
Pay Per Click Marketing for Your Business 
 

You’ve decided to check out PPC marketing for your business – that’s “pay per 
click”, and it’s a lot less expensive than traditional advertising. 
 
Another advantage of PPC:  You can tweak and tailor your campaign as you go 
along, so that it becomes highly results-driven towards your specific goals.  And 
you can set a maximum daily budget. 
 
For this exercise we’ll compare local advertising costs. Let’s compare the 
advantages of PPC advertising with the regular, local print advertising you’re most 
likely used to… 
 

Regular Local Advertising Online PPC 

Set rate – usually starting around $600 
for a 1/8th page ad (around the size of 
the average Google AdWords ad).  No 
guarantee as to how many people will 
see it or read it, though you can check 
the distribution numbers of the 
publication for some idea of what is 
possible. 

You can customize the rate to your 
budget – starting at pennies per day 
($1.44 per 1000 impressions) 

No tweaking, once the ad is published.  
It will run for the time specified and 
only then can you tweak and re-sign-
up for a new campaign. 

You can tweak your ad as you see 
results, to target better those who are 
responsive. 

 

One camera-ready layout per payment You can split-test multiple ad variations, 
to see which perform better, and 
change mid-stream to cater to your 
top-performing results 

One purpose – attract new business Multi-purpose:  You can set your ad to: 

• Promote your new social media 
Business Page 

• Promote a particular post 



• Raise brand awareness 

• Pick and choose the start and 
end times for your run dates 

• Use advanced options to tailor 
your ads even more finely 

• Easily toggle between CPM (cost 
per mille) and PPC (pay per 
actual click through) 

So what does a PPC ad look like? 
 
Here are various common forms… 
 
1.  Facebook Ad 
 

 
Advertising through social networks such as Facebook and Google Plus can really 
help boost your business – particularly if you include your location-based 
keyword in your ad.   
 
Including your location means that your social network is much more likely to 
serve your PPC ad to users who actually live within the radius of your location. 
 
2.  Google AdWords 
 

 
 
If you’ve paid attention to online advertise, you may have heard mutterings about 
Google AdWords being “dead”.   
 
Not so! 



 
In fact, Google AdWords is so highly optimized nowadays, it still sets the bar for 
all other forms of online advertising.  And there is a specific branch of AdWords – 
AdWords Express for local businesses – we’ll examine shortly, which utilizes 
the power of geo-targeting for mobile phones. 
 
Google itself has also changed its search algorithms in favor of social search and 
“intelligent” search – meaning, instead of blindly serving up results to users based 
only on actual keywords, its search bots and engine now take context and 
social relevance into account (and they’re working on improving this daily). 
 
For example, if your business was located in Meridian, Idaho, and called “Purple 
Banana Office Services”, your ad is far less likely to be displayed to people 
searching for “banana daiquiri recipe” and far more likely to be displayed to 
people searching for “office services Meridian”.   
 
AdWords also provides multiple resources, its famous KeyTool to help you find 
the perfect keywords for your purpose and budget and a much easier to read 
guide section. 
 
Your ad can also appear in various Google locations, including Google Plus (its 
answer to Facebook).  Google Plus now has 400 million active users.  Of course, 
this doesn’t yet compare to Facebook’s 800 million active users – but one 
significant fact that many overlook is that people using Google Plus are often 
interested in activities and services within a specific location.  They are searching 
for or investigating local stores, businesses and services, as well as local activities. 
 
What does a Google AdWords ad look like?   
 
That depends where its served.  For example, if you’re looking up “shoes” in 
Google’s search box and you live in Meridian, you’ll see a highlighted ad such as 
this at the top of your search results. 
 

 
 



Note that the ad also shows how many people pressed the “+1” button – that is, 
how many shared or followed Pronto shoes from within or through Google Plus. 
 
You will also often see paid ads in the Google search results sidebar… 
 

 
 
They can also appear at the top of blog posts, in blogs dealing with your niche 
topic that accepted AdWords… 
 

 
 
…Or in sidebar widgets on the same types of blogs (depending where the blog 
owner has left room for AdWords ads). 
 

 
 
These blogs and websites are all part of the Google Display Network, a 
database of sites that accept ads. 
 
These are not all small, individual blogs and websites either:  Google Display 
Network partners include Google Finance, Gmail, Blogger and YouTube. 
 
3.  YouTube PPC 



 
You can also engage specifically in You Tube PPC advertising through Google 
AdWords… 
 

 
 
  



Advantages of creating YouTube pay-per-view video ads include: 
 

• No minimum amount for video AdWords campaigns – set your rate per 
view as low as you like 

• “One-stop” tool section for creating powerful video ads 

• You only pay when a viewer actually watches your video 

• You are presenting yourself to viewers who have pre-qualified themselves 
as your best potential target customers 

• Detailed tracking data, including: 

o Who watched your video 

o How long they viewed it 

o Whether or not they shared, “Liked” or subscribed to your channel 

• You can change “the smallest detail” to fine-tune your results 

• Your video ads are also promoted on the Google Display Network 

 
5.  Which PPC Networks to Use? 
 
Facebook  and Google AdWords Comparison 
 
We’ve already spoken about Google AdWords search result ads showing the 
number of “+1” recommendations you gained:  Similarly, if your ad appeared in 
Facebook, you could set it to display how many people “Like” your ad, which they 
would be prompted to do from within Facebook (or by pressing a Facebook 
“Like” button embedded on other sites): 
 



 
Now that Google has adjusted its algorithms for more socially relevant and 
natural sharing, there is really not a lot of difference between Facebook and 
Google AdWords. 
 
Google has a larger potential reach generally – but Facebook has double the 
amount of active users, compared to Google Plus. 
 
Google displays your ads through multiple venues – but Facebook users in your 
area are served your ad whether or not they want to see them – the “captive 
audience” factor.   
 
The truth is any tactic or method of presentation has the potential to be a 
double-edged sword.  This is where your knowledge of the exact type of 
customer or client you’d like to reach, along with his or her spending patterns 
and habits, will come into play. 
 
Both venues – Facebook and Google – allow you to test, track and fine tune. 
 
With Facebook, your best bet is to create a Facebook Page for your business and 
use your ads to promote your Page (though you can also choose to have your 
Facebook ads take you directly to your website). 
 
But you can also create a Google Plus page too.  
 
Your best bet?   
 
Try PPC advertising both through your best social network and Google Plus – or 
any other network more suited to your industry or niche.  Give each a good test 
run and make sure you track and tweak your campaigns.   
 
And no matter what network(s) you choose, tie them in with YouTube videos 
and/or YouTube AdWords. 
 



Then eliminate any network that is not performing well for you and focus your 
efforts on the one performing best.  (Be sure to track whether or not dropping 
the other network has affected your sales, web authority or visibility. 
 
6.  Terms You Need to Know 
 
Now that you’re getting an idea of how PPC advertising works online, here is a 
short glossary of words you need to know… 

• PPC – Pay Per Click.  Every time someone clicks on your ad and 
completes an action, you pay the rate you’ve set per click 

• CPC – Cost Per Click.  The amount of money you actually end up paying, 
each time someone clicks through from your ad 

• CPM – Cost per Mille.  A rate set by every thousand impressions (views) 

• CTR – “Click-through rate”.  Knowing your CTR is important when 
determining the effectiveness of your ads and your CTR is actually a 
formula measuring the strength of keywords you have chosen and their 
relevance to your viewer… 

o The number of clicks your ad generates ÷  the number of times your 
ad is displayed 

For example, if your ad generated 99 clicks but actually appeared 300 times, 
your CTR rate would be 33%. 

There is no set “perfect” rate to measure how a keyword performs:  You 
could easily corner your market with a 3% keyword in one area and with 
another keyword at 16%, fall flat.  After you have monitored your PPC ads 
for a little while and begun to get a feel for how they are performing 
(backed by data you read), you will start to get a strong feel for your own 
optimal CTR performances. 

There are many variable factors in determining your CTR rate – it doesn’t 
just rest on mathematics.  For example, campaigns with branding as their 
goal usually earn a higher CTR than those based on sales.   



Aim for 2% CTR minimum:  Anything less than that needs 
some dedicated tweaking. 

De-Mystifying CTR – Facebook does a good job of keeping CTR 
straightforward, in that it basically shows you two types of CTR: 

• Ad CTR (% of times your ad is clicked on) 

• Social CTR. (Clicks on clicking-viewer friend-recommended ads)   

Facebook and LinkedIn CTR rates are typically much lower than AdWords. 

Facebook recently seems to be phasing out the display of your friends’ 
names with ads, substituting these with the number of “Likes” instead.  
(Exceptions:  Games, which still show the names of friends who have 
recently played them.) 

It’s hard to tell at this point if this trend is user-driven or Facebook driven.   

Bottom line when it comes to CTR?  Keep an eye on it and let yourself 
become familiar with your particular CTR – but don’t get hung up on it.  
CTR is just one piece of the jigsaw puzzle that is online PPC advertising.  

• Impression – Appearances of an ad in response to specific keyword 
searches 

• Keyword – search terms consisting of one or more words bundled 
together.  Can be disjointed (e.g. “fruit vitamins non-acidic”) or an actual 
phrase (e.g. “how to press jacket lapels”) 

• Quality Score – Google AdWords term, based on your ad’s relevance, 
CPC and CTR.  A high Quality Score means a low minimum bid with better 
ad position.  
 

• Reach – The number of unique viewers who see your ad 
 



• Relevancy – How relevant your ad and its keywords are to your target 
viewer’s search. An ad with strong relevancy will also have a strong Quality 
Score 

 
7.  Other PPC Networks 
 
Facebook and Google AdWords are not the only fish in the sea, however, when it 
comes to creating powerful PPC ads for your business.  If you are marketing your 
services as a local B2B (business-to-business), LinkedIn PPC ads may provide 
a better choice for your business. 
 
There is a minimum $2 per click bid rate, though you should pay close attention 
to the “Suggested Bid Range” that appears when you enter your preferred 
amount.  It will give you an accurate idea of the viability of your campaign. 
 
Clickz Marketing News provides an excellent, in-depth article, “Guide to LinkedIn 
PPC Ads –How to Succeed in2013”,  showing how to effectively use LinkedIn 
PPC. 
 

 
 
But before you go chasing off after this network and that (worrying about your 
ad’s CTR along the way) let me introduce you to an easier way… 
 
  



8.  Local PPC Secrets 
 
Google Places for Business can confuse you if you come across it, in that Google 
Places has been replaced by Google Plus – meaning, instead of Google Places, 
your location-based business will be served and displayed through Google Plus 
Local, which you will see as a menu choice in the left-hand sidebar of your Google 
Plus account.  (Sign up for Google Plus, if you haven’t already done so: It’s free 
and you can use the power of business reviews other write about your business 
to help boost your ad campaigns and general searchability.)  
 

 
 
The Google Places for Business link, above, is worth checking out, simply to view 
examples of how local businesses have used Google Places for Business (under 
“Success Stories”), learn how to promote your business, see what new Google 
features you can take advantage of and browse the FAQ section to shortcut your 
learning curve. 
 
It doesn’t cost a cent to join Google Plus and create your Google Plus Business 
Page – an essential, key part of using Google Plus Local -- and doing that, alone, 
will help boost Google searches for your keywords and location.  You can link 
your Page to your Google AdWords campaign in a highly optimized way through 
Google AdWords Express, much as you would with Facebook, only with a 
stronger geographical presence. 
 



  
You do need a physical mailing address to enter for sign up and optimization 
purposes, but if you work as a mobile service provider you will be able to specify 
a service area that you cover. 
 
“You Pay Only for Success” 
 

This is an up-front promise from AdWords Express – 
meaning you pay “only when customers click on your ads 
and visit your website”.  When a potential customer wants 
to find a business such as yours, she enters the location 
keyword (e.g. “Vancouver”) and the type of business and/or 

product she’s trying to locate (e.g. “hair extensions”).   
 
If you have signed up with Google AdWords Express, your business will be 
displayed in the right-hand sidebar map, marked by a blue teardrop bubble. 
 
(If you’re wondering what the red balloons are, these signify businesses that have 
earned reviews – another great strategy for your business to use and encourage.) 
 
Your ad will also have top position above all other search results: 
 

 
 
Budgeting is simple – choose a monthly amount, and Google AdWords Express 
will instantly calculate how many people should click on your ad at that amount – 
you’ll be able to see, up front, what sort of results to expect when spending that 
amount of ad dollars. 
 
Again, you’re only charged when someone clicks on your ad. 
 



The advantage of the “teardrop” displayed within the map:  Many qualified 
customers never click on the text ad.  They are searching on their mobile phones 
– which serves up map results – as aptly demonstrated by this screenshot from 
the AdWords express video. 
 

 
 
9.  Who Should Use Google AdWords Express? 
 
Any business that wants to increase its local market share! 
 
AdWords Express can make all the difference between being dwarfed by new 
competition with bigger budgets and/or easier access (e.g. chain stores, new 
shopping malls) and presenting you as the top, desirable choice. 
 
The catch? 
 
You need to make sure you create an ad that catches your ideal customer’s 
attention.  (Think about it: How many times do you ignore text ads, when 
browsing through search results?) 
 
That doesn’t just include making your ad catchy and readable:  The most 
important part is choosing the right keywords – especially the right ones for your 
budget.  (Premium keywords will cost more than lesser used ones.) 
 
The easy part? 
 
Again – that would be AdWords Express serving your business up with the handy 
little blue teardrop marketer when people search with their mobile phones.  And 
you probably do this yourself – simply access your mobile, when looking for local 



businesses you need to find (it’s what 44% of all shoppers now do – and that 
number is expanding rapidly). 
 
10.  Creating Your Powerful Ad 
 
You already have one part of your unique and powerful keyword mix – your 
location or service area. 
 
Choose the remainder wisely, keeping in mind both your budget and what your 
best customer or client is most likely to use as a search term. 
 
This goes for all types of local PPC advertising – whether YouTube driven, 
Google Places driven or shared through social media such as LinkedIn, Facebook 
and Google Plus. 
 
Let’s finish off with some vital tips for creating strong PPC advertising 
campaigns… 
 
Six Essential PPC Best Practices 
 

1. Choose your best keywords carefully.  Spend more time on this 
than anything else.  (Your chosen PPC platform should have powerful – and 
easy-to-use – tools to help you).  Keep your keywords highly local at first.  
(E.g. “Huntsville duck race”) 
 
All you need is one highly relevant keyword to grab customer interest:  
And you can change these based on local events and specialties (provided 
these do form part of your business platform). 

 
2. Don’t waste your money on “empty” ads. 

 
Empty ads say nothing.  They don’t tell your potential customer what to do 
next and they don’t instantly “show” one huge incentive to take that action. 
 
Which one of these two Facebook ads would most inspire you to click 
through? 
 



 
Let’s quickly compare them… 
 

Moscone Tile & Marble Diamonds International 

Doesn’t ask people to take any sort 
of action at all 

Tells people to “LIKE US” 

Provides no incentive to click Offers a contest entry for a $3,000 
shopping spree in exchange for the 
“Like” 

Pleasant but washed out graphic  Vibrant and clear graphic showing 
the “big benefit” of reading – and 
clicking – the ad 

 
Finally, notice that Moscone only has 585 likes, versus Diamonds 
International’s 36,932 likes.  When would Moscone instantly trump 
Diamonds International?  If it was served up to someone actually in the 
process of looking for tile floors and countertops – and on social networks, 
that is not always the case. 



 
Disadvantages of Diamonds International’s ad?  While it captures a massive 
share of Likes, compared to Moscone, its audience is bound to be highly 
general, consisting of all sorts of demographics attracted to the contest 
prize. 
 
Among that number, remember that the real number of potential paying 
customers will be much smaller. 
 
The ad is there to capture attention, rather than convert to strong sales. 
 

3. Don’t annoy your customers with your ads!   
 
Make sure your ads: 

• Offer a strong incentive to click 

• Make your readers curious/want to learn more 

• Don’t contain irrelevant, misleading graphics 

• Deliver what they promise 

• Are clear and direct 

 
Use both specific (e.g. “hair extensions”) and general (e.g. “salon”) 
keywords along with your main location keyword (e.g. “Vancouver”). 
 

4. Use local keywords right within your ad copy. 
 
It’s not enough to specify your target area and location when setting up 
your ad – include those keywords in your Title and Body Copy too. 

 
5. Use AdWords Location Extensions and Phone Extensions. 

 
You’ll be using Location extensions if you place your ad through Google 
AdWords Express, but be sure to use Phone extensions too.  This means 
your clickable phone number will appear for each potential customer who 
searches for you via smartphone. 
 



6. Don’t send potential customers to your website home page. 
 
(That’s what most of your local competitors will do!)  Instead, send them 
directly to a specifically-created, local landing page on your site containing: 

• Only the exact information they need to know 

• Directions (text) 

• Directions (map) 

• An incentive (e.g. a coupon, discount, door prize, draw entry slip) 

When designing that page, think only of what they will want to find on that 
page right at that moment – no more, no less. 

 
Try one small campaign for a month… or enter the arena with two or three on 
the go, if you have a versatile budget and lots of confidence. 
 
But do set a monthly budget and at least try PPC for your business – this is one of 
those times where it really can mean the difference between success and failure, 
growth and decline. 
 
 
 
 
 


