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What Others Say About the Impact of the Last Edition of This Book


“I’ve used the Ultimate Guide to Google AdWords since the first edition. Transforming a client’s unprofitable AdWords account into a cash cow—churning out $30 to $35k profits every month. Just scratching the surface of the book’s contents.


“This is the best book on AdWords, period. Plus, it’s a dang good book on internet marketing. Not only can you use it to tap Google’s huge traffic stream, you’ll also convert the thundering hordes of traffic into buyers and profits in your pocket. Do what I do—don’t just buy and use it yourself; buy copies for your friends!”


—ROY FURR, EDITOR, BREAKTHROUGH MARKETING SECRETS, DIRECT MARKETING CONSULTANT


“I’m often asked by peers in my niche how I manage to rank so well in search engines and not go broke using Google AdWords. There are a couple of reasons—I’ve been subscribing to Perry Marshall’s newsletters since 2003; I’ve read every one of his books; I listen in on all the conference calls he organizes; and finally, I IMPLEMENT his strategies and tactics.


“The Ultimate Guide to Google AdWords lists for $24.95. Only a fool would continue to run Google AdWords campaigns and NOT invest in, study, and implement the ideas in it. And no, you’ll not find an affiliate link to Amazon here. Just get the book!”


—JER AYLES-AYLER, ADWORDS USER, TRIHOUSE ENTERPRISES, INC.


“I bought this book to learn how to get better results from AdWords for my clients. The advice given is easy to follow, and following up on the results of your campaign is exciting. I’ve already seen a huge increase in clickthrough rates for the different customers and campaigns I run. I get far better results for less money.


“I would recommend reading Ultimate Guide to Google AdWords to anyone interested in starting AdWords marketing, or tuning their current campaigns for better results. On the other hand, I’d like to keep what’s in here a secret.”


—HENRIK HEDBERG, ADWORDS USER


“Naming this the Ultimate Guide is not a fluke. I have been tweaking the hell out of the ads I’m using to lead searchers into my funnel. Over the past few weeks, I’ve managed to get one of my ads up to just over 7% CTR from a previous 1 to 2%!”


—BILL PERRY, ADWORDS USER


“I thought I knew it all. I set up an AdWords account and a couple of days later I came back to check if I was rich yet. Unfortunately, the only thing that happened was Google enjoyed free access to my bank account. Luckily the traffic was not that high so it was just a couple hundred dollars. And I made no money.


“Frustrated, I went online and did some research. Every forum, article, and blog seemed to be talking about Perry Marshall, so I decided to get Ultimate Guide to Google AdWords. 30 minutes into reading my mind was blown away.


“Next, my Quality Score went up from an average of two and three to a six and nine for various keywords. At the same time, my cost-per-click went down from over $4 to about $0.50.


“The rest is history. Seriously, if you don’t know the stuff in this book don’t even think of AdWords. This is THE guide.”


—JEAN PAUL ESSIAM, ADWORDS USER


“An exemplary Google AdWords manual that could easily prevent costly mistakes and help boost profits.”


—KIRKUS REVIEWS


[Editor’s Note] These testimonials are in reference to the previous version of this book, which was titled using the former name for what is now known as Google Ads: Google AdWords.
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Preface


Wait! Before You Read This Book…




If you’re brand-new to Google Ads and you’re just getting started, you MUST read this short section first.


And if you’ve got years of Ads experience under your belt or you already own an earlier edition of this book, we’ll give you shortcuts and page numbers for the advanced, new material in the book at the end of this preface.


The first thing you need to do is go get your online bonus material at www.perrymarshall.com/supplement. There, you’ll also find a collection of supplemental material that I consider vital to this book (because Google is constantly fussing with things), and you’ll get in line for a series of updates you’ll need as Google’s system changes.





OK, now that you’ve done that, let me tell you how to go about learning Google Ads.


IF YOU’RE A RANK BEGINNER…


There’s an old saying: “You can’t learn to ride a bicycle at a seminar,” and it definitely applies to Ads. Google Ads and, really, everything you do in direct marketing is hands-on. It’s not theory. It’s the real world. It’s the school of hard knocks.


About that last part: When Google Ads (formerly Google AdWords) was brand-new, there were many inexpensive clicks available, and you could find your way by making lots of cheap mistakes.


Those days are over. Today, that strategy will get you slaughtered.


When you open a Google Ads account, go ahead and enter your keywords, write some ads, and set some bid prices. It’s OK if you don’t really know what you’re doing at this point. The first few chapters of this book will show you exactly how to do it. But here’s the most important thing of all:


Set a low daily budget, say $5 or $10 per day, to make absolutely sure that your first experience with Google Ads is a GOOD one—not a painful one. The worst thing you can do in your new career as a Google advertiser is accidentally run up $2,500 of clicks that you don’t know how to pay for. All advertisers have to go through some trial and error before things really come together. Google will make many assumptions about how to set up your account that are wrong, and if you blindly follow its menus, you’ll make some costly mistakes.


Another giant mistake advertisers make is assuming that Google is “benevolent.” Not true! If I had a dollar for every person who told me, “The Google rep called me with some friendly suggestions and … well, I lost thousands of dollars,” I’d be a good deal richer. Google does have a Green Beret team of crackerjack reps who know what they’re doing, but only huge advertisers and premium agencies get those guys. Everybody else gets reps who are hustling to meet their sales quota. Most Google reps have never spent a single dollar of their own money buying Google Ads, let alone been required to make a profit and meet payroll. And once they have your money, you will never get it back. Sleep with one eye open.


The best thing you can do is enjoy the process of watching those clicks come in and seeing your handiwork produce results. If you’re hands-on from the word “go,” everything you read in this book will make ten times more sense.


So go ahead and get started. Create your Google Ads account, roll up your sleeves, and jump in. We recommend you read the first two chapters to get a good overview of Google Ads, direct marketing, and all the strategy behind it.


If you’re just starting out, or you want a refresher, we cover the fundamentals in Chapters 3 through 7. They’ll give you a fantastic grounding.


Then, when you’re ready to dive into the more advanced material, Chapters 8 to 28 will cover every technique you need to get into the top 1 percent of all Google Ads practitioners.


As you go from one chapter to the next, make changes to your account. You’ll literally be able to see the performance difference in a few hours.


But before you even spend $10 on Google clicks, please make sure you’re using this book as your guide. If you don’t, you’ll make a slew of common mistakes and blow a lot of cash you could have used to grow your business. Also make sure you access the special reports and the audios and videos in the Book Bonus members’ area. They’re at www.perrymarshall.com/supplement.


IF YOU’RE A VETERAN PAY-PER-CLICK MARKETER …


This is the sixth edition of the Ultimate Guide to Google Ads. We’ve added new chapters and sections that reflect the sharpest and most current Google strategies, including:




[image: Image]  Getting started with your initial market research


[image: Image]  Planning and goal setting


[image: Image]  Campaign types


[image: Image]  Using “discovery” campaigns


[image: Image]  Targeting audiences for search and Shopping


[image: Image]  Mastering your tracking


[image: Image]  Mastering optimization





Plus, we’ve got significant updates on:




[image: Image]  Building your first campaign


[image: Image]  Bidding and budgets
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[image: Image]  Automating and using Google’s AI


[image: Image]  Analytics and attribution





Whether you’re a seasoned veteran, you’ve read the previous editions of this book, or you’re already a pay-per-click ninja, I bet you’ve never seen these before.


ADVANCED MATERIAL FOR GO-GETTER GOOGLE ADVERTISERS


I’ve added new, advanced material at www.perrymarshall.com/supplement for aggressive marketers, including extended reports and videos for all the strategies I just named: YouTube advertising, advanced campaign types, and improved Display Network techniques, as well as USP, “bionic” Google ads, and savvy market selection.


Once you’ve registered for the bonus material, you’ll also receive the regular updates we send out about Google’s ever-changing system.


One last thing: I mince no words. Google is THE benchmark for advertisers and information providers worldwide. In fact, from the standpoint of ordinary people getting things done every single day, Google is the most trusted brand on the web. If you’re up to Google’s standards, you’re world-class.


So don’t bring a knife to a gunfight. I’m not saying it’s easy. It is not. But I do promise—it IS rewarding.


THE WINNING METHOD THE WORLD’S SMARTEST MARKETERS STOLE FROM THE WRIGHT BROTHERS


The boneyard of modern civilization is littered with “great” marketing ideas that never got off the ground.


Think of the trillions of dollars companies have spent developing products, only to find out that their products weren’t what people wanted in the first place.


Let’s not assume you’re a corporation with billions of dollars to spend. Instead, let’s assume you’re a regular person who quit a cushy job to pursue an entrepreneurial vision. As you calculate it, you’ve got to start making a profit in six to nine months before you run out of money.


If that’s you, then you can’t afford to make a mistake. You can’t spend three months developing a product and then find out in month six that it has to be totally redesigned. That’ll kill your business and send you back to the J.O.B. with your tail between your legs.


Let’s make sure this never happens to you.


How can you prevent it? By testing your product idea and even your website on the cheap, using Google, before you’ve spent a lot of money. With the internet, you can find out if a product idea will succeed or fail for a few hundred to a few thousand dollars.


If you do this, you can be sure that the product you develop will be well-received.


HOW THE WRIGHT BROTHERS’ SAVVY TESTING METHOD MADE THEM “FIRST IN FLIGHT”


The year: 1903. The place: a houseboat on the Potomac River, USA.


Just weeks before Wilbur and Orville Wright flew the world’s first airplane at Kitty Hawk, North Carolina, Samuel Pierpont Langley (seen in Figure P–1 on page xvii), a well-funded engineer and inventor, was attempting to launch an airplane of his own—with the assistance of an entire staff.
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FIGURE P–1. Samuel Pierpont Langley


Langley’s assumption: Put a big enough engine on the thing, and it would fly. He focused all his effort on that one project: creating an engine powerful enough for a plane to go airborne. On October 7, 1903, Langley tested his model for the very first time.


The plane crashed immediately after leaving the launch pad, badly damaging the front wing.


Two months later, just eight days before the Wright brothers’ successful flight, Langley made a second attempt. This time the tail and rear wing collapsed completely during launch.


Langley was ridiculed by the press and criticized by members of Congress for throwing away taxpayer dollars on his failed projects. (Can you imagine the cynicism? I’m sure many sneering reporters believed that nobody could or would ever fly.) Disillusioned by the public response, Langley abandoned his vision.


Wilbur and Orville Wright, meanwhile, had a completely different approach: build a glider (which you can see in Figure P–2 on page xviii) that would glide from a hilltop with no engine at all. They focused on balance and steering. Power was almost an afterthought. Only after the glider worked by itself would they try to put an engine on it.


After three years of tedious experimentation, the glider was working well, so they commissioned bicycle shop machinist Charlie Taylor to build them an engine. It was the smallest engine he could design—a 12-horsepower unit that weighed 180 pounds.


And on December 17, 1903, at Kitty Hawk, North Carolina, Wilbur and Orville Wright made history.
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FIGURE P–2. The Wright Brothers’ Test Glider


The Wright brothers changed the world and earned lasting fame, while few have ever heard of Samuel Langley. Their approach of making the plane fly before applying power was the winning idea.




Langley … had spent most of four years building an extraordinary engine to lift their heavy flying machine. The Wrights had spent most of four years building a flying machine so artfully designed that it could be propelled into the air by a fairly ordinary internal combustion engine.


—Smithsonian, April 2003







Skill comes by the constant repetition of familiar feats rather than by a few overbold attempts at feats for which the performer is yet poorly prepared.


—Wilbur Wright





Samuel Pierpont Langley died in 1906, a broken and disappointed man.


PEOPLE WHO TEST, FLY. PEOPLE WHO RELY ON BRUTE FORCE, DIE


You don’t want to die a broken and disappointed person. You want to die rich and famous. Or at least rich, right?


Then there is a direct comparison between the Wright brothers and your career as an internet marketer.


The search engine is the motor. Your website is the glider.


A motor without a good set of wings does you no good. When you put an engine on a glider, you have a plane. When you feed traffic to a website that can “fly,” you have a business.


And as smart marketers like Claude Hopkins have known for more than a century, you get the wings to work through careful, systematic testing.


This is not a new concept. For more than 100 years, smart, savvy marketers have followed these principles of proven good sense and made their advertising dollars go many times further.


In 1923, Claude Hopkins wrote:


[A]dvertising and merchandising become exact sciences. Every course is charted. The compass of accurate knowledge directs the shortest, safest, cheapest course to any destination.


We learn the principles and prove them by repeated tests.… We compare one way with many others, backward and forward, and record the results.…


[A]dvertising is traced down to the fraction of a penny. The cost per reply and cost per dollar of sale show up with utter exactness.


One ad is compared with another, one method with another. Headlines, settings, sizes, arguments, and pictures are compared. To reduce the cost of results even 1 percent means much.…


So no guesswork is permitted. One must know what is best.


Building a business online doesn’t have to be guesswork. It’s not a crapshoot. It’s a science. Wise men and women before us have taken the risks, tested the limits, learned the hard lessons, and laid down a clear path for us that we can follow with confidence.


Whether your business is entirely online or only partly so, the foundation remains the same: Start small, test carefully, make modest improvements, get deeper insights into your market, and then test some more, and you’ll know that your business is going to grow.


This well-worn path builds a sales process that works. And when you have a persuasive website, you have a glider—just like the Wright brothers. All you need to do is put a lightweight engine on it, and you can fly.


Add Google traffic the smart way, and you’ll have a business that soars. Google Ads can bring you a lot of traffic, and that traffic is valuable to the extent that your website can convert it to leads and sales.


When you’re getting started, Google is like a lightweight engine you can turn on and off instantly. You can test your glider safely without crashing, killing a potential joint venture partnership, or blowing through a lot of money.


MARKETING MISERY: NOT NECESSARY


Thousands of people go to bed every night wondering Why? Why can’t I make any sales? Why can’t I earn any real money at this?


This is not necessary, but it’s a lesson that the scorched dotcoms in the late 1990s learned the hard way. They were like Langley—they focused on the engine instead of the wings. When their business didn’t take off, they just poured more gas into the engine, and when that didn’t work, they put it on a rocket launcher and forced it into the air. Inevitably they crashed and burned.


But you don’t have the time or money to pour into product ideas and sales messages that, in hindsight, were “almost right.” Your spouse won’t let you blow the grocery money or college savings on a hunch.


Reality is a great teacher. The people who click on your ads will tell you what they want if you ask them, and they’ll show you what they want if you watch them.


Follow the guidelines in this book, and you’ll be a world-class promoter in your market, your niche, and your chosen profession. I wish you the very, very best of success.


—Perry Marshall


Chicago, Illinois
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Chapter 1


Chisel Your Way In: Frank Talk About the Google Ads of Today




Years from now, the story of you and all the other players in your market will be just like the story of Google vs. Excite, HotBot, Infoseek, AltaVista, Yahoo!, and MSN: a bunch of losers, a couple that turned out sort of OK, and one massive success story.


I want YOU to be the success story. The alpha dog.


In this chapter, I’m going to outline a few vital strategies that can determine whether you succeed or fail in online marketing and Google Ads. I’ll conclude with some frank discussion of what it takes to make Google Ads work today. Stick with me a minute for a brief internet history lesson.





Remember the dotcom bubble, when half the world thought Amazon’s Jeff Bezos was a genius and the other half deemed him a bloody fool? Do you remember the late ’90s, when it was obvious to everybody (OK, almost everybody) that the internet was a Very Big Deal and the stakes were very, very high? That’s why the dotcom bubble happened—investors and entrepreneurs alike were determined to win on this new playing field, no matter the cost.


The internet is not merely another communication medium. As my friend Tom Hoobyar said, it is a fundamental shift for humanity that’s as important as the discovery of fire.


I remember sometime around 1999 or 2000, Yahoo! Auctions was trying to make a go of it. I was selling stuff on eBay at the time, so I tried Yahoo! Auctions, too. They were advertising all over the place, and their fees were lower than eBay’s.


But I quickly discovered that Yahoo! Auctions didn’t have as many buyers, and my stuff didn’t fetch as high a price on Yahoo! as it got on eBay. I didn’t want to sell an item for $17 on Yahoo! if it would fetch $20 on eBay.


As a seller, I wanted to go where the buyers were. Buyers want to go where the sellers are. This synergy between buyers and sellers is called the network effect. The network effect says the value of a network is equal to the number of members squared. So if in 1999 Yahoo! Auctions had one million users and eBay had two million, eBay wasn’t just twice as powerful—it was four times as powerful. Yahoo! couldn’t overcome the advantage of eBay’s sheer numbers.


As you know, eBay went on to become the web’s number-one auction site. There isn’t even a close runner-up today.


The network effect is twice as big on the internet as in the brick-and-mortar world. Why? Because the internet is almost frictionless. This quality paradoxically introduces a new kind of friction: the nearly effortless dominance of the number-one player over all competitors. The other players are at their mercy.


This has everything to do with you and your quest to dominate your market. I will get to that in just a minute. First, a quick story.


Way back in April 2002, I went to my first internet marketing conference, Ken McCarthy’s System Seminar. There, I heard Jon Keel speak on pay-per-click (PPC) advertising. Jon was my first true inspiration as an online marketer. He devoted most of his presentation to Overture, which was the dominant PPC service at the time. But he also spent a few minutes talking about Google Ads, which he hadn’t played with much yet.


By this time, eBay was already the king of online auctions, and I knew that now they had claimed this position, it would be hard for anyone to steal it away from them. So while Jon was still talking, I raised my hand and asked:


“Jon, is it possible for a pay-per-click engine to become a search monopoly, like eBay has a monopoly on auctions?”


Jon didn’t know. I had a hunch it was true, but I didn’t know why.


After the seminar ended, I went home and opened my first Google Ads account. Within a few days, I knew I’d discovered the most amazing direct-response marketing tool in history and launched a beautiful magic carpet ride that has yet to end.


At that point, Google was just another player in the dogfight between MSN, Yahoo!, AltaVista, HotBot, Excite, Infoseek, and a dozen others. There was no clear winner yet—they were all just beginning to move away from the “free” model. Search engine optimization (SEO) was still easy to game.


I personally liked Google much more than the rest, but I was in the minority. Many people still didn’t even know what Google was. Nobody at the time realized that Google was poised to become the 800-pound gorilla of the internet.


In those early days of Ads, I wondered:




In this frictionless world, where every search engine is only one click away from any other, and only one browser setting away from being the default, how can any one search engine dominate?





In hindsight, that was a dumb question. Here are some better ones:




If one search engine/auction site/map service/ecommerce store/butcher/baker/candlestick maker is clearly just a little better than everyone else, what is going to stop everyone from buying from them instead?


And when that fabled tipping point happens, and they get thousands or millions or billions of dollars in their coffers, what is going to stop them from reinvesting the profits and getting better and better until they are absolutely unbeatable?





A year after that conference, in 2003, Google Ads hit critical mass. It reached the point where everyone was seeing their competitors’ ads on Google and wanted to know how they got there. Affiliate marketers figured out that every word in the English language (and most other languages) was up for sale. The world got sucked in by Google’s irresistible gravitational pull.


Where Overture was clunky and poorly thought out, Ads was elegant and magnificently executed. Sure, Ads had its flaws, but it was fundamentally right. It was a marketer’s dream. Over the next five years, Google exploded with breathtaking force, outpacing Overture as a PPC platform, raking in billions of dollars, and going public (in 2004).


Google, which was just a little better than all the other search engines, started getting a lot better.


Google Maps became almost otherworldly in its sophistication. Soon you could take a virtual tour of anywhere on earth with Street View. In 2006, Google bought YouTube, which became the world’s number-two search engine and the default place to upload videos of your kids’ ballet recitals.


Ads started adding features; eventually almost every form of targeting you could imagine became possible, no matter how granular. Local businesses started tuning into Google Maps. Consultants and agencies started pitching, “I’ll get you listed on Google.”


Once Google added Google News (2002), Gmail (2004), and its popular web browser Chrome (2008), it became entrenched, as unbeatable as eBay. The other search engines were and are vastly inferior. You’d have to spend a trillion dollars to unseat Google at this point, and you would still probably fail.


This “winner-take-all” phenomenon is what the dotcom boom was really all about. Sure, there was a lot of dumb stuff—sock puppet mascots and whatnot. People take big risks when trillions of dollars are on the line. But they knew the potential rewards were huge. The present dominance of Google, Amazon, Apple, and Facebook proves that.


So what does all this have to do with you?


The winner-take-all phenomenon is just as true at your level and in your market as it was for eBay and Google and Facebook—especially if you run a purely online business or any business with a national or international market.


In my book 80/20 Sales and Marketing, I describe how it’s a law of nature that 80 percent of the money comes from 20 percent of the customers, 80 percent of the sales come from 20 percent of the products, and 80 percent of the cars drive on 20 percent of the roads. The 80/20 rule applies to almost everything you do in business.


But here’s something I don’t really talk about in that book: On the internet, most things aren’t 80/20. They’re 90/10!


The web, the “great equalizer,” the leveler of all playing fields, is in fact even more unequal than real life. Ninety percent of the customers use 10 percent of the search engines. Ninety percent of your traffic comes from 10 percent of your ad campaigns. Ten percent of the advertisers get 90 percent of the traffic.


Winners win big and losers lose big on the internet because it’s so frictionless.


Online marketing is a blood sport. You are playing for keeps. If you think Google Ads is going to be some small task you can delegate to your part-time assistant … if you’re planning to stick your toe in the water and dabble in it … or if you think you’re just going to spend an hour or two buying some clicks and get rich …


Ditch this book right now and go find some other delusion to indulge in.


Because it’s not going to work that way.


You’re either going to do this right, dominate your competition, and return with the spoils, or you’re going to go home with your tail between your legs. You’ll be just another Yahoo! Auctions, and the whole thing will end up being a painful lesson and a tax write-off.


This is not some miscellaneous activity that’s going to make you a little extra money. This is big—if you want it to be. If you’re not serious, don’t even start.


If you’re in business at all, this is the game you’re playing. It’s a 90/10 game, and you’re either among the wannabe 90 or the wealthy 10. There isn’t much of an in-between. If you’re not one of the top three, you’re toast. This isn’t just true on Google—it’s true everywhere on the internet.


Some people may tell you otherwise … but they’re lying. There’s no lack of con artists on the web. So if you want to make a middling living doing mediocre work, go babysit a kiosk at the mall, where you can accost a few dozen people every hour as they walk by.


But if you’re going to play on the internet, you need to pick a game you can win, and then you need to play for keeps.


It is far easier to be number one—and stay there—than it is to be number four or number ten and fight over the scraps with all the other losers. As the “number-one Google Ads author” for the past ten years, I can assure you it’s true.


When you’re number one in your market, all the traffic flows your way because people make more money sending their traffic to you than they make keeping it to themselves. You’re the star—the default go-to person everyone talks about. You get treated to the best deals, approached by the best vendors, offered first right of refusal on the best joint ventures, and presented with the seat of honor at the head table. Reaching out to an adjacent niche and dominating that one, too, becomes easier and easier.


When you’re number ten in your market, you just hope your spouse’s salary will cover the mortgage and groceries.


With Google Ads, 2 percent of the advertisers get 50 percent of the traffic. So you need to decide to be one of the players in the top 10 percent, who share 90 percent of the spoils with Google.


Google is the gold standard. Your ability to buy Google clicks is the measure of your sales mojo, the litmus test of your ability to be number one in your market. Do you have the best sales machine? Can you be number one? Are you inching up on number one and quickly becoming a contender? Or are you fading away?


Once you know how to do Google Ads, you’ll find out exactly how you measure up.


THE THREE NICHE DOMINATION STRATEGIES OF GOOGLE ADS


There are three main ways you can dominate the Google Ads game:


1. If you can afford to spend even one penny more than all your competitors to buy clicks, sooner or later you will be number one. This is Jonathan Mizel’s famous “Unlimited Traffic Technique.” When you have the best sales funnel and conversion rates, you get easy access to all the traffic, not just some of it.


2. If you can’t be the big fish in a big pond, be a big fish in a little pond. This is very important, and it goes hand in hand with the third strategy:


3. If you can find a little pocket where the competition is thinner and you can dominate, you can chisel your way into an overlooked market in Google Ads. (There are millions of them right now, and there always will be!) You can grow from there—even if you’re David facing off against Goliath.


Until every single person on earth who searches Google finds the thing they are looking to buy, there’s room for you.


I know what you’re thinking: “Yeah, Perry, that’s great. But it’s a Catch-22. How can I dominate a market if I can’t get traffic? And how can I get traffic if I haven’t yet figured out how to dominate a market?”


Every single piece of advice in the rest of this book falls under one of these three strategies. In the pages to come, Mike Rhodes, Bryan Todd, and I are going to take you by the hand and show you how to use them.


Google’s job is to thin the herd. Our job is to make you fat.
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Chapter 2


How to Force Prospects to Choose Your Site: Make Them Buy from You, Not Your Competition




Google gets searched about 6.5 billion times every day. That’s 75,000 searches every second.


Google can bring thousands of visitors to your website 24 hours a day, 7 days a week, 365 days a year, whether you’re taking a shower, eating breakfast, driving to work, picking up your kids at school, making a phone call, sleeping, daydreaming, busting your butt to meet a deadline, chasing down a customer, typing an email message …


And that traffic to your site can all happen on autopilot: 100 percent predictable and completely consistent, like clockwork.





Twenty years ago, that was an impossible dream; today, it’s a reality.


And of all the different traffic sources you can buy (we wrote the world’s most popular book on Facebook advertising, too), Google is the steadiest, the stablest, and the most predictable. If you want traffic 24/7/365, Google is unmatched.


Think of the lengths to which we entrepreneurs, business owners, and salespeople go just to get a company off the ground or to get a sale. I could recount in agonizing detail the years of my life I spent working the phone, pounding the pavement, making cold calls, renting trade-show booths, going to no-show appointments, and booking meetings that were a total waste of time.


But not anymore. Now customers come to me.


They’ll come to you, too.


Google Ads has been the biggest revolution in advertising in the past 50 years. Never before had it been possible to spend five bucks, open an account, and have brand-new, precisely targeted customers arrive at your website within minutes.


There are a lot of different things you might want from Google. Maybe you’re adding an online component to your retail operation, looking to get steadier cash flow and deeper discounts from your suppliers. Maybe you want to make your payroll easier or position your consulting business better.


Maybe you’re already getting traffic to your site, but free listings are too unreliable. Maybe you’ve had some success selling on eBay, and now you want to play with the big boys. Maybe you’ve been futzing around with social media, and you’ve finally decided it’s time to make some serious money. Maybe you’re a working parent, and you want to be able to spend more time with your family.


If you’re privy to the secrets of online marketing, all those opportunities will open up to you. You’ll have fresh, hot sales leads waiting in your email inbox every morning when you sit down at your desk. You’ll have customers buying from you around the clock.


Instead of chasing customers, they’ll come to you. Instead of trying to guess whether your next product launch will work, you can know. How is this possible? Because in the past decade, the direction of commerce has flipped.


In the old days (are you too young to remember the 1990s?), entrepreneurs and salespeople pursued customers with phone calls, letters, and newspaper ads. Now customers hunt down businesses on the web.


Back then, you had a list of prospects you would contact and try to get them to buy. Now the buyers—millions of them—are trolling the web every second of the day, looking for businesses that can scratch their itch.


Ever heard Woody Allen’s saying “80 percent of success is showing up”? The phrase takes on a whole new meaning in the 21st century. If your restaurant just shows up on Google and its search partners when people type in the right phrase, a starving crowd will bust your doors down. They’ll fill every table and flood the kitchen with orders. If they like the daily special and the desserts, they’ll come back and eat again and again. There’s a feast going on—if you show up.


Here, you’ll discover the secrets of showing up at the right places and times, and in front of the right people. And if you’re already advertising on Google, you’ll learn how to cut your bid prices 20 percent, 50 percent, or even 70 percent or more.


This book is for:
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Google Ads can help your business whether you’re a little old lady selling quilts in eastern Kentucky or a multinational corporation. You don’t have to be a web developer to excel at this; many of the best online marketers are nontechnical people who succeed simply because they understand their customers.


A lot of these success stories are from “invisible entrepreneurs.” By invisible, I mean that their next-door neighbors have no idea what they do, but they’re quietly running micro-empires from their spare bedrooms. And they’re in hundreds of industries, ranging from the mundane to the ridiculous to the outrageously specialized. Some of these guys and gals are making serious cash: tens or even hundreds of thousands of dollars a month.


HERE’S HOW TO MAKE SURE THEY FIND YOU AND BUY FROM YOU—NOT SOMEONE ELSE


Got a watch with a second hand?


Tick. 75,000 people just searched Google and went to somebody’s website.


Tick. 75,000 more.


Tick. 75,000 more.


That’s 4.5 million people a minute, every minute, all day long, all night long.


Here they come: 75,000 every second.


Are they finding your website? Are they buying from you? Or are they finding someone else’s website and buying from them instead?


They should be finding you. Many of them will come to your site, buy from you, and come back again and again, if you follow the simple instructions in this book.


Google Ads can be the traffic monster that feeds your autopilot marketing machine and churns out a profit for you every day and every night, hitting the entire world up for customers while you sleep. Not just bringing you tire kickers but highly qualified buyers who are actively looking for what you sell right this minute.


If the internet matters to your business, then no book you’ve ever bought has more potential to make or save you money than this one.


This book is written so you can blow through it fast and get going immediately on your plan to make serious money with Google insider marketing tactics. That’s the fun part: quickly implementing killer tactics that will flood your business with prospects and profit.


But there’s a serious side, too. I’ve held nothing back here. So not only will you know how to play the Google Ads game, but you’ll also discover how to craft powerful marketing messages and hooks, bond with your customers, and dominate your market.


In this book, you’ll discover:




[image: Image]  Tragic, costly mistakes that almost all Google advertisers and online entrepreneurs make—and how to easily avoid them (including techniques Google should teach you but doesn’t).


[image: Image]  How to disaster-proof business startups and product launches and pound the risk out of new ventures. (Most times, you’ve only got one or two shots to nail it; why would you want to leave anything to chance?)


[image: Image]  Profiles of successful online businesses. Having coached hundreds of online entrepreneurs to success, I’ve accumulated a list of vital characteristics that separate the winners from the losers, many of which defy normal “business school wisdom.”


[image: Image]  How to create ultra-persuasive Google ads and web pages that not only convert visitors to buyers but automatically improve with time as well, making it impossible for your rivals to catch up to you.


[image: Image]  The advanced (but simple) shortcut secrets of getting deep into your customer’s head so you know exactly where their hot buttons are and how to punch them at will. The result is fanatical customer loyalty and a rabid customer base that eagerly buys almost everything you ask them to buy.





If you’re already advertising on Google, you’ll get 30 percent to 300 percent more visitors, for less money than you’re paying right now.


While many hardcore “let’s get after it” types will mark up and dog-ear this book for later reference, you can start seeing results while you’re reading it. There are shortcuts you can use tonight and see the results before you go to bed an hour later. Your business can literally improve by tomorrow morning.


So strap on your crash helmet because you’re in for a wild ride. Onward!


—Perry Marshall


P.S.: I’ve created an online supplement to this book with more than $85 worth of extended book chapters, audio interviews, information on specialized topics, and ongoing updates on Google’s ever-changing rules. You can access it at www.perrymarshall.com/supplement.

OEBPS/images/squre.jpg





OEBPS/styles/page-template.xpgt
 
 
 
 

 
 

 
 
 

 
 

 
 
 

 
 
 
 
 
 
 


   





OEBPS/images/pgxviii_1.jpg





OEBPS/images/cover.jpg
€} BONUS ONLINE CONTENT

FREE Google Success Toolkit—$85 Value

Entrepreneur. Plus Video Training Online
Detai

GUETO

Google
Ads ...

m Access more than 1 billion people in 10 minutes
m Double your website traffic overnight
m Build a profitable ad campaign today—from scratch

PEARY MARSHALL BRYANTOOD MIKE RHODES






OEBPS/images/common.jpg





OEBPS/images/titlea.jpg
T
BUIDETO

Google
Ads .

m Access more than 1 billion people in 10 minutes
m Double your website traffic overnight
m Build a profitable ad campaign today—from scratch

PEARY MARSHALL HHYAN 1000 MIKE RHODES

Entrepreneur Press”





OEBPS/images/pgxvii_1.jpg





