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Real Results For Real FWM Clients
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Qualified Leads in 
14 Days 

(Cost: $57/Lead)

Increase in # of New 
Cases in 1 Month After 

Starting AdWords

Decrease in Avg. Cost Per Click (Over 6 months)

Decrease in Avg. Cost Per Conversion (Over 6 months)



Benefits of AdWords
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 Messaging Control

 Highly-Targeted

 Fast, Measurable Results

 Cost Control

 Immune to Algorithm Penalties

 Complements a Good SEO Strategy
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The AdWords Mindset

Before you start, 
answer these 3 
questions:

1.Who is your 
audience?

2.What is your
goal?

3.What is your 
budget?
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Account Structure
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A well-structured, organized AdWords account is key to 
controlling your budget, increasing relevancy, and 

maximizing your success.

Broad, Overall Theme

More Details
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Campaign Settings
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Campaign Type
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Search Campaign 
• Keyword-targeted text ads
• Google Search Network

Display Campaign
• Interest-driven text, image, 

rich media, and video ads
• Google Display Network

Search+Display Campaign
• Combination of ad types
• Google Search Network and 

Display Network



Search Network Display Network
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Google Networks

Display Ad Here

Display 
Ad 

Here

Search Ads



Locations
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Targeting Options:

 Zip Code

 City

 County

 Surrounding Radius

 State

 Nationwide

 Other Countries



Excluding Locations
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Device Targeting Ad Scheduling
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 By default, ads will run 
24 hours/day

 Set specific times/days 
for ads to run 

 Set a start and end date 
for your campaign

Enhanced Campaign Settings

 By default, all search 
ads include mobile

 Adjust bids to 
increase/decrease 
mobile ad placements



Bidding Strategy
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The AdWords Auction
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Manual Bidding Automatic Bidding
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 Allows you to 
determine and manage 
the amount you’re 
willing to pay for 
individual keywords 
(Max CPC)

 Change bid amounts at 
any time

 AdWords manages bids 
based on your daily 
budget

 Ability to set max CPC

 Not able to change bid 
amounts for individual 
keywords 

Bidding Options
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Ad Groups



Ad Groups
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 Campaigns are organized into 
multiple sections with specific 
themes

 Each ad group should have 1 
theme and their own set of 
unique keywords and ads

 Generally, campaigns will have 
at least 2-3 ad groups to 
improve targeting and increase 
relevancy between keywords 
and ads

Campaign:

Baked Goods

Ad Group 1:

Cakes

Ad Group 2:

Pastries



Location-Focused 
Campaign

Service-Focused 
Campaign
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Ad Group Examples
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Keyword Organization
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Keywords should be grouped into categories 

based on the ad group’s theme

Campaign:

Baked Goods

Ad Group 1:

Cakes
Ad Group 2:

Pastries

Birthday 
Cake

Ice Cream 
Cake

Cake
Decorating

Breakfast 
Pastry

Pastry 
Shop

French 
Pastries



Keyword Research
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 Search for terms that clients would use to find your 
products or services

 Look at the suggestions and related searches

 Pay attention to competitors

 Review the organic search results

 Utilize Google’s Keyword Planner
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“ATTORNEY”
#4 Most Expensive 
AdWords Keyword 

Category

“LAWYER”
#6 Most Expensive 
AdWords Keyword 

Category



Keyword Tips To Save You Money
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 Use variations, synonyms, and related terms that 
target the searcher’s intent

Examples:
Malpractice/Negligence/Error/Mistake
Lawsuit/Case/Claim
Advice/Help

 Know your keyword match 
types:
Broad
+Broad +Match +Modified
“Phrase”
[Exact]

 Avoid generic 1-word keywords



When It Comes To Keywords That 
Convert…
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Campaign: Jones Act Campaign: VW Lawsuits
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 -Job

 -Employment

 -Hiring

 -Salary

 -Tires

 -Craigslist

 -Reviews

 -Wheel

Negative Keywords
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Writing Ads & Landing Pages



Elements of a Text Ad
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 Headline: 25 characters

 Description: 70 characters; 2 lines of 35 char.

 Display URL: 35 characters

 Must include the same domain as the landing page URL

 Landing Page

 DO NOT USE HOME PAGE



Characteristics of an Effective Ad
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 Stands out from competitors

 Speaks to the searcher’s 
needs

 Provides a benefit

 Includes a call-to-action

 Includes keywords in the 
headline and description

 Is highly relevant to the 
landing page

 Filters clicks



Ad Extensions
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Sitelinks CalloutsCall Ext.Location Social

Benefits of Ad Extensions
• Help your ad stand out by expanding its real estate
• Increase click-through rate by providing more links and relevant info
• Easily customizable by ad group or campaign
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Which Ad Would You Click On?
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Measuring Ad Performance



Google Quality Score
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 Measurement of overall relevance and user 
experience (Scale 1-10)

 Factors affecting Quality Score:
 Click-through rate (CTR): #Clicks / #Impressions

 Relevancy between keywords, ad text, and landing page

 +hundreds of other factors



Benefits of a High Quality Score
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 Improves ad rank which determines your ad position

 Gives you an advantage over competitors 

 SAVES YOU MONEY

 Allows you to perform well with a lower bid amount (max CPC)

 Lowers your cost per click (CPC) 



Conversions
(You Better Be Tracking Them)
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 Conversions tell you what happened after someone 
clicked on your ad

 Show you which ads, keywords, and campaigns 
are bringing you business

 Helps you invest more wisely in what’s working

Examples of Conversion Actions

 Form Completions 

 Chats

 Phone Calls



Test, Analyze, Update, Test Again
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 Do not “set and forget”

 Testing and refining your 
campaign is an ongoing 
process

 Things to test:
 Ad copy headlines and 

descriptions
 Landing pages
 Keyword combinations
 Ad scheduling
 ALL THE THINGS



More Information
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 Google Keyword Planner: 
https://adwords.google.com/ko/KeywordPlanner/Ho
me

 Spyfu: http://www.spyfu.com

 Keyword Match Types: 
https://support.google.com/adwords/answer/24978
36

 Keyword Creation Tools:

http://www.mergewords.com

http://www.keywordmatchtypetool.com

 Conversion tracking code available in your AdWords 
account under Tools> Conversions

https://adwords.google.com/ko/KeywordPlanner/Home
http://www.spyfu.com/
https://support.google.com/adwords/answer/2497836
http://www.mergewords.com/
http://www.keywordmatchtypetool.com/
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