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) In your pay-per-click campaign a quality score is shown for each keyword.
Y, Quality Score is used to influence your keywords’ cost-per-click (CPC), average
O O ' e position and estimating the first page bids that you see in your account. Quality
score in Google AdWords is a score out of 10. In general, the higher your
AdWords score, the lower your CPC and the better your ad position will be.

Quality Score ensures that Google shows the most relevant ads to its users. Searchers want to find the information
they’re looking for quickly and easily. Quality Score helps Google show more relevant users to your website. To
make sure that your potential customers see your ad, you need to pay attention to Quality Score and optimize
your campaigns based on those scores. It also influences your ad position and largely determines your
keywords’ minimum bids, which can help reduce your CPC.

Quality Scores Range from 1 to 10

In your Google AdWords account, you can find your Quality Scores under the “keywords” tab. If you don’t see
Quality Score, use the “Columns” drop down to make sure it is visible. Each individual keyword will show a
quality score on a scale from 1 to 10.

1-4: The keyword isn’t very relevant to users and as a result may have a very high first page bid. This means
that the keyword isn’t performing very well for your campaign. Try experimenting with variations of this keyword
or breaking it out into its own separate ad group and write more relevant ad copy. You could also see if there is a
more targeted version of this keyword because the issue may be that it’s too broad.

5-7: This keyword is performing well and there is
no need to worry. On a grading scale, an AdWords
Specialist at Google told us “7 is equivalent to an
A-” It may have a good first page bid, and the
keyword may not be very costly. Optimization
can lower your overall costs, draw more clicks

to your ads, and result in a better return on your
investment (ROI). If you want to further optimize,
try using more targeted ad text and keywords or
try adding negative keywords to your campaigns
to cut irrelevant impressions.

8-10: The keyword is extremely relevant and
has a high click-through-rate (CTR), relevant ad
text and a relevant landing page. The first page
bid for this keyword may be low based on the
marketplace. This keyword is very relevant
and effective for your ad campaign. AdWords
Specialists at Google told us it is rare to get
this high of a quality score from Google.

(Most of our “optimized” clients have scores of a 7
with a high likelihood of also seeing scores of 8-10.)

continues...
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Quality Score Formula

Google has an arithmetic formula to grade your keywords and give them a Quality Score. Quality Scores are
dependent on the following factors:

+ The historical CTR of the keyword and the matched ad on Google

* Your account history, which is measured by the CTR of all the ads and keywords in your account

« Historical CTR of the display URLs in the ad group

+ Landing page quality

* The relevance of the keyword to the ads in its ad group

+ The relevance of the keyword and the matched ad to the search query

+ Relevance of ad text (especially the title)

+ Account performance in the geographical region where the ad will be shown

+ Other relevance factors

How Quality Score Impacts Your PPC Campaign

#1 Quallty S_core ImpaCt: Settings  Ads lm! Networks  Audiences  Ad extensions  Dimensions  Topics | -
COSt' Per'C"c'( (CPC) Allkeywords = | Segment v  Filler v  Columns v | |l~||. &, Search
These keywords refine search
A keyWOI‘d’S Qua“ty SCOI’e N\g\e‘ Change History

influences its CPC. This is how W cis
much you’re charged for a click /\"’\/ \/\-——/\_’\

on your ad when it’s triggered "=

by that keyword' The hlgher a # Add keywords Edit ~ See seaich lerms... v || Alerts v Automate « | More actions... «

keywordis Qua“ty Score’ the [ o Keyword S;alus h(ﬂ:?;é g:l.[ll?le. C\icl;s Impr. CT? Avg.CP?C Cost 'A)‘v]g Cum&gge;- Custﬂcon\::."::;;)e;- Conv. rat;i(:lﬁe;-
|Ower |tS CPC’ and Vice versa. Total - all keywords ~ 1,226 17,508 7.00% $1.06 $1,301.87 1.9 35 $37.20 2.85%
You will typlcally pay less than B e ggim = 10M0 62 492 12.60% $0.97  $60.07 22 1 $80.07 1.61%
you b|d fOf hlgher Quahty Scores. B e EC“!gm‘e = 10110 327 MNH% 5103 $32.11 1.8 2 $19.06 541%
. B e = ] 710 108 1826 5.91% $1.12  $121.50 21 2 380.75 1.85%

#2 Quality Score Impact: Flane

. . . . =] . |

First Page CPC Bid Estimates =] Eigive Il 710 479 6839 7.00% 5108 §518.21 19 15 $3455 313%
B e E o Il 710 46 807 570% 5095 54370 16 1 $43.70 217%

. igible
On your Keyword AnaIySIS B e ggime b 710 75 2,007 3.74% $112 58423 22 2 s42.12 267%
page, you Il 'See a m.etI'IC E e ECI| o = 710 86 1351 6.37% $108 59317 21 2 54658 233%

labeled “Estimated first page e
bid.” ThIS metric eStimateS the B e Sgime = 710 19 402 473% $112 52120 1.9 0 50.00 0.00%
CPC bid needed for your ad to B e ggih\e 710 1 3% 278% $130  $1.30 2 0 50.00 0.00%
reaCh the firSt page Of GOOgle EF e EC”‘WB = 710 53 732 T24% 5112 $50.39 17 2 $20.70 377%
search results when the search ~ . E“gm = M0 64 562 1139%  $103  560.24 2 3 523.08 469%
query matches your keyword. A e ECI| y = 710 23 458 502%  $094 s2158 17 0 $0.00 0.00%

igible

The estimate is based on the
Quality Score and current advertiser competition for that keyword. Ad placement will still be dependent on
Quality Score, your CPC bid, your budget, account settings and user behavior. Budget can also play a factor
in determining your quality score at an account level.

continues...
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#3 Quality Score Impact: Eligibility

Every time one of your keywords matches a search query Google will evaluate its Quality Score and CPC bid

to determine if they show your ads. Based on these and other factors they also determine which ad is shown in
which position between your ad and other ads. Google’s goal is to encourage relevant ads for their users, so their
pricing system is designed to favor more specifically targeted ads and keywords. Don’t just turn your campaign on
and let it run, especially in a competitive marketplace.

#4 Quality Score Impact: Ad Position

Ads are positioned on search and content pages based on their Ad Rank. The ad with the highest Ad Rank appears
in the first position, and so on down the page.

For Google and the search network, Ad Rank is defined by your keyword’s Quality Score and CPC bid. Quality
Score in this instance differs from the factors listed above in two ways:

+ Landing page quality is not considered

+ When calculating ad position on a search network placement, Quality Score considers the CTR on
that particular search network partner in addition to CTR on Google

For ads triggered by keywords on the content network, the system considers the ad group’s content bid (or the
CPC or CPM bid, if content bids aren’t enabled) and Quality Score. The Quality Score used in this instance is

determined by the following factors:
P S

similar sites

+ The relevance of the ads and keywords in
the ad group to the site

* Your landing page quality
« Other relevance factors

Improving a Keyword’s Quality Score

Optimization is the best way to increase your keyword’s &
performance (Quality Score, CTR, conversion rate)
without raising costs. If your Quality Score is very
low (below a 5), you may be using keywords, ads,
or landing pages that aren’t as targeted or relevant
as they should be. This can mean higher CPCs and

a potentially poor ROIl. Remember, the higher your
Quality Scores, the lower you’ll pay when someone
clicks on your ads.

* Your ad’s performance history on this and ?

The way you organize your campaigns and ad groups can be a factor when attempting to optimize for Quality
Scores. You should be trying to have separate ad groups in a campaign for each theme of keywords you are
trying to advertise on. A common mistake in many campaigns is having too many keywords in a single ad group.
The reason this is a mistake is that if you have an ad group with 100+ keywords there can’t be any way you are
serving relevant targeted ad copy to all 100 keywords, thus negatively impacting your CTR and Quality Scores.
As a guide we try to never make an ad group with more than 25 keywords in it.

Another common technique is by continually adding negative keywords to your campaign or ad groups to improve
your CTR. Negative keywords are keywords that you define so that your ads will be excluded from a search. The
most common example of a good negative keyword is “free” because if someone is searching for “free widgets”
and I’'m selling widgets | don’t want that user to click my ad and cost my campaign money.
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While a high quality score may seem like the most important part of your PPC campaign, the conversion rate is
the best indicator. A high CTR or Quality Score doesn’t necessarily mean a high ROI or that people are buying
your product or service. On the other hand, the conversion rate shows if your keyword is driving sales, sign-ups,
or your company’s goals. Quality score will directly affect how much exposure your PPC ads get and what you are
actually paying when someone clicks your ads.

MSN AdCenter

As of October 25th, 2010 the MSN AdCenter platform msm * adce nter

is currently powering the Bing & Yahoo search engines.
This partnership was strategic to make them a larger competitor to Google. The Quality Score on MSN AdCenter
is very similarly calculated to Google’s Quality Score. Just like Google’s it is largely based on CTR. Receiving a
higher Quality Score can ultimately allow you as an advertiser to spend less money and receive a higher ad position
Keywords | ads than your competitors. We have seen
Performance data for: Lastmonth [+ Start 6/1/2011 [ End &/30/2011 (1 [ 0K | that in the MSN AdCenter p|atform
ot or et oyvorts | mpor ey A i Quality Score is only calculated on

Match Current bid CTR | Avg.

[7] | Keywords =l status | g ]| szore = T ]| Spendi]| Glicksl]| impressionsiz]| P (x| (T x| R [5]) Gonversionslz]| podle keyWOI’dS that g|Ve a |al‘ge enough

: ool ZET MM m U sample size of data when it comes to
B — 20 4sam o um 0m sm o oa == jmpressions so don’t worry if you have
B e i o008 ) am n e ow am aem . oo afew keywords in your campaigns that
- . s e oo ° ' do not receive a Quality Score. That
B . .. does not necessarily mean that those
8 oo L. Lo . I . keywordsarebad. Itjust means that
B Bt o s aa s % om am - «= they are not driving as much traffic as
g w w9 i . 4w e ... otherkeywords in your campaigns that
o boss 1010 s am s 3 osw mae s . .=  are receiving Quality Scores.
Facebook Ads

When you are running Facebook Ads, you won’t see a Quality Score metric in
their interface (as of writing this). You will however be able to use some of the
strategies we have discussed when optimizing PPC campaigns to improve your facebook
campaigns performance on Facebook. The biggest thing to focus on here is
CTR. The higher CTR your ads receive on Facebook’s network the lower your
CPC will be and the more traffic you will be able to drive regardless of where your budget is. Continually be split
testing ad titles, ad copy and display images to try and see what works best with your target users. Debates have
gone around internet marketing communities that display images are some of the biggest ways to impact CTR one
way or the other, but see what works best for you. The bottom line is that Facebook, like other PPC advertising
platforms, only gets paid when someone clicks your ads. Therefore, optimizing for CTR can improve your
campaigns performance because they want to serve relevant ads to users that are more likely to click.

In Summary

Quality Score helps guarantee that the most relevant ads appear the highest to users searching on Google.
Google boasts that the AdWords PPC system works best for advertisers, users, publishers and Google as
well. Users get the information they searched for, advertisers get better visitors (therefore a higher ROI)
and Google makes more money when both searchers and advertisers are happy. Relevant ads tend to earn
more clicks, appear in a higher position, and cost less. Within your PPC campaign, keywords with higher
Quality Scores will bring you more success.
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