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Wasted Ad Spend
Negative keywords are an important part of every campaign because they ensure that your ads appear only 
to people looking for what you offer. This added level of control can help you increase your click through rate 
(CTR), reduce your average cost-per-click (CPC), and increase your ROI. Are you making proper use of negative 
keywords, or are you wasting hundred or even thousands of pounds per month on irrelevant keywords?

Recommendations

Return on Investment
What is your return on investment? Conversion Tracking allows you to see what happens after a customer clicks 
on your ads - whether they purchased your product, signed up for your newsletter or filled out a form to receive 
more information. 

Recommendations

We have reviewed your PPC campaign and completed the performance health check. The below table 
provides details of each area reviewed, with recommendations of what we can do to take your PPC 
campaign to the next level.



Click Through Rate
Click Through Rate (CTR) is a percentage figure based on the total number of clicks compared with the total 
number of impressions, and is a measure of how targeted your ads are. If your CTR is low, you will be loosing 
ground to competing advertisers.

Recommendations

Cost Per Click (CPC)
Cost Per Click (CPC) refers to the actual price you pay for each click in your PPC campaign.

Recommendations
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Quality Score
Quality Score is an estimate of how relevant your ads, keywords and landing pages are to a person seeing 
your ad. Having a high Quality Score means that search engines think your ad, keyword and landing page are 
all relevant and useful to someone looking at your ad. High quality scores have a major impact on your ROI, 
improving your rankings and lowering your costs.

Recommendations

Positioning
A high quality score combined with the right keyword bid means your ad gets a higher position on Google 
search engine results pages (SERPs).

Recommendations
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Keyword Optimisation
Is your campaign using relevant keywords? Are you making effective use of broad, exact and phrase match 
keywords? A keyword match type tells Google how aggressively or restrictively you want it to match your 
advertisements to keyword searches. If your ads are triggering non-related keyword phrases it indicates there 
is an issue with your keyword matching options. This will harm your quality score, which effects how much you 
pay and your ad position.

Recommendations
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Ad Text
Ad text should be optimised to be relevant to the users query. Weak or irrelevant ad text will harm your quality 
score, which effects how much you pay and your ad position.

Recommendations

Landing Pages
High quality, relevant landing pages are essential for PPC since it directly influences your quality score, which 
impacts how much you pay and what position your ad appears.

Recommendations
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Campaigns
Does your campaign naming structure make sense and is it easy to understand? Campaigns should be 
segmented by higher-level ideas so that you can drill down into more tightly themed ad groups and keywords. 
A weak campaign naming structure will harm your quality score, which effects how much you pay and your ad 
position.

Recommendations

Ad Groups
Are ad groups relevant to the campaign? Do they contain a sufficient volume of keywords? 

Recommendations
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Mobile Advertising
Mobile traffic is predicted to grow beyond desktop use, therefore it’s crucial to stay on top of mobile PPC best 
practices like call extensions, sitelinks, and mobile optimised text ads. Is your campaign optimised for mobile 
users?

Recommendations

Account Activity
To reduce budget bleed, and to maintain performance it’s essential you continually spend active time in your 
account to refine the campaign. When was the last time your campaign was refined?

Recommendations

Following the health check, now that we know the in’s and out’s of your campaign lets 

work together to sort it. Speak to one of our PPC experts today by calling 0845 050 

2500 or send an email to hi@promote.agency
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Additional Notes
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	Text1: Currently the bounce rate stands at 42.10% which is acceptable. However it is worth noting that over half of all clicks come from the brand campaign and they are known to generally have low bounce rates. It is therefore somewhat concerning as the non-brand campaigns have a bounce rate in the region of 60-70%. 

Additionally the display campaigns have a bounce rate of 88.52% which clearly results in a lot of the budget being wasted.

As for the search campaigns, the reason is most likely the poor choice of landing pages, e.g. '1kg protein powder' landing on the generic Protein page which includes all kinds of products and sizes. Also the negative keyword lists could be expanded through reviewing search terms on a regular basis, which currently does not seem to be happening. 

	Text2: In the past 30 days, 4386 clicks have resulted in 397 conversions giving the conversion rate of 8.51% and cost per conversion of £5.45.  These stats certainly look encouraging, however almost all of these conversions came from the brand campaign, which means that people that purchased from the site have mostly been those who are already aware of the website and a new client base is not being targeted very effectively. 

The best way to maximise conversion rates is by making the users not have to do any work or thinking themselves, i.e. have the ads land on the most relevant page and have a clear CTA (call to action) that will allow them to convert quickly.
	Text4: The average CPC is £0.49, which is quite low but once again lowered by the brand campaign.  This ensures a very large amount of clicks per day with the current budget.  The only concern is that the average CPC for Google Shopping is £1.34 

CPC can be reduced further by increasing the quality score, adding negative bid adjustments to worse performing times and locations and pausing most expensive keywords that aren't performing.

The average position is currently at a reasonable level of 3.5, this means however that further reducing CPC will likely make the ad performance suffer as they will be less prominent. 
	Text3: The account CTR is 1.06%, which is quite low, as experts generally agree that a CTR of 2% or above can be considered good.  Due to various different channels however, this needs to be broken down further:

- Search: 5.62%, this is a good CTR, however it gets a big boost from the brand campaign. Non brand search campaigns have CTR of around 1.50%.

- Display: 0.19%, CTR for display campaigns is generally low, however there is room for improvement. Currently only one of the remarketing display campaigns makes use of exclusions (same principle as negative keywords).

- Shopping: 2.18%, an optimised shopping feed is crucial in running successful shopping campaigns.

The lack of negative keywords also ties in with this point, as preventing the ads from appearing for non-relevant terms will make users far more likely to click them, and of course it would then be a relevant click.  High CTR is known to increase the quality score through improved ad relevance, which makes this point very important as it can lead to lower average CPC (cost per click).  

For display campaigns it is very important to review the placements and constantly update the exclusions lists to ensure that the ads are appearing on relevant sites
	Text7: Out of the total of 47 currently running keywords there are 5 modified broad match, 5 phrase match and 37 exact match terms.  The number of keywords is clearly too low, especially considering the campaign budget as only a small part of it is being used.  This results in the campaign missing out on a lot of traffic and opportunities.

The extensive use of exact match keywords also greatly reduces the potential traffic, therefore where possible it is recommended to implement some broader targeting.  Additionally, there is a number of phrase match KWs that only consist of one word.  This essentially makes them the same as broad match - in order to use the phrase match effectively at least two words are required. 
When we take into account paused campaigns,  there is a total of 632 modified broad, 127 phrase and 1258 exact match keywords.  This can be regarded as a healthy balance although it is worth pointing out that majority of ad groups only contain one keyword.

In general, broad match keywords should be avoided but they can be good for the purpose of keyword research, i.e. checking the search terms that have converted and then adding them as exact match KWs.  The broad match terms can then eventually be paused.  The account currently makes use of a quite large number of KWs but some new ideas could still be found, especially since the current budget is not being reached. 


	Text8: The current ad copy is personalised to each ad group which is a big plus, however it does not make use of dynamic headers which are known to increase performance significantly as the users will view the advert as more relevant to their search query.  

The ads seem to encourage the users through describing what the USP's are, however a CTA (call to action) is missing on most of the ads, which makes the CTR suffer.  Another concern is that most ad groups only contain one ad, while it is strongly recommended to have at least two at all times for testing purposes. 

As for the landing page URLs, once an advert is clicked it results in a very "messy" link appearing as the page URL, e.g. https://proteindynamix.com/?source=ppc&gclid=Cj0KEQiA_fy0BRCwiLaQ5-iFgpwBEiQA884sOUhr76NoXxDLr1McmiSUEV8YcTLnT6V8NlOoxR6nm_waAvMk8P8HAQ is the homepage URL.

Google has now given the functionality to do third party tracking in the background so that the page URL's can remain "clean" e.g. https://proteindynamix.com/products/ and it is highly recommended to make use of it.
It may also be worth looking into display advertising to reach a wider audience. Remarketing is in place already which is good, however it has a very limited reach.
	Text9: The website is mobile responsive and with a modern look which plays a very important part in user experience and therefore maximising conversions. 

The only concern with the user experience is that as already mentioned vast majority of ads do not land on the most relevant page that is available, e.g. 'vanilla protein powder' landing on the generic Protein page which may result in confusion and the users bouncing as they do not immediately see what they were after. 
	Text10: Most campaigns have been split into exact and broad keywords, i.e. two campaigns with the same keywords but different match types.  This unnecessarily dilutes the budget and can also cause conflicts and the campaigns competing against each other driving the CPC up.  It is strongly recommended to merge them together as distinction between match types is not needed at campaign/ad group level.  If one wants to quickly compare the overall performance of different match types labels can be used by adding the relevant label to each keyword and then filtering results.

Another important point is that currently the campaigns have no schedule - they run all day all week, which is likely not ideal as users tend to have patterns for when they are most and least likely to purchase. 

It is strongly recommended to set different bid adjustments each campaign for the best and worst performing times as this would reduce budgets in poorly performing times and allocate it to best performing.  This trend tends to change over time and so needs to be continually monitored.  

	Text11: As explained above. 
 
	Text6: As mentioned above, the average position is currently 3.5 which means that most ads usually appear between positions 3 and 4, which is acceptable, although not ideal as the ads will appear at the top of  the right hand side column with sponsored results, rather than directly above the organic results. 

However, top positioning is not always desirable as it may lead to a large volume of irrelevant traffic, i.e. users clicking on the first thing they see even if it is not what they were after.  This is especially dangerous without a well developed negative keyword list.

The easiest way to increase or decrease the average position is by manipulating the maximum bids.  The quality score also plays an important role. 
	Text5: The average quality score across all active keywords is 5.8, which leaves a lot of room for improvement.  The detailed breakdown can be found below:

10 - 2
9 - 2
8 - 2
7 - 0
6 - 32
5 - 2
4 - 0
3 - 5
2 - 0
1 - 2

Majority of keywords are above QS 5, which is good, however there still are some low QS keywords that need to be reviewed and a decision needs to be made whether they should be kept or paused as they may be hindering the whole campaign's performance through increased costs.  It may also be possible to improve the QS of these keywords by optimising the relevant landing pages.
The average QS for all KWs, including paused campaigns is 5.9 which could also be improved.
	Text12: The website is responsive and therefore mobile only adverts should be created that reflect this.  Call only adverts could also be implemented to make people call the company rather than visit the website. 
	Text13: It appears that the campaign was being looked at on average once a week with a reasonable amount of changes made each time.  This is the absolute minimum required to keep the campaign running smoothly, however as we can see from this audit, much more could have been done. 
	Text15: 
	Text14: RECOMMENDATIONS:

- Develop an extensive list of negative keywords and update it regularly.

- Carry out KW research and consider broader targeting in order to expand reach.

- Fix landing page Call to Action issues.

- Merge the exact and broad match campaigns/ad groups into one.

- Optimise landing page content to boost Quality Score.

- Resolve disapproved ads.

- Test the use of dynamic ad headers.

- Ensure there are at least two adverts in each ad group so that ads are constantly tested and refined. 

- Set the ad tracking to be performed in the background to not affect page URL's that are being displayed in the browser.

- Focus on long tail exact match keywords.

- Create an effective ad schedule with bid adjustments.

- Create mobile optimised ads. 

- Consider using mobile adverts to get mobile users to call rather than be taken to the website.

- Consider running display campaigns as well as remarketing.

- Review the display placements and produce a list of exclusions. 
	Text16: 


