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Congratulations on your decision to use Adwords Maximizer to scientifically blast your
Google Adwords advertising results through the roof!

I know that may sound like hype. But substantial response improvements are not only
possible, they're aroutine occurrence with Adwords Maximizer when used properly.

Adwords Maximizer is based on the proven science of multi-variate testing (also called
MVT for short), a once obscure, ingenious shortcut to experimentation developed by
scientists and engineers.

How can Adwords advertisers profit from this accelerated ad testing system? Not only
by dramatically improving response and profit - typically from 300-500% or even
1000% or more - but also by doing so much faster than possible through traditional A/B
split testing.

With Adwords Maximizer you can scientifically determine the best ad from over 4,300
different Adwords ads - with atiny fraction of tests than would be required if you used
Google's split testing feature alone.

Mostly depending on traffic levels, you can run acomplete test in aslittle as aweek,
and you don't need many responses to achieve valid test results.

Let'sdiveright in and see how you can use Adwords Maximizer to your profitable
advantage...

Overview of Factorsand Options

Let me start this section by defining two terms commonly used throughout the rest of
this manual, "factor" and "option."

Factor refersto a specific test element, or section, of an Adwords ad. For example, the
headline of an Adwords ad is called afactor.



Option refersto aversion, or avariation, of afactor. Again using the headline as an
example, any single version of a headline that you want to test is called an option.

Y ou can see the default names for each factor in the following screenshot, of the first
screen of Adwords Maximizer®interface:

Screenshots best viewed in Adobe Reader at 100% magnification.
(Keyboard Shortcut: Ctrl+M)

Factor Name

Factor 1; |Head|ine

Factor 2: |Desc:ri|::|ti|:|n Line 1

Factar 3 |Desn:ripti|:|n Line 1B

Factar 4 |Desn:ripti|:|n Line &

Factor & |Descripti|:|n Line 28

Factor b |Disp|ay URL

Factar 7 |Di5p|ay LIEL Directary

Continue » »

The following two screenshots are of the second screen in Adwords Maximizer®
interface, which more clearly show what the terms "factor" and "option"” refer to:



Factor Option
1. Headline 2] |{KeMnrd:Time—Saving Acme Widgets)

|{KeMnrd:Discuunted Acme Widgets]

I{Key’WDrd:Cu stom Acme Widgets]

|Whn|esale Acme Widgets

|Eiuy Acme idgets Mo

|Purchase Acme Widgets

2: Description Line 1 EIWidget store

[widget Mall

[idget Shop

3: Description Line 18 HlSEwes Time, Maoney!

e |Otfers Wide Selection!

|rv1akes Shopping Easy!

4: Description Line 2 H IStu:u:k Up Today.

|Whi|e supplies Last.

|Free shipping.

&: Description Line 2B E|$3 Each.

[(Dptional Fields) |$3-|:”:| Ea.
|'$3EI,"D|:|zen.
S EIW'AcmEWidQEtS.CDm

|£—‘m::rn etvidgets.com

|acmewidgets.cum

7 Display URL Directary Elfspecials

|fb Ly _ o

Destination LIRL H |http:ﬂ“_,n:uursite.cnmﬂracking.php?1III1

Create TestAds = »

[Dptional Fields)




Asyou can see from the above screenshots, Adwords Maximizer consists of seven
factors, and multiple options for each factor.

Since the factor with the most potential impact is the headline, Factor 1 offers six
options, which lets you test six different headlines at once. All other factors (2 through
7) offer three options each, which let you test three different versions, or variations of
each factor, at once.

Optional Factors
Although the greatest potential response improvements come from utilizing all seven
factors available in Adwords Maximizer, Factors 3, 5, and 7 are optional. Their option
fields can be left blank if unused.
Factors 3 and 5 are used if you want to test either of the Description linesin two halves.
Factor 7 is used to test different directory namesin the Display URL, which can have
considerable impact on results. Note that according to Google®latest guidelines,
display URL®must be actual landing pages.

Next we® consider the five ssmple steps to dramatically boosting Adwords response
and profit, with Adwords Maximizer.

Overview of Steps

There are five main steps involved in using Adwords Maximizer to boost ad response.
They@e easier to remember by describing them as 5 P&,

1) Planning.
2) Prescribing.
3) Performing.
4) Predicting.
5) Proving.

Let®consider each of these five stepsin more detail.

Step One: Planning

The planning step involves brainstorming a number of different options to test for each
factor.



Keep in mind the saying: "Garbage in, garbage out." The planning step is especially
critical because results are highly dependent on the options you select for each factor.

Organizing Your Brainstorming Notes
Thefirst part of the planning step is getting organized.

For each different ad group or campaign, start anew filein aword processor or text
editor on your computer, where you can store competing ads, ideas, and potential
optionsto test for each factor.

Tip: I®efound it useful to assign a name to each brainstorming file that matches the
name of the Ad Group where the test ads will run.

Notice below how a section for listing potential options for each factor could be set up
in abrainstorming file. Once you®e similarly compiled alist of optionsto test, youd
then use Adwords Maximizer to automatically create test ads based on them.

Sample List of Factorsand Options

FACTOR 1 - HEADLINE (6 Options)
{KeyWord: Time-Saving Acme Widgets}
{KeyWord:Discounted Acme Widgets}
{KeyWord:Custom Acme Widgets}
Wholesale Acme Widgets

Buy Acme Widgets Now

Purchase Acme Widgets

FACTOR 2 - DESCRIPTION LINE 1 (3 Options)
Widget Store

Widget Mall

Widget Shop

FACTOR 3 - DESCRIPTION LINE 1B (3 Options)
Saves Time, Money!

Offers Wide Selection!

Makes Shopping Easy!

FACTOR 4 - DESCRIPTION LINE 2 (3 Options)
Stock Up Today.

While Supplies Last.

Free Shipping.

FACTOR 5 - DESCRIPTION LINE 2B (3 Options)
$3 Each.
$3.00 Ea.



$30/Dozen.

FACTOR 6 - DISPLAY URL (3 Options)
www.AcmeWidgets.com
AcmeWidgets.com

acmewidgets.com

FACTOR 7 - DISPLAY URL DIRECTORY (3 Options)
/specias

/buy_now

[Blank]

DESTINATION URL
http://yoursite.com/tracking.php?101

Remember, factors 3, 5, and 7 are optional, and their fields can be left blank if unused.
In fact, since factors 3 and 5 are used to test Description lines 1 and 2 in two halves, it
may be less confusing to avoid using them the first few times you use Adwords
Maximizer.

Include A " Swipe File" In Your Brainstorming Notes

Before you start brainstorming multiple options to test for each factor, some
competitive research can be very valuable.

After you®e set up afile in which to store notes as suggested above, do Google
searches on some of your best keyword terms, to find ads that promote the same or
similar products or services. Copy and paste them into the file, and save for future
reference.

Professional advertising copywriters refer to such a collection of ad source material,
from which they borrow ideas, asa"swipefile."

Spending time to develop a swipe file in thisway can be time well spent. It can provide
powerful ad testing ideas you may otherwise never think of.

Creatively Borrow From Competing Ads

I don®suggest copying competing ads word for word. Instead, creatively borrow ideas
and elements from them to create your own unique ads. Then, of course, use Adwords
Maximizer to quickly and scientifically determine which ads perform best for you, out
of thousands of possibilities.

Note: 1@ not qualified to offer legal advice, but | urge extreme caution in the use of
trademarked terms owned by others, if you use them at all.


http://www.AcmeWidgets.com
http://yoursite.com/tracking.php?101

Brainstorming Options To Test for Each Factor

Once you®e done competitive research and stored your notes, ideas, and "swipe file"
adsin afile, you now have valuable source material to help you create more powerful
ads. And you®e ready to start brainstorming optionsto test for each factor.

As you scan competing ads in your swipe file and other brainstorming notes, look for
different "hot button" appeals of likely interest to your market. And vivid "power
words" and phrases that can help catch the eyes, arouse the curiosity, and paint pictures
in the minds, of your targeted prospects.

As earlier shown in the "Sample List of Factors and Options,” list each potential option
to test under the factor it relates to, in your brainstorming notes.

Don®be critical of ideas or worry about editing them during the brainstorming process.
Just let them flow freely. The important thing isto record them while still fresh on your
mind.

Brainstorm More Options Than Needed For Each Factor

It®wise to brainstorm more options than needed for each factor, so you® have a variety
to choose from.

Once you®e come up with a sufficient number of options to test for each factor, and
hopefully more than you need, narrow down the list to the maximum number allowable
per test for each factor (six options for Factor 1 - the Headline - and three options each
for the other six factors).

Keep those options that you feel will have the greatest influence on response, and move
any unused extras to a separate area in the brainstorming file, for possible future use.

Asyou gain experience and knowledge of past test results, you® develop a better
intuition as to which options will likely work better, and you® write more effective ads
right from the start.

Test Widely Varying Options For Each Factor

It®agood ideato test widely varying options for each factor, as opposed to minor
variations. Y ou@e more likely to enjoy breakthrough response improvements this way.

For example, instead of testing minor variations of the same appeal, it©generally better
to test a number of different appeals. Then once you find an appeal that generates a
better response than others, you can try different ways to describe that winning appeal,
in future tests.

Once you®e done the things described above, it®all downhill from here and youee



ready to take the next step.

Step Two: Prescribing
In this step, Adwords Maximizer "prescribes" 18 specially designed test ads, based on
the options you®e selected to test for each factor. Thisisavery easy step because
Adwords Maximizer automates all the technical stuff, and even creates the test ads for
you.
Here®how to use Adwords Maximizer to prescribe or design your test ads...

On the first page of Adwords Maximizer®interface, you®e presented with afield for
each of seven different factors. Here®a screenshot of the first screen again:

Factor Name

Factor 1: |Head|ine

Factar 2 |Desn:ripti|:|n Line 1

Factor 3: |Desn:ripti|:|n Line 18

Factor 4: IDescriptiDn Line 2

Factor & |Desn:ri|::|ti|:|n Line 2B

Factar B: |Disp|ay LIEL

Factor 7 |Di5p|ay URL Directory

Continue » =»

After you click the "Continue" button on the first screen, on the next you® see multiple
option fields displayed for each factor, as shown in the following screenshots:



Factor Option
1. Headline 2] |{KeMnrd:Time—Saving Acme Widgets)

|{KeMnrd:Discuunted Acme Widgets]

I{Key’WDrd:Cu stom Acme Widgets]

|Whn|esale Acme Widgets

|Eiuy Acme idgets Mo

|Purchase Acme Widgets

2: Description Line 1 EIWidget store

[widget Mall

[idget Shop

3: Description Line 18 HlSEwes Time, Maoney!

e |Otfers Wide Selection!

|rv1akes Shopping Easy!

4: Description Line 2 H IStu:u:k Up Today.

|Whi|e supplies Last.

|Free shipping.

&: Description Line 2B E|$3 Each.

[(Dptional Fields) |$3-|:”:| Ea.
|'$3EI,"D|:|zen.
S EIW'AcmEWidQEtS.CDm

|£—‘m::rn etvidgets.com

|acmewidgets.cum

7 Display URL Directary Elfspecials

|fb Ly _ o

Destination LIRL H |http:ﬂ“_,n:uursite.cnmﬂracking.php?1III1

Create TestAds = »

[Dptional Fields)




On this screen, copy and paste the options from your brainstorming file into the
appropriate fields in Adwords Maximizer, and click the "Create Test Ads" button.

Y our 18 special test ads will be displayed in alist on the next page, as shown in the
following screenshots. Y ou® also see two fields for each test ad, labeled "Clicks' and
"CTR/CR/PPM." Ignore those fields for now. Y ou won®use them until Step Four.

Ad 1 Clicks: l CTR/CR/PPM: !

{KeyWoard: Time-Saving Acrne Yidgets]
Widget Store Saves Time, hMaoney!
Stock Up Today. $3 Each.

wewswe Acmeidgets comfspecials
httpeSfroursite comftracking php?101

Ad 2 Clicks: I CTR/CR ! PPM: I

[KeyWord: Tirme-Saving Acme VWidgets)
Widget Mall Offers Wyide Selection!
While Supplies Last. $3.00 Ea.
Acmewidgets. comfbuy_now
httpeSfroursite comftracking php?101

Ad 3 Clicks: | CTR/CR/PPM: |

[KeyWord: Tirme-Saving Acme Widgets)
Wwidget Shop Makes Shopping Easyl
Free Shipping. $30/0ozen.
acrmewidgets, com

hittpeffrouesite comftracking php 101










Next, save the 18 test ads you®e created to afile on your computer (use copy and paste,
or save the web page as atext file). | recommend saving your ads to anew file for each
different test, separate than the one used to store your brainstorming notes.

CAUTION: After creating your test ads and saving themto a file on your computer, do
not close Adword Maximizer's browser window yet. First, open the file containing your
new test ads and look them over carefully to make sure each ad looks as it should.

If you find any errors, the easiest way to fix themisto hit the back button in the
Adwords Maximizer browser window you've left open, go back and make any needed
corrections on the previous page, and click the "Create Test Ads' button again.
Double-check your ads and repeat as necessary until you're certain all test ads are free
of errors.

Step Three: Performing

In this step, you upload the set of 18 special test ads to Adwords account and let them
run normally.



Whether you use Google® conversion tracking feature, a script installed on your server,
or aremotely hosted tracking script or service, it®important that you track results
separately for each ad, for later analysis.

So before you upload your ads, assign each one a unique tracking link so you can track
each response to a specific test ad. Don®use the same tracking code for each ad.

Tip: If you have unique Destination URL® assigned to any specific keywordsin the
same ad group where your test ads will run, they® override your ad tracking links and
it may be harder to track results by ad.

Hopefully you®@e are already knowledgeable about tracking, and are doing it to the
extent possible according to your circumstances. Otherwise you@e more or less flying
blind as to which ads, keywords, and perhaps landing pages are working well for you,
and which aren®

How Long Should You Run A Test?
Y ou should run atest at least one week, and until you have at least one conversion or
other desired action, for at least half of your test ads. Or you may run the test longer if

you want.

Once your test has run at least one week and you have tracked a sufficient number of
conversions or other actions, you®e ready for the next step.

Step Four: Predicting

In this step, Adwords Maximizer analyzes the results for each ad and determines which
options exerted the most beneficial influence on results. It also automatically creates an
"optimized" ad, predicted to contain the ideal combination of winning options for each
factor.
Before | tell you how to perform this step, let®consider an important issue.

Should You Optimize Ads Based On CTR, CR, or PPM?
Adwords Maximizer is very flexible in that it lets you "optimize" your ads based on
your preference of click through rates (CTR), conversion rates (CR), or profit per

thousand impressions (PPM).

Unless you are earning money per every click or per every visitor in an Adwords
campaign, it®better to judge an ad® success based on PPM or CR, instead of CTR.

Why? Since ads with the highest click through rates aren®always the most profitable,



focusing on CTR as the criteria for judging an ad® success tends to bloat your ad
budget and hurt profitability. Y et, it®a very common mistake.

Formulasfor PPM and CR

Some of the stats you® need during this step (depending on your preferred criteriafor
judging ad success) are recorded below each ad displayed in your Adwords account.
For example, Clicks, CTR and CPC.

Other stats such as PPM, and in some cases CR, may require additional tracking and
some simple preliminary math, before you can enter them into Adwords Maximizer.

Following are the formulas for calculating PPM and CR.

FORMULA FOR PPM

Gross Revenue - (Clicks x CPC) = Net Profit
Clicks/ CTR = Impressions

(Net Profit x 1000) / Impressions = PPM

FORMULA FOR CR
Actions or Conversions/ Visitors= CR

How to Optimize Your Ads

After you®e decided how you want to optimize your ads as explained above and
tracked results accordingly, go through the same steps as described for Step Two (copy
and paste the options for each factor into the proper fields, and click the "Create Test
Ads" button).

Then on the page where your test ads are displayed, enter the stats you®e tracked for
each different ad into the appropriate fields, and then click the "Analyze Results'
button.

CAUTION: Pay attention to detail and be very careful when entering the stats for each
test ad into Adwords Maximizer. An error here could have considerable adver se effect
on results.

On the results page you® notice two sections. The "Results Analysis' section indicates
which options exerted a positive influence on results, if any, and what percentage of
influence.

In the "Optimized Ad" section, an optimized ad is displayed which Adwords Maximizer
has predicted to contain the ideal combination of winning options for each factor.

Here®a screenshot that gives you an idea of what you® see on the results page, based
on sample ad stats:



In the above screenshot, you® notice in the Results Analysis section that certain factors
(in this example, factors 4 through 7) are labeled "No Influential Option." This means
that none of the options tested for these factors had any measurably beneficial impact
on results.

Y ou® also notice that in the optimized ad, the text representing the factors labeled "No
Influential Option" is colored gray.

When any factor islabeled as "No Influential Option," it really doesn®matter which of
its options you incorporate into the final optimized ad. Y ou can use any you prefer, as
long as they were part of the test.

But be sure to keep all elements of the ad that are not colored gray, because they are the
winning options that exerted a measurable, beneficial impact on test results.

Save your optimized ad to afile on your computer. If any factor was labeled as"No
Influential Option," select any of the options you tested for that factor, that youd like to

keep.

Now the test is amost finished! There®just one small task remaining...

Step Five: Proving

In thisfinal step, abrief confirmation test isrun in Adwords to prove whether the
optimized ad outperforms the actual winner of the test.

Simply delete all test ads currently running in the ad group except for the actual



winning test ad, perhaps an original "control” ad that may have run before you started
testing, and the optimized ad predicted by Adwords Maximizer.

Split test the ads against one another for up to aweek or longer, and track results
separately for each. Then pick the best performer, delete the others, and continue
enjoying your maximized ad results!

Welcomed: Questions, Comments, Success Stories
| welcome any questions, feedback for improving Adwords Maximizer, or success

stories as aresult of using it. Current contact options are available through any of the
contact links available on our web sites, such as at AdwordsMaximizer.com.

Profit-Building Resour ces

Adwords Maximizer » http://AdwordsM aximizer.com
Discover the breakthrough technique that blasts Google Adwords results through the
roof!

Adwords Profitlnfo Cour se » http://Adwor dsPr ofitl nfo.com
Earn multiple income streams and generate targeted website traffic, with crazy little
Google Adwords ads!

ECom24.com » http://ECom24.com
Powerful and affordable business-building tools to improve, streamline, and automate
your online business.

Profitlnfo E-Cour ses » http://Profitl nfo.com/e-cour ses
Free email courses reveal amazingly simple, tested, and proven strategies for online
business success.

Convert More Traffic » http://ConvertM or eTr affic.com
Generate more targeted website visitors and turn more of them into buyers, leads,
subscribers, and higher profit.

Internet Marketing Goldmine » http://Profitl nfo.com/img
Proven tactics, tips, and strategies for making aliving in your own online business.

Multi Test and Track » http://MultiTestAndTrack.com
Slash your ad budget and explode your profits by testing and tracking all your online
advertising and marketing.




Profitlnfo Affiliate Program » http://Profitl nfo.com/affiliate
Earn recurring, two-tier commissions just for telling others about our products and
services!




