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HELLO
I am Justin Emig
• Holds 10 digital marketing certifications

• Has 9 years of digital marketing experience

• “Googles” for a Living

• Reads A LOT, tinkers, and thinks about the Future

• Obsessed with the consumer in the intersection of 
retail and digital



GET TO KNOW ME A BIT MORE.
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• Google AdWords: Leverage Paid Search advertising to reach target 
audiences with less than $300 a month in advertising spend. 

• Google Analytics: A free tool to understand more about the people who 
come to your website. 

• Bonus… If time permits. 

AGENDA
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GOOGLE ADWORDS:
LEVERAGING PAID SEARCH TO REACH A LARGER AUDIENCE
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WHAT IS 
GOOGLE ADWORDS?

• Google’s advertising platform. 

• Essentially an auction, done in real time. Think 
real estate. You bid on the space (keywords) that 
you want, in order to reach the audience you 
want to reach. 

• You bid on specific keywords or combinations of 
keywords. 

• Shown above the Organic Results (even Maps).

• Is there a budget requirement? No.
○ Everything is cost per click and you set 

budget limits. 
○ Spend as little or as much as you want. 
○ Have done it for $250 per month all the way 

up to $1 million per month. 
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WHAT IS 
GOOGLE ADWORDS?

These are paid ads. 

Organic Listings
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WHY IS ADWORDS 
WORTH IT?

• This is the amount of monthly searches for the query… 
Notary near me… in Lancaster County, PA (population of 
500k). 

• The intent of that particular query is strong for someone 
who wants to visit a brick and mortar Notary.

• You have the ability to place an ad for your business at the 
top of that page, above maps for that keyword. Top results 
receive approximately 30% of all clicks. 
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ADWORDS CAMPAIGN
OPTIONS

● Estimated Bid Amount for Notary Near Me within Lancaster County = $0.76 per click.
○ This means for $300, you could earn 394 clicks, which means 394 more people visiting your 

website, learning about your services and potentially visiting your location. 
○ That is also only bidding on ONE keyword. Think of all the potential keywords. 
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ADWORDS CAMPAIGN
OPTIONS

● Display ads are banner ads on 
particular websites throughout the 
internet. Google is able to place ads 
on over 300 million websites. 

● Targeting is available based upon:
○ Topics
○ Interests
○ Demographics
○ Keywords
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ADWORDS TARGETING
OPTIONS

● AdWords provides you the ability to target via: 
○ Geography (down to zip code)

■ Radius, county, Nielsen DMA
○ Device
○ Age and Gender Demo 

■ Parenting also available for display campaigns

● Targeting allows you to reach a specific audience and 
control costs. 
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ADWORDS 

● You are able to understand performance, 
down to a zip code level. 

● This allows you to understand where clicks 
originate and who saw your ads. 

● Top level performance also available. 
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GOOGLE ANALYTICS:
UNDERSTAND MORE ABOUT YOUR AUDIENCE
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WHAT IS GOOGLE 
ANALYTICS?

● Google Analytics is a free tool from Google that 
provides you information about your consumer’s 
interaction with your website.

● Information available includes:
○ Geographic location (down to city)
○ Device (mobile vs. desktop vs. tablet)
○ Demographics (age, gender, parental status)
○ Topics (items they are interested in i.e. news)
○ What pages they are visiting on your site
○ Social Networks (did they come to your site 

from Facebook, etc.)
○ Length of stay on your site, etc. 

● This information is to be used to help you 
understand who is finding your website and what 
they are doing. 
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WHAT SHOULD YOU USE
GOOGLE ANALYTICS FOR?
● Understand what channels (Google Organic, 

AdWords, Facebook, etc.) are bringing people to 
your website. 

● Understand if you are reaching people within your 
geographic radius (people who could physically 
come to your location).

● Learn which pages on your website people are 
viewing the most. This could help you further 
improve those particular pages to attract even 
more. 
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WHAT SHOULD YOU USE
GOOGLE ANALYTICS FOR?

● Understand what pages visitors are getting to on your site. Provides you insight into the pages 
receiving all the attention, so you can optimize and devise ways to increase these metrics. 

● It is key to understand time they spend on the page vs. the amount of words you have on that page. 
If it is a lengthy page, less than 1 minute isn’t good. 
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WHAT SHOULD YOU USE
GOOGLE ANALYTICS FOR?

● Understand what devices consumers are using when they 
come to your website. 

● You are able to look at device category, or specific devices 
(none desktop). 

● This is important so that you can replicate the user 
experience. 
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BONUS: FACEBOOK ADS
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• Facebook’s self-serve advertising platform. 

• Ads are not based upon keywords, but based 
upon targeting criteria. 
○ Best targeting in the business (more on that 

later). 

• Displays on the following: 
○ In News Feed
○ Right Column (desktop only)
○ Facebook Audience Network (think Google 

Display Network)
○ Facebook Messenger (Home Screen)

• Pay per click or per impression. 

WHAT ARE FACEBOOK 
ADS?
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• Facebook reach is declining more and more every month. 
• New Facebook algorithm (February 2018) further put a dent in this. 

WHY FACEBOOK ADS?
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• Targeting is the most invasive and best in 
the business. Available for: 
○ Demographics -- age, gender, parental 

status, (age of child), employment 
status, life event status, homeowner vs. 
renting, etc.).

○ Purchase behavior (they know what you 
have purchased).

○ Interest behavior (you ‘like’ specific 
pages).

○ Others (Charitable donations, 
Anniversary dates, Birthdays, Expats, 
Phone carrier, TV shows, etc.).

FACEBOOK TARGETING 
OPTIONS
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HOW DOES FACEBOOK 
HAVE ALL THIS DATA?

FROM THE USERS THEY BUY IT
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WHY DO THEY BUY 
THIS DATA?
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• Bowling alley looking to promote a wine 
league, targeted towards female 
consumer. 

• Were able to target based upon:
○ Geography
○ Age
○ Gender
○ Behaviors
○ Purchase behavior

• Results:
○ 85% of the people who signed up for 

that league, came from this ad. 

• Total Spent: 
○ $45.00

FACEBOOK AD 
EXAMPLE
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EXAMPLE FACEBOOK 
AUDIENCES

THE IDEA IS SMALL, TARGETED AUDIENCES
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PROMOTE YOUR OFFER 
WITH FACEBOOK

• Running a promotion? You are able to 
use Facebook to have a unique 
coupon code. 

• These are called ‘Offers’ and can be a 
one time use for individuals, or same 
code for everyone. 

• This does not cost anymore. 

• Users store it attached to their 
Facebook account. 
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• The point of Facebook ads is targeting. Small audiences > Big audience. 

• Costs are very low, when done effectively.

• People rarely take a direct action from a Facebook ad, but it is about awareness. 
○ Reason: Facebook is a lean back, consumption medium. Search is a lean in 

medium. 

• Test, Test, Test. 

• Do not set your ads for longer than one month. Decay rate. 

• You are able to measure performance in Google Analytics!! 

THINGS TO REMEMBER 
ABOUT FACEBOOK ADS
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TAKEAWAYS / RECAP
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RECAP
• Leverage Google AdWords to reach a larger audience by bidding on specific keywords 

most valuable for your business. Perform these searches and see if others are bidding 
on them. If not, GO!!

• Make sure you are using Google Analytics to understand where people are going on 
your site and how they got there. Hint: It is free! 

• Use Facebook ads as another low cost medium to read your target audience. 
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QUESTIONS?
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