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Overview

PPC (pay per click) is one of the most important
tools in a digital marketers toolbox, with
marketers having spent over 144 billion USD
on ad campaigns in 2021 alone. PPC traffic also
converts 50% better than organic, and 75% of
consumers say that paid ads make it easier for
them to find what they need.

However, as an industry, we have a problem. Most
people see PPC ad copy as something you just need to
translate, without realizing that there’'s so much more

to things that first meets the eye.

PPC takes many forms, and the likes of Facebook and
Twitter ads fall under the PPC umbrella, but it's most
famously associated with search engines, and making
sure your ads show at the top of search results. And
as we've already mentioned before, there are plenty
of search engines out there, especially when you're
looking globally, but to make sure we're not throwing
you in at the deep end, we're going be looking at
Google Ads in this e-book.

So, let's take a dive into the world of PPC and discover
Google’s search ads are much more than just a bit of

ad localization.
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What's the difference between SEO & PPC?

You're right in thinking that SEO and PPC are similar concepts,
but there's a fundamental difference. With PPC, you're paying
to be at the top of search results. Whereas, with SEO, you're of
course investing in your SEO team and strategy, but you're not
actually paying a search engine to be shown at the top of the
SERP (search engine results page). This is why traffic from PPC
ads is classed as paid, and SEO is known as organic.

Here you can see the difference between the two, with PPC
results appearing up the top with Ad written next to the URL.
They also take up a lot more room! These are called Search Ads,
and are what we're going to be focusing on in this ebook.

Go gle translation services x | & @ &

Ad - hitps:/fwww.exporpliots comiranslation'services. «

Translation services - From/to mere than 30 languages




Whereas here, you can see organic results, which take up a lot
less room and don't have ad next to them.

What are translations services? v

How much should | pay translation? v

Feedback

https:/igengo.com

Professional Translation Services - Gengo Translation
Gengo provides fast, affordable, and high quality translation services in all major languages by
1000s of certified translators worldwide.

hitps:/fwww.presto.cz » ...

The Presto translation agency: Translations and interpreting
The Presto translation agency can provide translations, simultaneous and consecutive
interpreting, localisation, audio/video services and proofreading.

hitps://gotranscript.com : text-translation-services

Professional Translation Services - GoTranscript
Over 17000 dedicated professional translators. 70 different language combinations. Used &
trusted by top companies. Cheap translation services - $0.06/word.

Types of Google Ads

Those of you who are familiar with Google have probably seen
a number of different types of ads.

First of all, let's look at display ads. These are creative ads
which show up on different websites as you're surfing the net.
If you've ever looked at a product online and seen it follow you
around the internet for weeks, this is exactly the type of ad
we're looking at.

They're great for reminding you of a purchase you might have
forgot to make, or for showcasing different products/services in
a more creative way.
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Then there’s what are called shopping ads. These are perfect
for showcasing what products you're selling, allowing
consumers to simply click on the ad and make a purchase.
Having reviews, pricing and sales also helps to attract the
buyer’s attention.

Google baby yoda x 4 @ a
2 Al Ellmages (F Shopping [ Videos (@ News | More Tools
About 44,700,000 results (0.65 seconds)
b Grogu i I’\,_ Owearview (::I Videos Played by TV show

Tip: Search for English results anly. You can specify your search language in Preferences

Ads - Shop baby yoda

% 25

Star Wars Baby LEGO Star VWars Baby Star Wars Baby Star Wars 2
Yodainterakilv...  Mandalorian a... Yoda plySova... Yoda plySova... Mandalorian -...
CZK 1,389 CIZK 469 CZIK 618 &z CZK 659 CZK 790
MALL.cx LEGO.com Alza.cz MALL.cz Jimbo.cz
+CZK 79.00s5... +CZK 130.00 ... +CZK 99.00 s... +CZK 79.00 s... +CZK 89.00 s...

e (292) e e e e ( 2+
By Heureka By Google By Klarna By Heureka By Shopping i...

And next, we have video ads. These are the type of videos that
pop up in the middle of Youtube videos, and allow companies

to tell a story that wouldn't be possible in a short text or display
ad.

Testuj.to - novy zplisob marketingu, jak nézné dovést zakazniky az k nakupnimu kosiku.
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The 3-Stage PPC Strategy You Need to Maximise Your Ad Spend
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Keyword Research

Keyword research is most commonly associated with SEO, but
it's not just an SEO thing. In order to make sure your ads are
relevant, you need to be choosing the right keywords. Plus,

it's these keywords which will actually trigger your ads when
someone makes a search. This is why it's so important to use a
keyword research tool and research keywords for every single
language you're writing ads in.

Unlike SEO, though, there are a number of different keyword
types. These types of keywords determine when an ad will
actually show, or not show in the case of negative keywords.
These matches give you more control over who will actually see
your ads, and allow you to target a really specific audience.

You can tell which type of keyword match you're going for
by choosing specific symbols at the start of each work, as
illustrated below.

Match type | Special symbol | If your keyword is: Then your ads may show on searches if: And the person was looking for:
Broad match none children's bicycles | The keyword, or any variations like « buy kids bicycles
misspellings, synonyms, or related searches, « Children's scooters
are in any part of the search terms.
Broad match +keyword +children’s +bicycles | The keyword, or its close variations, are in any « Children's toys and bicycles
modifier part of the search terms. Additional words may | « Mountain bicycles for
appear before, after, or between the search children
terms.
Phrase “keyword" “children’s bicycles” | The keywords within the quotation marks, or its|  Safe children’s bicycles
match close variations, match the search terms. « buy children's bicycles
There can't be any extra words between the « children’s bicycles on sale
search terms.
Exact match [keyword] [children’s bicycles] | The exact keyword, or its close variations, « children’s bicycles
mean the same as the search terms. There « Kid’s bicycles
can't be any extra words before or after the « bicycles for children
search terms.




Targeting

Another great thing about PPC campaigns is that you can
choose who your ads are targeting. You can break targeting
down into specific countries or locations, and even choose
which languages you'd like to target, e.g. Spanish speakers
in the US. The deeper you go, you can also choose to target
people based on their demographics and interests, too.

Setting Up Search Ads

Search ads are created and managed in Google Ads. And
there’s a specific structure your ads need to take to be
successful.

From the theoretical standpoint, they all need to follow the
following structure to ensure that your campaigns, ads and
landing page are as relevant as possible.

Google Ads Account Structure

Campaign 1 Campaign 2

Keyword Ad A Keyword Ad A Keyword Ad A Keyword Ad A
Keyword Keyword Keyword Keyword
Keyword AdB Keyword Keyword Keyword

Landing Page 1A Landing Page 1B Landing Page 2A Landing Page 2B

argos
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Account
This is your main, overall company ad account, so there's
nothing you really need to do here.

Google Ads Account Structure

Campaign

This is where the hard work starts! You need to break your
products/services into relevant campaigns. An example would
be having a campaign for women'’s shoes, and one for men'’s
shoes, rather than just targeting all types of shoes in a single
campaign.

Account
Campaign 1 Campaign 2

Ad groups

This is where the hard work starts! You need to break your
products/services into relevant campaigns. An example would
be having a campaign for women'’s shoes, and one for men'’s
shoes, rather than just targeting all types of shoes in a single
campaign.

Account
Campaign 1 Campaign 2




Keywords

Now you need to choose around 10 carefully researched
keywords for your ad groups. This is where you need to make
sure that they're all relevant to women'’s sport shoes.

Campaign 1 Campaign 2

Keyword Keyword Keyword Keyword Ad A

Keyword Keyword Keyword Keyword
Keyword Keyword Keyword Keyword AdB

Ads

The next step to creating great campaigns is creating ads. You
need to remember they need to be relevant to your keywords
and have quality score in mind.

Campaign 1 Campaign 2

Keyword Keyword Ad A Keyword Keyword Ad A
Keyword Keyword Keyword Keyword
Keyword Keyword AdB Keyword - Keyword Ad B

Landing Pages

Finally, you need to choose a landing page for each of your ads.
Make sure that the landing page is relevant to the product or
service you are selling. Using our women'’s shoes example, your
women's sports shoes ad needs to take you to a sneaker page,
not a sandals landing page.

Account
Campaign 1 Campaign 2

Keyword Keyword Keyword Keyword
Keyword Keyword Keyword Keyword Ad B

Landing Page 1A Landing Page 1B Landing Page 2A Landing Page 2B

Keyword - Keyword Keyword Keyword Ad A

1
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Setting up your campaigns in Google Ads

Now that you know about the structure you need to be
following your ads, it's time to set them up in Google Ads.

When you log into your Google Ads account, you'll see a page
that looks a little bit like this. Here you can see an overview
of your campaigns and some important metrics like CPC,
Impressions, and Interactions which will help you understand
how well your ads are performing.

*Please note, Google Ads does update from time to time so this
walkthrough is correct as of December 2022.

—
s @ Compaigns =]

e o @ o ¢

Then, to create a new campaign you have to click on the
campaign button, and new campaign.

@ Campaigns Mitime | Now 19,7004 - Nov 30,2002 =
Racommendszra
= Costsalloony - = Avg CPC Lt
sights
+ Campaign
o Nl groags
» Ads i N —
* Lanaing pages
i — T g poor Q, = m ) &
a Calumas s
Suigdl  Stalm Optimizatien  Campamn cior L
Conmen e pe
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Then you need to click on the type of campaign you want to go
out with, which for the purpose of this eBook, is search.

Select a campaign type

Search Performance Max Display
Reach customers interested in your Reach audiences across all of Run different kinds of ads across
product or service with text ads Geoogle with a single campaign. See the web

how it works

Shopping

Promote your products with
Shopping ads

Then it's time to include your websites URL and name your
campaign.

Select the ways you'd like to reach your goal @

& argosmultilingual.com

Campaign name

PPC Tes{

Then you need to set up your bidding, but we're not going to
cover that for now as we'll be here forever!

[@ Search B|dd1ng

Bidding

O

Bidding

Bidding
What do you want to focus on? @&

(O Campaign settings
Clicks «
O Keywords and ads
[J set a maximum cost per click bid limit
(O Budget
O Review Alternative bid strategies like portfolios are available in settings after you create your campaign

12



And moving onto the interesting bit, we can choose our

targeting. We get to choose a physical location and languages,
too.

Select locations to target &

(O Al countries and territories

(O Ppoland

(® Enter another location

Targeted locations (1) Reach @ )

United States country 313,000,000 ®

Q_ Enter a location to target or exclude Advanced search

For example, a country, city, region, or postal code

~ Location options

Target @

@ Presence or interest: People in, regularly in, or who've shown interest in your targeted locations (recommended)
O Presence: People in or regularly in your targeted locations

O Search interest: People searching for your targeted locations

Exclude @
@ Presence: People in your excluded locations (recommended)

o Presence or interest: People in, regularly in, or who've shown interest in your excluded locations

Languages A
Select the languages your customers speak. @

Q spani

English X Spanish X
Audience segments  Select audience segments to add to your campaign v

13



Next, we'll enter our carefully researched keywords and choose
their match types, too.

Keywords A

Get keyword suggestions (optional)
Google Ads can find keywords for you by scanning a web page or seeing what's working for similar products or services

G2  argosmultilingual.com ‘

{ = International PPC X = Add products or services to advertise ‘

Update keyword suggestions

Enter keywords
Keywords are words or phrases that are used to match your ads with the terms people are searching for

international PPC
+multilingual +PPC
[PPC Abroad)]
-local -ppc

International PPC - EN Z mw

Then it's on to actually creating your ads. First of all, you'll
need to add the final URL. It doesn't matter if the URL is really
long, because you can shorten it using the URL path. We'd
recommend adding keywords here to make it relevant to your
searchers, but just be careful you can only have 15 characters
of text per path.

Preview < > i} Q O Highlightad @il
Final URL ® ~

— Final URL

https://argosmultilingual.com

This will be used to suggest headlines

and descriptions = .

Ad - www.argosmultilingual.com/marketing/ppc

Argos Multilingual In Numbers |
Translation And Localization | Translatio...

Display path @ ~
Qur Translations Can Help You Unlock the Door to New
argosmultilingual.com Markets. The Numbers Tell the Story. Argos Multilingual in
- Numbers.
/| marketing / ‘ ppc ‘ Linguistic Validation
9/15 3/15 Contact Us

ISO Certified Translation

14



Then, you can create your headlines. These need to be a
maximum of 30 characters, and include keywords and enticing
text to make sure people decide to click on them.

(O Add headlines View ideas

Add more headlines to increase Ad ® @ Include popular keywords View ideas
G >  your chances for better strength
performance Poor () Make headlines unique View ideas
Q Make descriptions unique View ideas
Back Translation
Headlines 4/15 & N

For optimal ad performance, include
these keywords in your headlines

This preview shows potential ads assembled using your assets. Not all
combinations are shown. Assets can be shown in any order, so make sure that
they make sense individually or in combination, and don't violate our policies or
local law. Some shortening may also occur in some formats. You can make sure
certain text appears in your ad. Learn more

local -ppc & PPC Abroad
& -+multilingual +PPC

@ international PPC

More ideas »

Argos Multilingual

Required 18/ 30

International PPC Services

Required 26/ 130
PPC Abroad
Required 10/ 30
Mutlilingual PPC| | 9O,
16/ 30
Ad - www.argosmultilingual.com/marketing/ppc :

Argos Multilingual In Numbers |
Translation And Localization | Translatio...

15



Then, you need to create your descriptions. You have 90
characters per description, and you need to make sure that
they're nice and catchy (we'll cover copywriting tips later!).

Descriptions

View A
3/4 ®

ideas

International PPC services by
expert international
marketers.

Required 61/90

Manage your international
PPC the right way with our
multilingual PPC services.

Required 79/90

Boost conversions abroad

with our international PPC X ®
services, this is what will

happen if the ad is too long|

Value too long 108/90

Description

Next you can go in and set up your extensions, which are what
makes the ads appear longer and more expanded than organic
SERP results.

Campaign-level sitelinks

Add sitelinks to this campaign. Any sitelinks will also be added to your account and can be used across campaigns.

Search Q 2 selected Clear all
B 36 sitelink assets Who We Are ®
[J contactus Argos Multilingual ®
Argos Multilingual

[ Blog

[ whatwWeDo

[ Life Sciences Translation

Who We Are

0 New sitelink

16



Campaign-level sitelinks

Add sitelinks to this campaign. Any sitelinks will also be added to your account and can be used across campaigns.

m Cancel 1of 3previews £ >

Add new sitelink Highiight sitelink @)
Sitelink 1

— Sitelink text Maobile
PPC Reference Clients ‘

— Description line 1 (recommended)

See what our clients have to say @ ‘ Ad + www.example.com H
e N SR — 32/35 Headline 1| Headline 2 | Headline 3
How we cut cuts abroad ‘ Description 1. Description 2.
Final URL 22435 PPC Reference Clients
nttps://argosmultilingual.com/references @ ‘ sitelink text

Sitelink text

Sitelink 2 Sitelink text

You can also set up what are called site-link extensions so that
you can you can link your ads to more pages on your website.

Campaign-level sitelinks

Add sitelinks to this campaign. Any sitelinks will also be added to your account and can be used across campaigns.

m Cancel 10f 3 previews € >

Aad hevsitelink Highlight sitelink @)
Sitelink 1
— Sitelink text Mobile

PPC Reference Clients

21/25

— Description line 1 (recommended)

See what our clients have to say @ Ad - www.example.com :
R —— 32/35 Headline 1| Headline 2 | Headline 3

How we cut cuts abroad Description 1. Description 2.
— Final URL 22/35 PPC Reference Clients

htips://argosmultilingual.com/references @ sitelink text

Sitelink text

Sitelink 2 Sitelink text

17




And callout extensions, too.

X Add callouts to your campaign

Campaign-level callouts

Add callouts to this campaign. Any callouts will also be added to your account and can be used across campaigns.

Search Q 2 selected Clear all
B  38calloutassets High Quality Translation ®
[J 20+ Jahre Erfahrung 20 Years Experience ®
[ quality Assurance

20 Years Experience

Preview

20+ Years Experience

O 0O

Localize your Content.

High Quality Translation

e New callout

So once you're done, you should have an ad that looks a bit like
this!

pizza delivery X ! @ Q

Q Al Q Maps [ Images [ Videos ¢ Shopping i More Tools

About 470,000,000 results (0.41 seconds)

Ad - https://www.dominos.co.uk/ ¥

f Domino's Pizzal-IFeed 4 For Just £6 Eachl

Now That's A Feast Fit For A Champion. Get Your Squad Round, The TV On & The

_ Domino’s In. Get Warmed Up With This Crowd-Pleasing Deal. Your Squad Will Love
Ad Description - . ;
You For It. We Promise|Types: Pizza, Sides, Desserts.l-—m

@ Poole - 11 locations nearby

@der Online Now

For Tasty Pizza To Your Door Place Your Order Online Now!

Pay For One. Collect Two. Sitelink
Pizza Tastes Better When It's Buy One Get One FE— Description

The Ultimate Spicy Pizza

Our New Pizza's Absolutely Fire - Nduja Sausage, Salami & Jalapenos.
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Campaign maintenance

Once you've set up your ads, unfortunately it's not quite as
simple as clicking start and leaving your ads to run. What you
need to do is make sure that you're constantly testing and
improving your ads, otherwise you risk throwing money away
on something that's not working.

+ Make sure that you're logging into Google Ads and checking
in on your ads at least every 2 weeks

+ Always A/B test different ad options

+ Adjust copy and budgets that aren't working ASAP




PART 2

Putting this all into practice

Keywords

Now that we've looked at the theory behind the keywords, it's
important to make sure you're following best practices when
you're researching your keywords for PPC.

Set your campaign goals

When you're setting your campaign goals, it's you need to think
about what action you want people to take when they click on
your ads. Do you want people to sign up for demo? Or buy a
product? Actions are unique to every company and campaign,
so it's important that you take time to think that makes the
most sense for you.

You also need to consider that your goals will probably have to
vary between markets. This is because your products/services

may be less well known in certain markets, so you'll need to be
realistic about what you can achieve. Also, some markets have
much smaller populations, so you can't have the same KPIs for
Belgium, for example, as you would for the USA.

20



Think about search intent

Search intent is really important for PPC, just as it is for SEO.
You need to think about why people are making that search

in the first place, and make sure your ads meet that search
intent. Depending on if you're targeting people who have never
heard of your brand before, you can start with top of the funnel
keywords, but if you want people to actually make a purchase,
you need to make sure you're using specific bottom of the
funnel keywords.

Use a tool to research your keywords

Just like you do with SEO, you need to check what people are
actually searching for, and not base your keyword choices on
what you think people are searching for. And this needsto do
be done for every single language, using a tool so that you have
data to back up your choices.

Just remember, though, that when you're choosing a keyword
research tool, not all tools have very good results for “rarer”
languages like Turkish or Ukrainian, for example, so make sure
you choose a tool that gives you good results in all of your
markets.

Check metrics like CPC

When you're researching your keywords in a tool, it's important
that you're not just looking at search volumes. With PPC, you
need to be looking at competition and cost per click, because
that could determine if you can actually afford to target that
keyword or not. If you are on a limited budget, this is why
sometimes it's better to go for more specific long-tail keywords
with a lower CPC than really general keywords that cost a lot
more and are targeting too broad of a searcher.

DRAGON
METRICS

[4 Dashboard

Q Research

Keywords

@ Reporting
IIII Rankir E‘
£ Onsite
% Links

H URLX-Ray

i W

e v

Keyword Research

D N

- 2 “-
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Looking at this in practice you can see here there are three
similar keywords, but the CPC ranges from just under 8 dollars
to nearly 22 dollars which is a massive difference. And you can
see that the competition varies too. This is why you need to go
in with your budget in mind and decide if you can afford more
expensive keywords, and if they'll be worth all that money.

DRAGON
METRICS

B Dashboard

Q) Research

Keywords

@ Reporting
il Ranking
= Onsite
% Links

Fi URLX-Ray

words v de v e a A -
Keyword Research

And from an international point of view you can see three
keywords meaning very similar things: translations, translation
agency and translation services. You can see that the CPC is
much lower than the US because the Czech Republic is much
smaller, and that some of the search volumes are much smaller
too. Don't be put off though, because 320 and 110 isn't a bad
search volume for such a small market. So again, look at your
budgets, look at the competition, and see which keywords
make the most sense for you.

Troubleshooting

Based on experience, there are a couple of things that could
potentially throw you off guard when you're researching your
keywords. If you're looking for keywords related to a specific ad
group, there might be times when the keywords don't exist or
aren't very relevant for the target market. If this happens, adapt
the ad group or change it so that it works in the target market.
Also, don't forget to research your negative keywords for all of
your markets, too!

P2



Setting up your search ads

We wrote about the structure of search ads earlier in our
e-book, but how does that work in practice? Let's take a walk
through adapting your ads multilingually.

Account

Google Ads Account Structure

When it comes to your account, luckily it isn't something you
need to touch, as all of your ads, regardless of language, should
be handled to from the same Google Ads account. Otherwise
it'll get very complicated managing 10 different accounts for 10
different markets!

Campaigns

[ Google Ads Account Structure ] [ Google Ads Account Structure

This is where you need to start adapting. So here you can see
we have broken down our service offering into two campaigns
- translation & interpreting. What we've done is adapted that
into Czech, also meaning translation and interpreting.

If you have different products or services available in different
markets, it is important that you adapt your campaigns so
that it's relevance to your target audience. So if interpreting
wasn't a service we did in the Czech Republic, we could change
interpreting to DTP.

23



Ad Groups

[ Google Ads Account Structure ] [ Google Ads Account Structure ]

Technical Website Conference Court Technické Preklad Simultanni Soudnf
Translations Translations Interpreting Interpreting preklady webu tlumoceni tlumoceni

Next, you need to break down your campaigns into ad groups,
making sure that each ad group is relevant to the campaign.
So what you can see here is that we've got 2 ad groups for
technical translations and website translations as part of the
translation campaign, and conference and court interpreting
under the interpreting campaign. For the Czech version, we've
got exactly the same, apart from conference interpreting.
This is because simultaneous interpreting has better search
volumes and is more relevant to a Czech audience, so we've
swapped out conference interpreting for simultaneous
interpreting.

Keywords

Technical Website Conference Court Technické Preklad Simultanni Soudnf
Translations Translations Interpreting Interpreting preklady webu tlumoceni tlumoceni

Court technické preklad webové
interpreting preklady cenik stranky

Technical Web translation Conference
Translations agency interpreting
services

simultanni
tlumoceni cena

Komora
soudnich
tlumocnikd

German Translation for
technical websites Conference

Federal court technické preklad

interpreting preklady z webovych
anglictiny stranek do

Cestiny

Simultanni
tlumoceni
anglictiny

soudni
tlumoénik
ukrajinstina

translations interpreting

Professional
Spanish website
technical translations Conference
translations interpreting
agencies

. Court interpreter
equipment technické
preklady

anglictina

Next, you need to look at keywords for each ad group. So, what
we've done here is find a number of keywords using the best
practices that we've described above, making sure that the
keywords are relevant to each ad group.

You can see that the Czech keywords aren'’t a carbon copy of
the English, as they represent what people are searching for
locally. Plus, for the ad group simultaneous interpreting Czech
keywords related to simultaneous translations have been
provided, not conference interpreting ones as tney don’'t match
the ad group. Adapting is really important because federal

courts, for example, wouldn't be relevant in the UK. i



Landing pages

Once you've done your keywords, don't forget that you need

to have relevant landing pages. All of the languages need to
match, and you need to make sure that the content isn't just a
translation of your English landing page as you'll probably have
to create landing pages for different international ad groups,
like simultaneous interpreting in Czech.

Targeting

Using our English and Czech campaigns as an example, it's also
really important that you get your targeting right. Here you
need to make sure that your English/US campaign is targeting
English speakers in the US, and your Czech campaign is
targeting Czech speakers in the Czech Republic. It's also better
to be specific with your targeting, so make sure you're not using
1 set of English campaigns to target everywhere that speaks
English, and that you're not using Czech ads to target say
Slovakia, as they speak a different language and need different
ads.

You can also make sure that you name your campaigns
Translations - EN and Translations - CZ so that anyone can go
in and see which ads are which, without having to try and work
out what preklady means in Czech.
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Best practices for ad creation

Most people assume that because PPC ads are so short,
it's just a case of writing some snappy keyword-filled text
and you're good to go. But in reality, search ads need to
be highly creative and showcase your brand'’s personality
as you only have one chance to make a first impression.
This is why it's better to write your ads from scratch and
not translate them so that they are treated like a highly
creative text. And as we've already mentioned before, you
need to make sure you're thinking about quality score
from the get go.

Keywords & quality score

One way to help your quality score is to make sure that
you've researched your keywords properly. This all comes
down to relevance so you need to make sure you've got
relevant keywords for each ad group, they're grouped by
theme, and that you've researched keywords properly for
each of your markets.

Relevant ads & quality score

Again, you need to make sure that the ads you write are
relevant to your keywords and that they link to a relevant
landing page. You also need to remember that historical
performance matters, but that shouldn't put you off as it's
never too late to start managing your ads in the perfect
way!

Writing quality ads

When it comes to actually writing quality ads, here are a

few steps you can take to ensure that they really work:
Think about the user and what they want to achieve
Include numbers in your ads, if possible
Use emotional triggers like limited time offers

Make sure that you have keywords in your ads

Preemptively respond to common objections your
brand/services commonly get

Focus on benefits




Expanded Text Ads continue to have higher CTR
than Standard Text Ads

Average Search CTR

Standard Text Ad Expanded Text Ad

As you can see, expanded text ads with lots of lovely extensions s

get a much better click through rate, so make sure that
you're making the most of extensions in all of your different
languages, not just English.

Really great ads
Here you can see an example of a great PPC ad. You can see
that they're targeting a competitor and focusing on main pain

points. They've really shown their personality and talked about
the benefits of their product.

trello

Asana® | Start a Free Trial
I:{':'I MWW asana com/ ¥

Overwhelmed by Trello Boards? | See What Dev Teams Use Instead

|Ad] www.clubhouse.io/Project/Manac nt ¥

ofware nroiacts al a alane
G2 ( vd, D oped in NY(

Integration Directory - Clubhouse for iI0OS - 14-Day Free Trial




A not so great example

And here you can see an example of what not to do with a
PPC ad. You can see here that they've targeted 4 different
languages in one ad, which doesn't really speak to anyone

at all. Plus, the targeting is far too broad as they're targeting
people outside Poland who don't speak any of the languages
in the ads.

EEEPoland - Accountancy - Din revisor i Warszawa
Certified accountant for companies established in Poland. Contact us: bartek{i N Wir

n. Doradztwi

Campaign maintenance

When it comes to search ads, it's not just a case of uploading
them and hoping for the best for six months, you need

to make sure that you're keeping an eye on your ads and
checking on them at least every 2 weeks. This can be tricky
though because:

How can monolingual teams maintain multilingual PPC
ads?

How can someone A/B test ads if they don't speak the
language?

Would it be OK to just send changes for translation?

For the last point, sending every single change would be very
costly and time consuming as there’s no guarantee they'd
work. Plus you'd probably end up paying minimum fees with
your translation provider to translate a couple of sentences.

But what you can do, is use a multilingual PPC agency

for your international PPC. Not only will it reduce your
translation costs as you won't have to keep sending your
ads for translation as they'll be writing your ads from scratch
and managing keyword research, etc. Plus, the money you're
sending on an agency will be offset by the increase of ROI
you're seeing internationally.



Search Ad Checklist

Let's finish things off with a handy checklist that
you can use when you’re managing your PPC ads.

If you're a marketing manager, here’s what you should be
giving your localization manager:

*  What marketing needs to provide loc with

+ Budgets

+ Keywords for your current campaign

+  Keywords broken down into match type

* Goals/success metrics

« Campaign structure, including chosen keywords per
adgroup, ads per adgroup, etc.

« Alist of countries they want to target

If you're a localization manager, here’s what you need to
be handing back:

+ Keywords for each specific market

+  Keywords broken down into match type

* Recommended CPCs

* Goals/success metrics for each market

« Target campaign structure, including chosen keywords per
adgroup, ads per adgroup, etc.

NEGGNIN

+ Targeting suggestions



Final thoughts...

As you can see, PPC is a lot more complex than you
probably first thought, especially when it comes to
multilingual ads. If you need support, this is where the
team at Argos Multilingual can help you.
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