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A huge factor determining the success or failure of your paid search 
campaign is whether or not you’re maximizing every dollar spent on the 
campaign. But there are a number of strategies you can quickly and 
easily employ to reduce our average cost per click (CPC)!

 If you’re looking to give your PPC campaign a lift, here are 5 strategies 
you can use today.

1. Take Advantage of Multiple Ad Networks
If you’re only running your campaign on Google AdWords, you’re missing an 
opportunity to gain conversions at a significantly lower cost by adding the 
Search Alliance (Yahoo and Bing) to your search marketing mix. While the vol-
ume of clicks and conversions may be lower on the Search Alliance, keywords 
often cost a fraction of the price! As a result, you can lower the overall cost 
per acquisition (CPA) of your paid search campaign while at the same time 
increasing conversion volume by reaching an entirely new audience. 

2. Keep your Keywords Highly Relevant
Want to lower you keyword cost per click? Get a high Quality Score. The best 
way to improve your keyword Quality Score is to have high relevancy between 
your keyword, ad copy and landing page. This means creating large number of 
ad groups with 5-20 keywords and 2-4 ads that are deep linked to very specific 
landing pages. 

While this can be very time consuming, the benefits you’ll see go beyond a 
lower cost per click and higher Quality Score. Tightly coupled ad groups also 
mean your customers will find exactly what they’re looking for when they con-
duct a search, see your ad copy, and are taken to a landing page with exactly 
the product or service they’re looking for. This means a higher conversion rate 
for your paid search campaign. Lower CPCs, higher quality scores and happy 
customers – everyone wins! 

3. Find Your Optimal Ad Position 
Many advertisers make the mistake of overpaying for keywords with the idea 
that the first ad position will generate more conversions for them. For the ma-
jority of advertisers, this isn’t the case. Instead, the first ad position generates a 
higher volume of clicks that ultimately don’t convert, resulting in a higher CPC 
and CPA. You’ll typically find that ad position three or four yields a lower CTR, 
but has a better conversion rate and lower CPA. 

In this guide:

1. Use Multiple Ad Networks
Lower overall clicks and conversion 
costs using Yahoo and Bing alongside 
Google.

2. Keep Keywords Relevant
The importance of testing – and how 
you can apply PPC learnings to other 
parts of your marketing strategy

3. Find Optimal Ad Posiiton
Relevance between keywords, ads and 
langing pages drive qualified traffic and 
lower cost per click
 
4. Bid Popping
Establish higher quality score and 
lowere long run CPC by paying a bit 
more to start

5. Day Parting
Pace your ad spend for higher ad posi-
tions
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4. Bid Popping
We just stated that if you’re bidding for the top ad position 
you’re probably paying too much and not getting the cor-
responding number of conversions to justify the higher cost. 
That said, when you add a new keyword, you should pay 
for a higher ad position for a week or so – this is called bid 
popping. 

Why bid popping? First, ad position one or two will result in 
a higher CTR, which will help you establish a high Quality 
Score right away. A high Quality Score will give you a lower 
CPC in the long run. In fact, starting with a high Quality 
Score will often allow you to work your bid price down to a 
CPC that would have been below Google’s first page bid 
estimate if you had started at that price. 

Bid popping will also help you gather data about your key-
words more quickly. Once you’ve gathered some data and 
determined that it’s a keyword you want to spend time on, 
you can then begin stepping the bid price down until you 
find the optimal position that balances conversion volume 
and CPA. 

5. Day Parting

There are a couple of scenarios where day parting can help 
your PPC campaign. First, if you’re a business-to-business 
marketer and the vast majority of your target market is 
searching during business hours, it’s worthwhile to pause 
your ads during the middle of the night to avoid paying for 
clicks that are unlikely to convert. 

Also, your competitors may be running 24/7 ad place-
ments and may exhaust their budgets earlier in the day. 
This means there could be less competition later in the 
day - which will drive down CPC. Using day parting to pace 
your ad spend throughout the day can result in higher ad 
positions at a lower CPC later in the day when there’s less 
competition.

Keyword Bidding Takes Time
Trada can help. With Trada you’ll have a crowd of experts 
working on your PPC campaign together - writing ads, man-
aging bid prices, and building massive long-tail keyword 
lists. Trada’s PPC experts already know all the strategies 
for writing compelling ad copy - and you may approve it at 
a high level. They’re certified, and as a crowd they display 
a diversity of thinking that a single person could never 
achieve alone.

The best part? They’re paid on performance.

Want to know more?
Visit trada.com to learn how Trada helps businesses cost-
effectively market their products using search marketing.

We’d love to show you our crowdsourced PPC market-
place. Contact us today for a tour! 
E: info@trada.com P: 1-877-871-1835

Trada.
Ridiculously easy. Measurably better.
Powered by people.
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