[bookmark: _GoBack]AMB330 – Assessment 2: A Beginner’s Guide to SEM
A Step-By-Step Guide
1. Read through the CRA and other information provided for this Assessment. 
2. Download the Excel Template (from Blackboard) 
YOU NEED TO SUBMIT THIS DOCUMENT PLUS A ONE-PAGE WORD DOCUMENT.
3. Consider your client for this semester and the information that you learned through doing the Digital Audit and Target Audience analysis. Think about what your target audience would be searching for on Google, and how your client can best match those needs. What specific terms (keywords) would your target audience be using?
4. For this assessment, there are five main areas on which you are being evaluated. Marks are split evenly so EACH will be worth 20% of your overall grade for this assessment, which is worth 30% for the entire course.
a. Justification of A Search Strategy
b. Keyword Research
c. Search Volume Estimates and Budget Breakdown
d. Ad Copy, Sitelinks, and Ad Group Relevance
e. Overall Clarity and Persuasion of Search Campaign

1. Justification of A Search Strategy
As a result of completing Assessment 1, you should have a sound understanding of your client, their business, their online presence, and their target audience.
For this assessment, your first step is to write a justification as to why you would recommend the client employ a SEM (Search Engine Marketing) strategy. This justification is to be submitted as a word document (or PDF), and should be professionally presented (including your name, your client’s name, etc.). It is to be one page only, which should be approximately 400 words. Any text over one page will not be marked.
This justification needs to help the client understand why you are recommending a SEM strategy. You will need to support your recommendation with theory (e.g. why people search online), as well as industry statistics around online behaviour. For some great industry insight and ideas, check out Search Engine Land and the Think With Google blog.
You should also give a comprehensive overview of why you have built your search account in the way that you have. For example, if your target market is a young and affluent, you should use a SEM strategy that aligns with them. You should also look at Google Trends to see trends for specific keywords and themes that are relevant to your client. It’s especially useful for determining seasonality for particular products or services. For example, you might see flower searches spike around Mother’s day. This information should play a part in your justification.
2. Keyword Research 
For the next step, you will need to sign up for a Google AdWords account. (adwords.google.com.au) 
WHEN YOU HIT THE FIRST PAGE TITLED “About your business” HIT THE “Skip the guided setup” OPTION. IF YOU DO, YOU WILL NEED TO START AGAIN, WITH A NEW EMAIL.
If you reach the point where you need to add in credit card details, you haven’t clicked “skip the guided setup”. You will need to start again, with a new email address. 
Once you have created your AdWords account successfully, you will need to use the ‘Keyword Planner’. 
Enter the type of product or service you are promoting, as well as selecting targeting information like the area you would like to advertise in and the language you want to target. Once this has loaded, you should proceed to the keywords tab. Begin adding relevant keywords to your plan. You should continue doing this until you have 100 keywords. Generally SEM accounts will contain thousands, but we’re not that cruel! 
You will need to include a variety of keywords, from branded terms (“QUT”, “Queensland University of Technology”, etc.) to more product specific terms (“Bachelor of Business”, “Masters of Psychology”, etc.). The selection of your keywords should tie in to your justification and overall search strategy.
If you are stuck for keyword ideas, you might use the "Search for new keyword and ad group ideas” feature. This lets you type in keywords or search terms that you think are relevant for your client’s range of products or services. It will then generate a list of similar terms underneath that you might consider (see below).
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Once you have your 100 keywords, export them into Excel, and begin grouping them into Ad Groups and Campaigns. Your campaigns should be broad groups (i.e. Televisions, or Cameras), with your ad groups being more specific categories of that group (i.e. 3D TVs, or HD TVs). 
Under each ad group, you will have between 2 and 10 keywords, and (for this assessment), one ad. See below for an example structure.
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Lastly, you will need to use varying match types (broad match, broad-match-modified, phrase match, and exact match) for your keywords. You can use keyword match types to control which searches trigger your ad. Each match type, which is specified by a special symbol, will trigger your ad to show for a customer's search in different ways.
The different match types are below, ordered from broad to narrow:
	Match type
	Special symbol
	Example keyword
	Ads may show on searches that:
	Example searches

	Broad match
	none
	women's hats
	include misspellings, synonyms, related searches, and other relevant variations
	buy ladies hats

	Broad match modifier
	+keyword
	+women's +hats
	contain the modified term (or close variation, but not synonyms), in any order
	hats for women

	Phrase match
	"keyword"
	"women's hats"
	are a phrase (or close variation)
	buy women's hats

	Exact match
	[keyword]
	[women's hats]
	are an exact term (or close variation)
	women's hats

	Negative match
	-keyword
	-women
	are searches without the term
	baseball hats



For example, you might use broad match to show your ad to a wide audience, and you can use exact match to show your ad to specific groups of people. You should make your keyword match types more specific to make sure your ads aren’t showing for too many irrelevant variations of your keywords.

3. Search Volume Estimates and Budget Breakdown
Once you have completed your keyword list, and grouped them into campaigns and ad groups, you will need to return to the Keyword Planner tool and use the "Get traffic estimates for a list of keywords" feature. 
This tool will look back over the past few weeks of Google’s data and show you how often your chosen keywords will have been searched, and what metrics you might expect off the back of that. 
Because you have split your keywords into separate campaigns and ad groups, you will need to do this analysis for each of your ad groups to get the forecasted impressions, clicks and cost. 
Use this to work out how many clicks and impressions your keywords are going to get on a daily basis. Make sure you add an initial bid up the top and a maximum daily spend (because we will be making a monthly campaign, divide your campaign budget by 30.4 – the average number of days in a month).
You can then slide the bar and up and down to adjust bid prices and see how many more (or less) clicks you would receive with a higher or lower bid. You should try to use as much of your specified budget as possible, so if your graph doesn’t turn grey at the end add more keywords that will trigger your ads (see below):
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You will enter this information into your Excel document on NEW SHEET NAME and use that to influence how you will spend your $10,000 monthly budget across your campaigns. For example, you might find that the “Brand” campaign (which contains keywords that are specific to your client’s brand) can spend $1,000 per day. This is great! Your client obviously has a well-known brand. However, you need to make sure of two things:
i. You will be able to spend the budget over the entire month. It’s no good running out of budget 10 days into the month, you need to pace your budget evenly throughout, and
ii. You will need to target all of your chosen keywords. Although your brand campaign has a high spend potential, you will still need to make sure your client’s ads show on product specific terms too, so you will need to balance your budget more evenly across all of your campaigns.

4. Ad Copy, Sitelinks, and Ad Group Relevance
Your last step will be actually writing the ads and sitelinks. 
In your Excel workbook, go to the ‘Ads’ sheet, and write your ads in the table provided. You don’t need to fill them all, but you do need to have at least one ad for every ad group in your account. Without an ad in that ad group, those keywords won’t be able to match to any searches! There are strict character limits, so keep a close eye on the character length boxes, which will turn red if you have exceeded the length. The destination URL is the actual page the ad will click-through to and the display URL is a shorter, neater version you create yourself. You will need to create a strong connection between the ad group, the keywords in that ad group, the copy in the ad, and the landing page. All of this ladders up to a good ad, which is relevant to the customer’s search. 
For example, if your ad group is about blue sneakers, your keywords might be ‘blue sneakers’, and ‘cheap blue sneakers’. Your ad would need to include the words ‘blue sneakers’, and a strong call-to-action, like “Enquire Now!” or “Find out More”. The landing page would need to have some content about blue sneakers too. Otherwise your ad isn’t relevant to the user, and Google will penalise you.
You will also need to create sitelinks, which will occasionally show alongside your ads. For the sitelinks, find four areas of your client’s website that offer different kinds of value (i.e. Store Locator, Terms and Conditions, Similar Products, etc.). On the Sitelinks tab, create 4 sitelinks where specified in the first large box. 
With your sitelinks and ads, you will need to be conscious of two things:
i. The relevancy to the brand – take a look at your client’s website, what sort of messaging do they use to connect with their target audience. Use a similar voice in your ad copy
ii. Google’s Editorial Standards. Google is very strict with what is and isn’t allowed in your ads. Make sure you check and double-check that your ads meet the standards.



5. Overall Clarity and Persuasion of Search Campaign
Overall, your search campaign should be cohesive, and have a strong connection to the brand, their online presence and behaviour, and their target audience. You should build a strong connection with your strategy throughout your keyword selection, and your ad copy, and your choices and structure should all be justified in your justification document.

You then need to submit your one-page Search Justification document and the Excel Ad Preview template to Blackboard by Friday 5pm Week 9. 
Make sure that you save your files with your name on it.
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