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Last week we asked you to share your favorite Q&amp;A tool. We've gathered the nominations and put the top five in front of you for a vote. Now we're back with your favorite: Google.Google doesn't have every answer, but questions and answers sites are becoming a popular tool. We... Read moreThere's really no question in your mind that Google is the best place to go for
answers, winning with 56% of the vote. Because Google is not technically a question-and-answer tool—at least, not the way the other options are—and we encouraged you not to vote for it in the candidate call, we would normally choose to leave it out of Hive Five. But this time, I think it highlights something important. 77% of our readers feel that Google search results are less
useful lately, but most of you still feel it's the best place to find answers online. Despite all the recent criticisms of Google, I think it's worth pointing out that Google is still the majority favorite. We asked readers last week if what influential bloggers said was true-that Google was losing... Read moreG/O Media can get a commission (Click to enlarge.) As you can see from the chart
above, Stack Exchange and Wolfram Alpha put in a decent match, while Aardvark and Quora scored very few votes. Nonetheless, none was a struggle for the mighty Google that is still the king of answers for the majority of Lifehacker readers. Do you have any idea about the next Hive 5? Shoot us an email in tips@lifehacker.com with Hive Five in the subject line and we'll do our
best to get your idea the attention it deserves. You can contact Adam Dachis, the author of this post, adachis@lifehacker.com. You can also follow him on Twitter and Facebook. September 5, 2012 4 minutes read The views expressed by business contributors are theirs. Image credit: Khan's Strategy Happens Too Often. You can get turned on in the wonders of advertising
through Google AdWords, only to have a hastily organized campaign run up to thousands of dollars worth of clicks. You have no idea how you are going to pay for these clicks, and you have no sale to show for your problem. AdWords can be an amazing sales generator. The miracle of the tool, though, should not reduce the cold-hard marketing math behind producing an ad that
not only generates clicks, but also sales. The good news is that Google actually charges less per click if your click-through rate is high if the ad really seems to be useful for the people who search for it. Google provides free tools such as the keyword tool to help, and there are also independent sites such as wordtracker than can help with searching for effective keywords. My
advice is to initially set a low daily budget - maybe $5 to $10 a day - so you won't spend too much as you get the hang of the experience. Then there are common mistakes that Google and its representatives probably won't tell you – because they won't be able to make as much money from you. Here are some AdWords secrets: Don't do But the kitchen sink. The siren-song
temptation is to enter every keyword that could possibly apply to the business, so that anyone who could ever possibly be interested will enter one of the numerous keywords and discover it. It's not a dry cleaner want people to know that it's environmentally friendly and uses green products, but is it also same day? Oh yes, and it's a discount dry cleaner that happens to be organic.
The problem is, by being everything to everyone, you're not talking to anyone. Instead, pack a campaign with keywords that target a specific type of customer, and then send them to a page on your website that's right to serve their needs. Don't be in your face. Google search users don't respond much to over-the-top ads. Nor do they respond to ads that are boring. Most
importantly, use the AdWords keyword tool or Wordtracker to calculate the terms that leads are likely to use to find your business, and then include them in the ad header. Titles may seem boring to many people, but they will be exactly what customers are looking for. Then show them the benefit and performance of your product or service right away and you're on your way to
having an ad with a higher click-through rate. Related: Why Google's privacy changes are good for advertisers The high click-through isn't always the best goal. There is a lot of discussion about the importance of click-through-rate. After all, you can save money if it's higher. But what's the point if the big net throws you no reel to customers? You'd better write an ad that calls exactly
the type of customer you're looking for. If you sell sheepskin covers for Ford trucks that are custom made, do that ad even if the amount of people looking for that may be low. This way, you can avoid click-throughs from people looking for something more general. Don't let Google help you. I often hear from a business owner contacted by a Google representative who offers to
optimize their ad campaigns. In fact, the most popular Facebook post I've ever put out was when I said, Have you ever allowed Google to help you with editing your AdWords campaigns? How did it come about? You can see the wrath of the answers I got here. I've rarely heard from a client who didn't mention it was an absolute disaster. AdWords is an amazing creation. But
Google representatives just don't know how to a great AdWords campaign because they never had their money on the line. Related: How to stand out among larger brands on Google Avoid these mistakes and learn through some trial and error, and you'll be on your way to an AdWords campaign that produces results. This article is an excerpt from the latest guide to Google
AdWords, 3rd edition available from Business Press. Get discounts on books you love delivered directly to your inbox. We will have a different book every week and share exclusive offers that will not anywhere else. Enhance your business knowledge and fully reach your business potential with the exclusive benefits of Entrepreneur Insider. For just $5 per month, access premium
content, webinars, an ad-free experience, and more! Plus, enjoy a FREE 1-year Entrepreneur magazine subscription. Discover a better way to hire freelancers. From business to marketing, sales, finance, design, technology, and more, we have the freelancers you need to tackle your most important work and projects on demand. What if you built a website and no one came?
Simple answer: Start an ad using Google AdWords. AdWords is a daunting and complex system, but it's really not that hard to start using. Even with a budget of a dollar a day, the service is worth trying to see if you can produce traffic to your site. Here's how to get started with AdWords in minutes with minimal fuss. (If your small business needs something even simpler, check out
AdWords Express, which targets retail stores, local restaurants, and the like.) Set up your accountsAo with all the details in Googleverse, first you'll set up an account with Google. However, you don't need a standard Google user account. Once you click Get started on the AdWords home page, you'll be prompted for a regular Google account, or you'll have the option to set up a
new one exclusively for advertising. You'll also see a toll-free number that you can call if you prefer to set things up offline. Installation is simple and self-explanatory. you just have a credit card convenient to pay for your ads. After you verify your account, you're ready to start creating your ad. You can use a Google account exclusively for ad campaigns. Starting a CampaignGoogle
for AdWords may not be obvious to users for the first time, so here's the fundamental thing to know: Your ads are divided into campaigns, each of which can have multiple ad groups in it. Each ad group can contain multiple keywords and multiple ads. In general, unless your ad needs are very complex, it's a good idea to keep the number of Ad Groups small (that is, only one) for
each Campaign at the beginning. However, if you want multiple ads to run to experiment with rendering different phrases, use multiple ad groups. Start by clicking the Campaign tab, and then clicking the Green New button You'll choose whether to direct your ads to Search networks (users who search directly on Google), display networks (third parties who use AdSense on their
sites), or both. The latter option offers the greatest possible exposure, but choosing search networks on its own can undoubtedly better target users who actively search for your keywords. On the next screen, name your campaign and pay attention to some basic settings. In the Devices section, choose whether to advertise on mobile devices other than computers. Sites allow you
to target certain nationalities. To include or exclude countries, cities, or even zip codes, do so here. At the bottom of this screen will be AdWords ad extensions that let you add a phone number, address, or other information at no extra charge. Write an ad that is short, clean and up to the point. Set a budgetSteed the bottom of the New Campaign screen to set your budget. This is
one of the most difficult parts of using AdWords successfully, and deserves special discussion. Your budget for a campaign has two elements: The offer and the total budget per day. The bid (described as default bid) is the percentage you'll pay for a click on your ad. Offer 25 minutes — a secure number — and you pay a quarter every time someone clicks on your ad. This can be
dangerous, of course, if your ad is popular, so Google gives you a way to stop spending if things go crazy. The budget per day sets the maximum amount you're willing to spend on 24 hours of ads. After you get enough clicks to get to this level, Google no longer shows your ad until the next day. In this example, if you set your budget to $1, your ad will stop showing after four
clicks. These numbers are closely related and heavily dependent on your business, so consider them carefully. Start with your budget. It is easier to think of this number monthly or even annually. Just do the math. If you have $1000 a year to spend on AdWords, your daily budget should be about $2.75. Customize your keywords by viewing relevant terms that get attention in
Google searches. Now, how many clicks do you expect to get over the course of a day? If you're a consultant looking for high-dollar customers, you can expect minimal traffic to your website, but be willing to pay a lot for each lead, so use a higher number for your default offer. But if you sell widgets at 99 cents a pop, you might not be able to support a rate per click over a few
minutes. Finally, remember that AdWords is actually more of an auction than a retail store. When you bid on keywords, you do just that. Other businesses will bid for the same keywords, and Google determines how they appear based on who pays the most. Offering a lot to be #1 may require offers over a dollar in most cases. Otherwise, you'll be relegated to lower-performing
spots or your ad won't show at all— at least not until the top advertisers' daily budgets run out. Don't worry too much about everything. But now. Remember, you can change everything later. Next page: Put your copywriting cap ... Page 2 The AdWords home page offers a snapshot of ad performance. Then it's time to write your ad. There is a science to copywriting, but eventually
you will want to experiment with different titles and descriptive text over time. You don't have much room to work with: A heading of up to 35 characters, then two description lines of 35 characters each, then your URL. Pack these lines with your best sales pitch, and make sure you write with the reader/buyer's value in mind. Buy-a-get-one-free deals, discounts, and strong calls for
action (Buy it now!) tend tend to tend work well. Remember, however, that Google actively approves and polices ads, so don't try anything fickle. Google's best practices are worth reading to guide you. Under the ad itself you will create your keywords. Again, this is a complex and intensely analyzed topic far outside the scope of this article. In general, you'll want to target the same
keywords as your website. Keyword rules are about the same as for the SEO website: The more common the word or phrase (divorce lawyer) the higher the traffic will be and the more competition there will be for that search. Closer search terms (divorce attorney Jackson Mississippi) will have less competition, but less traffic to grab, too. And keep in mind that for search terms
that have very little traffic, Google won't show ads at all, even if you're the only bidder for that term. Results. Google's keyword tool is a huge help here. This service allows you to link your keywords and offers alternatives you may not have thought of, along with estimates of how much traffic these terms receive and how competitive bidding is for them. For our divorce lawyer
above, jackson ms divorce lawyer sees low search volume, but has high competition. However, child support at Jackson MS gets similar traffic, but has low competition. While targeting some high-level competition is pretty much inevitable, the latter terms are the kind you want to look for for the best return on investment., there is no limit to the number of keywords you can use,
but keeping the number manageable is smart. Once your ad is written and your keywords are selected, you'll be asked (again) for an offer for this ad group. You'll probably want to leave it the same as the default bid for the campaign. Save the new ad group and you're ready to continue. Track performance Once your ad is created (actually, right after it's created), you'll be able to
see how it's doing. The AdWords home page displays a nice chart of your performance, as well as tables that describe the performance of different keyword categories. To further explore, on the AdWords homepage, select your campaign and an ad group. You may quickly be disappointed by your results. AdWords is a hypercompanying landscape now and prices are extremely
high for many keywords. On this page you will see a column marked Status. Keywords marked Eligible are executed. The keywords offer below the first page is not. For these ads, either you don't bid with enough money or the Ad Quality Score is too low. Quality Score is a complicated issue, but the bottom line is that Google compares your ad with the search keywords you're
targeting and the landing page where you direct users and draws some conclusions about their value. (This is mainly a spam reduction system.) The closer these fit, the higher the Quality Score. (Don't feel too bad if these are low; I've never seen a Quality Score above 6/10.) The easy way to activate these Under first page bid errors around? It's just. your offer. There's always an
opportunity to modify your ad's budget. Improve your adsEncing when you start with AdWords, your work is never finished. An ad that did well last week may be inactive this week, either because of Google's control over its quality or because a competitor is now offering more than you. Check your ads regularly to see what works and doesn't. Offer more when needed. Kill weak
ads when you have to. Completely change your ads to see if different text offers more clicks. The Opportunities tab on the AdWords homepage can give you additional ideas on how to optimize your account, and you should also pay attention to your email. Google will send you periodic messages if it thinks you're losing AdWords traffic. Note: When you buy something after clicking
on links in our articles, we may earn a small commission. Read our affiliate link policy for more details. Details.
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