Optimizing your AdWords ROI with Google Analytics |f you buy keywords on Google AdWords, you'll want to focus your spending on the keywor ds that
drivethe highest quality traffic to your site and provide the best return for your business. By looking at a singlereport in Google Analytics, you can seethe
ROI for each keyword you buy, spend confidently on the keywordsthat perform, and drop the onesthat don't. Here'show. Link your AdWords account
to your Google Analytics account.

Onceyou've linked your Google Analytics account to your AdWords account, you'll begin to see your spending for each keyword, aswell as other cost
metrics, appear in your Google Analytics reports. By linking the accounts, you'll be able to compare your keyword spending with what happens after
visitorsclick on your AdWords ads. Google Analyticswill also start importing the clickthrough and spending data from your AdW or ds account while
tracking all the associated visitor activity.

So, if you haven't done so already, link your AdWords account to your Google Analytics account now. It's also a good idea to make sure that autotagging is
enabled automatically . Thiswill allow each click on your AdWords adsto be automatically associated with the appropriate keyword and AdWords
campaign.

Another advantage of linking your accountsisthat you can access Google Analytics by simply clicking the Analyticstab in your AdWords account.

Do your goals have values?

Wait! Before you decide to skip this part because you don't sell anything, let me remind you that thisis an article on ROI. If your goals don't have
}/al ues, you won't be able to measure the return on your investment. Y our investment is your AdWords spending. So, where does your return come
rom?

Of course, if you have an e-commerce site, your return comes from your e-commerce revenue. But, even if you don't have an e-commerce site, you
can probably come up with intelligent values for your goals. For example, if you know that 1 out of every 100 PDF downloads resultsin a$500
sale, you can assign a value of $5 to that PDF download.

Analyzing AdWords

Thereport for tracking keyword ROI isthe AdWords Campaignsreport in the Traffic Sour ces section. Click one of the Campaigns that
arelisted in thisreport to drill down and view the Ad Groupswithin the Campaign. The AdWords AdGroups report will appear. Within
thisreport, click one of the Ad Groups. The AdWords Keywords reﬁort will appear. Thisreport liststhe keywordswithin the Ad Group
you ected. Finally, click the Clickstab to see ROl metricsfor the keywords.

If you are not getting any cost data (i.e. if Cost |s 0) make sureyou'velinked to your AdWords account and that you've enabled
autotagging. If Revenueis0, make surethat you've either set goal valuesor that you've enabled your shopping cart reporting.

Which keywor dslose money?

Toidentify thelosing k?/words click the ROI column header twice so that the lowest ROl keywords are at thetop of thelist. Do you have
any -100% ROI keyw These are keywor ds on which you lost all of the money you spent. But before you delete or pause any of these
keywordsin your AdWords account, consider how much you s?ent and whether you have enough data yet to make a decision. Very often,
-100% ROI keywords arethose that have only received afew clicks. You might want to wait until you receive morethan one or two clicks
on a keyword beforeyou deC|deto cut it. And if you've only spent a few cents on a keyword, it's probably worth waiting to seeif the
keyword pays off. But, if you'vereceived alargenumber of clicks and spent a significant amount of money on the keyword, you'll be able
to instantly increase your overall AdWordsROI by deleting it.

An ROI of 0% meansthat you earned in revenue the same amount of money you spent. An ROI of 100% meansthat you spent, say $5,
and made $10. In other words, you spent X and received 2X in revenue. It's not uncommon to get 300% or 400% or even 1000% ROI.
These kinds of numbers simply indicate that your Revenueis many times greater than your Cost.

Short date ranges may obscure your true ROI.

Using the AdWordsreportsin Google Analytics can become addictive. Before you know it, you’re checking thereport every day or two
and obsessing over every little changein your keyword ROI. Thisisfine, aslong asyou step back to gain per spective before making snap
decisions. It's generally not a good idea to make keyword changes on the basis of a few daysworth of data. You’'ll make better decisionsif
you also takeinto account your sales cycle and everything else you know about the specifics of your business online.

Consider your return customers -- those that find you via an AdWords ad and then return later to buy again. You’'ll missthese r:f()_eat
conversionsif you set too short of a date range. And, it may take a few daysfor many of your visitorsto become customers. By making
snap decisions based on a date rangethat is shorter than your sales cycle, you might actually lower your ROI.

Try out different dateranges and see how ROI is affected. Try the most recent days, week, month, and then look at thisyear’sdata. You'll
have more -- aswell as mor e interesting — information upon which to base your decisions.

How popular are my keywords and ads?

The Impressions column shows the number of timesyour ad was displayed. The Clicks column shows the number of clicksthe ad received
and for which you paid. CTR, or clickthrough rate, isthe percentage of time that a searcher clicked on the ad. These numbersgiveyou a
good idea of how frequently people search on a particular keyword and, when presented with the search results, how likely they areto
click on your ad. If you want a higher clickthrough rate, you might consider bidding for a higher position and/or rewriting your ad so that
it ismorerelevant to the searcher.

Which keywordsdrive revenue?

Click in the Revenue column header (you may haveto click twice) so that the highest revenue keywords are listed first. The high revenue
keywords may or may not be your highest ROl keywords. If your ROl showsthat you arelosing or making no money on a high revenue
keyword, you may wish to try lowering your bid. Although you'll probably receive lesstraffic after lowering your bid and probably
decrease your revenue, the decreasein CPC (cost-per-click) will increase your ROI.

Google Analyticsisyour feedback tool.
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By keepin%P/our eyeon the AdWordsreports, you'll be able to see how effectively you are using AdWordsto drive your bottom line. By
making small changesto the keywords you buy, the amount you bid, and your ad text, and tracking the effect of these changes, you'll be
ableto optimize your AdWords campaigns for maximum ROI.

Please visit our online profile to see how some of our clients have benefited from our services and please use the contact form below for any
enquiries you may have.
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