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Company Background

• Incredible team with tons of client-side
SEM/SEO, direct marketing, and advertising
experience

• Got fed up with how agencies treated us

• Clients include Fujitsu, GM, Ultimate Blackjack
Tour, Dr. Oz, and more

• Also work with professionals such as
REALTORS®, doctors, and lawyers



Agenda

1. What is Search?

2. Setting up a Google account

3. Best Practices & Advanced Strategies



WHAT IS SEARCH?



Search Is…

• Where more than 75% of home buyers begin the home
shopping process (Source: Clickz.com; “Real Estate Ad Shift Continues, But Web Adoption Is Mixed”)

• Where real estate professionals will spend $1.8B
advertising in 2007 (Source: MarketingVox.com; “Local Online Ad Growth Robust, Search to Double”)

• Where 52% of real estate professionals will spend at
least some of their advertising budget in 2008 (Source: Inman.com;
“The State of Real Estate Marketing”)

• A Pull media (not a Push media)

• One of the most trackable and controllable forms of
marketing



Push vs. Pull

• Traditional “Push” Media (newspapers,
radio, TV, email, etc.) pushes a message
to a large audience in hopes that someone
finds the message relevant

• Search is a “Pull” Media: consumers ask
for a product or service and the most
relevant advertisers waiting there get the
business



SEM vs. SEO

SEO

SEM



SEM vs. SEO
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SEM is Highly Trackable

Dates Position Impressions CTR Clicks CPC CPM Cost CVR Conv CPA

8/5/2007 1.2 1,516 1.7% 25 $0.23 $3.75 $6 0.0% 0 $0.00

8/6/2007 1.4 2,163 1.9% 40 $0.28 $5.17 $11 2.5% 1 $11.19

8/7/2007 1.1 1,984 1.6% 32 $0.30 $4.84 $10 0.0% 0 $0.00

8/8/2007 1.4 2,230 1.7% 38 $0.18 $2.96 $7 0.0% 0 $0.00

8/9/2007 1.3 2,042 1.9% 38 $0.23 $4.35 $9 2.6% 1 $8.88

8/10/2007 1.2 2,614 1.8% 48 $0.25 $4.70 $12 4.1% 2 $6.14

8/11/2007 1.2 2,718 2.1% 58 $0.26 $5.52 $15 3.5% 2 $7.50

Totals 1.3 15,267 1.8% 280 $0.25 $4.53 $69 2.1% 6 $11.54

(Source: Magnifi Online test for Ryan Anderson of Anderson Homes Realty LLC, a Colorado REALTOR®)

Google AdWords Tools and Reports:

• Geo-targeting by Country, State, City, Zip, and Radius

• Day-Parting by Day of Week and Time of Day

• A/B split testing of Ad Copy and Landing Pages

• Google Analytics & Website Optimizer

• Impression Share & Raw Search Query Reports

• Text Ad and Banner Ad placements on the Content Network

• Newspaper and Radio ads



SETTING UP A
GOOGLE ACCOUNT



$50 in Free Advertising

• Go to www.magnifionline.com/car
• Click the link for the free $50 credit



Choose AdWords Edition



Set Language & Geo-Targeting



Create Ad Copy & Keywords



Set Budget & Max Bid



Review & Approve



Account Snapshot Page



Submit Payment Info



Campaign Summary Page



Edit Campaign Settings



BEST PRACTICES &
ADVANCED STRATEGIES



Account Structure

• Account > Campaigns > Ad Groups > Keywords & Ad
Copy

• Critical to group keywords in relevant, related ad groups

• Budgeting and targeting done at campaign level

• Bidding done at keyword or ad group level

• Ad copy set at ad group level

• Tracking links set at keyword or ad group level



Keyword Selection

• With SEM, cast a wide net
• High-volume phrases like “real estate” will be expensive

(both CPC and total cost)
• Target only relevant keywords (don’t buy “income

properties” if you only sell custom-built homes)
• The more specific the keyword, the lower the CPC (due

to less competition)…however, less search volume so
you need many of them to get enough traffic

• Use names of cities, towns, residential neighborhoods
• Add qualifiers like “foreclosures”, “waterfront”, “town

homes”
• Test qualifiers like “find”, “research”, “locate”
• Free keyword-generating tools at:

– https://adwords.google.com/select/KeywordToolExternal
– http://freekeywords.wordtracker.com/
– http://www.keyworddiscovery.com/search.html



Keyword Match Types

• BROAD MATCH (default): your ad appears even if the
keyword searched on includes other words, is not in the
same order, and/or is merely similar to your keyword

• PHRASE MATCH: your ad appears if the keyword
searched on has the same words in the same order as
your keyword (but may have additional keywords before
and/or after it)

• EXACT MATCH: your ad appears only if the keyword
searched on is exactly the same as your keyword

• NEGATIVE MATCH: prevents your ad from showing if a
keyword searched on contains a particular word that is
not relevant to your business



Ad Copy

• Use ad copy to pre-qualify traffic – be as specific
as possible to make sure you get the right traffic

• 1 x 25-character headline, 2 x 35-character
description lines, 1 x 35-character display URL

• Words in the ad that match the keyword get
bolded

• Use {keyword:abc} to dynamically insert the
keyword into your ad
– Still bound by character limiations
– {keyword:abc} will be lowercase; {Keyword:abc} will

be first word uppercase; {KeyWord:abc} will be all
words uppercase

– “abc” word will be shown if keyword would exceed the
character limitations



Landing Pages

• Critical to a successful SEM campaign
• Should be clean and easy-to-navigate
• Must have an obvious and unobtrusive call-to-

action
• Must be relevant to the keyword and ad copy
• Cannot contain pop-up windows
• Should reinforce your ad copy and must be only

one click away from information about any
promos or offers you message in your ad copy

• Successful landing pages are rewarded with
lower CPCs and higher positions



Bidding

• Set bids at the keyword level or at the ad group level

• Max CPC bidding (default) sets a maximum bid and you
will be charged a percentage of that based on your
position, your competitor’s bids, your CTR, your CVR,
and other factors

• Preferred CPC bidding sets an average amount you’d
like to pay per click and Google adjusts your bids (and
position) to hit that target

• Budget Optimizer bidding sets a 30-day budget and
Google automatically adjusts your bids to get you the
maximum amount of traffic within that budget…test this
cautiously, though!!!



Budgeting

• Budgeting done at the campaign level

• Set a daily budget for each campaign

• Take into account any day-parting rules
you’ve set

• Choose Standard Delivery (ads shown
evenly over time) or Accelerated Delivery
(ads shown as quickly as possible)



Testing

• Testing is critical to improving your results over
time

• Create 2 – 3 different ads within an important ad
group, or create 2 identical ads but use different
links to separate landing pages

• Be sure to run your tests long enough to get
meaningful data (12 clicks vs. 10 clicks doesn’t
tell you anything)…shoot for 85% confidence

• When evaluating success, consider both CTR
and CVR of the ad or landing page

• Don’t bite off too much at once – start with one
or two important ad groups and expand your
tests to other ad groups as you get learnings



Reporting & Analysis

• Check the Account Snapshot and
Campaign Summary pages daily

• Under the Reports tab, set up a few
meaningful reports and run them on a bi-
weekly or monthly basis
– Keyword Summary
– Campaign Summary
– Ad Text Summary
– Account by Day (or Week)



Evaluating ROI

• CPA = Cost / Number of Leads
$750 Cost / 36 Leads = $20.83 CPA

• Or, determine how much a lead is worth to
you (i.e., $25 Value/Lead)

• ROI % = (Value) / (Cost) - 1
($25 * 36 Leads) = $900 Value
$900 Value / $750 Cost -1 = 20% ROI

• ROI calculation is useful for bidding (i.e., if
keyword has a 20% ROI, try increasing bid
10% to get more traffic)



Scaling

• Always look for keywords that aren’t working
(lots of cost with no conversions) and down-bid
them; look for keywords that are working and up-
bid them

• Always grow your keyword list!

• Delete ads and landing pages that aren’t
working and try to improve the ones that are

• Once you identify formulas that work for your
business, consider expanding to other search
engines with your new Google learnings



Beyond Google AdWords

• Search Engine Optimization

• 2nd-tier Search Engines (Yahoo! & MSN)

• Real Estate Search Engines (Realtor.com,
Trulia.com, Move.com, etc.)

• Local Search (YellowPages.com, Dex.com, etc.)

• 3rd-tier Search Engines (Ask.com, etc.)

• Free Listings Sites (Craigslist, GoogleBase,
YouTube)



SEO Best Practices

• CONTENT: lots of relevant, keyword-rich
content both on-screen and in the meta
titles, descriptions, keywords

• LINKS: lots of relevant links from non-
spam reputable sites

• DESIGN: use search engine-friendly web
design (no frames, 301 redirects, etc.)



A Few Words of Warning

• SEM is not a “set it and forget it”
advertising channel

• Monitor your results daily at first; less
frequently as you get your campaigns
dialed in

• Consider hiring an SEM professional to
consult with you, train you, or even
manage your accounts on your behalf



More Information

• Visit www.magnifionline.com/car

• www.google.com/adwords/learningcenter/index.
html

• www.clickz.com

• www.searchmarketingstandard.com

• www.sempo.org


