confusion or annoyance on their end. After all, the customer wants to be directed directly to the desired product.

6. Testing ad variants
More than one ad should always be created for each ad group. This is also the only way to ensure that the advertiser get closer to the optimum ad. Google itself therefore recommends creating at least three ads per ad group so different ad texts can be compared with each other. These comparisons are also referred to as A/B tests.

Displayed URL

In the next field, the “Displayed URL” is entered. This differs from the actual URL to which the ad redirects. The “Displayed URL” or “Displayed path” also contains the domain name of the target website, ideally along with a file path that matches the topic and the keywords. At this point, however, the advertiser is subject to a character limit of two times 15 characters.
For this reason, it is advisable for advertisers to choose content in their ad text that can fit within the URL character limit. It is important to note that this is the URL displayed later in the ad, not the actual URL to which a potential click is directed. Since the actual URL can be significantly longer and more cluttered, it makes sense to distinguish between the displayed URL and the actual URL. In many cases, the actual URL will exceed the size offered by the ad.













































A/B test
A test method for evaluating two variants of a system, in which the original version is tested against a slightly modified version. It is used for software, web design, and online marketing











To illustrate and justify this function, Pelzer and Gerigk (2018, p. 261) cite an example from the hotel platform Booking.com. In a Google search for the keywords ‟Hotel Vienna”, the URL ‟www.booking.com/Wien-Hotels” is displayed in the advertisement. It is easy to understand and can be viewed in a clear manner. However, for both the selection function of the website and the campaign measurement to work, the actual target URL must be significantly longer. In this concrete instance, it is as follows:

“http://www.booking. com/city/at/vienna.com.html?aid=301584;label=vienna-u_PedM- jyjdTpsKEKjl- hYWgS43891532461:pl:ta:p1860:p2260.000:ac:ap1t1:neg;ws=&gclid=COPhubbP4MACFYMew- wodT04AuA”.

It is clear that this URL not only contains a different page path but also a variety of other URL parameters. The parameters can be necessary for the website to function, but they can also provide valuable information for campaign tracking and analysis. Although not all parameters present in the target URL can be assigned, it becomes obvious why Google Ads must distinguish between the displayed URL and the actual URL link. The Ads advertiser mentioned in the example also runs their campaigns diligently enough to set up redirection for the displayed URL. Anyone manually typing “www.booking.com/Wien-Hotels” into their browser is redirected to a search result with hundreds of accommodation options in Vienna. However, the URL stored there looks different again:
“http://www.booking. com/searchresults.html?si=ai%2Cco%2Cci%2Cre%2Cla
%2Cdi;ss=Vienna-Hotels;iﬂ=1;label=short-Vienna-Hotels” (cf. Pelzer/Gerigk 2018, p. 218).


2.3 Technical Aspects
A potential advertiser might ask how Google considers all the criteria that determine whether or not the ad will be displayed. The system, for instance, can target its ads by geography, gender, or approximate age. IP addresses are vital to the technical implementation of this service. In order to connect to the Internet, every device needs an IP address. IP addresses are composed of several blocks of characters. Under the old IPv4 scheme, they only contained numbers; under IPv6, they also contain letters. The IP address can also be used to determine where an individual dials into the network from, as well as the type of device on which they do so (Lammenett 2017, p. 497ff.). As a result, it is possible to differentiate between desktop computers, tablets, and smartphones, which have an impact on how ads are displayed. Since different ads can be designed for different devices, or advertisers can decide to display ads only on certain devices, this information is essential for search engine operators.
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In addition to the keyword searched for, Google collects information, such as the IP address, web browser type, operating system, and the date and time of the query, for every search undertaken (Lammenett 2017, p. 497-8). Furthermore, user data is collected in all other Google applications, such as Gmail, Google Calendar, YouTube, etc. Smartphones are especially important to Google when it comes to collecting location data. Google applications query the user’s location several times an hour to create motion profiles. Additionally, users of Google products such as Search, Gmail, or Google Maps provide consent for Google to collect data with the help of these applications and use it for targeted advertising. As a result, not only search queries but also emails or searches on Google Maps can be collected and analyzed for the user’s benefit. In turn, these interests become particularly relevant to display networks. Rather than displaying ads based on the search term used in the search query, here they are displayed based on the information that has already been gathered about an IP address, i.e. the user who is currently visiting a website. Google screens all partner websites within its display network and categorizes them according to their content so the system can also classify visitors to these websites according to subject matter and serve thematically relevant ads. This is especially useful if the user navigates to websites on a different topic, as the system still “knows” about their interests and shows them a video or display advertisement tailored to their preferences.

It should be noted at this point that some Internet users conceal their IP address and location for data protection reasons. On a technical level, this is possible with the help of a VPN client. The result is that the advertising system cannot present the best possible results to these users, and advertisers have to accept a certain loss of coverage.

The categorization of web pages by Google plays an important role in the search engine’s ability to evaluate them and provide the best possible results for its users. Display advertising networks, however, also depend heavily on this process. The system wants to know how it can categorize the partner website so it can then decide which ad topics will be displayed to visitors on the website. The technical implementation of this categorization uses software called crawlers. A crawler searches the Internet for web pages and analyzes them. Crawlers scan	 






























the content of web pages automatically and then categorize them by adding keywords to each in a database on Google’s servers and archiving them, thereby categorizing them. This process is known as indexing. Crawlers work continuously and permanently. Their role is to find and index new web pages, while checking existing web pages for updates so they are always up to date with the content of these web pages.

To ensure that a user in Berlin searching for ‟bicycle repair” does not receive the same search result as a user in Hong Kong, the web content must be sorted not only based on its subject matter, but also on many other criteria, so that the search results and advertisements keep matching the users’ intentions ever more closely.



VPN Client
The abbreviation VPN stands for virtual private network and represents a technology that can securely access resources from anywhere in the world. A VPN encrypts the Internet connection and sends it via different server locations.








Crawler A crawler is software that searches the Internet and analyzes web pages. They are used by search engines to index web pages, i.e., to collect information about them and to cate gorize them based on keyword assignment.

KPI
These are key figures for the measurability of economic parameters. In the context of SEA, they make the performance of online campaigns measurable and comparable.

Combining these factors results in a ranking system based on a large number of algorithms. Google indexes websites based on many factors. More than 200 factors have been described by experts, which in turn have a variety of different values (cf. Dean 2021). Some of these factors are known, but others are secret. We will discuss some of these factors later, as their application and optimization are critical for increasing a website’s importance in the Ads system. A good value in Google’s ranking index has a positive impact on ad placement. This is referred to as the Google quality factor in the Ads system.


2.4 KPIs for SEA
By deﬁnition, KPIs (key performance indicators) are key figures that can be used to measure and/or determine the progress or degree of fulfillment of important objectives or deﬁned success factors within an organization (cf. Peterson 2005). Particularly in the area of search engine advertising, maximum transparency and an understanding of the relevant KPIs are necessary in order to optimize measures.

The predominant billing method in SEA is cost per click. Since this number can vary greatly with each individual search query, it is worth knowing the corresponding factors that determine the CPC, as well as the associated KPIs for optimizing campaigns. In principle, it should be noted that each KPI aims to provide a meaningful indication of the success of a campaign or an ad. Various KPIs can be displayed in the ads overview of a Google Ads account by editing the columns and then choosing which KPIs are to be displayed in each column. The following section offers explanations and differentiations of SEA KPIs relevant to Google Ads campaigns (cf. Kamps/Schetter 2018, pp. 56-58).

Quality Factor

The quality factor is a numerical value between 1 and 10 that evaluates the quality of the keyword, the search ad, and the landing page based on various factors, such as the relevance of the ad texts and the landing pages, or user experience, which is based on the click-through rate (CTR) and the historical performance of the account.  The quality factor also includes factors not directly related to the ad, for example, the loading time or compatibility of the target page with the end device being used.  The quality factor, in turn, has a decisive influence on the minimum bid for a keyword, or on the click price that must be paid for the same keyword compared to other advertisers. It also plays a role in the system’s decision as to who will get a certain position in a search query when bidding on a keyword	
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in an auction. It can therefore be stated that ads of elevated quality are generally rewarded with lower costs and a higher ad position. Consequently, campaigns should be continuously optimized in terms of their quality factor (cf. Kamps/Schetter 2018, p. 44ff.).

Ad Rank

The ad rank determines the position of an ad in comparison to competing ads. With the help of this value, the search engine decides whether and at what position the ad will appear. Ad rank is made up of components such as ad relevance, click-through rate, quality factor, and user experience. This means that it cannot be assumed that the ad position is assigned once and for all. Rather, it is dynamic and changes with each individual click (Kamps/Schetter 2018, p. 44ff.).

Ad Position

Ad position is the position of the ad on the search results page. It is calculated using the ad rank and is determined anew for each auction. The quality factor and the bid amount play a decisive role in positioning the ad, with a combination of these factors determining which placement is awarded to the advertisers. The first position is the highest position possible. Five Google Ads advertisements were served on each search results subpage in 2020. How many of them were above organic search results and how many were below them varied. In addition, the search results page also includes the search results and advertised products from the Google Shopping display network, which are, however, displayed in horizontal order, not in vertical order as ads are (Kamps/Schetter 2018, p. 44ff.).

Ad Relevance

Ad relevance describes the correlation between a keyword and an ad. It can have three values: average, above average, and below average. The better the ad matches a search query, the greater its ad relevance. This value is a factor in the calculation of the quality factor and is particularly important for the optimization of a campaign. If an advertiser wants to bid on a keyword, , it is essential to ensure that the ad content and content of the website that the user is forwarded to match the keyword well, in order to obtain a high ad relevancy value and, consequently, a good quality factor.(Kamps/Schetter 2018, p. 44ff.).








Keyword Status

The keyword status determines whether an ad is placed for a certain keyword or not. A distinction is made between the approval status and the system status. The approval status checks whether the keyword conforms to all the guidelines set by Ads and can go ‟live”, i.e., if it can be approved for auctions, while the system status expresses the performance of the keyword at hand. This value includes, for example, the search volume for the keyword in question or the quality factor (Kamps/Schetter 2018, p. 44ff.).	Comment by Jennifer Caisley: See e.g. https://blog.adnabu.com/adwords-keyword-status for discussion of this

Impressions and Impression Share

The number of impressions is the number of times the ad was displayed, i.e., how often the ad was displayed within user search queries, regardless of whether the user clicked on it or paid attention to it at all. The impression share indicates the proportion of insertions achieved in relation to the maximum number of possible insertions. This percentage value can be used as a good indication of how much potential for improvement still remains for the ad in question (Kamps/Schetter 2018, p. 44ff.).

Daily Budget

The daily budget is set at an early stage in the campaign creation process. It indicates how much advertising budget may be spent on average per day, allowing costs to easily be controlled. If all the defined KPIs are optimized and achieved, it is also possible to work without this budget limitation. This prevents the ads from not being placed, despite matching search queries. In other words, a daily budget can limit the ad potential, meaning it may not be fully exploited. However, it may also make sense to use this budget in order to prevent excessive undesired costs (Kamps/Schetter 2018, p. 44ff.).

Click-Through Rate

The click-through rate (CTR) is the ratio of the number of advertising impressions to the number of clicked ads. The click-through rate can be used to evaluate and optimize ads. The CTR can be increased by optimizing the ad text in terms of its tone, the way it is addressed, or by improving the relevance between the text and the keyword (Kamps/Schetter 2018, p. 44ff.).

CTR = Number of clicks on the ads · 100
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Cost Per Click

The cost per click (CPC) is the traditional currency in search engine advertising. Costs are incurred for each click on a search ad, which vary due to the auction process and additional determining factors, such as the quality factor and existing competition. This click price is shown in the account as an average value for the ad in question (Kamps/Schetter 2018, p. 44ff.). It is calculated by dividing the total costs of all clicks by the number of clicks.

CPC=Total cost of all clicks/Number of clicks	Comment by Catherine Diallo: This should be CPC, seems like an error in the original tex. 


Cost Per View

Cost per view (CPV) applies to video ads and specifies the costs for an interaction. This interaction could involve a video being played (which, as a rule, applies when the video plays for more than 10 seconds), a video being clicked, or a call-to-action element, such as an ‟overlay” or an ‟info card” (special YouTube elements) being clicked.  (Kamps/Schetter 2018, p. 44ff.).

CPV = cost number of video insertions · 100


Cost Per Mille


The cost per mille (CPM) indicates the costs for 1,000 visible video impressions. It is a value from the YouTube partner network (Kamps/Schetter 2018, p. 44ff.).

CPM = cost number of advertising impressions · 100	Comment by Catherine Diallo: I guess this should be cost for 1000 impressions? Please check.



2.5 Determine Matching Keywords for Ads
Experts advise advertisers to start by taking a common-sense approach when choosing a keyword. According to Pelzer and Gerigk (2018, p. 278), advertisers who ask themselves questions such as ‟What is my product?”, ‟What do I offer?”, ‟What do I do better than the others?”, ‟What problem does my product solve or what problem is facilitated by the product?” make the best choice at this point. A local business, such as a shoemaker in Berlin, should not only bid on the keywords ‟shoemaker Berlin”: they should also include the activity in question. As a consequence, phrases such as ‟shoes repair berlin”, ‟new shoe sole berlin”, ‟get shoes fixed berlin” etc. are of interest.

CPM
This abbreviation stands for the cost-per-mille value.












Long-Tail Keywords Long-tail keywords refer to a type of search query that consists of several keyword combinations.

In the tour operator example, ‟diving vacation Bali”, ‟diving Bali” and so on would be suitable. Whether the keywords are written in upper or lower case is not relevant at this point. Moreover, a keyword also does not have to be purchased twice to cover both upper and lower case. Auto-completion of the search entry by Google makes “long-tail” keywords, i.e., keywords that are composed of several individual search terms, especially appealing. An example would be ‟get shoes fixed berlin”. Long-tail keywords refer to a more precise search query and are especially interesting for advertisers since they can be viewed as niche keywords. For example, the keyword ‟sweatpants” will have significantly higher competition than the long-tail keyword ‟buy gray sport jogging pants”. This allows advertisers to work with significantly lower click prices and provides for more precise search queries to be picked up (Pelzer/Gerigk 2018, p. 278ff.).

The keyword planner is used to support the keyword search. The information displayed here allows users to determine which keywords have attracted a certain number of clicks in the past as well as how much these clicks have cost. Using one keyword, multiple keywords, or a pairing with the target domain at hand, it is possible to generate alternative keyword suggestions. Here is an example of the keyword planner using three products and their respective keywords. The list below contains the keyword suggestions that have been generated.
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Advertisers will ask themselves how many keywords they should use per ad. The platform permits up to 20,000 keywords to be used per ad group. However, this is not a practical or useful way to proceed. Pelzer and Gerigk (2018, p. 278) recommend using between 10 and 15 keywords per ad group. This value results from the fact that an optimum connection between the keywords, the ad text, and the target URL is necessary to move up in the algorithm’s favor. This means that the keywords should also be used in the ad text and the target URL, if possible, which will also result in a higher proportion of bold words in the ad output, as the search term is highlighted by the search engine in the search result. Sometimes, only one keyword is necessary.
Keyword Options

The keyword options tool is an important feature that is often forgotten or simply not used by advertisers. When the keywords are selected from the keyword list, various settings can be chosen for each individual keyword via the “Edit” tab. The sub-item ‟Change keyword options”







is in the drop-down menu underneath, as illustrated in the figure. Here, the advertiser has several choices as to how the system should handle the keywords used. There is a choice either to strictly adhere to the spelling of the keyword(s) and only display them if the exact same search term was entered, or to display the ad even if the keyword was misspelled or its synonyms or similar were used.
[image: ]

The default option for the keyword options is “Broad match”. This default option is also ideal for universal use because the ad is still delivered even if the search query contains spelling errors, synonyms, related search terms, or other relevant variants. A user searching for ‟buy caps for women” or “scarves for women” may see an advertisement if the advertiser’s keywords are ‟caps for women”. 
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This is clearly illustrated in the figure ‟Overview of different keyword options” (see Google Ads 2021b).

The ‟Exclude keywords” option allows an advertiser to exclude certain terms from being used and can be useful in combination with ‟Broad match”. For example, a specialty store for men’s shoes might not carry sneakers. A keyword listed with a minus sign can could be used in this context (-sneakers, -trainers, etc.). Advanced users can use a few more options.

The “Broad match” modifier allows better control of the ‟Broad match” function, and, as its name suggests, to modify it. Google Ads support explains its modifiers as follows: ‟Through this feature, your ads will only appear in searches marked with a plus sign, such as +red +shoes or variants of these terms. ‘+’ modifiers for broadly matching keywords can be assigned to any part of the search string. Additional words can appear before, after, or between the marked search terms. As an example, for broad match keywords with the modifier +red +shoes, you can receive an ad if you search for ‘red shoes on sale’ or ‘red footwear’, but not if you search for ‘blue shoes’ or ‘red hiking boots’. Search queries that include specific information are more likely to be relevant to your ads, which increases click-through rates and conversion rates” (Google Ads 2021c).

The “Phrase match” option delivers ads if the search query matches the phrase or is very similar. However, the ads will not be displayed if a new word is inserted between the words and changes the meaning. Examples of this are in the figure below. The advantage of this option is that those users with the greatest interest are reached using this exact keyword.

The ‟Exact match” option delivers ads when the search term is an exact match or similar match. The advantage of this is that those users with the greatest interest in a speciﬁc keyword are reached. The examples in the following figure illustrate the distinction from the ‟Phrase match” option.








	Overview of Different Keyword Options

	Keyword option
	Associated symbol
	Example keyword
	Ads can be delivered for search queries that contain the following:
	Example search request

	Broad match
	none
	caps for women
	Similar variants of the keyword, related search queries and other relevant variants. The words of the keyword do not have to be included in the customer’s search query.
	· buy caps for women
· clothes for women
· scarves for women
· winter headgear for women

	Broad match modifier
	+keyword
	+caps for
+women
	All terms preceded by a plus sign or very similar variants of these terms. The sequence is arbitrary. Similar variants contain terms with the same meaning. Additional words may appear before, after or between the search terms.
	· scarves and caps for women
· winter caps for women
· caps for fashionable ladies

	Phrase match
	“keyword”
	“caps for women”
	Search queries matching the phrase or very similar variants. Additional words may appear before or after them. Similar variants contain terms with the same meaning.
	· blue cap for women
· buy caps for women
· caps for ladies for sale
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	Keyword option
	Associated symbol
	Example keyword
	Ads can be delivered for search queries that contain the following:
	Example search request

	Exact match
	[keyword]
	[caps for women]
	Exact match of the search query with the term or very similar variants of the term with the same meaning
	· caps for women
· caps for ladies
· caps women
· caps ladies





2.6 Landing Pages: Turning Visitors into Customers
The design of the ad and the landing page are both important. The landing page is the target page to which a searcher is redirected when they click on an ad. It is particularly important that the link provided in the ad leads directly to the advertised product or service and not to a general homepage or information page (Kamps/Schetter 2018, p. 55ff.).


The following example illustrates this situation: an online store for brand-name shoes is running adverts for the new Nike “Air Max” shoe in pink. The provider should have the technical ability to filter the search results in their store to contain exactly this shoe in pink, and then record this customized search result using a URL. These are deep links, which are the opposite of surface links that refer to the homepage. The likelihood of a searcher leaving a website is high if they only reach the store’s homepage. The chances of them leaving are also high if they reach the overview page for Nike shoes for men and women (Kamps/Schetter 2018, p. 57ff.).
A webpage’s appearance is another important factor in the quality of the landing page. Is the layout contemporary? Are its technical aspects up-to-date? Is it mobile-friendly? In most cases, mobile device traffic is continuing to increase and has far surpassed that from desktop devices, pro rata. As a result, the website should be optimized for responsive web design and loading speed. There is an excellent testing tool provided by Google to evaluate the responsiveness of websites.	




Deep Link
A deep link leads to a specific, deeper subpage of a web presence, whereas a surface link leads to an entry page.








Responsive Web De-
sign 
Responsive web pages adjust to the device on which they are viewed.
Adaptations are then made to fit the layout and operating functions of the end device.
















Scrolling Using a sidebar to scroll down within an open window. In most cases, this is done with the mouse wheel or by using two fingers on the touchpad, but it can also be done by holding down the left mouse button while selecting the bar.

Google Ads also measures a user’s experience with the landing page. Essentially, this measures how fast and how easily a user can reach their destination within a page. This is accomplished through a combination of automated feedback and human evaluation. In turn, the ad rank itself is affected by these metrics, and the click price is impacted, as well. A well-designed and easy-to-navigate homepage benefits not only the user experience, but also the advertiser’s ad costs. Google has also created a list of recommendations that website operators should consider in order to improve user experience on their website and increase its ranking in the long-term.

According to this list, the landing page content should match the ad text and keywords. Content should be relevant: if there is a particular product at play, users should be directed to the specific product page, not to a general product page. If the topic at hand is general, such as a comparison between different products, the link should not direct the user to a specific product (see Pelzer/Gerigk 2018, p. 228ff.). Additional information relevant to the product also increases the quality of the landing page.

In general, landing pages should be trustworthy and transparent. The company’s field of activity should be clearly communicated and all the pertinent data should be available. Users should be given a clear description of the products or services before they are asked to fill out a form, and they should also have easy access to the company’s contact information. The purpose for which data is stored should be communicated, if data is indeed being stored. The ads should be clearly separated from the rest of the landing page content in the same way that search engine ads are separated from organic search results. As mentioned earlier, a good, user-friendly structure is also vital. Users should be able to quickly locate important information and order the products they desire. Pop-up windows impede navigation and should therefore be avoided. Minimizing scrolling to reach important content is advised. In this context, the term above the fold is also used—that is, placing important content so a user can view it without scrolling. Landing pages should also load as quickly as possible. Mobile users will benefit from a low-data version. There are numerous free online tools for testing website loading times, which also offer tips on how to improve the loading time of the web page on mobile devices.

 (
Google Ads Manager is the tool 
used 
to plan and run ads. A good structure within the campaigns, ad groups, ads
,
 and keywords 
is
 particularly important 
for advertisers to keep 
every
thing under control
. 
It is essential to optimize
 the ad text, the selected key
words
)Summary
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and the target page being advertised. Google Ads Manager allows advertisers to analyze keywords in order to determine their expected cost factor and search volume by users and to decide whether to bid on them.
In general, search engine ads are billed based on clicks. Nevertheless, the click price is determined anew by the advertiser for each search query, and the prices are dynamically adjusted in an auction process. The ad will then be displayed in the appropriate position in the user’s search query, primarily depending on the bid amount for the keyword. The ad’s position is not determined solely by the bid amount: this quality factor is impacted by a number of other factors, as well. Google uses the quality factor to measure the quality of the ad and the target page, such as the quality of the landing page’s SEO.

In 2020, Google’s Search results page displayed five ads per page, with these ads resembling the organic search results but being marked as ads. Advertisers can view, plan, and evaluate their ad performance using key performance indicators (KPIs).

Using the keyword planner, the advertiser can plan a campaign’s keywords in advance. By determining a keyword strategy, it is specified whether users should only be served ads when they search for the exact terms suggested, or for similar or related terms as well. It is particularly important for advertisers to design their target websites in such a way that users can reach their desired destination quickly and easily so they can profit from the ads they place. To increase the proportion of visitors taking the desired action on the website, the page must be optimized based on several factors.
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STUDY GOALS

Upon completion of this unit, you will know ...

... how extensions can be appended to ads in the search and display networks.
... how to work with sitelinks and other product extensions.
... which additional functions the Ads system offers.
... what the peculiarities of mobile ads are.
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6. Ad Extensions


Introduction
Users can always define and set up ad extensions when setting up search network ads and display network ads. By providing additional information, they generate further opportunities to address the user, or, in other words, increase the likelihood that the ad is noticed at all. There are many different extensions, all aiming to display the ad more prominently in the network and improve visibility among users. Additionally, the extensions can provide users with relevant information, increasing the likelihood that they will click on the advertisement. Placing ads with extensions is generally not more expensive than placing ads without extensions. Ad prices remain the same, and only clicks on ads or extensions incur charges. A company’s products and services will determine if an extension can even be considered. Furthermore, extensions will display differently depending on the output device: they may look different on a smartphone or tablet than on a desktop computer. Moreover, smartphones output fewer extensions, in practice, due to the limited space available. A high ad rank needs to be reached for extensions to be shown. While Google does not commit to specific positions, the top ad positions must be reached for the extensions to be displayed. The relevant ad extension categories are listed below.

6.1 Sitelinks and Google Merchant Center
Sitelinks and Google Merchant Center ad extensions are among the most relevant. The following section explains the core functions of both categories, specifies their subcategories in more detail, and shows the value they add for advertisers.
Sitelinks
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In addition to the standard ad link, sitelink extensions can be integrated into an ad, too. Usually, these additional links appear below the ad text of search network ads and include deep links, i.e., links to subpages of the target website. These subpages all have a thematic reference to the ad or the advertised product. As the following figure illustrates, they are characterized by the fact that they provide additional information. The link text for each sitelink can be no longer than 25 characters. The target URLs should not be duplicated and must also be different from the main URL. Sitelinks may have additional text descriptions, which should not exceed two lines of 35 characters each. With “dynamic sitelinks”, Google itself searches for links that fit the theme of the ad and the page.	
 (
www.iubh.de
)
 (
www.iubh.de
)
Ad Extensions





[image: ]

In addition to sitelinks, there are numerous other ad extensions, such as ad extensions that provide additional information, known as callouts. Callouts are designed to increase interest by providing more details. These details should be relevant to the product, such as free shipping or customer hotlines. There is a limit of ten callouts per ad, with a length of 25 characters. Depending on the device on which the ad is displayed, different numbers of callouts are displayed. This figure illustrates a callout extension.
[image: ]

The product’s attributes or characteristics are highlighted in snippet extensions, which take the form of a list and follow the ad description text. Types, targets, services, and models can be selected. Mobile displays only one of these titles, while desktop displays up to two.	






It is better to have these titles defined as much as possible because the algorithm selects those that perform best. An example of an ad’s snippet extensions is shown in the following figure.
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Price extensions show a price in the ad itself, giving the user a tangible offer, as shown in the following figure. Advertisers can define up to eight different price extensions.
[image: ]

The promotion extension is similar to the price extension. As the illustration below shows, it draws attention to discounts or similar promotions and stands out from the rest of the ad. The link leads directly to the subpage of the target website that contains the offer.
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The seller ratings extension automatically adds seller ratings by previous customers to the ad. The star graphics, in particular, make this extension stand out from the rest of the ad, as can be seen in the following figure. However, since the advertiser does not select the ratings or the extension themselves, they should also ensure this is something they want and have the appropriate ratings for. Otherwise, the option can be disabled in their Ads account.
[image: ]


By default, the extensions can be found in a Google Ads account under the “Ads & Extensions” tab on the left-hand side, as shown in the following figure. The tab that opens indicates the different extension forms. Whether they will be output later is always determined by the quality factor, which evaluates how well the ad and the respective extensions fit together. In addition, a high ad position must be achieved for them to be output.
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Google Shopping and Google Merchant Center

Google Shopping offers an excellent way to promote products through product extensions. It is not a display network in the traditional sense, but it is often referred to as one. Google Shopping is a price search engine and therefore a particular type of search engine advertising. Since its users have already decided to make a purchase in general, these search engines are characterized by high conversion rates. All the user needs now is to find the best price. To this end, the search engine compares all the online store prices it can find. In terms of technology, this is undertaken through the price search engine’s API, to which online retailers link and send product data. As a result, this model cannot be compared to the classic SEA auction model because billing is not bid-based, but rather determined by the cost-per-click model. As a result, the direct traffic from the price search engine to the online store in question is billed. Cost-per-order models are sometimes used.

Price search engines are a new business segment that Google discovered for itself in 2013. The previously free product search portal ‟Froogle”, later renamed ‟Google Product Search”, became a fee-based service called Google Shopping. The market for price comparison engines has changed dramatically since then (Kamps/Schetter 2018, p. 249ff). Google’s price search engine outshines others not only because of the immense user numbers and popularity of the search engine itself but also because of its universal search approach. Its shopping products are additionally displayed in the normal web search results, which leads to much higher visibility. At the same time, the price search engine also serves as a display network for Google Ads search engine ads.

Price search engines are a part of the Bing search network, as well. As part of Bing Ads, advertisers can also run their ads via Bing Shopping. This way, campaigns via these search giants’ two price search engines benefit from a high reach compared to the traditional price search engines.

Google is probably aiming to shorten the buying process even further (Kamps/Schetter 2018, p. 249ff). In 2017, the Google Buy button entered its beta test phase in the USA, allowing users to complete their purchase from the search results directly, without having to be redirected to an external provider first. This gives Google full control over the entire customer journey.

Experts predict that only those who offer dynamic pricing tools like Google Shopping will be able to survive in the search engine market (Kamps/Schetter 2018, p. 249ff). An advertiser can then impact click prices in an automated manner, which was not possible before. Before, an advertiser could influence only the removal or addition of products. Dynamic pricing







tools make it possible to generate different prices for different platforms or to adjust prices dynamically. It is not about achieving the lowest price possible, but about maintaining the highest price that the market and the company’s margin on the product allows. Eventually, price comparison search engines will likely transform into marketplaces with their own shopping carts, similar to Google’s Buy button concept. The price search engine Idealo, for example, is already listed on Google Shopping as its own provider. Obviously, this is a disadvantage in terms of the ability of a company’s own online store to sell products, since the price search engine is in direct competition with it, but the development has the advantage that it strengthens retailers against the dominance of Amazon  (see Kamps/Schetter 2018, p. 249ff.).	

The market shares of the individual portals vary wildly, just like the search engines. Major portals include Idealo, Billiger, Geizhals, and Stylight. Depending on the product focus of the search engines, their presence differs greatly. Providers with a focus on electronic products, for instance, have a very tech-heavy appearance, while fashion providers have a more design-minded appearance.

Generally, the traffic that comes from these price search engines is of high quality and offers helpful supplement to SEO and SEA for online stores. Usually, online stores are already in direct competition with price search engines when it comes to SEA and SEO for their products. For this reason, it makes sense to cooperate with price search engines. Many large price search engines already have excellent SEO visibility, significant Google Ads budgets, and strong traffic generated from social networks. By making their own websites visible on price search engines, online shops can only increase their visibility.

To use price search engines effectively as an online shop operator, a number of aspects must be optimized. The shop’s data should be provided in the format that is desired by the price search engine. These product feeds should include comprehensive product descriptions, detailed size information, product images, transparent shipping costs, temporary discounts, and current price reductions, for example. As with providers of traditional search engine ads, the data made available can also be analyzed and optimized. A particular range of products can be paused if its price is not competitive, or individual products can be removed from the offer if they bring traffic but no sales. Several tools are available for this purpose, with BeezUp, Channel Pilot, Feed Dynamix, FusePump, and Lengow among the most widely used (cf. Kamps/Schetter 2018, p. 249f.).

Google Shopping requires that an online store have both a Google Ads account and the Google Merchant Center in order to be able to place its products there. Through the Google Merchant Center, retailers can integrate entire product lists into Shopping by using data feeds. As shown in the following figure, a Google Merchant Center login is required in order to use Google Shopping.













Ad extensions





[image: ]


Once the registration process has been completed, the data can be uploaded using Excel or Numbers files. Google specifies the table structure. A detailed explanation can be found within Merchant Center. Standardized columns such as “Title”, “Description”, “Price”, “Link”, “Image_Link”, etc. need to be included in the tables. By linking the Ads account with the Merchant Center and uploading and updating the product feeds, an advertiser can both benefit from Google Shopping campaigns within the Ads system and display products in the shopping results. In essence, these Google Shopping campaigns run similarly to the regular ads in the search network, except that here, no ads are created, but products or product groups must be assigned instead. Individual products are now bid on instead of keywords. Keywords, however, remain important. 











Keywords are still responsible for displaying the product ads in question in the shopping results. Similar options are available as for search network keywords. However, only the maximum click price for the individual products is set, and the auction determines the most advantageous position among the competitors for the same or similar products. To do this, product groups must be created, which are used to determine the bids. This graphic illustrates the performance of individual product groups in a Merchant Center account.
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6.2 Local Ads, Google My Business, ROPO

The integration of online and offline channels is becoming increasingly important (Marktforschung.de, 2021). This is also reflected in search engine advertising, where online and offline advertising are ever more combined. Local ads, Google My Business, and ROPO are presented in this context as extensions to ads.
Local Ads

Retail stores can use local advertising to increase customer numbers. Due to the location-based nature of the ads, they can be placed for a general vicinity and are thus effective for drawing attention to local businesses. In addition to Google’s search and display networks, local ads can also be displayed on YouTube and in Google Maps. Google Maps is of particular interest to advertisers. Users of Google Maps who search for something are presented with a list of matching stores in their area and a map of these stores’ locations. Ads placed here are displayed at the top of the list (Pelzer/Gerigk 2018, p. 84ff.). Images and
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logos can additionally be included in the ads on Maps. The first step in creating a local campaign is to activate location extensions in the relevant Google Ads account, before entering the business address or the various business locations. The campaign can then be created. As with any other campaign, a daily budget is required, and the ad text can be customized using various modules. In order to increase the visitor rate, it makes sense to include offers in the ad. To ensure that the viewer of the ad knows exactly where the business is located, the regional reference should always be made clear in the ad title. It is necessary to have a Google My Business account to enter the business properly and, most importantly, to track the business visits as conversions later on.    

Google My Business

To use the free Google My Business service, an advertiser can sign up with a Google email address and manage their business information from there. It is helpful to think of the business entry via Google My Business as an entry in a business directory. However, this service is free of charge and can be edited 24 hours a day. Thus, My Business, previously Google Places, is a good way for an advertiser to advertise for free. Their business is still displayed in the search queries and on Maps, even if they have not launched a local campaign via Google Ads.


Google My Business now contains numerous additional functions. For example, a booking option can be integrated, allowing services to be performed directly from the business entry (see Pelzer/Gerigk 2017, p. 84ff.). Local businesses that do not yet have their own web page can create their own page quickly and easily via My Business. The simple modular system used by Google My Business enables even individuals without any programming or web design knowledge to set up a solid website that can go live immediately.
As with the business directory entry on Google My Business, the service is completely free. Businesses receive a free domain from Google, following the pattern “company name.business.site”. If the advertiser wants a .com domain, they must purchase this.

The customer reviews displayed on My Business are also a helpful representation of businesses. Advertisers should explicitly request them from their customers since they can help the company to stand out from the masses of business entries. Reviews are something personal and are used as a reference by interested users (see Pelzer/Gerigk 2017, p. 84ff.).

One method frequently used by users to select a business from among various competitors is to look at the average ranking of customer reviews. Therefore, advertisers should focus on obtaining 







Go Live
In the programming and web agency world, the process of making a fully designed or conceptualized product available on the Internet is referred to as “going live”. When a website goes online, it is “live”.







positive reviews at all times. Displaying a large number of pictures can also help them to stand out on My Business. In short, the more maintained the business proﬁle, the better. Lots of review entries, updated opening hours, links to their company website, phone contact options, photos of the business premises, and updated offers as well as company news help in making the “business directory entry” appear professional and arouse the customer’s interest.

ROPO

The acronym ROPO stands for research online, purchase ofﬂine and refers to a trend in which customers research online in order to make a more informed purchase decision. However, they then buy the product in a local store in their vicinity (Think with Google 2015). As a result, search engine marketing should not only be viewed as a lead for direct online sales: it should also take into account the role of the Internet as a source of information in the purchase decision. Therefore, brick-and-mortar companies with local stores must think about ROPO campaigns to capitalize on this effect and promote their locations further. It is possible to make the ROPO effect measurable by integrating online vouchers or discount codes into ads that are scanned during stationary purchases, for example.


6.3 Mobile Ads, Click-To-Call, AdMob
Mobile use of the Internet, and thus of search engines, is steadily increasing (Pelzer/Gerigk 2017, p. 12ff.). Whether navigation via Google Maps, a search for a business in the business entries, email communication or entertainment via YouTube: our smartphones are our constant companions in everyday life. An advertiser has the option to intervene at all these points through Google Ads. Therefore, advertisements displayed on mobile devices have a particularly high potential. Users can access these ads on the go, while traveling, on the way to work, or on the couch with their tablet.

Mobile Ads

Generally, ads created by Google Ads are displayed on all devices and adapted for them. However, the advertiser can decide to exclude individual devices or to increase or decrease the bids on the keywords for them. In general, mobile ads differ in appearance from the desktop versions. However, this does not result in duplicate work for the advertiser when creating the ad because the system adjusts the ads independently. 

Ad extensions





If the ad redirects the user to a mobile-optimized URL, it must contain this URL. An additional mobile-optimized website must be used and listed if the primary website is not mobile-friendly (Pelzer/Gerigk 2017, p. 192ff.).
The performance of ads is also improved with ad extensions, especially on mobile devices. For users currently on the go, location extensions are particularly useful. Additionally, call extensions are helpful for mobile ads because users already have their phone in their hands and are not subjected to a laborious redirect for a voice over IP desktop call. This is a hurdle for making a call, but it is reduced to just a tap on their smartphone.	

In order to optimize mobile ads and those with a mobile focus, the landing page should also be optimized for mobile usage. Mobile URLs should be used, and the landing page should be responsive. Clickable phone numbers should be included on the page. The redirect from the ad should take the user to the appropriate subpage for where they are in the purchasing process, which can be determined by the keywords used. In order to determine the relevant KPIs, mobile ads should also be tracked comprehensively. In addition to tracking website conversions, calls should  be tracked via the ad and website, too. Store visits and store purchases should be tracked, as well. The Ads system can do this. For example, online discount codes can easily be entered or scanned at the point of purchase when making a purchase at a store. This is the only way offline purchases can be neatly assigned to individual ads and conversion KPIs can be calculated and optimized (Pelzer/Gerigk 2017, p. 192ff.).

Generally, mobile ads can be output not only in the search network, but also in the display network. If the image files needed for this were not generated using the Ads system, the system does not only require a size for desktop use, but also various formats for mobile devices. Google Ads Help lists the different standard sizes for the ad formats created by third-party providers.

Click-To-Call Ads

Click-to-call ads trigger a company’s phone to ring when a user clicks on the ad. They can only be displayed on mobile phones, as clicking on the ad directly opens the phone’s dialing function and makes it display the advertising company’s number. Call ads can be set up in a similar way to regular ads in the search network, although they must include the advertiser’s phone number. A confirmation URL with the phone number of the company is required. The following figure illustrates a search network call ad (Pelzer/Gerigk 2017, p. 132ff.).





Voice Over IP
Digital calls are made with software called voice over IP, such as Skype. Telephone calls are transmitted digitally over the fiber-optic network by Internet-enabled devices.








[image: ]



App Ads and AdMob

In addition to websites, apps are a good place to advertise. Ads allows its users to use apps as display networks, as well. As with the display network and the associated AdSense advertising portal, which allows website operators to rent out their advertising space to Google, app developers and providers can also rent out advertising space within their apps to Google. AdMob is used for this. Within AdMob, the app developer enters their app in their AdMob account and defines ad unit IDs, which IDs define where the ads can be served within the app. By extension, the app provider is free to decide where the ads should be placed.

However, companies and their advertisers should constantly ask themselves whether banner advertising within apps makes sense for them at all. This type of ad is particularly suitable for further app downloads, with games apps very often advertised via internal app ads, for example. For retailers and online stores, banner ads within apps are rather inefﬁcient (cf. Lammenett 2019). It is important to know at this point that campaigns in the display network also display the ads in apps by default and that this is something the advertiser has to exclude manually when setting up a campaign. Otherwise, they will lose a large proportion of their impressions to apps, possibly even without realizing it.		Comment by Jennifer Caisley: Typo in source – the client may wish to correct this?
Ad extensions






Summary

The user has the option of creating ad extensions when setting up search network and display network ads. Ad extensions make ads more detailed and can help search network ads stand out from the crowd. Additional information provided by ad extensions can be of interest to users and make navigation easier. The cost of an advertisement is not affected by whether it is served with or without an extension. Extensions cannot be guaranteed to always be served alongside the ad. Google Ads determines this based on the quality factor and its ranking in the auction, as well as the user’s output device. As a result, fewer extensions will appear if this device has a small screen.

Sitelink extensions are one type of ad extension. These are supplementary links that can be integrated into the ad in addition to the standard ad link. Furthermore, Google Shopping is a special partner network for product searches and is to be seen as a type of ad extension. Advertisers can enter their products, along with specific product details, through the Google Merchant Center, a free service. Customers can then locate the products via the special shopping search, and a selection of matching products is displayed in the Google Shopping bar above the regular search results, too. An advertiser can also place ads specifically for the shopping network here to put their products prominently on display. It is no longer the keywords that are auctioned, but the products.

Local ads and Google My Business listings can help attract customers to physical stores. My Business ads function similarly to entries in business directories. My Business entries, however, can be edited easily by the user and are free of charge. In addition, the ROPO effect is not to be ignored: people like to get information online, but then buy offline. Ads can support this effect.

The use of mobile Internet is steadily increasing. Search engine ads are being transformed by mobile ads, ads in apps, and call ads, i.e., clickable phone numbers in the ad that lead directly to a company’s phone line. These opportunities are particularly appealing to advertisers who want to use their online and offline channels in tandem.






	




Self-Check Questions
2.1
1. Please tick the correct answers.
· The target CPA bidding strategy determines the maximum amount that a conversion may cost.
· ROAS is a bidding strategy to maximize clicks. 
· Before launching a campaign, the advertiser should have clarity on the product portfolio that is to be advertised.
· ROAS is the same as ROI.

2. Please complete the following sentence:
The “maximize clicks” bidding strategy should be handled with care, as the Ads system is likely to focus on favorable keywords to generate high click numbers. However, a large number of clicks does not necessarily mean a large number of conversions.

2.2
1. Please tick the correct answers.
· The level between the ad and the campaign is called the ad group.
· An ad group can only contain one ad. 
· The default bid determines how much is paid for an ad in each auction.
· A/B testing is a testing method for evaluating two variants of a system.

2. Please complete the following sentences:
The “actual URL” to which the ad redirects is often long and bulky due to tracking parameters. Therefore, the “displayed URL” can be stored in the Google Ads system. It is short and descriptive and is displayed in the ad.

2.3
1. Please tick the correct answers.
· Indexing is a ban on web pages online.
· An IP address communicates the location of the Internet user.
· In a search query, the user’s location is irrelevant. 
· Ad placement is determined by the quality factor.

2. Please complete the following sentence:
A crawler is a software that searches the Internet and analyzes web pages.



2.4
1. Please tick the correct answers.
· The click-through rate = views/impressions.
· The cost per click = total cost of clicks/number of clicks.
· The daily budget defines how much ad budget may be consumed on average per day.
· Cost per view is a value that is used on YouTube.

2. Please complete the following sentence:
The quality factor is a numerical value between 1 and 10. It evaluates keywords, a search ad and the associated landing page based on various criteria such as user experience, correlation between ad text and web page content, and more.

2.5
1. Please tick the correct answers.
· The keyword option “Broad match” only displays ads for search queries that match the query exactly. 
· The keyword option “Exact match” also displays ads for other keywords with the same meaning. 
· It is recommended to use a maximum of ten to 15 keywords per ad group.
· The “Phrase match” option delivers ads if the search query matches or is very similar to the phrase. 

2. Please complete the following sentence:
The Keyword Planner in Google Ads helps you figure out how much sense it makes to bid on a particular keyword and the approximate cost.

2.6
1. Please complete the following sentence:
A surface link leads to a homepage of a website, a deep link leads to a specific, deeper subpage.
2. Please complete the following sentence:
Depending on the quality factor and the placement of the ad, Google rewards landing pages that have a faster load time, mobile optimization, content relevance, content match with the ad, clear presentation of information, easy navigation, clear company information, and responsiveness.


Unit 6
6.1
1. Please tick the correct answers.
· Ad extensions look the same on mobile and desktop.
· An advertiser can manually add seller ratings to their ads. 
· Google Shopping works like a product search engine. 
· Within the Shopping feature, the maximum click price is set for the product. 

2. Please tick the correct answers.
· To place products in Google Shopping, an account in the Google Merchant Center is required. 
· Advertising campaigns are also launched via the Google Merchant Center. 
· Products can also be added to Shopping via a Google Ads account 
· The algorithm penalizes Google Shopping users who have posted less than ten products. 

6.2
1. Please tick the correct answers.
· For local ads, the location extension must be enabled in the Ads account.
· Google Places is Google’s business directory entry. 
· A Google My Business listing is displayed to users on Google Maps itself. 
· Google My Business entries are always subject to a fee. 

2. Please complete the following sentence.
The ROPO effect refers to a customer that researches a product online but buys the product in a local store.

6.3
1. Please tick the correct answers.
· Ads in apps are worthwhile when targeting further app downloads. 
· AdMob is the equivalent of AdSense for app providers. Advertising space can be rented out via AdMob. 
· In the display network, the advertiser can have ads displayed exclusively on mobile devices if desired.
· Mobile ad usage incurs extra costs.

2. Please complete the following sentence.
Call ads are only issued on cell phones and are of interest to those advertisers for whom direct telephone customer contact is of particular interest.



LMS Questions
DLBECSEA01_Lektion02_Frage01	Comment by Johnson, Lila: Each question has a code, please carry this over into the translated document. This does not need to be translated.
Why is it necessary to distinguish between the displayed URL and the final URL?
· Since the URL to be redirected to is often long and bulky due to various tracking parameters, a short, descriptive URL can be stored in the Ads system, which is then displayed in the ad. However, the redirection is to the actual URL. (1 pts)
· Because the final URL is often completely different from the actual ad. For example, Google inserts its own URLs, which are then redirected to the advertiser’s website via Google’s servers. (0 pts)
· Because the final URL is often more descriptive than the URL that is displayed in the ad. The redirect is then to the shorter URL. (0 pts)
· Since the URL to be redirected to is too long due to the A/B test, a short, descriptive URL can be stored in the Ads system, which is then displayed in the ad. However, the redirect will be to the actual URL. (0 pts)
DLBECSEA01_Lektion02_Frage02
How does indexing work?
· A crawler scans the web for content and then tags the pages to classify them by topic. (1 pts)
· A page has criminal content and therefore Google removes it from its search results. (0 pts)
· Google creates a bookmark that allows website owners to automatically categorize their websites. (0 pts)
· A website owner applies for their website to be included within Google’s search portfolio and must therefore assign keywords to each subpage. (0 pts)
DLBECSEA01_Lektion02_Frage03
Which KPI applies only to YouTube?
· CPV—cost per view (1 pts)
· CPC—cost per click (0 Pts)
· CTR—click-through rate (0 pts)
· Quality factor (0 pts)
[bookmark: _Hlk107476427]DLBECSEA01_Lektion02_Frage04
What does a modifier do?
· Modifiers act on the keyword options and make them more specific. The modifier allows more words to precede the keyword. (1 pts)
· Modifiers are tunnels that allow you to directly change a variable in the campaign. (0 pts)
· Modifiers can adjust ad text in an automated way, learning what performs better and what does not. (0 pts)
· Modifiers improve the performance of keywords automatically. They pause individual keywords and distribute the budget. (0 pts)
DLBECSEA01_Lektion02_Frage05

Why should advertisers identify suitable long-tail keywords?
· It is useful to discover niches where user interest is well defined, but click prices are lower since there is less competition for these keywords. (1 pts)
· Due to the algorithm’s preference for keywords which include multiple words, and which results in the ads being displayed more often.  (0 pts)
· Because long-tail keywords usually perform better and have a higher search volume than short keywords. (0 pts)
· Because these keywords are subsidized by the Ads system and are therefore more favorable for the advertiser. This enables lower click prices to be achieved. (0 pts)

DLBECSEA01_Lektion06_Frage01
You want to include a temporary offer in your ad in the search network. Which ad extension is suitable for this?
· Price extensions or promotion extensions (1 pts)
· Snippet extensions (0 pts)
· Callout extensions (0 pts)
· Seller ratings (0 pts)
DLBECSEA01_Lektion06_Frage02
You want to put your products on Google Shopping lists and promote them there. How do you go about this?
· Create an account in the Merchant Center. Create a product table. Enter the necessary values such as “Title”, “Description”, “Price”, “Link”, “Image_Link”. Link the Ads account and the Merchant Center. Upload the product table. Create product groups in Google Ads. (1 pts)
· Add the products to Google Shopping. Link. Set up a display campaign in Google Shopping. Set a daily budget. Select products to be advertised. (0 pts)
· Enter the products in the Merchant Center. Select a campaign in the Merchant Center. Select products and set the daily budget. (0 pts)
· List the products on Google My Business. Link My Business with Google Ads. Place the campaign via Google Ads. Select the products to be advertised. (0 pts)
DLBECSEA01_Lektion06_Frage03
What do local ads target?
· Local ads are designed to help increase customer traffic to location-based retail stores. Location-based output and output via Google Maps can help attract customers to the store itself. (1 pts)
· Local ads should help to only place ads where the purchasing power of the clientele is highest. This enables the budget used to be optimized. (0 pts)
· Local ads help to increase the conversion rate, as ads are only automatically served where the product’s intended use is greatest. (0 pts)
· Local ads serve as a way for public officials to hear from residents about what they would like to see improved in their neighborhoods. (0 pts)
DLBECSEA01_Lektion06_Frage04
How does AdMob work?
· App developers can register their app on AdMob and specify how much ad space they want to rent to Google within their app. (1 pts)
· Through AdMob, advertisers can place their ads within apps. This is their starting point for campaign creation, similar to the Ads system. (0 pts)
· AdMob calculates the ad volume and necessary ad budgets for advertisers who want to run an app campaign. (0 pts)
· AdMob is a tool to optimize mobile ads. It allows the advertiser to view the statistics of the app ads and to directly access the variables. (0 pts)

DLBECSEA01_Lektion06_Frage05
What can be done to track store sales for conversion rates?
· Store sales must be set up as conversions in the Ads system. For example, they can be tracked via discount codes or other digital voucher forms that are scanned at the time of purchase. (1 pts)
· Store visits can be tracked via a digital door opener that connects to the Ads system. (0 pts)
· Store sales can be tracked by connecting the POS system to the Ads account. This enables the amounts to be implemented directly. (0 pts)
· Store sales cannot be tracked. Offline payments cannot be tracked by the online system. (0 pts)
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Auswahl des Kampagnenziels und -typs im Ads Manager von Google Ads
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Einrichtung der Anzeigengruppe im Ads Manager von Google Ads (1)
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Einrichtung der Anzeigengruppen im Ads Manager von Google Ads (2)
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Der Keyword Planner im Ads Manager von Google Ads
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Keyword-Optionen d@ndern im Ads Manager von Google Ads
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Verkauferbewertung
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Google Merchant Center Anmeldung

Google Merchant Center

e Untemahmen  Notzungabefingungen  Besitigung der Websile

Beim Google Merchant Center anmelden

m Goagle Merchant Cantr kinmnen Sie e Geschafsinlormaionen und Produkidaten hochiaden, is S aut
Google zsigen mechten.
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i eshallen von Zeil 2u Z6i Urniragen und haben Gelegenhei, dic Funkfionen des:
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was gut funkcioniert und wo Verbesserungen notg sind.
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Eine Anrufanzeige im Suchnetzwerk
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\. Call (800) 830-0660
Soma Auto - Call now for a free quote

Get a free car insurance quote today! Compare
rates and save when you switch to Soma Auto
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