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Intro: AdWords Scales

OK to remind ourselves of the basics?

The Nature of AdWords

Features

Benefits

AdWords - What’s the Big Deal?

The Right Prospects 

Get ‘Em While They’re Hot

Pay for Results, Not Placement

“No Duh” Reporting

Split Testing Nirvana

Liftoff Fuel for Other Media

Pay Only For Results



“No Duh” Reporting

Split Testing Nirvana

AdWords - Liftoff Fuel

The Four-Hour Work Week

Split Tested Book Titles on AdWords

The Secret

Started as an AdWords campaign 
before getting noticed by Oprah, 
etc.



part 1
CONTEXT

Context: 3 Elements

1. Experience Distillation into Keyword

2. The Howling Dog - Search Trigger

3. The Search Environment

1. on page

2. off page

1. Experience Distillation



FreeWords - askhowie.com/freewords

Free Words - Drilling Down

KWspy.com

First Stop (your competitors have 
done the work for you)

Learn from their mistakes as well as 
their successes



2. The Howling Dog

What was the trigger for the search?



3. The Search Environment

Positioning

??
?



“Checkmate” Ad Matrix
Ad Offer Features Benefits Tone

Call to 
Action

Reason 
to Believe

Hook Keyword

#1
2 min 
quote

Reduce 
by 70%

Debt-free 
12-32 
mos. 

Matter of 
fact

None .org URL Fast/Easy
Headline

 
2nd line

#2

#3

Your Ad



Off-Page Search Environment

What’s shaking on other SERPs?

Other websites?

Quintura

part 2 
AFTER THE CLICK



After the Click

1. UFO Site

2. Sunshine Followup

3. How to Win at AdWords

Do you have a UFO site?

UFO = User Freaking Obvious

What’s the MDA (most desired 
action)?

What’s the CTA (call to action)?

Do your website visitors need a 
training course or instruction manual?





Sunshine Followup

7 Hidden Slides

5-page report on email 
autoresponder marketing?

How to Win at AdWords



Visitor Value

Highest Visitor Value Advertiser gets to 

bid the most

split test and improve the fastest

attract the best affiliates

spend the most on customer research 
and product development

enjoy the Winner Take All rewards of 
the Slight Edge

part 3
TWAFA



TWAFA Steps

Testing (asking interesting questions)

Watching

Acting

Filtering

Automating

“Advanced” Split Testing

`

“Gold Standard” Split Testing



Which ad position brings the 
most interested visitors to 

my site for a given keyword?

Which position gets 
me the most sales?

Which position makes the most money?



Watching

Which keywords are ROI-negative?

Which web pages that display your 
ads are ROI-negative?

Which ads make you the most 
money?

Which keywords should you be 
bidding on (that you aren’t)?

Four Big Reports

Keyword

Ad

Placement

Search Query

Keyword Report

Which Keywords are ROI-Positive?



Keyword Performance: Raw Data

Keyword Performance: Ready to Act

Ad Performance

Which ad makes me the most money 
per impression?



Ad Report: Raw Data

Ad Report: Ready to Act

Placement Performance

Which sites send me ROI-positive 
traffic?



Placement Performance: Raw Data

Placement Performance: Ready to Act

Search Query

Which broad and phrase match 
keywords that I’m not bidding on are 
making me money?



Acting

Filtering

Automating



outro
TAKEAWAYS 

TOOLS 
Q&A

Takeaways

Tools

Magic AdWords Button

Winner Alert



MagicAdWordsButton.com

Handles the Following Reports:

Keyword Performance

Ad Performance

Placement Performance

One-time sale

All updates free

Includes training - ebook and videos

WinnerAlert.com

Email and web interface

Alerts you to conclusive split tests

14 days free, $19.95/month thereafter

Special Slide for Non-Attendees

To get the deal I presented during the talk, go to:

MagicAdWordsButton.com/system
But wait until Tuesday 6/3!

Also, to get the email report, go to

askhowie.com/emailbridge
And if you want to be informed if/when I set up a 

coaching program, let me know at

howie@askhowie.com 



Q&A

Thank You!

Howie Jacobson, PhD

www.askHowie.com

howie@askhowie.com


