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Andrew is a Qualified Google AdWords 
Professional, with multiple campaign 
successes. He is a digital marketing & 
Lead Generation specialist. He created 
the Max-e-Biz Ltd. Agency in 2006, 
now trading as “Get Sales Leads,” and 
he continues to run it today. 
 
Andrew’s vision is to create a Lead 
Generation Agency which utilises 
modern technology and high integrity 
staff, to provide bespoke solutions and 
exceptional client service, at a “win-
win” price. 
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1.How people find services & products today. 
 
 

   Directories? 
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Image: by www.essexportal.co.uk 
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How people find services & products today. 

 
 Directories? - No 
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Image: Poubelle direct by Kate McDonnell  
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How people find services & products today. 

 
 
    Internet Search? 
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How people find services & products today. 
 
 Google Search – Yes - 2,161,530,000,000 p.a. (2013) 

2.1 Trillion+    Source: Google Official History, ComScore 
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2. Google 
Search Results  
SEO v AdWords 
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SEO v AdWords 
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3. Google’s Share of UK Digital Search 
    
 
 

89.2% of the UK’s online searches March 2014 – 
Experian 
 
“There are 9 times more searches conducted on 
Google than on all of the other search engines 
combined.” 
 
UK web users made 2.7 billion visits to search 
engines during December 2012 
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4. How AdWords Works 
 

    
 
 
 

Advert 

Search Query 

Web Page 
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4. How AdWords Works 
 

  
 
 
 

Advertisers bid against each other on keywords, to expose an advert, linked to a website 
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4. How AdWords Works 
 

Search Terms         Publisher Placement*    Topic* 
Geography         Demographics*     Interest* 

Time/Day         Devices / Locations   Remarketing* 

 
 
 

What can you target? 
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5. What’s New In AdWords? 
 Enhanced Campaigns 
“People are constantly connected and moving 
from one device to another to communicate, 
shop and stay entertained”  
    
“new devices — PCs, laptops, tablets, 
smartphones, hybrid devices, mini-tablets, 
televisions, and more. ”   Google 
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5. What’s New In AdWords? 
 Enhanced Campaigns 
 
1. Powerful marketing tools for the multi-device world 
-> manage bids for your devices, locations, time of day  
 
A breakfast cafe wants to reach people nearby searching for 
"coffee" or "breakfast" on a smartphone. They can bid 25% 
higher for people searching a half-mile away, 20% lower for 
searches after 11am, and 50% higher for smartphone searches. 
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5. What’s New In AdWords? 
 Enhanced Campaigns 
 
2. Smarter ads optimized for varying user contexts             
-> People on the go or near your store may be looking for different 
things than someone sitting at their desk 

 
A national retailer with both physical locations and a website can show 
ads with click-to-call and location extensions for people searching on 
their smartphones, while showing an ad for their e-commerce website 
to people searching on a PC .      
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5. What’s New In AdWords? 
 Enhanced Campaigns - Sitelinks 
         Previous          New 
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5. What’s New In AdWords? 
 Enhanced Campaigns – Call Extensions 
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5. What’s New In AdWords? 
 Google+ 
 
 
 
Image Extensions 
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5. What’s New In AdWords? 
 Ad Symbol 
    
 
      Google Shopping Images 
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5. What’s New In AdWords? 
 Display Select Campaigns 
Search & Display Combo = More customers at 
lower cost 
    In-Ad Surveys on Display
  
 
    
 
Giving viewers options to opt out of Display Ads. 
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5. What’s New In AdWords? 
 Consumer Ratings Annotations  
 
 
Engagement Ads - Display    
(Rich Media) Engagement Ads help you find new 
customers who are interested in your brand 
message and only require you to pay when users 
engage    
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5. What’s New In AdWords? 
 Google+ Post Ads. 
    
 
    
 
 
 
Allows posting of Ads. in Google+ Discussions 
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6. How to use AdWords for Lead Generation 
 
 

   Internet Search 
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6. How to use AdWords for Lead Generation 
 
 • Create an AdWords Account* 

• Think like a buyer not a seller 
• Research Keyword Phrases 
• Research Negative Keywords 
• Group into Themes 
• Create Compelling Adverts + C.T.A. 
• Target – Locations/Hours 
• Determine Budget 
• Set-Up Tracking 
• Launch Campaign 
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6. How to use AdWords for Lead Generation 
 
 • Link to appropriate web page 

 
• Provide search related content 
 
• Engage the visitor with 
 A FREE Hook 
e.g. Report, Offer, eBook, Tips, 
White Paper, Webinar etc… 
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6. How to use AdWords for Lead Generation 
 
 • Capture Visitor details 

• Name & email 
• Minimum info. = More People 
• Feed your CRM System & 

Follow-Up / Autoresponder 
• Discover converting keywords 
• “Rinse & Repeat” 
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6. How to use AdWords for Lead Generation 
Good Example 
 

Acting 
Acting Auditions 
Acting School 

  
  Landing Page 
 ?? 
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6. How to use AdWords for Lead Generation 
Talent 
Form 
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6. How to use AdWords for Lead Generation 
Poor Example 
 

Acting in London 
Acting School 

  
  Landing Page 
 ?? 
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6. How to use AdWords for Lead Generation 
What’s 
This? 
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Questions????  
You may have questions like these? 
 1. Lessons learnt by the presenter in his experience 

of using Adwords. 
2. Return on investment. 
3. How to keep it simple. 
4. How AdWords works in practice & references. 
5. Awareness, understanding, how to use this tool. 
6. How to get started. 
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7. Finding the ideal customers who need my 
services NOW. 

8. How to know if it could deliver genuine leads 

9. How to get started 

10.Budgets and returns 

11.How to set it up from scratch 
 
 
 
 
 
 

 
Questions????  
You may have questions like these? 
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If you have questions like those shown before 
then… 
Please contact us for help & advice 
info@getsalesleads.co.uk  
But before you do 
Take a look at our offers… 
Next slide… 
 
 
 
 

 
Questions????  
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7. Offers 
 
 
OK hopefully you are hooked on AdWords 
 
2 FREE offers each normally priced at £99 + VAT 
($150 USD) 
 
1. I am new to AdWords how do I start? 
 
2. I’ve tried AdWords but I know I need help. 
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7. Offers 
 
 
1. I am new to AdWords how do I start? 
 
a) D.I.Y. 
You can go to  www.google.co.uk/AdWords 
and follow the instructions but beware…………….. 
The Google default settings will cost you money 
 
b) Professional Help 
Register FREE at http://lnx2.co/2yz  
We will help you set-up your account +1st Campaign 
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7. Offers 
 
 
2. I ‘ve tried AdWords but I need help? 
 
Register FREE and supply your AdWords ID at:  
http://lnx2.co/2ze 
 
FREE (1 hour) Review of your existing Google 
AdWords  Campaign for Lead Generation. 
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8. Contact Details 
 
 Andrew Merrifield 

Contact details: 
info@getsalesleads.co.uk 
www.getsalesleads.co.uk 
AdWords PPC Helpouts 
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8. Acknowledgements & Disclaimers 
  
The views expressed in this presentation are the 
personal views of the author, based on his 
experience. 
 
Adopting the methodologies shown here is no 
guarantee of the subsequent results. 
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8. Acknowledgements & Disclaimers 
 Images: 
 
Stack of Yellow Pages : Poubelle direct - Kate McDonnell zadcat  
http://www.flickr.com/photos/mtlweblog/5034994890/ 
 
Chelmsford Yellow Pages 
http://www.essexportal.co.uk/business/is-the-yellow-pages-dying-the-end-of-printed-advertising 

 
Yellow Pages is a Trade Mark of “hibu (UK) Limited”,  
 
Google is a Trade Mark of:  
Google Inc. (“Google”), located at 1600 Amphitheatre Parkway, Mountain View, CA 
94043, United States.  
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