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Welcome to Google Cash Part 4 of 6! You learned in the introduction that there are 7 Steps to 
the Google Cash method. Today, I'm going to show you the remaining steps (#5, #6 and #7), so 
be sure to pay close attention! I'm also going to explain in more detail some aspects that have 
been only vaguely touched-upon in previous chapters. 
 
Let's jump right in to learning how to write Google Adwords ads that get clicks. This is one of 
the most important aspects to making this system work for you! 
 
In Step #2, you identified a potentially profitable affiliate program to promote. 

 

In Step #3, you joined the Affiliate Program and got the link to their site with your Affiliate ID 

in it. 

 

In Step #4, you did keyword research and came up with a list of keywords / phrases relevant to 

your campaign. 

 

Soon you will setup your Google AdWords campaign.  But here in Step #5, you will need to 

work on writing your Ads. 

 

When setting up your Google AdWords campaign, Google requires that you first write the ad 

and then choose your keywords and phrases.  However, there is a better way.  I recommend that 

you first select your keywords and then write your ads.  This allows you to write your ads in 

accord with the keywords you have chosen. 

 

I always research keywords first,  
and THEN write the actual ad. 

 

If you find yourself setting up your AdWords Campaign before you have had time to write ads or 

do keyword research, then just create a bogus ad, and pause your Ad Group, so you can move on 

to the next step.  You can return later to revise your ad.   

 

In the keyword research step, you grouped keywords into relevant groups.  You’ll want to write 

ads for each of these groups of keywords.  Then when you bid on keywords, you will 

specifically use those keywords in the ad copy so that your ads correspond to the keywords in 

their respective Ad Group.  Match your ad copy as closely as possible to the keywords in each 

family of keywords that are contained in individual Ad Groups.  This will give your ads a 
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higher relevancy score which will result in a lower cost per click.  (I’ll discuss the relevancy 

score more below.) 

 

Google has some basic AdWords guidelines to consider while writing your ad.  Your headline 

must be less than 25 characters (including spaces).  You are given an additional 2 lines for text.  

Each line is limited to 35 characters (again including spaces). 

 

As you can see, you have a fairly limited space in which to entice your customers.  Use it wisely! 

 

This is not the time to sell your product.  This is the time to attract your customers, spark their 

interests and get the clicks.  Your first eye catcher will be your headline.   

 

After your customer has clicked though your ad, the merchant site will list all the important 

features of their product or service.  Get to know these features and ask yourself “How do these 

benefit the customer?”  For example, if you are placing an ad for a legal documents site, their 

features may include:  
 

 Legal documents available for immediate download. 

 Lowest prices on or off the Internet. 

 Over 10,000 documents available from real-estate to taxes to wills. 
 
Now examine each feature and ask yourself “How does that benefit the customer?” 
 

 Legal documents available for immediate download.   

Benefits = You don’t have to leave the house.  It saves you time, etc. 

 

 Lowest prices on or off the Internet. 

Benefits = Saves you money 

 

 Over 10,000 documents available from real-estate to taxes to wills. 

Benefits = Saves you valuable time.  We will have what you need.  No need to go to the 

government office.  Just a quick download to your computer at home, etc. etc. 
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To pick out the most effective benefits to use in 
your headline, you must see things as  

your customer would. 
 
When writing your ad, don’t just think like an affiliate, but also think like a customer.  

Consider what brought the customers to your ad and what benefits they can gain from your 

product or service. 

 

Utilizing your keywords in your ad copy is one simple method to call attention to your 

customer’s interests and needs.  If the customer reached your ad by typing in Tiffany Lamps then 

Tiffany Lamps in your ad will surely catch her eye. 

 

Take a look at the following example: An Internet user wants to find a place that sells used cars 

in California, so he or she types into Google “used car in California” and the following ads 

appear:  

 

Example #1:  

Used Car in California 

Want to Find a Great Used Car? 

Best Used Car Market is California 

www.UsedCarCalifornia.com 

Example # 2: 

Auto’s for Sale in CA 

Want to Find a Used Automobile 

Look in CA for your next Auto! 

www.UsedAutos.com 

 

Which Ad looks like it would get more attention?  Not only will the first ad stand out more 

because of the bold face words, but also the relevancy score that I mentioned above will be 

considerably higher.  Again, a higher relevancy score will contribute to a lower cost per click and 

a higher ad rank. 

 

The ad rank is simply where your ad is displayed from top to bottom on the right hand side of the 

search results.  Ads with a high ad rank are displayed toward the top of the results while lower 
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ranking ads are displayed toward the bottom or on the second or subsequent pages of the search 

results. 

 

Keywords that will contribute to a high relevancy score and thus would be good for the above 

Ad Group are “used cars in California” and “used car in California.”   

 

Keyword phrases which may generate a comparable amount of traffic, such as “used automobiles 

in CA” and “used automobile in CA” should have their own Ad Group.  Below is an example ad 

for the keyword phrase “used automobiles in CA” that would receive a slightly lower relevancy 

score as compared to Example #1.  

 

Example #3: 

Used Automobiles in CA 

Find a great Automobile for Cheap 

Best Used Automobiles in Sunny CA 

www.UsedCarCalifornia.com   

 

The primary difference between Example #1 and Example #3 is that only one keyword is used in 

the URL.  Just as using keywords in the ad copy improves the relevancy score, including them in 

the URL also helps.   

 

Towards the end of this series, I will discuss an easy way to obtain an URL and take advantage 

of the higher click through rates and lower cost per click that occur when the URL includes 

keywords that are important to your campaign. 

 

The exact calculation for Google's  
Relevancy Score is kept secret. 

 

But from testing, it appears obvious that the more you load your ad with keywords from the ad 

group, the higher the relevancy score.   

 

Knowing that you are going to include keywords in your ad copy, begin writing your ad in 

sentence and/or paragraph form.  State what it is your customer should know.  Then reduce it 

and refine it.   
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Let’s practice with the Legal Forms example.  Here are some things you want your customer to 

know.  Remember, we will focus on the benefits to the customer. 

 

 

You’ll save valuable time and money.  We have all of the legal documents you need in 

one place. We have 100,000 documents.  Downloading is easy and quick.  Your 

documents are available right now!   

 

 

Now let’s reduce it.  We will take out all the superfluous words we don’t need. 

 

100,000 Legal Documents 

Quick and easy downloads 

Save time and money 

 

See how easy that was?! 

 

When you begin crafting your ads, don’t worry about getting it “right” or perfect on the first try.  

Let the ideas flow.  You can use the technique above by firing up your favorite text editor like 

notepad or Microsoft Word.  Type out your thoughts, and let the ideas flow.   

 

You can even dig out the old pen and paper and write them out.  Use whatever works best for 

you, but focus on getting your thoughts out.  Worry about refining and editing later. 

 

Once you have your ideas broken down from the features to the core benefits, it’s time to fine 

tune your ad.  Fine tuning your ad involves trying different headlines, trying alternative ad copy, 

and finally, trying different URL’s and/or merchants. 

 

The headline is the most important part of your ad. 
 

With that in mind, let’s start with the headline.  Take the most important keyword in your ad 

group and try to get it in the headline.  You want the searcher to see his or her keyword phrase 

right away.   
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Next, type your keywords in a Google Search and see what other headlines are being used for 

the ads that are displayed.  Note the headlines that catch your eye and consider using them or 

slight variations of them for your ad.  It is likely that the headlines you see in the top results are 

effective, but there is an advantage to distinguishing your ad from the others.  When you are 

testing your ads, note the difference in click through rate when your headline is like others that 

are being displayed or when it is considerably different. 

 

Using the split testing feature in your Google AdWords account, always keep two ads running so 

you can compare their respective click through rates.  Every hundred or so clicks, try making a 

change to the ad with the lower CTR.   

 

Recently, a new voice in AdWords marketing strategy has published an eBook of creative ad 

writing strategies for attracting clicks to your AdWords ads that are both innovative and 

aggressive. 

 

I found great value in reading Chris McNeeney's Adwords Miracle. His techniques are an 

excellent addition to the Google Cash method.  To give you a taste for his great new eBook, here 

are three additional ad writing concepts that are mentioned in McNeeney's Adwords Miracle. 

 

Concept #1: Shock your Audience with the Headline 
 

With this strategy you want to create an ad that will shock your audience into reading the rest of 

the ad.  An example Headline might read: 

 

Download MP3s, Impossible? 

 

This should get the readers attention. Once you have your reader’s attention, use the rest of the 

ad space to provide true and relevant information.  For Example: 

  

Download MP3s, Impossible? 

Not Really it’s EZ to Download MP3s 

Easy Unlimited MP3 Downloads 

 

Surprise yourself by testing some shocking headlines. 
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You can often double your CTR  
by using a shocking headline. 

 

Some common shock factor headlines use these simple formats: 

 

(Keyword Phrase) is a Scam? 

Don’t Ever (Keyword Phrase) 

Avoid (Keyword Phrase) 

My Girlfriend Can (Keyword Phrase) 

 

Once you find a shock headline that works well, try testing it on other campaigns.  If it works 

well in one campaign, it might work well with some of your other campaigns and Ad Groups.  

 

Concept #2: Use Peer Pressure Techniques in the Ad 
 

We all know that peer pressure drives human behavior, and it especially drives clicks on 

AdWords ads.  If a searcher thinks that a product or service is working well or selling well to 

other people, he or she will be more inclined to click on the ad. 

 

When creating a Peer Pressure ad, try to use numbers in the ad copy. 

 

From our Headline example above:  

 

“Download MP3s” can become  

“Thousands Download MP3s” 

 

Or  

 

“15,517 people Download MP3s” 

 

Don’t get carried away with the numbers or exaggerations.  Keep the numbers believable.  Use 

peer pressure in a few of your ads and look for improvements in the CTR.  
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Peer pressure works especially well if you are advertising to beginners or uninformed audiences.  

People who are learning about something for the first time like to follow what other people are 

doing until they have enough information to make their own choices. 

 

Concept #3: Reverse Psychology  

 

One of the best ways to get someone to do what you want is to tell them to do exactly the 

opposite.  So let’s take this concept and apply it to our Internet Audience.  First things first, get 

their attention immediately!  Write a headline, which will make the reader stop out of curiosity 

or an innate resistance to order taking.  

 

“Buying an Ipod? Don’t!” 

“Stop Looking for an Ipod”  

“Ipod? I Wouldn’t Dare Buy” 

 

By trial and error, you will find that some ads will be quite successful and others will not do so 

well.  Once again, if you find a “Reverse Psychology” headline that is successful, you should test 

it with other ads in your campaigns and Ad Groups.  Many times a successful Reverse 

Psychology Headline works for several different products.  

 

The key to trying any of the more radical concepts like the variety found in Adwords MIracle is 

testing, testing, and more testing.  Make sure to leave your “control” headline and ad copy as is, 

and then try new headlines and ad copy with the new ad. The Split Testing Feature is available in 

Google AdWords for this purpose, and using it will improve your CTR.    

 

Always try to improve the CTR of your control ad and ultimately your conversion rate by testing 

new ideas.  By creating new test ads to see if you can improve your CTR, you will make 

consistent, incremental improvements in the CTR of your ads.   

 

 

17 Tips for Writing Ads 
 

 
“Ideas can turn to dust or magic, depending on 
the talent that rubs against it.”  

–William Bernbach, advertising executive. 
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1. To sell a product you must spark interest and entice your customer with words.  A 

compelling headline or title is imperative.  Luckily the talent that turns ideas into magic can 

be yours with a simple marketing formula.   

 

You’ve seen the formula hundreds maybe thousands of times.  Here are some examples.  

While you read, see how this formula can be adapted to your particular ad. 

 

“How to turn ideas into dollars.”    

“What the IRS doesn’t want you to know.” 

“What your doctor isn’t telling you.” 

 

Do you see the formula?  These catch phrases are easy to remember.  Each phrase entices its 

reader with curiosity, desire and motivation.  And best of all, this simple formula has been 

proven successful over thousands of ads and can be easily fitted to any AdWords campaign. 

 

Your headline should do three things. 
 

Using this formula, it should: 

 

(1) Catch your customer’s eye (use your keywords in your ad, they are highlighted in 

bold by Google AdWords). 

(2) Elicit emotion / desire. 

(3) Express what the customer will gain or achieve with your product or service. 

 

Now, take some time, play with words, and make the formula your own! 

 

How to ___________ and ___________. 

What ___________ doesn’t want you to know. 

Get more ___________ for/in less ___________. 

 

Look for other successful AdWords Ads.  Find the formula in them, and then tweak 

them to make them your own. 

 

Next time you are in the grocery store checkout line, buy a couple of magazines like the 

National Enquirer or Cosmopolitan.  Study their covers, table of contents and article 
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headlines.  These magazines employ some of the most talented copywriters, and they do 

extensive testing.  Those headlines are winners.  Use the above technique and find the 

formula in these headlines to turn them into your own. 

 

 

Update! – Magazines are a great source of information for not only 

copywriting ideas but for finding products to promote. 

 

Magazines are directed at people who are insanely passionate about a 

particular subject.  The headlines on the covers of these magazines are 

specifically written to trigger a response in their target audience so why 

not borrow these headline ideas and incorporate them into your own 

ads? 

 

The next time you are in a book store, be sure to spend time browsing 

the magazine aisles for product and ad copy ideas.  This technique is 

fun, easy and most importantly works! 

 

 

2. Make sure to use the keyword(s) you are bidding on in the title of your Ad.  Using your 

keyword in the title of your AdWords Ad can more than double your CTR over a title that 

does not include the searched keyword(s).  

 

If you can, also try to use it in the ad text.  Google highlights the words in bold, and your Ad 

will have a higher chance of being clicked. 

 

3. Get the most out of your ad.  Use each word wisely. Your ad has a limited space.  Don’t 

waste it.  Make every word count.  Remove words like: of, it, a, an.  Replace “and” with “&”. 

 

4. Enter the conversation going on inside the searchers head.  Don’t focus on yourself, but 

instead think about your customer. 

 

5. Get the searcher’s attention.  Once you have won the users attention with your highlighted 

keywords, keep them there!  Eye catching words and phrases hold their interest.  For 

example, Free, Limited Time, Sale, etc. 
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6. List the benefits of your product.  For example: work from home, boost your memory, 

increase your profit margin, get healthier, live happier, make more money, sell your home 

now!  

 

 

7. What is your product or service’s Unique Selling Proposition (USP)?  What makes your 

product or service better than the competition?  Include it in your ad.  eBay’s unique selling 

proposition as stated in an AdWord ad might be: Earth’s Biggest Auction. 

 

Try to get your USP into the headline or as close as possible.  Ideally have your keyword 

phrase and USP in the headline. When the searcher sees their keyword(s) in your headline, it 

reinforces their intended search. Your USP then encourages the click. 

 

8. Let the user know why you are different from the competition.  For example: never told 

secrets to weight loss, innovative ways to make $, most comprehensive, lowest price, etc. 

 

9. Weed out the “Tire Kickers”.  You pay for every click-through, whether it converts to a 

sale or not.  Therefore, you want to weed out browsers who won’t buy.  You have begun the 

process of elimination by listing your benefits.  If it is not rapid weight-loss that a searcher 

seeks, he or she will continue searching.   

 

Another way to do this is to provide the price.  Searchers who are unwilling to invest money 

in a product or who are looking for something for free rarely change their minds, and their 

click costs you money.  By providing your price at the end of the ad, you ensure a higher 

conversion ratio and a lower customer acquisition cost. 

 

10.  Motivate your user.  Use motivational words that affect the user.  Personalize them.  For 

example, “Now is your chance!”, “Weight Loss Secrets you should know”, “Discover your 

potential”, “Tips you can use to make money now!” etc. etc. 

 

11.  Use call to action phrases that provoke a response.  For example – “Buy Today – Save 

70%”, “Offer Ends Soon”, “Hurry before they’re gone”. 

 

But be careful of excessive hype as that doesn’t work. Excessive hype turns your prospect off 

and puts them in a defensive mode, which is not good for conversion rates. 
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12.  Google Ads are not poems.  Don’t try to be too clever.  Don’t try to play on words or to 

make your ads rhyme.  If a prospect is looking at two ads, one a clever poem and the other a 

direct and benefit orientated ad, the searcher will click on the seemingly drab ad with the free 

shipping every time. 

 

This might seem like common sense, but sometimes you might want to write clever ads, 

especially after writing tons of ads that seem the same.  

 

13.  Test Ad Copy Using the Dynamic Keyword Insertion Feature. 

 

If you have an Ad Group with several keywords, you can only have one title and one 

description for all of your keywords.  It has been proven that your CTR goes up when the 

keyword is displayed in your headline.  

 

By using the Dynamic Keyword Insertion feature, you can have AdWords automatically 

insert a keyword into the title and/or the description of your displayed ad when that keyword 

has been used in the search. 

For example:  

Say you have an Ad Group with the keywords: 

Blue Shoes 
Green Shoes 
Red Shoes 
Black Shoes 

And your title is: Buy Shoes Here 

When someone searches for “Blue Shoes”, your title will display:  

Buy Shoes Here 

Your CTR would greatly increase if your title was:  

Buy Blue Shoes Here. 

You can use the Dynamic Keyword Insertion Feature to accomplish this. You would do this 
in your title:  

Buy {keyword:shoes} here. 

For example, if a searcher entered "Blue Shoes", your Ad’s title would look like this:  
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Buy Blue Shoes Here.  

So, in the Google search results that are displayed when your keyword has been entered into 

a Google Search field, {keyword} will be replaced in your resulting AdWords ad listing with 

the exact keyword the user searched for, as long as at least part of it is in your keyword list. 

The only limitation occurs if the insertion of the searchers keyword phrase causes the title 

line to go over the 25 character limit.  In this case, the default phrase will be displayed. 

 

To add a default phrase, you put a colon after keyword, and after the colon, you put your 

"default" phrase.  In other words, if you’re promoting shoes your title would look like this: 

 

{keyword:shoes} 

 

This 'default' phrase will appear for any keyword phrase the searcher uses that is longer than 

25 characters and that also includes one of your keyword phrases.  If you are using the 

Dynamic Keyword Insertion feature on the second or third line of your ad, you will have 35 

characters before the default phrase is entered.   

 

If the default phrase is not triggered by too many characters on the respective line where the 

{keyword:shoes} syntax is used, whatever the searcher types that includes one of your 

keyword phrases will appear in your title or description lines. 

 

Be cautious using the Dynamic Keyword Insertion feature because if a searcher entered the 

keyword phrase, “I want Blue Shoes” your ad will display “Buy I want Blue Shoes”.  

Experiment with dynamic keyword insertion, and use it when possible.  Watch for 

improvements in your CTR, and its utility will be more obvious once you have tried it. 

 
 

14.  Capitalize the first letter of each word in your display URL. For example, instead of 

affiliatejackpot.com, put AffiliateJackpot.com. 

 

15.  Use Specifics. Instead of “low price”, use the actual price “only $27”. 
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16.  Look at the ads that appear for your search terms and try to make your ad stand out.  If 

the other ads are full of hype, use soft or non-selling phrases, like: ‘reviews’, ‘compare and 

save’, ‘find the best price’.  Also if all of the ads say the same thing, test an ad that is 

completely different from the others. 

 

17.   Often advertisers will use all of their allotted characters in their ads, and you will see a page 

of ads where all of the ads are long ads with many words.  A short and to the point ad will 

really stand out here and attract clickers.  Test ads with only 3 words per line. 

 

  

 Step #6:  Setup Your Google AdWords Campaign 

 
 
Before you get started with Google AdWords, spend a little time on their site getting to know 

their system. 

 

Visit: AdWords.google.com 

 

Take the “Quick Tour”  

https://AdWords.google.com/select/tour/1.html 

 

Next, read Google’s step by step guide on how to setup your Google AdWords Campaigns.  

Take a few minutes and read the guide now. 

https://AdWords.google.com/select/steps.html 

 

Once you have browsed the Google AdWords website and read the setup guide, click on the 

“Sign up Now” button. 

 

The are now 4 steps to complete. 
  

1. Choose your target languages & countries:  

 

You will most likely choose English for the language and United States for the country, but 
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you might want to add Canada, the UK, and a couple of other countries.  You don’t want to 

select all countries since your ad would display in English in non-English speaking countries 

and you would probably receive very few clicks.  Your overall click-through rate (CTR) 

would be low if you were to include countries that speak another language.  The higher your 

CTR is, the higher you can expect your ad rank (your relative position on the list of paid 

results).  The exact formula for ad rank is secret, but it is based upon your max bid and your 

CTR.  

2. Create an Ad Group:  

 

In Step #5, you created Ads for your keyword groups.  Now, you will take that information 

and use it here.  To begin, choose one of your keyword groups from Step #4.   

 

Still in Google AdWords Setup, click on the link “AdWords Editorial Guidelines”.  Read 

through these.  They show you the proper, allowable format for writing your ad.  For 

example, ALL CAPS are not allowed. Make sure you read and learn these guidelines.  If you 

do not follow them, your Ads will be rejected, and you will have to rewrite and resubmit 

them. 

 

Take your ads from Step #5 and adapt them, if necessary, so you have a headline, a line 

1, and a line 2. 

 

3. Enter a Headline.  Try to include your keyword in it if possible. 

 

4. Enter Description line 1. 

 

5. Enter Description line 2. 

 

2. Enter the display URL.  Use the Merchant home page’s main URL, for example 

www.LowCostLending.com in the “Display URL” field.  That’s what appears at the bottom 

of the AdWords ad.   

 

3. Enter the Destination URL, the actual URL to which the ad clicks through.  Use the link with 

your affiliate ID embedded in it that you saved to a text file from Step #3.   

For example:  http://www.qksrv.net/click-1234548-10280564 
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2. Now, click on “Create Ad and Continue”.  This will bring you to the screen where you will 

enter keywords.  Click on the link, “Keyword Matching Options Tutorial”.  Take the tutorial 

and familiarize yourself with the Keyword Matching Options.   

 

You are now ready to enter some keywords, which should be entered in tightly related 

groups.  Don’t just enter several hundred phrases into one Ad Group as doing so won’t 

allow you to test different approaches.   

 

At least one word from each keyword phrase should be included in the ad copy.  If 

you can’t fit one of your keywords into the ad copy, create a new Ad Group for that 

keyword so that the ad copy will contain it.  This is important to minimize your CPC 

because Google sees the inclusion of keywords in the ad copy as a sign of Relevance.   

 

For example, create Ad Groups around your misspellings list or one word variations 

stemming from a primary keyword phrase like ‘Fast Laptops’, ‘Small Laptops’, 

‘Cheap Laptops’.  Note that the word laptop is used in each keyword phrase.  It will 

be easy to include the word laptop possibly more than once in your AdWords ad. 

 

Finally, enter only one keyword per line.   

 

2. Click on “Save Keywords”. This will take you to the screen where you “Choose Currency 

and Maximum Cost per Click”.   

 

Choose US$ for currency.  In the Maximum Cost per Click (Max CPC) field, Google 

suggests a number which is usually quite high.  You can select your own Max CPC.  Start 

by entering $.01 and click on “Calculate Estimates”.  The resulting screen will indicate 

according to Google, for each keyword in your list, how many clicks that word will receive 

and in which position the ad will be displayed.  Position 1 is the top of the page and Position 

10 is the bottom.  If the bid is too low to be displayed, you can select the lowest possible bid 

for your ad to be shown with a single click.   

 

To be safe, always start your Max CPC at only .01 (1 cent, the lowest amount Google will 

allow).  After you have reviewed the estimates, you can raise your Max CPC to generate 

more traffic through a higher ad rank.  Keep experimenting until you are comfortable with 

the amount of traffic that Google is estimating and the cost per click you will be paying. 
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3. Click on “Save and Continue”.  Now you will be asked if you would like to create an 

additional Ad Group with different pricing or if you would like to continue to Step 3 

(Specifying your Budget).   

 

You can create another Ad Group now with another one of your “tight keyword groups” or 

you can come back at any time and add additional Ad Groups.  

 

 

2. Set Your Daily Budget: 

 

Click on “Continue to Step 3”.  This is where you set your daily budget.  If you wanted to 

test the waters for a few days you could set it to $5.00 per day.  Once that campaign has 

reached $5.00 in clicks, those ads will no longer be shown that day.   

 

Google may “average” your daily budget over a 
period of several days. 

 

Don't be surprised if even though your budget is set to $5.00, you get charged $6.00 one day 

and $4.00 the next. However it works out, it will all average to meet your entered daily 

budget. 

 

You can set different daily budgets for each of your campaigns, and you can change them at 

any time.  Once you find a winning campaign, you’ll want to raise your daily budget to 

increase the number of clicks that you are receiving. 

 

3. Sign up: 

 

Now, click on “Save and Continue”. This takes you to the final step, step 4 (Sign Up).  Enter 

your email address.  You will use it to log into your account.  Enter a password. Then Click 

on “I agree – Create my AdWords account.”  Once you have clicked the button, you will 

receive an email telling you how to verify your email address and activate your ads. Your ads 

will not run and you are not committed to a purchase until you have completed these final 

steps. 

 

Look for the email from Google AdWords in your mailbox. 
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Once you receive the email, click on the link given in the email and log into Google 

AdWords.  Next, submit your billing information - your credit card info.   

 

As soon as it has been accepted, your Ads will immediately start running on Google. 
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 Step #7:  Maximizing Your AdWords Campaigns   

 
 
1. Read and Learn Google’s Optimization Tips. 

https://AdWords.google.com/select/tips.html 

 

2. Google AdWords provides matching options for search terms, allowing you to refine your ad 

targeting, and reducing your cost-per-click (CPC). 

Click Here to view Google’s new multimedia online tutorial of keyword matching options. 

 

3. Until you gain more experience, be careful paying more than 5 cents per click.  Refine and 

narrow your phrases until you get a low rate.  At only 5 cents per click, for many keywords 

your CTR will be too low.  I often start off bidding more than I would like to, to get my ad in 

the top results.  Then as clicks start coming in and when I have a CTR greater than 1%, I 

work on refining my ad.  Then, I lower my CPC and hopefully hold my position because of 

my good CTR. 

 

4. In the beginning, set your bids low.  As you gain experience and learn to determine what 

your maximum bid rate should be – then you should raise your bids to generate more traffic.   

 

5. To start, enter a low daily budget, like $5.  This is a great way to test the waters without 

losing your shirt. 

 

6. Once you have setup a test campaign or two and you have tested the waters, you will want to 

increase your daily budget limit.  A common mistake is keeping the daily budget limit too 

low after initial testing.   

 

         You should set your daily budget limit high. 

 

In my experience, you only end up paying a fraction of your daily budget. 

 

If you set your daily budget limit too low, your campaign will be shut down once you reach 

your limit, and your ads won’t be displayed.  You want your ad to be displayed every time 

someone searches for that keyword. 
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If you’re bidding on expensive keywords, keep a close eye on your campaign as you could 

spend a lot of money very quickly. 

 

As you’re starting out, avoid bidding on expensive keywords. As you gain experience, you 

might want to bid on some more expensive keywords.  You’ll just want to keep a close eye 

on your campaigns and affiliate stats and make sure you are earning more than you are 

spending. 

 

Here’s how to figure out how much you can spend per click and still break even. 

 

First, figure out your conversion rate.   

 

Conversion = # of sales divided by # of clicks 

 

For example, if you made 20 sales or signups from 1,000 clicks, your conversion rate would 

equal 1/50, which means 1 sale for every 50 clicks. 

 

Now multiply your product or signups commission by the conversion rate and that will give you 

your break even Cost Per Click. 

 

So let’s say for example that your commission is $25 per sale or signup. 

 

That’s 25 times 1/50 which = $0.50 

 

That means that you can afford to pay 50 cents per click and still break even.  If you spend more 

than 50 cents per click, you’ll lose money.  And if you spend less than 50 cents per click, you’ll 

earn profits. 

 

7. Put your keyword list together first, then draft your ad. 

 

8. Target key phrases, don’t use generic terms. 

 

9. Use keyword(s) in the title and body of your ad to increase CTR. 
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10.  Test two ads at the same time.  Google AdWords allows you to run two different ads with 

your keywords which will enable you to compare ad performances.  Keep the ad with the 

higher CTR and replace the other ad with a new one. 

 

11.  Test and adjust the Ad copy as you go.  Constantly tweak your ad copy to try to improve the 

CTR. 

 

12.  To achieve a higher CTR, use exact keyword matching by putting your keyword(s) in square 

brackets:  

 

[buy vitamins] 

[vitamins] 

 

Your ad will not appear for queries that include other keywords.  For the example above, the 

ad would not appear for free vitamins or discount vitamins.  It would only appear for the 

keywords: buy vitamins, and vitamins. 

 

13.   Be sure to create negative keywords for the terms that do not pertain to your promotion. 

This gives you more control over who sees your ads so that you don’t suffer an unnecessarily 

low CTR because your ads are showing for irrelevant searches.  Further, you won't risk 

paying for clicks that are unlikely to produce well-targeted results. 

 

If your keywords are negative-matched, your ad won't show if the user's search includes that 

word. Add the negative character (-) in front of the keyword you'd like to exclude. For 

example, if your keyword is satellite dish and your negative keyword is -free, your ad will 

not show when a user searches on free satellite dish. 

 

14.   Always include both singular and plural versions of keywords. 

 

15.   Add more keywords and more groups of keywords as you think of them. 

 

16.   Create a separate Ad Group and unique ads for your misspellings list, another one for your 

abbreviated keyword phrases, and so on.  Organizing closely related keywords into their own 

Ad Groups improves keyword relevance and click through rates.  This practice makes your 

campaigns easier to manage. 
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17.   Make sure your Affiliate ID is in your affiliate link.  Double check your Affiliate link to test 

its accuracy.  After creating your AdWords ad, test it to make sure you end up at the desired 

page. 

 

18.   After your campaign has been running for a couple of weeks, try rewriting ads that have a 

low CTR.  

 

19.   Keep in mind that you can stop your AdWords from running at any time by clicking on the 

“Pause Ad Group” link. 

 

20.   Ramp up your efforts during the Holiday Season.  From November 1st to Feb 1st you will 

see a dramatic increase in clicks and better conversion rates.  In other words, more people 

buy during that time.  Try to have as many AdWords running as possible during those very 

lucrative months. 

 

21.   Popups: Google will disapprove AdWords that go to sites with pop-ups on the landing 

page.  At first look, this seems like a big problem.  

 

Imagine that you want to promote a website, but they have a pop-up on their home page.  

You know that as a result your AdWords ad eventually will be disapproved.  

 

Whenever I find this, I get a little excited because it is a big deterrent for many people.  

When people see that, they move on and look for another website to promote.  If I find such a 

site, and think that it will convert well and offer a profitable campaign, I sign up for their 

affiliate program.  

 

Often, I can find a link or create a link to one of their pages that does not have a pop-up.  If I 

can’t create such a link, I just send them an email and ask them for a link to their website 

(with my affiliate ID in it of course) that goes to their page without a pop-up.  It is in their 

best interest to provide me this link, because I am sending them targeted traffic.  

 

So look at this as an opportunity, there will be much less competition! 

 

 

22.   An Important Note for International Users 
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If you are in a country outside of the US and you do a search on www.Google.com, you will 

not see the Google AdWords ads that are targeted only for the US.   

 

For example, I live in Mexico part of the year.  When in Mexico, if I search on Google.com 

for the keyword: mortgage, there are only two AdWords ads.  That is because I am seeing 

AdWords that are either targeted for Mexico or for All Countries.  In order to see the 

AdWords that are only targeted for the US, I visit: 

 

http://www.proxify.com 

 

Then in the field at the top of the website I enter: 

 

www.google.com 

 

Then I do my search and I see the US AdWords. 

 

Another thing you can do is to setup your internet connection to go through a proxy server. 

 

Visit: 

 

http://www.proxy4free.com/index.html 

  

Here you will find a list of proxy servers in different countries.  

Choose one for the US. 

 

In your Internet Explorer, click on Tools, Internet Options, Connections,  

then if you have a dialup connection click on Settings next to it. 

 

Otherwise if you have a broadband connection, click on the LAN Settings. 

 

Then enter the proxy server IP address (number) you got from the website above. 
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Then, the next time you open Internet Explorer, it will go through that proxy server in the US 

and Google will think you are in the US and will show you the US AdWords ads. 

 

 

8 Tips For Improving Your Click Thru Rate (CTR) 

 

1.  Thoroughly understand how each of the keyword matching options function and how to use 

negative keywords.  Most people neither use negative keywords nor content matching, but both 

are easy to setup and will make a huge difference in improving your CTR.  (You will read more 

on that in tip # 5 below.) 

 

Click Here to view Google’s new multimedia online tutorial of keyword matching options. 

 

2.  Split Test Ads.  Develop various headlines and descriptions and split test them by always 

running two ads against each other.  Google splits the traffic between the two ads.  You can see 

which ad has a better CTR and keep that one as it is.  Edit the ad with the lower CTR by trying a 

new headline, different ad copy, or a variation of both.  Constantly trying to improve on your 

best performing ad will lead to incremental and consistent improvement in your CTR.   

 

Here’s how you do this:  

In the Campaign Manager, in the Ad Group, above each ad there is a link, “Create New Ad”.  

 

Click on it and create a second ad for each campaign.  Make it different than your first ad.  Make 

sure to include keywords in the ad copy.  Try using different verbs.  One tiny change in one 

word or even capitalization can vastly increase your CTR.  By improving your CTR, your 

cost per click will decrease, and the reduced cost per click will lead to a higher ROI. 
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3.  Move the keywords that are performing well into their own Ad Group.  (You will know how to 

judge this when you get to the Advanced Tracking section, pg. 136) Make sure to use two ads and 

compare their CTR when used with the new, smaller subset of high performing keywords.   

This technique was made famous by the Original Google AdWords Guru, Perry Marshall.  Perry 

calls this the “Peal and Stick” technique, referring to ‘pealing’ a high performing keyword out of 

its Ad Group and ‘sticking’ it into a new Ad Group.  Perry’s legendary book The Definitive 

Guide is the unchallenged authority of every strategy that produces laser-targeted pay-per-click 

traffic from your Google Ad Words ads. 

One benefit of concentrating high performing keywords into their own Ad Group is that you can 

create ads that are specifically written for the new subset of keywords.  Additionally, the 

elevated CTR of the group will reduce your CPC and further you might eliminate competitors 

who might otherwise have a higher Ad Rank.   

Once you have your new Ad Group with high performing keywords in it, use two ads so they 

will rotate against each other.  Again, keep the ad with the higher CTR and replace the other with 

a new ad.  You can make consistent improvement on all of your campaigns by testing in this 

way.   

Consistent improvement is key for success. 

4. Changing the capitalization on some of the words in your ad can improve the CTR.  Try 

capitalizing the first letter of every word in your ad, including the first letter of the URL. When 

the URL is made up of multiple words, like AdwordMentor, capitalizing the first letter of each 

word will influence the CTR.    

When deciding what to capitalize in your AdWords ads, forget about what you learned or didn’t 

learn in school.  Capitalize in the way that is easiest to read and looks best to you.  Your higher 

CTR will demonstrate that the customer probably feels the same way.  Play with capitalization as 

you split test your ads.  Capitalization really does make a difference in your CTR.    
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5.  If you have the word ‘free’ in your ad, test it without it.  Instead, you might want to set the 

word ‘free’ as a negative keyword. 

 

To set a negative keyword, you simply add it to your keyword list with a negative sign in front of 

it. For example, if you are promoting web hosting. You might have these keywords in your 

keyword list: 

  

webhosting 

hosting 

web hosting 

-free 

 

Notice in the list above there is the negative keyword “-free”.  That means that your ad will not 

display if someone searches on “free” and one of the other keywords. So for example if someone 

searches for “free webhosting”, your ad would not be displayed. 

Building out your negative keyword list may be one of the most effective ways of increasing 

your CTR.  When you discover that a keyword is a performing poorly, make it a negative 

keyword!  Poor performing keywords have either a low CTR or rarely result in sales or both. 

To identify additional ideas for negative keywords, type your own keywords into Google and 

look for ads that are not targeted to the same audience as your ads will be.  Those ads are most 

often triggered from the broad match feature for one or more keywords that are contained in one 

of your keyword phrases.   

When you are using the broad match keyword feature, include some negative keywords to 

prevent your ad from showing to an unintended audience that is searching for unrelated phrases 

that nevertheless contain the keywords in your broad match. 
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6.  Use regional targeting if it is appropriate.  One of my campaigns promotes a refinance lead 

program.  I’ll create AdWords ads with states or city names in the title and/or ad copy.  I also use 

Google’s Regional Targeting Feature to target specific ads to appear only in a certain region. 

 

7.  Don’t create misleading ads.  Not only does Google disable your ad if they catch the false 

enticement, but they just don’t work.  They might get you some clicks, but they won’t convert to 

sales.  When a person clicks an ad and they see that the ad is misleading, they’ll leave with no 

hope of the action that would lead to your commission. 

 

8.  This is actually a tip that will increase your conversion rate, which means more sales: 

 

Offer people exactly what they’re looking for as soon as they arrive.  Choose the best page for 

them to land on and setup your affiliate link so that it takes them to that page (See Step #3 

Creating your affiliate links, page 70 - 71) for an explanation of how to do this).  Don’t send 

them to the home page where they have to navigate around.  They won’t. 

 

For example, if you are promoting a pay per lead program, you want to send them to the page 

that describes the program and has the form to sign up, or a page with the description and a 

prominent visible link to the signup form. 

 

Don't make your visitors do 
more work than necessary. 

You don’t want to send them to the home page of the website and then make them wade through 

the site looking for that program and signup form.  They won’t.  They’ll just hit the back button 

and search again. 

 

For example, say you are promoting a pay per lead program for cell phone service.  You find a 
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merchant like LetsTalk.com that pays you $20 a signup.  They offer a free cell phone with cell 

phone service. 

 

So you put up an AdWords ad with a headline like: Free Cell Phone, or Free Nokia Phone. 

In this example, when someone clicks through your ad, you want them to land on the page that 

explains that they get a free cell phone when they signup.  There should be a prominent link to 

signup, or the searcher should land on the signup form itself.  

 

Don’t link the AdWords ad to the LetsTalk.com home page where they would have to navigate 

around the site looking for the promotion. 

 

Also, you don’t want to send traffic to a website that doesn’t convert.  Before you start 

directing traffic to a merchant, spend a little time on the merchant’s site and pretend that you just 

clicked through your AdWords ad.  When you see the webpage that you land on, what are you 

thinking?  What is your first impression?  Is it what you were looking for?  If you were really 

interested in that, would you be enticed to buy or signup? 

 
 

 
Google Cash Part 4 Conclusion 

 

Whew, we covered a lot of details in this section! Hopefully you took some notes of key points 

in this chapter – if not, now is a great time to skim through real quick and jot down some of the 

key points. If you're still sketchy on some of the concepts, it will be worth your time to simply 

read this chapter a second time!  

 

Tomorrow, we'll talk about how to avoid wasting money, tracking your campaigns to ensure 

ultimate success (including some advanced tracking techniques!), using eBay to get clicks, and 

how to put everything you've learned so far into action! 
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