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ENDORSEMENTS 
 

Fuda highlighted the number 1 mistake that most Google 
advertisers make, which can cause them to lose thousands 
of dollars. He showed us how to fix this major problem and 
his book is worth your money. I fully trust in Fuda's 
expertise. That is why he is my go-to person when it comes 
to Google AdWords. 
 
Sam Choo 

Founder of Singapore Internet Marketers Community 

www.facebook.com/groups/singaporeIM/ 

 

If you signed up a new Adwords account and follow all the 
default settings, you are in for a rude shock! Fuda reveals 
the "secret places" to reduce your advertising budget by 
up to 80%. Read the book and stop paying "stupidity 
taxes" on your advertising! 
 
Thomas Hooi 
#1 Best Selling Co-Author of The Art & Science of Success 
Founder of http://ID.com.sg  
 
 

Profound concepts are made easily understandable in this 

book! 

 

Victor Pow 
General Manager of PageAdvisor 
www.PageAdvisor.com 
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So, you have decided to increase your sales leads through 

Google advertising. You may try to do this yourself or hire 

an advertising agency. But do you know if you are doing it 

right or if the agency's strategy is sound? The advertising 

landscape is constantly changing, and Fuda is at the 

forefront of it. His book will help you to avoid and fix 

mistakes, and generate quality leads. Do yourself and your 

business a favor; read his book and double your sales. 
 

Gary Lai 

Principal Consultant of Rainlake and Gray Pte Ltd 

 

According to a recent study by MarketingProfs, a third of 
marketers say they don't know which their digital 
strategies has the biggest revenue impact. MediaPost 
states that less 30% of small businesses use any kind of 
web analytics. The data supports Fuda's claim about the #1 
mistake Google advertisers make. With more and more 
money going toward digital advertising, this is a mistake 
we can't afford to continue making.  
 
Fuda is a Google Partner and has helped many clients with 
their digital ads. Let his experience guide you to achieve a 
higher return on investment. If you are using online 
advertising, make sure you get this one thing right. You 
can't fix what you don't know.  
 
Kevin Shorter 
Author of Church Search 
Founder of ShorterSEO 

http://www.amazon.com/Church-Search-Your-Ministry-Engines/dp/1449701078
http://shorterseo.com/
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Fuda has cleverly summarised the top mistake that Google 
Advertisers make in a simple and honest way.  As a 
certified Google AdWords trainer for the last 8 years, I can 
clearly identify with Fuda’s list of top AdWords 
mistakes.  As the sophistication of the AdWords platform 
grows, it is important for advertisers to know how to use 
each new feature.   
 
Fuda identified a few of these powerful features and noted 
the common mistakes in deploying them.  What I really 
like about Fuda’s work is the brilliant step-by-step fixes 
that readers can easily follow to recover from these 
common mistakes.  Read this book to improve your 
AdWords skills and double your sales! 
 
Eu Gene Ang 
Google Regional Trainer, Sales Masterclass Trainer & 
Business Coach 
Adjunct Lecturer, MBA Programme, National University of 
Singapore (NUS) 
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FOREWARD  
 
It goes without saying, business today is done on the 
internet. The only question is how much of your business 
is done on the internet. Doing business in the digital 
marketplace does not only mean selling your products or 
services online, but it also extends to how you generate 
leads, qualify opportunities, conduct customer service, as 
well as managing vendors and workflow. 
 
Therefore, it is safe to say, knowing and understanding 
how Google and Google Ad works is not a “nice-to-have,” 
but a critical business skill set. Fuda, a subject matter 
expert in this field, provides both invaluable advice on 
improving your digital strategy in a practical way. This 
book helps the business person navigate some common 
problems, regardless whether the business is B2B, B2C or 
even B2B2C. 
 
Personally, I am a big believer in trying new things and 
making mistakes. After all, sometimes life’s most valuable 
lessons are through making mistakes. However, when it 
comes to doing business, there is no reason to repeat the 
same mistakes that others have made! I would encourage 
you to take time and read this book, which helps you 
navigate in the new marketplace. 
 
As a parting thought, having started and sold several 
businesses, I have also learned that being successful is not 
just about working hard and working smart. Success also 
means being tedious, disciplined and at the same time 
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adaptable. The one thing that the digital marketplace has 
certainly forced all of us to do is to be agile. Change is the 
norm and therefore don’t be surprised if, by the end of 
reading Fuda’s book, that there are new updates, 
developments and tactics in the Google Ads world. 
Changes are happening instantaneously. Therefore, I 
encourage you to read this book as a way to get informed, 
and then, reach out and see how you can leverage the 
author’s expertise to grow your business. 
 
Carl Thong 
Chairman of Sunstone Group 
www.sunstone.biz 
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INTRODUCTION 
 

Getting good quality sales leads and sales is crucial for 

businesses. You might be using Google AdWords for your 

business, but you may be making the same mistake as many of 

the client accounts that I have audited.  

 

In this book, I will reveal the most crucial mistake that 

advertisers make and show you how you can fix it and double 

your sales.  

 

What You Will Learn  
 

 How the advertising landscape has changed 

 Why it is crucial to avoid the #1 mistake Google 
advertisers make 

 The #1 mistake Google advertisers make 

 How to fix the mistake and double your sales 

 Further optimizations to continually improve your ad 
performance and increase your sales 

 

 I have included a table of contents so that you can easily follow 

each step of this process.  

 

If you’re ready, grab a coffee and jump in!  
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1. TIMES HAVE CHANGED 
 

“The price of doing the same old thing is far higher than the 

price of change.” 

 

Bill Clinton, 42nd President of the United States 

 

You may not have noticed, but the way in which we receive 

information has changed drastically. In 1995, we were reading 

newspapers, listening to the radio and watching the television. 

We got our news and our entertainment from print, radio and 

television. Naturally, we spent a lot of time on these media.  

 

By 2015, we have changed considerably. We find out about 

news through social media. Even before conventional reporters 

are able to arrive at the scene, we would have received news of 

events through photos, videos and status updates shared 

through social media. Besides getting news, we also get our 

entertainment online as well. We read magazines less, and 

websites and online publications more. Instead of watching the 

television, we get to watch what we want on demand through 

the internet.  

 

The way we behave has changed, and that means that the 

market that we operate in as advertisers has changed as well. 

This has many implications for us.  

 

The immediate consequence that most of us would consider 

first would be cost. As traditional print and broadcast media are 
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much more established and reach a wider audience, the cost of 

advertising would easily be in the range of tens of thousands of 

dollars. In Singapore, a black and white strip ad in the Business 

Times would cost $1,976.00. That would translate to a cost per 

thousand of $21.84. In contrast, the cost per thousand for an ad 

on the Google Display Network is typically less than $1.50. That 

is more than 14 times cheaper! The cost effectiveness of online 

advertising creates opportunities for businesses to reach a 

much larger audience for the same budget. 

 

The second advantage of digital media over traditional media is 

that online behaviour can be quantified and measured easily, 

leaving us to track the effectiveness of marketing campaigns. 

With this new information, we can better strategize and reach 

more targeted and specific audiences. This advantage over 

traditional media allows us to increase our return on advertising 

spend.  

 

With traditional print and broadcast media, we didn’t know who 

saw our ads, or which ad led the customer to respond to our 

marketing message. Suppose we run an advertising campaign to 

promote a free dance lesson at our dance studio. We run the 

ads on Wednesday and Saturday on the local newspaper. In 

addition, we have staff distributing flyers at the local mall. In 

this case, when someone responds to our offer and attends a 

free dance class, we wouldn’t know whether the person saw the 

newspaper advertisement or if the person received a flyer. If 

the person saw the newspaper ad, we wouldn’t know whether 

the person saw the ad on Wednesday or Saturday. This 



  

13 
 

information is important for us as we need to know which ad is 

giving us a return on our advertising. 

 

In contrast, using Google AdWords, we are able to tell exactly 

with which keywords, through which ads, on which landing 

pages and at which times of day it was that people responded 

to our ad. Suppose we are targeting the keywords, “dance 

classes for adults” and “dance classes in San Francisco”. 

Someone searches for “dance classes for adults”, sees our ad, 

clicks on our ad, visits our website and registers for a free dance 

class for adults. On Google AdWords, we will be able to see that 

the registration came from the keyword, “dance classes for 

adults”. Not only that, we are able to see on which ad that the 

person clicked. We can also know on which page on our website 

the person responded by providing you with their contact 

information or by completing a transaction. We can also tell at 

what time and on which day the person responded. This gives 

us a lot of useful information to improve the effectiveness of 

our advertising campaign. It allows us to remove keywords, ads, 

landing pages and times and locations that are less effective. 

When we allocate our ad budget to areas that are effective, we 

will be able to get more registrations for the free dance class for 

adults. In other words, we will be able to lower the cost per lead. 

For the same ad budget, we will be able to double the number 

of sales leads or more!  
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Key Takeaways 

 The cost per thousand to display ads on websites can 
be approximately 14 times cheaper than on 
newspapers. 

 Consumer behaviour can be quantified and 
measured easily. 

 Google Advertising allows you to improve your 
campaign profitability based on the data on your ad 
performance. 
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2. COMMON MISTAKES 
 

“Learn from the mistakes of others. You can never live long 

enough to make them all yourself”. 

Groucho Marx, American  film and television star 

 

Over the years, we have had many clients and prospects who 

tried doing Google advertising for themselves initially and 

subsequently contacted us for our expert help. When we 

analysed their Google AdWords accounts, many of them made 

very similar mistakes. It seemed like almost all new advertisers 

missed out on similar functions. 

  

There was one client that made quite an unforgettable mistake. 

The client specialised in providing financial services, which are 

highly regulated in every country, and the compliance laws vary 

greatly between the countries. The client was only able to 

provide services in Singapore. However, when we analysed their 

Google AdWords account, we noticed that they were placing 

their ads around the whole world except for Philippines, 

Malaysia, Indonesia and Thailand. They were trying to target 

their ads to Singapore only but clearly, they didn’t know what 

they were doing and they were wasting money showing their 

ads in Kuwait and Sri Lanka where they  were not able to 

provide their services. 

 

Some other common mistakes were more minor. Callout 

extensions were often missed. Callout extensions allow you to 
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further highlight other strengths of your product or service and 

it gives you an additional line to your text ads. Most advertisers 

will benefit from the additional line that increases prominence, 

but it is quite often missed out by new advertisers.  

 

Not using sitelink extensions with descriptions is another 

common mistake. The sitelinks can be used to highlight the 

benefits of your products and services while bringing people to 

the relevant page on your site. 

 

 
 

The sitelinks are the links in blue in the lower half of the ad. The 

descriptions below the sitelinks add another 2 to 4 lines to your 

text ad, and it will make your ad much more prominent. In fact, 

the top ad with 4 sitelinks and descriptions can take up almost 

half the screen before the viewer starts scrolling down. Your ad 

will really dominate the search results page with 4 sitelinks and 

descriptions. It is common for advertisers to miss adding 

sitelinks or the descriptions for the sitelinks, and they are losing 

out on a huge opportunity to dominate the search results page.  
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Another commonly missed ad extension is the callout extension. 

Callout extensions allow you to further highlight other strengths 

of your product or service, and they give you an additional line 

to your text ads. Most advertisers will benefit from the 

additional line that increases prominence, but it is quite often 

missed out.  

 

The next crucial and common mistake by new advertisers is that 

they use “Search with display select” campaigns. This campaign 

type is meant to allow you to reach people as they use Google 

search or surf websites which allow Google ads to be displayed. 

This method may seem like a quick fix to swiftly display text ads 

on websites across the internet. However, this may cause the 

low Click Through Rate (CTR) on other websites to affect the 

quality score of the ad on Google search. It also causes the 

advertiser to lose control over the amount of budget that is 

allocated to Google search and other websites respectively. If 

the advertiser needs to get more responses in terms of sales 

leads or online sales, the advertiser would need more clicks 

from people who are actively searching for the advertiser’s 

product or service. If the advertiser is looking to create brand 

awareness, then the advertiser would want to use display ads to 

reach potential customers while they surf the internet. In 

addition, by using a “Search with display select” campaign, ads 

are displayed to audiences based solely on keyword targeting, 

the advertiser may be reaching a very broad audience on 

websites across the internet. It is possible that they may be 

wasting a large portion of their advertising dollars on audiences 

who are not likely to be paying customers.  
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While these mistakes are very common and quite costly, they 

are not the #1 mistake that Google advertisers make. The #1 

mistake is evenly more costly and advertisers need to fix it 

urgently to double their sales.  

 

Key Takeaways 

 Ensure that you are targeting your desired 
geographic location correctly. 

 Utilise callout extensions to highlight the strengths of 
your product or service. 

 Boost the prominence of your ads with sitelinks with 
descriptions. 

 Separate your search campaigns from display 
campaigns to gain better control over your 
advertising and target your customers more 
precisely. 
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3. THE #1 MISTAKE GOOGLE 

ADVERTISERS MAKE 
 

“The greatest enemy of knowledge is not ignorance; it is the 

illusion of knowledge.”  

 

Stephen Hawking, English Theoretical Physicist  

 

Traditional advertisers monitor reach and frequency in print and 

broadcast media. On digital platforms, traditional advertisers 

focus on clicks and impressions. The worst mistake is the illusion 

of knowledge – that advertising performance is measured by 

clicks and impressions. When advertisers are only concerned 

with clicks and impressions, they don’t know if their advertising 

is profitable and how to improve on their campaign. In other 

words, the #1 mistake is not implementing conversion tracking 

which gives advertisers knowledge on the profitability of their 

campaign and how they can improve on it.  

 

A conversion is an action that a user takes on your website. It 

can be giving you their contact details, or completing a purchase 

on your website. These actions are valuable to your business as 

it can help to increase your sales. Conversion tracking is a 

function on Google AdWords that allows you to determine 

which ads, through which keywords, on which landing pages, at 

which times of day and on which days of week led to the most 

conversions.  
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Why is conversion tracking so important? To answer that, we 

need to take a step back and consider why we do advertising. 

What is it that we ultimately want when we advertise? Is it to 

get people to see your brand? If so, then why do you want 

people to see your brand? Is it because you have been told that 

people will buy from you if they have seen your brand and are 

more familiar with it? If so, then wouldn’t you say that you are 

advertising so that people will buy from you?  

 

Supposing that your ultimate goal is to increase your sales 

through advertising, will you then agree that it is imperative for 

you to maximize your sales? Wouldn’t you want to know what is 

helping to increase your sales so that you can increase your 

investment in areas that are effective? If so, then you would 

want to implement conversion tracking if you haven’t already 

done so. Having data is your first step to maximizing your return 

on investment.  

 

My search engine marketing agency, Midas SEM served a client 

who supplied equipment to laboratories, clean rooms and 

factories. Prior to engaging our services, they spent over $2,000 

on advertising but received zero sales leads or enquiries from 

their website. When the business owner contacted us, he said 

that he would be happy if we could help him to get even 1 or 2 

sales enquiries in a month. Just 1 or 2 enquiries would make 

him happy. Upon analysing their AdWords account, we noticed 

that the client made the #1 mistake made by Google advertisers. 

After implementing conversion tracking, we were able to get 

sales leads for the client at a cost of $40.67 per sales lead. This 

was very profitable for the client considering the size of each 

http://www.midassem.com/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
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bulk purchase from a factory. Furthermore, the cost of acquiring 

a sales lead went from over $2000 to an average of $40.67. This 

indicated an increase in sales leads of over 50 times, definitely 

more than doubling the client’s sales leads. 

 

In the same way, for our client in the education services 

industry, using the data from conversion tracking to make 

statistical decisions, the cost per conversion was lowered to 

$11.54. This was very profitable as each sale closed meant 

additional revenue of $250. Furthermore, for each additional 

student, only minimal costs of printing an additional set of 

materials were incurred. The client was able to close about 1 in 

every 3 sales and this translated to a return on advertising ad 

spend of 722.13%.  

 

We also served another client in the financial services industry. 

Prior to implementing conversion tracking, they only knew that 

they were receiving conversions. However, they didn’t know 

where the leads were coming from as they were advertising on 

multiple platforms. When Midas SEM implemented conversion 

tracking for them, we were able to determine the exact number 

of conversions that were received through advertising on 

Google. Using the data that was captured using conversion 

tracking, we were able to reduce the cost per sales lead from 

$436.56 to $20.72. The cost per sales lead was decreased by 

431.81% and the client received 21 times more sales leads for a 

fixed budget.  

 

For another of our clients who provided storage and moving 

services, we were able to lower the cost per conversion from 
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$294.16 to $62.45 because we had the necessary data to 

improve the performance of the Google ads. The cost per 

conversion was lowered by 4.7 times. In other words, for their 

fixed advertising budget, the client received 4.7 times more 

sales leads.  

 

We also had another client who supplied equipment for the 

construction industry. Prior to engaging Midas SEM, they spent 

over $16,000 on Google advertising. Upon engaging our services, 

we immediately implemented conversion tracking. Using the 

data that was captured, we were able to lower the cost per 

conversion from $495.49 to a mere $98.09. The cost per 

conversion was decreased by 5 times and their sales leads were 

more than doubled for their given advertising budget.  

 

As you can see, conversion tracking provides you with  the 

knowledge about your campaign profitability which you can use 

to double your sales leads. In the ensuing chapters, we are 

going to guide you on how you can set up conversion tracking 

and subsequently, to optimize your campaign based on the data. 

By fixing this mistake and optimizing your advertising campaign, 

you can double your sales and more!  
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Key Takeaways  

 The #1 mistake that Google advertisers make: not 
using conversion tracking. 

 If you’re running a for-profit business, your ultimate 
goal of advertising is to increase sales. 

 To determine if your advertising is effective in 
increasing sales, you need to implement conversion 
tracking. 

 Using conversion tracking, my Search Engine 
Marketing agency, Midas SEM was able to increase 
the sales leads for our clients by up to 50 times. 

 Fixing this #1 mistake made by Google advertisers 
can help you to double your sales and possibly more 
too. 

 This is one change that you should make that will 
give you massive results. 

 

 

 

 

 

 

 

 

 

 

 

http://www.midassem.com/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
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4. FIX THE #1 MISTAKE: METHOD 1 
 

“Success comes through rapidly fixing our mistakes rather than 

getting things right the first time.” 

 

Tim Harford, English Economist 

 

If you’re ready to succeed, let’s fix the #1 mistake by getting 

conversion tracking set up.  

 

Conversion tracking can be done in 2 ways. The first is the older 

method. This method uses the conversion tracking code from 

Google AdWords while the second method uses the tracking 

code from Google Analytics. The first method involves installing 

multiple conversion tracking codes for different website 

conversions while the second method only requires 1 code for 

multiple website conversions.  

 

Let’s go back to our example of the dance classes to describe 

the implementation process for method 1. If someone clicks on 

your ad, they will land on your website. On your website, you 

have a form that says, “Fill in the form for a free dance lesson!” 

When the user keys in his or her name, email and contact 

number, and clicks submit, the user will be re-directed to a 

thank you page. What you’ll need to do is to install the 

conversion tracking code from Google AdWords on this page. So 

in Google AdWords, click on “Tools” on the top navigation bar, 

and then click “Conversions”.  
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On the page that loads, click on “+CONVERSION”.  
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Click on “Select” in the option that says, “Website”. 

 

 
 

Next, you will see this page displayed:  

 

 
 

In this case, you’ll want to name the conversion as “Free dance 

lesson sign up”. For conversion value, you can assign the value 

that it is worth to you. If every dance course is the same price, 
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then you can set the value as $1 or choose “Don’t assign a 

value”.  

 

Assigning a value to your conversion is useful if you have 

multiple products or service that gives you different gross profit 

margins. If that is the case, this is how you can estimate the 

value of a conversion to you: 

 

 
 

This formula is what you will use if you are using a similar 

approach to our example for the dance studio. I.e. You are using 

the website to get people to give you their contact details for 

you to follow up and close the sale.  

 

If you are able to close 3 sales out of every 10 leads on average, 

then your conversion value = price x 0.3. If the price of a 1 

month dance course is $200, then your conversion value is $60. 

I.e. Each conversion is worth $60 to your business. This will be 

the conversion value that you key in for the conversion settings 

on AdWords.  

 

In the case that you have an eCommerce site and you want 

people to be making direct purchases on your site, you can set 

the conversion value to be the average value of the transactions 

on your website.  

 

 
Conversion value = price x sales closure rate 
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After entering your conversion value, there is a field for “Count”.  

You have 2 options on how AdWords will count your 

conversions. You can either count “every” or “one” conversion.  

If you are collecting contact details of potential customers in a 

similar fashion as our dance example, you will choose “one” 

conversion as multiple submissions of the same contact details 

are of no value to you.  However, if you are selling products on 

your ecommerce website, and each conversion is an additional 

transaction completed, then you’ll want to count “every” 

conversion.  

 

There is another field for “Conversion window” which is the 

number of days after a click during which a conversion will be 

recorded. This means that for a conversion window of 30 days, 

if someone clicks on your ad, and then subsequently completes 

the conversion action on your website within 30 days, the 

conversion will be attributed to your ads in your AdWords data. 

Generally, it is safe to leave the conversion window at the 

default of 30 days. If customers take a longer or shorter time to 

consider before converting, you may also choose to adjust the 

conversion window accordingly.  

 

For “Category”, simply select the one that best describes your 

conversion action. Finally, leave the check box marked for 

“Include in conversions”. This informs AdWords to maximize 

this conversion when we use Enhanced Cost Per Click (CPC) later 

on in Chapter 7.   

 

When you’re done with selecting all the settings, you can go 

ahead and click on “Save and continue”. From there you will be 
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able to select whether you are able to make changes to your 

website or if someone else will make the change to your 

website.  

 

If you are able to make the change to your website, what you’ll 

want to do is to copy the code and paste it on your thank you 

page before the closing </body> tag of your page. If you are 

using an eCommerce platform, you’ll need to check how the 

conversion tracking code can be included in the sales 

completion page. 

 

If someone else helps you to make the change, simply select 

that option and key in the person’s email address for the code 

and installation instructions to be emailed to your web master. 

You might want to drop the person a text or call as well to make 

sure that the person received the email and the person will be 

helping to install the code on your thank you page.  

 

Also, if you are displaying a phone number on your website, you 

will want to track “Clicks on a number on your mobile site”. On 

your conversions page in AdWords, click on “Select” for the 

“Phone calls” option. You will create the conversion tracking 

code in a similar way as we did earlier. Subsequently, the 

tracking code needs to be installed between the body tags on 

every page on your site that your phone number appears on. 

You will also need to adjust your html code using the “onclick” 

command. You may need your web designer to implement this 

for you. If you designed your website, you can refer to: 

https://support.google.com/adwords/answer/6095878 for the 

specific installation instructions.  

https://support.google.com/adwords/answer/6095878
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Key Takeaways 

 To fix the #1 mistake, you will need to have an action 
that users can take on your website. This action can 
be filling in a contact form or completing a 
transaction on your website. 

 When a user completes the desired action, you will 
need to redirect them to a thank you page. 

 On this thank you page, you will need to install the 
conversion tracking code created using Google 
AdWords. 

 If you have different values for the sales leads or 
transactions from your website, you can calculate 
the conversion value using this formula: 
Conversion value = price x sales closure rate 

 “Clicks on a number on your mobile site” can be 
tracked as well. The conversion code can be created 
on Google AdWords using a similar method and 
installing it on your website. 
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5. VERIFY THAT THE #1 MISTAKE HAS 

BEEN RESOLVED 
 

Now, once you or your web master has gotten the conversion 

tracking code installed, you’ll want to check whether it has been 

installed correctly. One way that you can do this is by using 

Google Tag Assistant which is a software programme that can 

enhance the functionality of the Google Chrome browser. To 

install Google Tag Assistant, simply open your Google Chrome 

browser. Next, do a Google search for Google Tag Assistant. The 

first result will most likely be the one for the Google Tag 

Assistant on the Chrome Web Store. Click on the link, and follow 

the instructions to install the Google Tag Assistant. Once the 

installation is complete, the icon will appear on the top right 

hand corner of your Google Chrome browser.  

 

Next, key in the URL of your thank you page on the browser and 

let the page load. Then, click on the Google Tag Assistant icon 

on the top right hand corner of your browser. Google Assistant 

will then assess if your conversion tracking code is installed 

correctly or if you need to make some changes. If changes are 

needed, you can follow the recommendations provided by the 

Google Tag Assistant to rectify the errors. If a minor error 

continues to persist, you can do a manual test to determine if 

conversions can be captured by your conversion tracking code.  

 

To do a manual test, search for a keyword that you are targeting 

on Google. When you see your ad, click on it and then complete 

the form and submit your information. After your thank you 
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page has loaded, you can go to your Google AdWords account 

to check if your conversion was captured in the account data. 

Please note that your AdWords data is not real time. Data may 

take 30 minutes to 2 hours for the data to be updated in your 

AdWords. To find your conversion, you can click on the graph 

icon on your campaign tab in AdWords. From there, click on the 

2nd button from the left above the graph and select 

“Conversions”. 

 

 
 

If the graph shows a conversion captured on the day that you 

completed your conversion, your conversion tracking is working.  

 

So this is how we get conversion tracking set up using the first 

method. There is a newer method that is neater and more 

sophisticated. In the old method, we would need to create 1 

tracking code for every response action that consumers can 

take on your website. For example, you can have different 

forms on different pages on your website for dance classes. 

There can be 1 form for a free dance lesson, 1 more form for  a 

pdf download of your class schedule, another form for your 

mailing list subscription and another for an online recording of a 

dance class. Using method 1, you would need to create and 

install multiple conversion tracking codes. In contrast, method 2 

only requires 1 code for these website conversions.   
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Key Takeaways 

 Use Google Tag Assistant to check if your AdWords 
conversion tracking code has been correctly installed 
on your thank you page. 

 To be sure that conversion tracking has been 
implemented correctly, you can perform a manual 
test. This can be done by searching for your keyword, 
clicking on your ad, and completing a conversion on 
your website. Subsequently, check on AdWords to 
verify that the conversion was recorded. 
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6. FIX THE #1 MISTAKE: METHOD 2 
 

Using the second method, you would only need to create and 

install 1 code and you can manage all the conversion actions 

taken on your website. In contrast, under method 1, you will 

need to install unique conversion tracking codes on each thank 

you page of your site.  

 

This second method involves installing Google Analytics on your 

website. You can visit www.Google.com/Analytics  to create a 

Google Analytics account. When your account is set up, you’ll 

need to key in the property name, default URL and industry 

category. Next, you’ll need to get Google Analytics installed on 

your website. If you have a web master, contact your web 

master to assist you in installing Google Analytics. If you’re 

doing it yourself using WordPress, then you can simply do a 

Google search for “Google Analytics Plugin for WordPress” to 

find an updated plugin with many active installs. After you 

install the plugin to your website, you can simply copy your 

Tracking ID from Google Analytics or the website tracking code 

to your plugin and the installation will be completed. To find 

your Tracking ID and tracking code, simply click on “Admin” in 

the top navigation bar in your Google Analytics account. Next, 

click on “Tracking Info”, then “Tracking Code”. You’ll be able to 

find your tracking code and tracking ID on that page.  

 

Next, you’ll want to check if Google Analytics is correctly 

installed on your website. To do that, we need to use Google 

Tag Assistant. Simply open Google Chrome, visit any page of 

http://www.google.com/Analytics
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your website, click on the Google Tag Assistant icon, and then 

verify if Analytics is properly installed or if changes are needed 

to be made.  

 

Once you’ve verified that Google Analytics is properly installed, 

you can go back to Google Analytics to define your conversion 

goals. To do that, click on “Admin” on the top navigation bar in 

your Google Analytics account.  

 

 
 

Next, in the right most column, select “Goals”. Then click on 

“+New Goal” 

 

 



  

36 
 

You can choose a template that describes your conversion best. 

For our dance class example, you’ll want to select “Custom” for 

your goal set-up.   

 

 
 

Next, for the goal description, enter “Free dance lesson sign up”.  

Under “Type”, select destination URL. Click on “Continue”. 
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Next, paste the URL of your thank you page in the “destination” 

field. You can also key in the value of the conversion that is 

calculated in the same way as we did in method one. Leave the 

funnel as “Off” and click “Save”.  

 

 
 

So now your conversion is set-up in Google Analytics. Now you 

would need to go to Google AdWords to link the accounts and 
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import the conversion from Google Analytics to the AdWords 

account. 

 

To import your goals from Google Analytics to AdWords, you’ll 

need to click on “Admin” on your top navigation bar in your 

Google Analytics account. Then select “AdWords Linking”. Select 

your AdWords account and link your Analytics account to your 

AdWords account.  

 

 
 

After this, you’ll need to go over to your AdWords account, click 

on “Tools” and then “Conversions” on the top navigation bar. 

Next, click on “Google Analytics” on the left hand menu.  
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Click on the check box and then import your conversions from 

Google Analytics to AdWords. When a conversion is captured, 

you’ll be able to see the data in your AdWords account.  

 

Using method 2, you’ll be able to implement conversion 

tracking for website conversions with 1 elegant code. However, 

you would not be able to track clicks on a number on your 

mobile site. To track clicks on a number on your mobile site, you 

will still need to use method 1. Otherwise, for all the other 

website conversion actions, you can use method 2. Please note 

that both Google AdWords and Google Analytics are continually 

being improved, and in the future, Google Analytics may be able 

to track clicks on a number on your mobile site. But at this point 

in time, this is the best way that we can implement conversion 

tracking for website conversions and clicks on a number on your 

mobile site.  

 

If you’ve been following our steps so far, you would have set up 

your conversion tracking for your AdWords campaign. That’s 

one milestone achieved and you have set yourself on the path 

to success.  

 

 



  

40 
 

Key Takeaways 

 To use method 2 to implement conversion tracking, 
first install Google Analytics on your website 

 Next, use Google Tag Assistant to check if Analytics is 
correctly installed 

 Define your conversion goals in Google Analytics by 
setting your thank you page URL as the goal URL 

 Import your goals from Google Analytics to Google 
AdWords 

 Method 2 allows you to track multiple website 
conversions using 1 elegant code from Google 
Analytics. In contrast, method 1 requires 1 unique 
conversion tracking code for every conversion action 
tracked.  

 However, for tracking of clicks on phone number on 
your website, you will still need to install an 
additional tracking code from Google AdWords as 
this cannot be tracked using the Google Analytics.  
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7. DOUBLE YOUR SALES  
 

To begin doubling your sales, you’ll need to enable Enhanced 

CPC. Enhanced CPC will modify your bids by up to 30% for 

auctions that are more likely to lead to a conversion for you. To 

do this, simply go to your campaign settings, under bid strategy, 

select the check box for “Enhanced CPC”.  

 

 
 

Now that you have Enhanced CPC running, the next milestone 

that you’ll want to hit is to be able to enable conversion 

optimizer which requires 15 conversions within 30 days. 

Conversion optimizer modifies 100% of your traffic while 

Enhanced CPC modifies 50% of your traffic and then moves it up 

or down depending on how it is performing. Conversion 

optimizer is the best setting that will improve your conversion 

rates.  

 

Since you have conversion tracking implemented, you have 

started gathering data to improve your ad performance. Here 

are some possible scenarios that you might be in after 2 weeks 

to 1 month. 
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1. You have no conversions captured in your campaign 

If this happens, you’ll need to check if conversion tracking is 

implemented correctly. Check your email directly on your server 

where your domain name is hosted. Check if there are any 

contact form submissions that you did not receive as it was 

marked as spam. If you are only advertising on Google and 

there are leads received in your email but no leads are reflected 

in Google AdWords, then check if you have installed conversion 

correctly based on your chosen method. If you received some 

leads from your Google advertising and you have verified that 

your conversion tracking is properly implemented, then you can 

skip the remainder of this section and read the next section for 

advertisers with 1 – 14 conversions. Otherwise, continue 

reading this section.   

 

Once you have checked that conversion tracking is 

implemented correctly, you’ll want to look at the clicks that you 

have received so far. If you have about 300 to 500 clicks, but no 

conversions, you’ll want to review your entire sales funnel. Are 

you offering something that your customers want? Is your offer 

communicated clearly in your ads and in your landing page? Is 

the offer consistent in your ad, landing page and thank you page? 

 

If you want a professional opinion on your sales funnel, you can 

sign up for one with Midas SEM at: MidasSEM.com/Sales-

Funnel-Analysis. Through our Skype interview, we will analyse 

your sales funnel and provide you a report on the areas of 

improvement. You will also be provided with recommendations 

http://www.midassem.com/sales-funnel-analysis/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
http://www.midassem.com/sales-funnel-analysis/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
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to improve on your funnel. With these improvements, you can 

further increase your sales by several times.  

 

If you’ve only had 100 – 200 clicks so far, then you might want 

to wait till you have more data to make some improvements, or 

you can make some changes to increase the number of clicks 

that you are receiving every day. To increase your daily clicks, 

you’ll need to check if you are consuming your daily ad budget. 

If your daily budget is consistently being consumed, then you 

can possibly increase your daily ad budget and receive more 

clicks daily. However, if you’re not consuming your daily ad 

budget, you might want to look at your search impression share 

for your keywords. To do that, under your “Keywords” tab, click 

on “Columns”, then “Modify columns…”.  
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The various categories will load, and you’ll want to select 

“Competitive metrics”, then select “Search Impr. Share” and 

click on the arrows to add the column.   

 

 
 

 

From there, you’ll want to observe the overall search 

impression share for your keywords.  

 

Are the search impression shares in the range of 70 – 99%? If 

they are not, then you would want to review your quality score 

and improve the score so that your ad can receive a higher 

search impression share. To improve your quality score, you 

need to make your ad and landing page relevant to the keyword. 

You can do this by mentioning your keyword in your ad and in 

your landing page for each ad group and ensure that each ad 

group consists of highly related and highly similar keywords.  
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If your overall search impression share is high, then you’ll need 

to add more keywords to increase your daily clicks. Use the 

keyword planner tool to identify specific keywords that are 

highly relevant to your product and services. Ideally, you want 

to target keywords that imply purchase intent. For example, 

you’ll want to target “dance classes for adults” rather than 

“types of dances”. The person who searches for the first 

keyword is likely to be looking for dance classes to sign up for. 

The person who searches for the second keyword is likely to be 

looking for information on dances and the person may not have 

any intention to sign up for any dance classes.  

 

When you add more keywords, do also make sure that there is a 

significant search volume for those keywords. Some keywords 

may have a low search volume of 10 or less and it may not make 

much of a difference to target those keywords. When you add 

more keywords to your campaign, make sure that you continue 

to add them to tightly themed ad groups. Tighter ad groups 

would mean that your ads and landing pages will be more 

relevant to your keywords.  

 

So in summary, if you have no conversions, you need to: 

i) Check your conversion tracking 

ii) Decide to wait for more clicks or increase your daily 

clicks 

iii) Increase your ad budget, improve your quality score or 

add more keywords if you choose to increase your daily 

clicks instead of waiting for more clicks to be received 

Now, let’s go on to discuss the next possible scenario. 
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2. You have 1 to 14 conversions 

In the scenario that you have fewer than 14 conversions, what 

you’ll want to do is to increase your conversions so that you can 

enable conversion optimizer which requires you to have 15 

conversions. If you have slightly less than 15 conversions, then 

your job will be easier. Similar to the approach earlier, you’ll 

want to check if your campaign is limited by budget. How you 

can do that is to add the column, “Search Lost IS (budget)” 

under your campaign tab. If your campaign is significantly 

limited by budget, you can increase your budget to increase the 

number of conversions that you receive within 30 days.  

 

 
 

If your campaign is not limited by budget, then we’ll want to 

check if your campaign is losing impression share due to a low 
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ad rank. To do that, simply add the column, “Search Lost IS 

(Rank)” under your “Campaigns” tab. If you are losing around 30% 

or more of your impression share, then you might want to look 

into increasing your bid or quality score to improve your ad rank. 

You can improve your quality score by making your ad, landing 

page and targeted keywords more relevant to each other. For 

example, if you provide hip hop dance classes and balllet classes 

at your dance studio, you would want to create 1 ad group for 

hip hop dance classes and 1 for ballet classes. In the ad group 

for hip hop dance classes, you can add keywords like: hip hop 

dance classes, hip hop classes in Singapore (use the name of 

your business location), hip hop dance for adults. In your ads, 

you will want to mention about hip hop classes and on your 

landing page, you’ll want to make sure that it is about your hip 

hop dance classes. For your ballet classes, you’ll want to 

organize the ad group in a similar way.  

 

If your search impression share lost due to ad rank is relatively 

low, then you might want to increase the number of keywords 

in your campaign. Look for more keywords that are specific and 

relevant to your product or service and add them to a tightly 

themed ad group.  

 

After you have made the changes, you’ll want to observe the 

campaign over the next 2 weeks to 1 month to check if the 

number of conversions that you receive within a 30 day window 

is increasing.  
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3. You have 15 or more conversions 

 If you have 15 or more conversions within the last 30 days, you 

will be eligible to implement conversion optimizer. This function 

will enable you to improve your conversion rates further.  

 

To enable conversion optimizer, simply click on your campaign 

“Settings”, under “Bid strategy”, select either “Target CPA” or 

“Target ROAS”.  

 

 
 

“Target CPA” is a bidding method that allows you to tell 

AdWords the average amount you are willing to pay for each 

conversion. You will want to select “Target CPA” if all your 

conversions are of the same value or if you have an average 

value per conversion for all your products and services. In that 

way, you can set the target Cost-Per-Acquisition (CPA) as the 

default value recommended by AdWords based on your 

historical data. Over time, as you optimize your campaign, you 

can lower this target CPA. 

 

“Target ROAS” is a bidding method that allows you to target an 

Return on Advertising Spend (ROAS)when you value each 
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conversion differently. For example, if your ballet dance class 

are priced at $200 per student and your hip hop classes are 

priced at $350 per student, you will be able to assign different 

conversion values for sign-ups for each of the classes. Using the 

conversion values assigned for the 2 conversions, AdWords will 

be able to maximize your ROAS for your given budget while 

trying to reach your target ROAS.  

 

If you have different conversion values assigned for different 

conversions, then you’ll want to select “Target ROAS”. To 

determine a target ROAS for the start, you can take the total 

sales closed from the leads in the last 30 days divided by ad 

spend and multiply it by 100% to calculate the ROAS in the last 

30 days.  

 

 
 

The ROAS for the last 30 days will be your starting target ROAS, 

and you can lower this as you optimize your advertising 

campaign. This formula will be effective for you especially if 

your website is an eCommerce site and buyers typically take 

less than 30 days to make a purchase decision. This will make 

the formula a better measure of your actual ROAS.  

 

Congratulations! if you have managed to install conversion 

tracking and enable conversion optimizer, your campaign is well 

 

Target ROAS = Sales ÷ Ad Spend × 100% 
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positioned to continue to succeed. So with that in place, what’s 

next?  

 

Key Takeaways 

 Once conversion tracking has been implemented, 
you’ll want to enable Enanced CPC for your bid 
strategy. 
 

 If you have no conversions, here are your action 
steps:  
- Check if conversion tracking has been implemented 

correctly 
 

- Consider getting a professional opinion about your 
sales funnel 

- Decide if you wait for more clicks or increase your 
daily clicks 

- If you chose to increase your daily clicks, you may 
need to do it by increasing your ad budget, 
improving your quality score or adding more 
keywords 
 

 If you have 1 to 14 conversions, this is how you can 
increase your conversions within a 30 day window: 
- Check if your campaign is limited by budget. If your 

campaign is limited by budget, you can increase 
your budget to receive more conversions. 

- If your campaign is not significantly limited by 
budget, check if you are losing search impressions 
due to a low ad rank. If so, then you can either 
improve your quality score or increase your bid to 
reduce the loss in impression share. 
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- If your search impression share lost due to a low ad 
rank is insignificant, you can consider adding more 
keywords to your campaign. 

 

 If you have 15 or more conversions, enable conversion 
optimizer by selecting either “Target CPA” or “Target 
ROAS” 
- For a start, you can use your current CPA as the 

target CPA and lower the target over time as you 
improve on the campaign 

- Target ROAS can be calculated using the formula: 

 Target ROAS = Sales ÷ Ad Spend × 100% 
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8. INCREASE YOUR SALES EVEN MORE 
 

“Strive for continuous improvemet, instead of perfection.” 

 

Kim Colins, 2003 World Champion in 100m 

 

If you have implemented the steps so far in the book, we expect 

that your campaigns are likely to be profitable. Here are some 

actions that you’ll need to take to improve continually and stay 

ahead of the competition.  

 

1. Continue to monitor the activities of your key competitors 

Things are continually changing. If we think that we have arrived 

and rest on our laurels, other competitors may overtake us 

while we are off guards. Hence, it’s imperative that we continue 

to monitor what our competitors are offering. You can use the 

ad preview and diagnosis tool to search for the keywords that 

you are targeting and view the ads that are showing up next 

your ads.  

 

It’s important to evaluate whether you have an attractive offer 

relative to your competitors. Does your ad appeal to your target 

consumer? Is the offer and value proposition something that 

they will respond to compared to what the competitors are 

offering?  

 



  

53 
 

You can get an analysis of your sales offer compared with what 

your competitors are offering at: MidasSEM.com/Sales-Funnel-

Analysis. After the Skype interview, you will be provided with an 

analysis of your areas for improvement together with 

recommendations. With these improvements, you can further 

increase your sales by several times.  

 

Besides evaluating your sales funnel, you will also want to view 

your auction insights report. To do that, go to your keywords 

tab, click on “Details” and under “AUCTION INSIGHTS”, select 

“All”.  

 

  

 

This report will show you how often your ads are showing for 

your targeted keywords compared with your competitors. The 

first column in the table shows you your competing domain 

URLs. These domains had ads that were shown together with 

yours on some searches. The next column shows your 

“Impression share” - out of all the search impressions that you 

are eligible for, how often were your ads shown and how often 

http://www.midassem.com/sales-funnel-analysis/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
http://www.midassem.com/sales-funnel-analysis/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
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were your competitors’ ads shown. Assuming that all the 

keywords that you selected are relevant to your products or 

services, then you’ll generally want to maximise your search 

impression share. 

 

There is another column that shows your “Average position”. 

This column shows the average position of your ads and the 

average position of the ads from the competing domains. There 

are some advertisers who are so competitive that they want to 

be #1. I had one client who had this mentality. He wanted to 

win in all aspects so badly that he wanted his ads to be in first 

position as well. To be in first position, he paid more for his ads 

than what he would have if he was in position 2 or 3. If his ad 

was in position 2 or 3, he would be paying less for the same ad 

impression. This decrease in Cost Per Click (CPC) can help to 

increase the number of clicks he can get for his budget and 

consequently, increase the number of conversions that he can 

receive.  

 

In our experience, ads that are in the top 3 positions have a 

much higher CTR than those ads that are not in the top 3 

positions. The ads that are more prominent are clicked more 

often. This has been consistent over our client accounts that we 

have looked at over the years. Hence, when comparing your 

average ad position with your competitors’ ad positions, please 

bear in mind that the optimal ad position is generally top 3. The 

first position is generally more expensive and positions below 

top 3 have poorer performance. If your keywords have very 

little competition, and your CPC is well within your willingness 

to pay, then you can keep your ad in first position if you want. 
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Otherwise, you can also lower your bids and observe the impact 

on your conversions.   

 

2. Monitor your conversion rates and cost per conversion 

Regardless whether you have Conversion Optimizer enabled, 

you will want to continually monitor the conversion rates and 

cost per conversion. You can view the statistics for your 

campaign and ad groups by adding the column under the 

respective tabs. If your conversion rates are falling, what are the 

possible reasons? Is it because your competitors are increasing 

in number? Or is it because they are making a more attractive 

offer? Or is it because your customers have changed and you’re 

not offering what they want? It’s crucial to evaluate what your 

offer is and consider whether your business is delivering 

superior value to your customers.  

 

There are many levels at which conversion rates and cost per 

conversion can be monitored. The first is at the campaign level. 

Are the campaigns profitable for you? To determine if your 

campaign is profitable for you, you will need to calculate the 

value of 1 conversion. For example, if your dance class is sold at 

$200, and every  3 conversions give you 1 dance class sign up on 

average, then your cost per conversion cannot be more than 

$66.67 (= $200 / 3). If your cost per conversion is less than 

$66.67, then your campaign is considered to be profitable.  

 

If the campaign is profitable and limited by budget, you can 

consider increasing your daily budget so that you can reach 

more customers. If your campaign is limited by ad rank, then 
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you’ll need to improve your quality score to increase your clicks 

and conversions for the campaign. If your campaign is profitable 

and you are receiving close to 100% search impression share, 

then you’ll want to look for relevant and similar keywords that 

you can add to your ad groups to increase the ad impressions 

that you are eligible for.  

 

In the event that the campaign is not profitable, look at the data 

at the ad group level. Are there ad groups where the cost per 

conversion is much higher than what is profitable for you? For 

those which are not profitable, we need to look at them at the 

keyword level. Are there some keywords that are less relevant 

and consuming a large amount of budget? If so, then it’s 

possible to pause the keyword. If the entire ad group consists of 

keywords that are very costly and are not generating leads, then 

you can pause the entire ad group.  

 

At the campaign level, if you are targeting multiple countries, 

it’s also important to check your cost per conversion and 

conversion rates for the different countries. For each country 

that you are targeting, is the cost per conversion profitable for 

you? If it is profitable and limited by budget, you’ll want to 

increase the daily budget for the location. To be able to increase 

the budget for the country, the country needs to be targeted on 

a separate campaign. For example, if your ads are very 

profitable in Australia, then you’ll want to make sure that your 

campaign is duplicated and in the campaign settings, you are 

targeting only Australia for the duplicated campaign. This way, 

you will be able to increase your ad budget only for Australia. 
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Also, do remember to remove Australia from the targeting 

settings of the old campaign.  

  

3. Test new ad copies 

The CTR for our ads can continually be improved. This is done 

through continual testing of ad copies. When an ad campaign is 

started, it’s best to run 2 different ad copies. When there is 

enough data, we will disable the one that has poorer 

performance. When we do that, we create another ad copy at 

the same time. After both ads have received about another 500 

impressions, we will compare the CTR again and repeat the 

process. This way, we will continually be improving our ad 

performance.  

 

Alternatively, you can use the free split testing tool by Perry 

Marshall: www.perrymarshall.com/splittester. This tool enables 

you to determine if there is sufficient statistical evidence to 

conclude that the 2 ads will have different long term response 

rates. If there is a high chance of differing long term response 

rates, you can pause the ad with the lower CTR.    

 

4. Check for irrelevant search terms 

After 2 weeks to 1 month, your ads should have some search 

term data for you to use to improve on your ad performance. 

Go to your keywords tab, and then select “Search terms” 

 

http://www.perrymarshall.com/splittester
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On this search terms report, you will be shown some of the 

search terms that triggered your ads. From here, you can look 

for the search terms that are not relevant and add them as 

negative keywords.  

 

For example, if you are providing dance classes, and you notice 

search terms such as: 

Sexy dance class 

Lap dance training 

Strip dance class 

 

Naturally, if you do not provide any of these types of classes, 

you’ll want to exclude them as it’s unlikely that the user will sign 

up for your hip hop, break dancing or ballroom dancing classes. 

To prevent our ads from appearing for such searches, you’ll 

want to click on “Negative keywords” under your keywords tab 

and then add broad match keywords: sexy, lap, strip. This will 

prevent your ads from showing for any search containing any of 

these words.  

 

For negative keywords, you can generally add them at a 

campaign level especially if a keyword is not relevant to your 

product or service.  
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5. Stay abreast of the latest improvements on Google 

AdWords  

The Google AdWords platform is continually evolving. There are 

improvements made consistently. Some are minor user 

interface adjustments; others are major new features that are 

added. For example, in 2015, Google introduced search 

remarketing ads. Customer match was also introduced that year. 

These are major features that can help advertisers 

communicate their advertising message more effectively.  

 

To keep abreast of these changes, you’ll need to be actively 

using AdWords to be familiar with each of the small changes. If 

you let your ads run without logging into your account to 

optimize your ads for 6 months, you might find that the 

platform has changed and you might have difficulty finding the 

buttons that you are looking for.  

 

Also, to keep abreast of the latest improvements and new 

features, you’ll need to be reading up online for 

announcements of new features and think of ways that you can 

use the new features strategically to increase your sales.  

 

You can either spend the time, energy and effort to stay ahead 

of the game or you can engage an agency to help you with that. 

Midas SEM is an agency that specializes in AdWords advertising 

and the team will always be thinking ahead for their clients to 

use the latest developments strategically to increase the sales 

leads for their clients.  
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Here’s what others have said about Midas SEM: 

"Upon setting up my music 
agency a year ago, I initially had 
major problems in getting traffic 
to my website. Thanks to Midas 
SEM, they advised me on the 
steps I should take to generate 
leads and get potential clients to 
find me! My ROI has gone from 
negative to +290%! Thank you 
very much Midas SEM!" 

 
Julian Low, Director, Juls Music 
www.JulsMusic.com  
 

“Midas SEM’s persistent devotion 
to helping us with our advertising 
is impressive - they are not only 
very responsive but also offer 
valuable input on refining our 
advertisements. Thanks to the 
diligent team, we have been able 
to attract more of our target 
customers to our website and 
have also seen an improvement 
in sales.” 

 
Sheryl Teo, That Ampersand Blog Shop Owner 
www.ThatAmpersand.com  
 
 It takes a whole lot of time and experience to implement an 

AdWords campaign well. To tap into the experience of Midas 

http://www.julsmusic.com/
http://www.thatampersand.com/
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SEM and increase your sales, fill in your contact details at: 

www.MidasSEM.com/Consultation 

 

By filling in your contact details, you will receive a quote from 

Midas SEM. At the same time, you will secure a 30 minute 

consultation session over Skype with a team member who will 

show you how you’ll be able to: 

 Make an attractive offer: you will discover what you 
can offer to potential customers to get more sales 
leads 

 Increase sales leads: you will be able to increase your 
sales leads through optimization of your AdWords 
advertising 

 Focus: you can focus on what you do best in your 
business and Midas SEM will improve on your 
advertising profitability for you 

 

This consultation session is with a team member in Midas SEM 

which has consistently generated leads and doubled sales for 

clients in the education, business-to-business and retail 

industries. To secure a consultation, simply fill in your best 

contact details at www.MidasSEM.com/Consultation.  

 

 

 

 

 

 

 

http://www.midassem.com/consultation/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
http://www.midassem.com/consultation/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
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Key Takeaways 

 Monitor the activities of your key competitors 

- Compare your offer with the offer of your 
competitors and evaluate if you have a 
lucrative offer for your customers. 

- Analyze your “Auction Insights” report in 
AdWords. Ensure that you are maximizing your 
search impression share for ad groups and 
keywords that are profitable for you.  
 

 Monitor your conversion rates and cost per 
conversion 

- If your conversion rates are falling, consider 
possible reasons such as change in competitor 
performance or change in consumer 
preferences. 

- For cost per conversion, calculate whether 
your campaign is profitable.  

- If your campaign is profitable, consider scaling 
up your  campaign. This can be done by 
increasing your ad budget. If you are losing 
search impressions due to a low ad rank, work 
on improving your quality score. If you are 
receiving close to 100% search impression 
share, consider adding keywords that are 
relevant to your business.  

- If your campaign is not profitable, then look at 
the keywords that are in the unprofitable ad 
groups. Identify  keywords that have a high 
cost per conversion and pause them.  

- Check for profitability by geographic location 



  

63 
 

as well. If the ads are performing well in a 
certain geographic location, you can consider 
increasing the ad budget for the location so 
that you can increase the quantity of your 
conversions.  
 

 Test new ad copies 

- Continually write new ads and eliminate 
poorer performing ads.  

- Use www.perrymarshall.com/splittester to make 
decisions statistically.  

 

 

 Check for irrelevant search terms 

- View your “Search Terms” report to identify 
search terms that are not relevant to your 
business. 

- Add  negative keywords so that your ads will be 
more relevant.  
 

 Stay abreast of the latest improvements on Google 
AdWords 

- It takes time, energy, experience and expertise 
to stay ahead of your competitors on Google 
AdWords 

- Consider focusing on your main business and 
engage professional assistance for your Google 
advertising. For a a consultation with the 
experts from Midas SEM, visit: 
www.MidasSEM.com/Consultation 

http://www.perrymarshall.com/splittester
http://www.midassem.com/consultation/?utm_source=Kindle%20Book%202&utm_medium=Kindle&utm_campaign=Sales%20Funnel%20Analysis
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