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I’'m Gordon!

Gordon Donnelly

=2 WordStream

SEO & Content at WordStream

Blogging, video, & misc. content
creation

Speaker @ Mobile Monkey’s
Advanced Facebook Ads Summit



* Wordstream.com/google-adwords
11 individual grades

e Performance benchmarks

ene

ACME’S Google Ads Performance Grade

“The Grader” 61/) —

IMPROVE YOUR GRADE

3.61% 37.19% 105

Your click through rate Your impression share lost Actions taken in last 30 days
Are your 3ds bewrg cicied enoug
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"While there are no universally determined benchmarks
for good AdWords campaigns, the AdWords
Performance Grader from WordStream goes a
remarkably long way towards establishing standards
for this.”

- Marshall Sponder of Web Metrics Guru
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@ WordStream liked

Larry Kim @ @Iarrykim - 10 Nov 2016 ~
Google #AdWords Performance Benchmarks by Industry

youtu.be/cQkmU75D10k 1 Y ¥

GOOGLE ADS INDUSTRY BENCHMARKS

The average click through rate across all
industries is 1.91

¥ WordStream liked

Google Partners @ @googlepartners - 4 Jun 2018 v
.@WordStream put together some interesting AdWords benchmarks broken
Pt M AovocACY W AST0 1 28 W ucanew
down by industry. How do you compare? goo.gl/Qk62P1 e e L ""“'"""E

Moz @ @Moz - 30 Mar 2018
Google AdWerds Benchmarks for YOUR Industry mz.cm/2Gt590z via

@wordstream #MozTop10

Google Ads Benchmarks for YOUR Industry [Updat...

‘Whether you're doing PPC for the first time or you've just
EJ signed a new client, it can be daunting to know whether
or not you're doing a good job. Sure, we all want to c...

wordstream.com

Q 13 (WaRT M
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I’'m Patrick Henry!

Patrick Henry Carrera

=2 WordStream

* Senior Data Analyst

* Big fan of Tableau, SQL, and all things
Data

* Has been told by the police, “No you
cannot pet our dog, he or she is
working”.....multiple times
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What are the benchmarks?

1. The Benchmarks

The benchmarks are Medians for CPC, CTR, CPA, CVR on the Google Display and
Search Network, separated by industry.
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What are the benchmarks?

2. Industry Categories

This is the first time our benchmarks will strictly adhere to Google’s industry
category classification. This is exciting because as we continue to release our
benchmarks it will be easier to see what changes are happening in certain
industries.

We can not only benchmark your prior performance in a specific industry but
set goals for the upcoming year as well.

=2 WordStream




What are the benchmarks?

3. Why use a median

A median is a better indicator of what is typical than an average. With a
median, a single account’s data can only affect the result as much as any other
account.

An average allows accounts with significantly higher costs to disproportionally
affect the final output.
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What are the benchmarks?

4. Applied Filters

Each of the reports for the eight metrics in total needed to have their own
filters.

For example, the Display CPA benchmark does not consider any accounts that
have a zero value for Display Cost.
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Where did they come from?

v'The data comes from our Wordstream SEM Google Ads account which
contains the data of our customers as well as anyone who has connected
their account to ours via our Google Ads Performance Grader.

v'Unfortunately, there is no industry field in Google Ads. Using the Client ID
| was able to join the Google Ads data to our Grader Free Tool data as well
as our Customer data where individuals can declare their industry

v'To include accounts using foreign currency we used the currency
conversion rate from www.OANDA.com

=2 WordStream
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http://www.x-rates.com/

Interesting Findings &Trends

=

B2C vs B2B

* Example B2B Industries: Finance, Law & Government, and Business &Industrial
* Example B2C Industries: Hobbies & Leisure, Arts & Entertainment, Dining & Nightlife

* Industries that are more geared to be B2C have lower CPA for Search than industries that are
more heavily B2B

* Median CPAforB2C= S 36.65 | Median CPA for B2B = $75.48

This trend does not follow for the Display network

=2 WordStream
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Interesting Findings &Trends

>

Search vs Display

* CPCis larger in the Search network than in the Display network, but still CPA is almost always
higher in Display than in Search.

* Thisis caused by much lower CTR and CVR in the Display network compared to the Search
network.

=2 WordStream
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Interesting Findings &Trends

Highest Conversion Rates

* Highest conversion rates for the Google Search network is for Vehicles at 7.98% & Law and
Government at 7.45%.

* The Median (CVR) 4.16%
* The Standard Deviation (CVR) 1.41%

* Highest conversion rate for the Display network is Hobbies & Leisure at 1.12%
* The Median (CVR) .52%
* The Standard Deviation (CVR) .22%

=2 WordStream
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CTR, CPC, CVR, & CPA: Which
metric is most important for
your advertising goals?

=2 WordStream 1
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Average click-through rate (CTR)

2 WordStream | Confidential
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. GOOGLE ADS INDUSTRY BENCHMARKS
High cTr B b K

Industries

 Travel &
Tourism
(7.83%)
* Vehicles
(7.35%)
* Dining &
Nightlife
(6.63%)

=2 WordStream

Average Click Through Rate

The average click through rate (CTR) in Google Ads across all industries is
5.06% on the search network and 0.50% on the display network.
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B APPAREL [l ARTS & ENTERTAINMENT [l BUSINESS & INDUSTRIAL

| COMPUTERS & COMPUTER ELECTRONICS || DINING & NIGHTLIFE FINANCE | HEALTH

| HOBBIES & LEISURE | HOME & GARDEN [l JOBS & EDUCATION [l LAW & GOVERNMENT [l REAL ESTATE
|l RETAILERS & GENERAL STORES [} SPORTS & FITNESS [} TRAVEL & TOURISM [l VEHICLES

Low CTR
Industries

Law &
Government
(3.27%)
Computers
(3.49%)
Finance
(3.58%)
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3.17% = 5.06% Increase YOY

2 WordStream | Confidential
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Search ads are BIGGER in 2019

« Expanded Text Ads (ETAS) are bigger than ever
(8/18)

» 1 more headline, 1 more description, & 10 more
characters per description

» Mobile optimized—your first two headlines and

first description will always

show. Google

« Use the third headline and J ......cuows ‘B
second description to
enhance and reinforce New York Budge Hotels | Example.com

Official Site | Over 1000+ Hotels

yo U r m eS S ag I n g _n Ot for (ad) www.example.com/hotels
Vital m essag I n g Book comfortable hotels in New York City. 24/7

customer service. Budget accommaodations. Easy

online bookings, no cancellation fees

=2 WordStream

3
Ad group: Select an ad group to save your ad

New text ad

Final URL

~ Ad URL options

o @

8 @

[©]
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Search ads are more flexible in 2019

Responsive Search Ads in Action

Responsive Search Ads (RSAS)

Your ad assets Right ad for the
right customer

Headlines (3-15) Descriptions (2-4)
" - . ‘ “
Select an ad gr < and 2 3
et o S e ot 1 1 Moot ot ot o L s fres H2 Ho b2
al UR @ Previ
revew oo H3 H7 D3
7 - H4 Upto15 Upto4 & Google Machine
Enter ipl Theyll B
acs that can improve performance. Snow guded steps @ Headline 1| Headline 2 | Headline 3 ° Learning Technology
P > Z PR R (Z) www.examplecom + URL
—— L Description 1. Description 2

S ' Google

best nyc hotels x n

ADD HEADLINE
WEB IMAGES VIDEOS SHOPPING

New York Budget Hotels | Example.com
Official Site | Over 1000+ Hotels
(Ad) www.example.com/hotels

ADD DESCRIPTION

~ Ad URL options

Book comfortable hotels in New York City. 24/7
m ANCE customer service. Budget accommodations. Easy
online bookings, no cancellation fees
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You can now target more high-intent prospects
Google Ads Audiences

Then (RLSAS) Now

iWords Y. me  Campaigns  Oppt
Search v Shared library > ﬁ
Audiences
All online campaigns &« W
Use remarkef wW pl y bsite, |

ting to show ads to people who visited your wel
Shared library remarketing
Audiences ﬂ
» Bid strategies
* Budgets
* Business data
» Campaign negative keywords
» Campaign pl Aol
+ REMARKETING LIST

Detalil

Combﬁn@d
ed demo®
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How to increase CTR in any
industry

2 WordStream | Confidential
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Personalize ad copy via audience targeting

=2 WordStream
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Inject click-worthy feeling into your copy

Buy Laptop | Shop Office Depot® & Save | OfficeDepot.com
www.officedepot.com/ -
Order Laptop Computers Online At Office Depot®. Browse Now & Save! Live Chat Available.

Buy Surface Laptop 2 | Shop Bundles & Save

www.microsoft.com/ =

Get The Laptop With The Perfect Balance Of Design, Performance, & Battery-Life. Windows Hello. Free
Shipping. PixelSense™ Display. 14.5 Hours Battery-Life. Windows 10 Pro.

Surface Laptop 2 | Your Perfect Match

www.microsoft.com/ «

Sleek & Light. Slip It In Your Bag & Make Every Day More Productive. PixelSense™ Display. 14.5 Hours
Battery-Life. Windows 10 Pro. Windows Hello. Free Shipping. Styles: Burgundy, Platinum, Cobalt Blue,
Matte Black.

=2 WordStream
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Average cost per click (CPC)

2 WordStream | Confidential
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Hi gh CPC GOOGLE ADS INDUSTRY BENCHMARKS

Industries
e Law &

Government

($6.35)
 Finance

($3.56)
 Health
($3.13)

=2 WordStream

Average Cost Per Click

The average cost per click (CPC) in Google Ads across all industries is $2.41 on
the search network and $0.59 on the display network.

$7
$6
$5
$4
o BR P
$0 —— . -
T8 = + X =T A A DO AR

B APPAREL [l ARTS & ENTERTAINMENT [l BUSINESS & INDUSTRIAL

COMPUTERS & COMPUTER ELECTRONICS || DINING & NIGHTLIFE FINANCE | HEALTH
| HOBBIES & LEISURE | HOME & GARDEN [l JOBS & EDUCATION [l LAW & GOVERNMENT [l REAL ESTATE
|l RETAILERS & GENERAL STORES [} SPORTS & FITNESS [} TRAVEL & TOURISM [l VEHICLES

Low CPC
Industries

* Dining &
Nightlife
($1.30)

« Apparel
($1.38)

* Travel &
Tourism
($1.42)
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Quality Score & CPC

Components of Quality Score

=2 WordStream

@Quality Score affects your CPC

10 discounted by 50.00%

U m discounted by 44.20%
pa discounted by 37.50%
a discounted by 28.60%

increased by 16.70%

Google benchmark

increased by 25.00%

increased by 67.30% . m

increased by 150.00% "

- NDNWas0oN®®O
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You are not your industry!

2 WordStream | Confidential
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=2 WordStream

How much do | bid??

weight loss diet

weight loss programs

weight loss diet plan

weight loss plans

best weight loss program

Lk

6.600

22,200

4,400

9,900

5.400

Medium

High

Medium

High

High
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Average conversion rate (CVR)

=2 WordStream 1
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GOOGLE ADS INDUSTRY BENCHMARKS
High CVR

Average Conversion Rate

The average conversion rate (CVR) in Google Ads across all industries is 4.40%

Industries

* Vehicles
(7.98%)

e Law &
Government
(7.45%)

* Dining &
Nightlife
(4.74%)

=2 WordStream

Low CVR
Industries

on the search network and 0.57% on the display network.

TEB w fl

N 2
B APPAREL [l ARTS & ENTERTAINMENT [l BUSINESS & INDUSTRIAL
COMPUTERS & COMPUTER ELECTRONICS || DINING & NIGHTLIFE

« Apparel
(2.77%)
 Computers
(3.16%)

* Hobbies &
Leisure
(3.39%)

7.98

-
Rl

® X =

FINANCE = HEALTH

| HOBBIES & LEISURE HOME & GARDEN [l JOBS & EDUCATION [l LAW & GOVERNMENT ||| REAL ESTATE
[ RETAILERS & GENERAL STORES [JJ] SPORTS & FITNESS [J] TRAVEL & TOURISM [l VEHICLES
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Remarketing & audience building

=2 WordStream 1
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14%

12%

=
o
=x

8%

6%

4%

Conversion Rate

2%

0%

=2 WordStream

Highly Engaged Users Are More Likely to
Later Convert

5.51%

2.21%

I1.60%

New Visitors

6.85%

3.63%

2.71%I

Returning Visitors

12.64%

8.82%
8.92% 9.01%
4.27%
3.32%I

Past Buyers

H Display
B Shopping
M Search

Shopping Cart
Abandoners
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Ads are triggered when matched to
relevant page content or specifically
targeted by advertisers

Ads are triggered by a proactive

search query inputted by the
user
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Users are visiting pages that relate to
their needs, interests, or profile and
are not proactively looking for ads

Epe Neus e
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=2 WordStream

RYAYS
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Getting started with RLSAs

A Google

New remarketing list

Homo Campaigns  Opportunites  Tools

Hoene Campaigns
[ i «
Create a st of people who have recently visited your website or mobde app. Before you create a kst you need to place 1

Sharnd fibrary Pkt 4 Soas yous e ¢ il o Lasn e

o '

marketing kst nae | Headetream Services Page Vistors All online campaigns

" Bid ststeges P
*- Budgets eborapp 1 ‘@ Websites Shared llbeary
+ Business data d Mo apps 3 Audiences
o Gt A RN
? o g o , Empty

Campaign phatement exclisiont | \he 1o add to your st 1 | Viaom ofa page - 7 Budgets

# Campagn jatve keywords
Pecple who visted a page with any of the following e

-~

Mambersha duraton

Check the *Policy for adve

3pps cant use remarketing, and

=2 WordStream

¥ Campagn piscement exciugions

The st is empty
Show scvarcea cptora See crairples

7 Inchude past users who match these nes

15 days -

Heagsnieam Services Page Visitors Over la

Automation
Reports

g based on intarest and o ation” o fnd out which sanitive categones of 5es or Saaks

what you need to add to your site’s or app's privacy policy Al

Opportunities Tools and Analysis

Srared vy -
Tag: Test
Step 1: Check your privacy policy

Revew the Rem
and which 5as

king program posc:

to find out what you need to include in your site's pevacy policy.
i categones of sit

cant use this feature.

Step 2: Add the remarketing code to your entire site.

Add this code 1o your webpages, right before the </bady> tag. Ingertion guide

e 1 Autiences
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Average cost per action (CPA)

=2 WordStream
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RY BENCHMARKS

High CPA Low CPA

Average Cost Per Action

$20

* Real Estate * Dining &
($77.28) “le e s L=ann Nightlife

[ APPAREL [l ARTS & ENTERTAINMENT [l BUSINESS & INDUSTRIAL
COMPUTERS & COMPUTER ELECTRONICS || DINING & NIGHTLIFE | FINANCE | HEALTH ($35 . 35)

| HOBBIES & LEISURE HOME & GARDEN [l JOBS & EDUCATION [l LAW & GOVERNMENT ||| REAL ESTATE
[ RETAILERS & GENERAL STORES [JJ] SPORTS & FITNESS [J] TRAVEL & TOURISM [l VEHICLES

In d ustries The average cost per action (CPA) in Google Ads across all industries is $56.11 In d ustries
on the search network and $90.80 on the display network.
« Computers ** * Vehicles
($101.40) ™ - ($26.17)
+ Law & - | 1 + Travel &
Government *|, 1 ~HEA Tourism
($85.29) R ﬁ ii __ ($27.04)
il
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=2 WordStream

CPA: It’s all about the path
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Reducing friction along your conversion path

STEP1

Landing Page

SESSIONS

105

DROPOFF

67.6%

)

7 Watch

=2 WordStream

STEP2

Pricing

SESSIONS

34

32.4% OF 105

(4

DROPOFF

61.8%

@n

1 Watch

STEP3

Signup

SESSIONS

13

38.2% OF 34

o

DROPOFF

53.8%

@

1 Watch

STEP 4

Thank you

SESSIONS

6

46.2% OF 13

CONVERSION

5.7%

(8)

Watch

What's the page view and conversion data for each page in the test?

The number of visitors on The number of overall
this page was: CONVErsions was:

A 1000 90 9%

(6] 1000 120

Conversion rate:

12% v

& Your results:

Test “B" converted 33%
better than Test "A." We are
99% certain that the
changes in Test "B wil
improve your conversion
rate.

Your A/B test is statistically
signific ant!

Convenient visual

editors for A/B

testing from o

experts




Fewer touchpoints is not always better

Conversion path in action.

Call-to-Action (CTA) Landing Page (LP) Thank You Page (TYP)

=2 WordStream
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Key Takeaways

Utilize all the new features at
your disposal

Make your ad copy relevant

Leverage RLSAs

Make your conversion path fluid

> fo g

=2 WordStream

wordstream.com/google-
adwords
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2 WordStream
Th a n k yo u ! Online Advertising Made Easy



