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A Guide to Making Pay-Per-Click Work for You
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Welcome
This is your guide to the world of pay-per-click search advertising—one of the 
most effective forms of online marketing now available for small and medium-
sized businesses. Here you’ll see everything you need to know about pay-per-click 
advertising… why it’s effective, how to start your own pay-per-click campaign, and 
many helpful hints on how you can make pay-per-click pay, no matter what the 
size of your business. 

Pay-per-click is an easy-to-use, highly effective, and measurable marketing tool. 
And it’s even better with Microsoft adCenter – its unique features let you target, 
refine, and measure your campaign, making it one of the most powerful online 
marketing tools you can use.

Many small and medium businesses are using the power of pay-per-click. And 
more are beginning to choose Microsoft adCenter. You’ll find out why in the 
pages ahead.
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What is pay-per-click advertising?
In Canada and throughout the world, more and more consumers are 
going online to search for goods and services. And that means more and 
more buying decisions are made as a direct result of online searching. 

At the same time, online purchases are growing at a phenomenal 20% 
average a year worldwide, with about half of those sales preceded by 
search engine research.

With this growth of online consumers has come the growth of online 
advertising.

One particular form of online advertising that has been hugely successful 
is pay-per-click (PPC). 

Building on the growing popularity of online searching, PPC advertising 
gives companies of all sizes the opportunity to market their products and 
services to an audience that is more likely to be interested in what they 
have to offer.

PPC is unique

PPC advertising is different from other forms of online advertising that are 
usually priced based on the number of times an ad is shown on a web page.

With PPC advertising, you don’t buy eyeballs, you buy clicks. So you 
pay only for the number of times your ad is clicked on. It’s an attractive 
alternative to more conventional forms of advertising. 

An adCenter Customer Success Story 

Chapter One: A Level Playing Field

With adCenter, even the smallest business can 
compete with much bigger businesses. The owners 
of McCormack House in Wolfville, Nova Scotia are 
using adCenter to promote their charming  guest 
house. They developed and refined a keyword 
strategy that is bringing more people to their site 
every day, and is competing with much more 
established businesses in the area.

“ The number of inquiries we’ve had 
since we started using adCenter has 
increased significantly. My market is no 
longer local, it’s global.”

Christopher McCormack,  
Owner/Proprietor, McCormack House 



How PPC works

Searching is the second most popular online activity after e-mail, 
and is well on its way to becoming the most popular. Every day, 
millions of people type keywords into search engines to find the 
products and web sites they’re looking for.

With PPC, you can pay for your product or service to appear as 
“sponsored sites/listings” at the top or right-hand side of a search 
results page based on the keywords you choose.

So, for example, let’s say you have a dry cleaning store in 
Winnipeg. If a user searches for “Winnipeg dry cleaner”, your store 
will be highlighted near the top or right-hand side of the search 
results page.  

Why PPC works

PPC ads appear only as a result of your prospect’s online search 
on your specific subject area. As a result, there is a much stronger 
likelihood they will click on your ad. And that means you can help 
build more awareness, more leads, and, ultimately, more revenue 
potential for your company.

Even better, because you choose where and when to place a pay-
per-click ad, you can target more effectively – including age and 
gender – and therefore have greater control over who sees your 
ad, to help ensure you’re connecting with the right audience.

The real power of pay-per-click

With PPC, you don’t have to pay for everything in advance and 
hope it gets seen. Instead, PPC lets you adapt your campaigns and 
your spending as you go along.

And, if you want, you can even set a monthly, weekly or daily 
budget so you can always keep your costs in check.

There’s never been a better time to use pay-per-click

As online searches continue to surge, more and more small and 
medium-sized businesses are switching to PPC. It has tremendous 
potential to help:

•  increase traffic to your web site; 
•  increase awareness of your company; 
•  generate leads; and 
•  increase sales

It can all add up to a tremendous return on your ad dollars. In 
fact, with adCenter, you can reach your best customers for as little 
as five cents a click. And many adCenter customers are seeing 
significant results for as little as $25 a month. 
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The Microsoft adCenter advantage
PPC is so successful because you know what you’re paying for. Every time someone clicks on your ad, you 
pay. Simple, but very effective.There is a drawback: you can end up paying for unwanted clicks, too.

So, if you’re selling bleach to homemakers, you could end up paying for clicks from teenagers looking to 
bleach their hair. Or if you sell bikes for toddlers, and bid on that keyword alone, you could end up paying 
for clicks from people who are looking for mountain bikes, rather than tricycles.

Their clicks will cost you, and you may get nothing in return.

That’s where adCenter comes in

adCenter lets you specify when you want to advertise, and to whom. You can target by age, gender, location, 
and time of day. 

So you can choose to speak to homemakers rather than teenagers. Or parents looking for tricycles rather than 
teenagers looking for mountain bikes. 

By knowing the customers behind the clicks, you can focus on the people you wish to talk to. All in all, this can 
mean a better return on your advertising budget. 

 

TIP: When your advertising budget is limited, try the so-called “long-tail 
approach” – buying keywords and phrases that aren’t searched as often, 
and are therefore much cheaper.



Advanced features How it works for you Your benefit 

Site Analyzer Goes to your web site, reviews content, 
and suggests keywords based on current 
web site content rather than on another 
keyword.

Helps you ensure your keyword list is tied directly to the 
products and services on your site.

Audience Profiler Provides expected profile of customers 
most likely to search for specific keywords 
by gender, age, location and time of day 
of search.

Know the types of people you’re talking to when you 
combine your customer knowledge with MSN typical clicker 
profiles. So that you can focus on talking to the right people 
and eliminate time-wasters.

Cost Estimator Estimates ranking, traffic and cost-per-
month of your keywords.

Put simply: absolute budget control.  

Campaign 
Optimization

Allows you to refine budget allocations, 
keywords, targets, etc. as you go along.

Gives you the results, as often as you want, to improve your 
campaigns, eliminate time-wasters, and maximize efficiency. 
You can drop underperforming keywords and targets, and 
focus on the good ones.

Post Sales Audience 
Intelligence  
and Reporting

Helpful reports on campaign performance 
and audiences. 

Allows you to understand to the penny what is delivering and 
what isn’t, giving you valuable lessons for the next campaign.

Free tools to help maximize your ROI

With adCenter, you can closely monitor ad performance at the click of a button. You can see where the clicks are coming from, who they are 
coming from, and when they are coming in—so you can target accordingly.

Use the free specialized tools to review data and further fine-tune your campaign while it’s still live. Use day, age, location and time to target 
your ads for maximum effect. And use the in-depth reporting right down to the keyword level. Here are just a few of the many adCenter tools 
you’ll find useful…
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Getting started

Setting up a PPC ad 

It’s easier than it looks to set up a PPC ad for your business. Usually, it 
involves three parties:

1.  You, the advertiser who wants to promote your product or service 
in the sponsored listings when your customers search for certain 
keywords.

2.  The PPC provider, like Microsoft adCenter, who provides this 
service to advertisers like you.

3.  The search engines, like Live Search, that display your sponsored 
links in their results pages.

 

Chapter Two: It’s a Hit! 

Using the keyword generation tool in adCenter, 
McCormack House was able to create a comprehensive 
list of words that people are more likely to use in 
searching for accommodation in Nova Scotia’s 
Annapolis Valley region.  

“ By selecting some strategic keywords, 
we’ve had a lot more hits to our site – and 
our average Cost-Per-Click is around 23 cents. 
I don’t know of another advertising 
medium that can produce targeted traffic 
so cost-effectively.” 

Christopher McCormack,  
Owner/Proprietor, McCormack House 
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Getting an adCenter campaign up and running 
is easy… you can be live in five steps…

Step 1       Target your customers.  
It is easy to target whom you want to see your ad. You can even  
restrict your targeting to within a certain geographic area.

Step 2     Create your advertisement.  
 Write a text ad that describes your products and services –  
or a specific offer you have available.

Step 3      Enter your keywords 
Pick a variety of keywords that your customers are likely to use.

Step 4     Set your budget.  
 Set a monthly budget that reflects how much you want to spend,  
and when. You control whether it is spent evenly throughout a month  
or spent until depleted.

Step 5      Confirm and activate your ad campaign



Tips for choosing your keywords
The power of PPC starts with the right search engine – one that can 
target with greater precision. Then, it’s largely about the keywords 
you choose. These are the words that will cause your PPC ad to 
appear on a searcher’s results page. 

Keywords should be specific to your product or service, but broad 
enough to deliver the volume of impressions you need for your ads.

So, choosing the right keywords is essential. Use the wrong ones,  
and you’ll get the wrong clickers. Use the right ones, and you could 
attract more potential customers.

Have a keyword plan

Initially, you should choose and test all relevant keywords, before  
keeping only the most successful ones.

Work on your site

Make sure that when people get there, they stay. Navigation, design, 
copy, and the home page itself should be made appealing for your 
potential customers.

Quality, not quantity

With PPC, you don’t just want more clicks; you want more clicks from 
potential customers. You’re paying for every click, even with casual 
web surfers, so choose keywords that are focused rather than broad.

Use down-to-earth language

Choose words that your customers are likely to use to describe your 
product or service, rather than the language you use in your business.

Consider keyword variations

Use online tools to expand your keyword list to include plurals, 
misspellings, keywords entered in different order, in a phrase,  
and so on.
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Formal keywords                  Casual keywords

Outsourced domestic assistant Nanny 
Jewelry  Bling 
Automobile Wheels



Age: 36-50 
Gender: Male  
Location: Calgary, Alberta 
Search Day: Monday - Wednesday  
Time: 7 am -12 am
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Use negative keywords

Avoid getting the wrong clicks. For example, if you sell ski holidays, 
your negative keywords could include “beach”, “summer”, and “sun”.

Take advantage of topical subjects

Searches are often inspired by current events, films, and trends.

First place is not necessarily the most profitable

Experiment with bid prices to see how they affect response rates.

Noise words 101

A noise word is a word that is so common that it is not useful in 
searches. It should not be one of your keywords. Here are a few  
of the most common:

a of by what

in and the how

about on for with

is at to

an or from

Chapter Three:  
Say the Right Words

One of the advantages of using pay-per-click 
advertising is that it gives you the ability to test and 
customize ad copy. McCormack House runs a variety of 
different ads targeting various demographic groups. As 
they continue to test different copy treatments, they’re 
learning more about who their audience is and what 
they respond to.

“ The flexibility of targeting and 
customizing allows us to use different 
messaging to appeal to different  
customers. An ad that may appeal to a 
retired couple, such as “quiet”, “large 
garden” etc. may not appeal to a family 
with young kids, so we target different 
ads to different audiences.”

Christopher McCormack,  
Owner/Proprietor, McCormack House 



TIP: Use the keyword generation tool to help you find keywords and phrases that you may 
not think of yourself, but that your target demographic is now searching on.
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Ad copy tips 
Once you’ve got your prospect’s attention, you’ve got to keep it –  
which is why it’s important your ad copy works hard for you by 
being relevant. You can help by:

• including the keyword in your copy

• keeping the copy short and concise

• varying it depending on what you’re selling

Keep in mind you’re competing with other businesses that have bid on 
similar keywords, as well as other organic search results that appear in 
the middle of the page. You have a foothold – now you need to use it 
well, and make the most of every new potential customer.

 

Chapter Four:  
More Customers for Less 

With adCenter, you get keyword level reporting. In 
other words, you get a report that details exactly how 
many people clicked on specific keywords and what 
percentage of those people converted.

“  Keyword level reporting gives me the 
ability to bid more for the words that 
are generating results for me. And that 
means I can get more customers for my 
advertising dollar.”

Christopher McCormack,  

Owner/Proprietor, McCormack House



TIP: Depending on the demographic 
group you’re targeting, you can 
customize your wording and messaging 
to help drive more click-throughs.

Ad listings word variations
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Measurement How it works for you Your benefit 

Number of Clicks Tells you the number of potential customers 
who have come to your site from your PPC ad.

Quick and easy way to track customer interest.

Click-Through Rate  
(CTR)

The number of users clicking on your ad divided 
by the total number of times your ad came up 
when someone searched for your keywords.

Shows how interesting your ad is to the people 
searching on your keywords – the more interesting the 
ad, the higher the ratio.

Conversion Rate The number of sales divided by the number 
of clicks on your ad, measuring how well 
you’re turning potential customers into buying 
customers.

Tells you how effective your campaign is – whether 
your ad is reaching people who want to buy your 
product, whether it’s making them buy, and how well 
your site or sales team are doing in closing the deal.

return on investment The money you make from a campaign divided 
by the cost of making it happen. If it’s over 
100%, you’re making money.

Gives you an absolute measure of how each PPC 
campaign is doing, so you can focus your budget on the 
people and places that are making the most money.
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Measuring your success
One of PPC’s biggest advantages over traditional marketing such as print ads and direct mail is the ability to access results online in real time.  
You can monitor clicks and conversions by logging on to your PPC account. Microsoft adCenter has a variety of tools to help you track your 
campaign. These will give you quick, detailed insight into how well your campaign is working. 

You can then use this knowledge to optimize campaigns while they’re still live and to help get the best results possible.

Measurement and tracking for greater success      



Results

Tip: Traffic, pricing, as well as ranking help  
show you which words are working best to 
drive business.
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Tip: Learn more about your customers by looking at who’s clicking on your ads. This 
demographic information can help you target not only ad copy but also special offers.
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TIP: To help get a better 
ROI, optimize your budget 
to focus more on the 
words that are producing 
the best results.

Keyword performance H
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Common PPC terms
Click-Through Rate (CTR)

The percentage of users clicking through on your ad. For example, if  
10 people see a search results page with your ad on it, and one out  
of the 10 clicks on your link, your ad has a 10% CTR.

Conversion Rate

The number of end-actions divided by the number of clicks on  
your ad, measuring how well you convert potential customers into 
buyers. If your web site has 50 visitors and five of them convert to a 
pre-determined end-action, you have achieved a 10% conversion rate. 

Cost-Per-Click (CPC)

The amount you pay each time someone clicks on your Pay-Per-Click ad.

Creative

Advertising copy you have provided that appears underneath your 
ad’s link in the sponsored sites area of a searcher’s results page.

Keyword(s)

The word or phrase a searcher enters into a search engine’s search box.

Landing Page

The web page that a potential customer reaches after clicking on your ad.

Organic/Natural Search Listings

Non-paid listings, normally in the middle of the page that a search 
engine has ranked as relevant to the user’s search.

Pay-Per-Click (PPC)

Online search advertising that charges only when a potential customer 
clicks on your ad. PPC ads appear at the top or right side of a web 
search results page. Advertisers can bid for keywords in an online 
auction. PPC is also known as paid listings, sponsored links, paid 
placement, and pay-for-performance. 

Return On Investment (ROI)

The money you make from a campaign divided by the cost of making 
it happen. If it’s over 100%, you are making money. For example, if you 
spend $500 on a PPC campaign, and generate $1,000 revenue, your 
ROI would be 100%.
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adCenter is Pay-Per-Click that pays 
Product and service research continues to grow. Much of this research is conducted through search 
engines.* With so many competitors looking at the same pie, your goal is to get the biggest slice. And  
that means having a strong online presence.

PPC is an easy-to-use, cost-effective, measurable marketing tool that’s ideal for small and medium 
businesses that want to compete with companies of all sizes. 

And it’s even better with Microsoft adCenter. The unique features let you target, refine, and measure 
campaign to help maximize your return on investment.  

Get ready to get results. Get ready for pay-per-click that pays.

FREE telephone support
Microsoft adCenter boasts excellent free customer support, where others may not. A dedicated support 
team is available for all of your questions, and will help you get started and troubleshoot problems – all 
free of charge.  Call 1-800-985-4671 (TTY 1-800-877-9580) to learn more now.

 

Find out more  www.adcentercanada.ca    

*Approximately 50% of online purchases are preceded by research on a search engine. (Doubleclick/Performics/comScore, “Search Before the Purchase”, 03/05)
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