HOT TRAFFIC - How to start an online business with zero investment

“Hot traffic” is a key term in online business referring to visitors at
your website who are actually looking for what you are offering.
The opposite of “hot traffic” is “cold traffic,” meaning traffic that
you drive to your website with investment of time and money, but
once on your website, the visitors will not generate any income for
you.
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INTRODUCTION

What can I learn from this
book?
My name is Robert Sabelstrom, I have more than ten years of experience
in building successful online businesses, as an entrepreneur, consultant
and investor. In this book I summarize the knowledge I have gained in the
process of creating online companies from scratch. During this process I
have made tons of mistakes. My intention here is to help you avoid
making all these mistakes, saving plenty of time and money when you
start your own online business. This will enable you to grow quicker,
move in front of your competition, get better financial results and more
peace of mind.
The content of this book is based on my personal “lessons learned,”
including:
 How I cut my Google AdWords budget by 50%, but still reached higher
profits
 How I lost > $5000 in worthless clicks, before I discovered the pitfalls of
Google Display Ads
 How I grew revenues by 300% in less than a year, by applying a scalable
landing page structure
 How I reached Google top 10 organic search for all my strategic key
words
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 How I then lost 30% of the Google traffic in one day, and how this could
have been avoided
 How I used testimonials and enriched content to improve the
conversion rate, and hence profits by > 25%
 How I reached 15 000 likes on Facebook, and how I used that to drive
sales and customer satisfaction
 How I was able to automatize and outsource 80% of all administration
 How I discovered a way to find, test and evaluate new online business
concepts in less than 3 weeks
Through my experience I learned to think of online business as a “vehicle”
that can be trimmed. In this book I share the most important (top 100)
trimming methods with you.
While reading this book, you will acquire the most important skills you need
to be successful in the creation of your profitable online business. In
summary, you will learn how to:
 Discover numerous online business opportunities
 Evaluate which online business opportunity you should choose for your
start-up
 Test the business concept in small scale, without investments
 Get paying customers to your website the first day you launch, with
Search engine marketing
 Optimize the paid traffic, typically enabling 50% less cost compared to
your competition
 Transform your optimized campaigns in Google AdWords to
Bing/Yahoo in less than 1 hour
 Work with Search Engine Optimization techniques to reach top 10
position in Google for free
 Build traffic from sources other than search engines and harvest the
dual benefits of this
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 Design your website to maximize the conversion rate (% of visitors you
actually make money on)
 Get the customers to come back to your site over and over again
 Mobilize your customer to recruit new customers for you
 Use free (or very cheap) tools to keep cost at extremely low levels
 Outsource Customer Service, IT, production and such to minimize both
your cost and effort
 Grow your business into new customer segments, geographical
markets, product offerings, etc.
This book is divided into 7 logical chapters:






Chapter 1-3: How to generate traffic to your website
Chapter 4: How to convert the traffic into paying customers
Chapter 5: How to maximize the lifetime value of your customer base
Chapter 6: How to minimize cost and effort
Chapter 7: How to grow the business (once your core business concept
is proven and optimized)

Who is this book for?
There are two key steps in creating a business:
1. Come up with a business idea
2. Execute the idea into a successful business
The first step, the Idea, is very exciting. However, its impact on your online
business success is much smaller than we tend to think. According to
another successful online entrepreneur, Derek Sivers says, "The most
brilliant idea itself is worth $20." It's the execution that makes it worth
$20,000,0001.

1

https://sivers.org/multiply

8

INTRODUCTION - What can I learn from this book?

I have created this book with this ratio in mind. I devoted a few paragraphs
to the $20 part- the Idea. The rest of the book is devoted to the
$20,000,000 part- the Execution.
The main target group for this book is people who are starting (or
considering to start) an online business. This book contains the recipe I
would have “killed for” to have in my hand when I started my own online
business in 2005.
The secondary target group for this book are people who already manage
an online business. The sections about choosing a business concept will be
less relevant to people in this category, since the business is already
established. However, each of the 100 practical tips are valid and can be
used as a “check list” for ways to increase the profitability of the business.
The third target group is people working within a company with an
established online sales channel, which is (partly) managed by a third party.
This book can help you improve the understanding of what you are actually
buying and how to avoid potential pitfalls.

About the author - How I started my first online
business in 2005
After returning home from 5 months of backpacking in Southeast Asia, I
could not forget the fantastic feeling I had when I tried surfing for the first
time in Kuta beach in Bali. Being a student at the time, I saved up some of
my very limited savings and started searching the Internet for places where
I could learn to surf.
I found many “surf camps” around the world that offered a package deal of
accommodation, food and surf lessons. It suited me perfectly, and I signed
up for one week surf camp on Lanzarote, one of the Canary Islands.
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Booking this trip was a real hassle! The website of the surf camp was really
crappy; likewise were the payment options and the information I received
from the surf camp via e-mail.
When I arrived at the Lanzarote airport, I was waiting for someone from the
surf camp to pick me up. I still remember the itching feeling that I had been
fooled. I had sent a large deposit to a company which I had doubts even
existed. However, eventually my escort arrived and brought me to the surf
camp where I had a fantastic week. I developed my (very poor at that time)
surfing skills a lot and met several new friends from all over the world, who
were there for the same reason that I was.
During the week I got to know the surf camp manager, and I gave him
constructive feedback about the whole booking process and how they
needed to develop their website and payment options. The owner was an
excellent surfer, but technology was not “his thing”. He received the
feedback with a sigh and told me, “Robert, look, these online things you
mention are not so important to us. Look around you; we already have
customers coming from all over the world, having a great time here“.
The last day of my stay we spoke briefly again. He had probably felt the
strong drive I for these ideas and he came up with a proposal. “Robert, you
know we don’t have so many customers from your country, Sweden.
Maybe you want to be an agent for us and arrange some more Swedish
customers? We will give you a commission.”
On the plane back home I thought through the proposal I had received.
Could it make sense? I made some “guesstimates” about how many people
in Sweden could potentially be interested in going to this surf camp in
Lanzarote, and how big a share of them I could capture. It did not make
sense.
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But then another thought struck me. What if I would not only offer one surf
camp, but maybe ten or even twenty, and what if I focused on a global
audience, instead of just the Swedish market?
One year later, my best friend Johan and I were crossing out bullets on a
paper. The paper contained a list of business ideas we were considering to
try out as entrepreneurs. The list was long and it took us some time to
evaluate all the ideas. After intense discussions the only remaining word on
the list was “surf camps”.
We didn’t think that the “surfing” business had the best business potential,
but it seemed decent and doable. Most importantly, it was an idea which
could be tested without any capital (we were basically broke) and with
limited effort. Another point was that I had developed a maniac passion for
surfing, and this business idea could get me closer to the waves.
We spent around five weeks that summer creating the first version of
unitedsurfcamps.com, setting up a legal company, arranging bank accounts
and a payment service provider. At that time we had no prior knowledge of
web-programming; we just learnt through free tutorials online. We
launched the site and bought some keyword exposure on Google AdWords.
After three days of impatient waiting we secured the first booking. The
feeling was incredible, it worked!
During the last decade UnitedSurfCamps.com has been the leading provider
in our niche, enabling thousands of people to learn to surf at the 25 surf
camps we promote worldwide. The website has been completely rebuilt
twice and does no longer contain any of the original code I once wrote.
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The above picture shows the first “home built” version of the website in
2005.

The above picture shows the v3.0 which is active since 2013.
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During these ten years, I have reaped the benefits and joy of running an
online business. We have sold surf trips for over $2,000,000 and are
considered the leaders in our niche. However, both I and my founding
partner, Johan, have also explored parallel careers and we (almost) always
kept the promises we made to our spouses: “spend a maximum of 4 hours
per week on the surf camp project.”
In this book I will share many examples from unitedsurfcamps.com but also
from other websites which have been developed by friends of mine. I
started to document my learnings as “practical tips” already in 2007 when I
started to work as a Consultant, advising other companies in these matters.
Recently I hit 100 tips, and I felt it was time to finally write this book.

Why start an online business?
I’m happy that I made the decision to start my own online business. Thanks
to this decision, and the effort that I put into this, I could:
 Travel the world
 Follow my passion and surf the best waves on the planet
 Have a solid income and hence the freedom to choose what I work with
(and not)
 Automatize and outsource the operations to a degree requiring just a
few hours’ work per week
 Explore other careers and adventures using the additional hours of the
week
 Understand the mechanics behind the great changes of the
“information revolution”
 Be a pioneer and continuously acquire and test new online
opportunities
 Help other companies to realize online business concepts
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Starting an online business is an easy way to start your own business with
limited investments. I began unitedsurfcamps.com just by “investing” five
weeks one summer learning web programming with my friend. When you
start an online business today, you can even skip this and instead start with
ready templates in WordPress and focus on making money with the 100
practical tips I present in this book.
It is very rewarding to see how quickly you can change and grow an online
business. I started unitedsurfcamps.com with just 3 surf camps. Then in less
than one year, I was able to grow to over 20 surf camps and increase profits
by over 300%. Doing the same in the “offline” world would require extreme
efforts and investments.
If you already have a traditional sales channel, online is a quick way to drive
new sales with very limited investments. It also provides superb data
insights that can be used for the traditional sales channel.

Online Business models - How will I make
money?
Despite my true passion for surfing, my goal with unitedsurfcamps.com was
to earn money. I wanted it to be a “real deal” - my first, true business.
Besides this, it doesn’t matter how much you love the area that you choose
to run your business. At some point it will become “just a job.” So in the
short-term, you may think that being an e-entrepreneur is just about
“trying” or “having fun” or “the challenge.” However, in the long-term,
money is what makes any business sustainable. Besides that, you may also
discover that money is actually a really good indicator of how good or how
useful your business is to others.
In this book I will discuss:
 How to start generating revenue
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 How to optimize it, so that you boost your profitability
Below, as an introduction I want to briefly discuss what online business
models are currently available. There are basically four main ways to make
money online:
1. Sell products or services - The most common model is usually referred
to as e-commerce. However, e-commerce does not necessarily need to
involve a physical product.
Examples: Shopify design awards!2 (Be inspired by the design of
successful e-commerce sites using Shopify, one of the most popular ecommerce systems for small and medium -sized shops.)
2. Generate leads - This means that you have some interesting content
driving visitors to your website. However, you do not “sell” anything
directly to a visitor. Instead, you make money by referring the visitor
onwards to another website that gives you a “kick-back” since you
provided the “lead” to them. Either you have your own program, which
is typically the case for large online newspapers, magazines and yellowpages (but also some niches.) Or you are getting paid via an
intermediary like Google AdSense or an affiliate marketing platform.
Example: SmartPassiveIncome3 (the author is open to opportunities in
which he receives commission on these tools that he also recommends
in the resources page.)
3. Sell Premium content - This is the model where you charge visitors to
access part of the information you are offering. Examples of this are
media consumption such as video, music, e-books, online software and
membership platforms such as dating sites. Most often this is provided
in a “Freemium model” meaning that part of the content is available
for free. But if you want to consume more (once you are hooked) you
need to upgrade to “premium” and pay a fee. Example: I Will Teach You

2
3

shopify.com/design-awards
smartpassiveincome.com/resources/
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To Be Rich4 in which the author claims that he shares 98% of his
knowledge for free. The rest is paid in the form of courses. Many apps
for Smartphones/tablets are also based on this business model.
4. Provide a marketplace - In this model you provide an online location
that will help match buyers and sellers of different products or services
in an online environment. You can choose to make money only on the
sellers, only on the buyers or both.
Example: (Airbnb.com, global marketplace for short term rental of your
home).
These four models can also be combined, but typically one model is the
core concept and another one has been added to further optimize
revenues.
When you are planning an online business, it is important that you
conclude what will be your core revenue. If you are already running an
online business, it is worth it to acknowledge which of those you are using.
This will increase your awareness of the online business mechanics.

How do I choose the right online business idea?
This book is primarily about the execution and optimization of your online
business. However, I have noticed, that coming up with an idea is also a
challenge for beginning online entrepreneurs. Therefore, I briefly share my
insights in the process of choosing the right online business idea below. If
you already have an online business established, you may skip this section
and move directly onto the next chapter.
The good news is that the online world is growing very fast. Therefore there
is always an abundance of new ideas. If you apply lessons from this chapter,
you will soon realize that the success factor is about concluding what NOT
to choose, rather than how to come up with “the idea of the century.”
4

iwillteachyoutoberich.com/products/
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Below I will briefly discuss:
 How to “discover” online business ideas
 How to evaluate them (in order to choose “the right” one)
 How to conceptualize the idea into a business plan
I see (at minimum) 7 principles as most important in how to “discover”
online business ideas:
1. OfflineOnline mind-set - Everything sold “offline” can be sold online.
Literally everything! Examples include: Food & Other consumables;
Clothes & Accessories; Advice (as e-books, trainings counselling);
Bookings (at hotels, flights, restaurants, taxis, events, etc.)
All the businesses above were traditionally sold offline only. Therefore,
if you are looking for an idea for online business, see what's being sold
offline and (still) not online in a competitive way. If you can find a niche
that is “hard to find locally” but still has enough demand for a bigger
online market, you might have hit the “sweet spot.” For example, an ecommerce business that focuses only on “Clothes from the 60s” or
“professional dancing shoes” will most likely have an OK national
demand but not have a local traditional shop in every town.
2. Make it more convenient - Think of finding information such as the
price of a fridge 30 years ago. You would get in your car and drive the
whole day to compare prices among local retailers. The same task now
takes just five minutes. Providing accounting services as a company?
Such work used to take 10 full-time employees, and now, just one
location-independent person who could be, for example, in India can
use online software to complete the same work. So in terms of
convenience, Internet has changed "the game.” Many online
businesses are still being created around convenience. Hence, think
how you can make the world a more convenient place.
3. Make it cheaper - Let's take a traditional, offline business. It sells
electronics. It has 10 retail stores and 40 employees. It rents an
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4.

5.

6.

7.

inventory warehouse. It owns stock. It has trucks.
Now, imagine you could reach all those clients without 40 employees,
without your own trucks, without the retail stores, even without the
stock (in a drop shipping model, discussed in Tip #83.) There are still
many niches around in which the “online price pressure” position is
open.
Come in as a 2nd or 3rd player and dominate the market - There is a
common view that the first company to discover (or enter) a market
niche dominates it. However, this is often untrue. Companies, that
enter first, make the most mistakes and pay a premium for educating
their market. It is often the 2nd or 3rd company in the market that
succeeds. Examples include even multimillion dollar companies like
Facebook and Google.
Immature niches - This was the case with unitedsurfcamps.com. Even
though online business had come a long way in the general travel
industry, it was still lagging in the surf niche when we started. A more
recent example of mine is a company I supported with an online
concept for car recycling in Poland, which in 2014 still had zero “online”
competition.
Follow your passion - Another dimension is to ask yourself what you
are passionate about? My passion is surfing, so I naturally started an
online business in the surfing industry. This gave great “fuel” to the
business development and made it easier to become an “expert” in my
niche.
Think about your unsatisfied needs - Have you ever been struck with a
thought like: “Wouldn’t it be great if…?” This is an indication that you
have a new business opportunity within your grasp. Continue that
thought and think how it can be conceptualized into a business.

Following one or a few of these principles, you will begin to discover many
ideas. To me it happens quite often, but only in the latest years I have
developed the discipline to also write them down in a list.
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To make a first evaluation of your business ideas, I suggest considering the
following key criteria:
1. Market niche attractiveness - How much money will I make if I am
successful?
 Market size
 Market growth
 Regulatory framework
 New trends affecting the market
2. Ability to capture the market - How probable is it that I will succeed?
 How strong is the competition in the niche?
 Do I have any prior knowledge and experience of the niche?
 Am I, or can I see myself becoming passionate about this?
3. Risk - How much resources do I need to put in to test the idea?
 How much time and effort will it take to test the idea?
 How much money do I need to invest up front?
 Other risks?
A quick way to evaluate the first point - market niche attractiveness - is to
start using the keyword planning tool in Google Adwords. Here you will be
able to see the monthly search volumes for the strategic keywords
associated with your business idea.
The keyword tool in Google Adwords will also be helpful to evaluate how
strong the competition is in this niche.
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As indicated in the picture above, my chosen niche “surf camp” has today
high competition in paid ads, meaning that many companies are paying to
be associated with this search term. While a business focused more on
“surf school” and “learn to surf” is less competitive, it still has a decent
demand. After reading the next chapter in this book, you will have all the
insights you need to master Google AdWords.
Just note that the monthly search volume estimates are dependent on the
period you choose for the data extraction. It is crucial to understand also
the seasonal effect and how much the market is growing/declining year by
year. The best tool to analyze this is Google Trends.

As shown in the picture above, the search term “surf camp” is very seasonal
and during November, it only generates 36% traffic volumes compared to
the highest month (June). Hence, if you estimate the market size using
Google AdWords during the month of June you need to keep this in mind,
not to overestimate the market size.
In the picture above, you can also note a somewhat declining demand;
every year the peak is little smaller. Even though it is just a few percentage
points of decline per year, it would, of course, be more attractive with a
positive growth.
Another indication of how strong is the competition is their Page Rank. This
is a scale of 1-10 showing how strong a website is in organic search (further
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discussed in chapter 2.) As a rule of thumb, I would say that if you find
more than four competitors that have higher page rank than “4,” it will be
tough to compete in this niche for those who start up from scratch.
However, the most important research activity is to evaluate the
competition’s presence online. I suggest you go through all companies that
are listed on the first page in Google when you search for key words
associated with the niche you evaluate. There will always be competitors
and new entrants because the Internet has low barriers, but you need to
ask yourself, “What can be done smarter?” For example, can you
differentiate from your competitors by:
 Making a simpler (not as messy) website, for example, by targeting a
narrower niche?
 Creating a more trustworthy website?
 Creating a more enthusiastic website?
 Creating a better mobile/ tablet website or application?
 Competing in the areas of better convenience in service, customization,
payment options, etc.?
 Competing on better prices?
 Other?
The third of the main points for evaluating an online business idea is the
risk, meaning how much money, time and effort you need to put into
testing your idea. The risk level will mainly be determined by how you plan
to differentiate your business and what you are selling (e.g., physical
products vs. leads.) After reading chapter 6 of this book, you will know all
the “best practices” to minimize the costs and effort, both in the start-up
phase and over time.
After comparing a few different business ideas with the criteria suggested
above, you will get a good feeling of how attractive they seem in relation to
each other. Once you have chosen an idea, the next step is to get a simple
business plan down on paper.
21
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Here is a structure I usually use:
1. A short description of the business idea - Use the “elevator pitch”
concept, meaning that if you meet a potential investor in the elevator,
you should be able to pitch the idea clearly and in an inspiring way
before the elevator ride is over.
2. Traffic generation - Describe how you will get visitors to your website,
following chapter 1, 2 and 3 in this book
3. Business model - Describe how you will be able to monetize this traffic
over time, using chapter 4 and 5 in this book.
4. Operations - How will you run the company? Use some of the best
practices in chapter 6 of this book
5. Long term strategy - What is the long-term growth plan if the concept
is successful?
Which of the dimensions in chapter 7 will be the second and third step
of your business?
6. Business case - Financial simulation of revenues and costs over time.
How much money can you make (in a high vs. low scenario) based on
the market size and competition in the niche? How much do you need
to invest and what is the return on investment? Typically, the easiest
tool to use for this task is Excel.
7. Roll-out plan -What will you do? In what order? With which deadlines?
Show all the activities needed to launch the business. Set a clear action
list with a responsible person. Set some main “milestones” A good
example is a beta launch of the site for friends and family to discover
the first transaction expected, etc.
Once you have this business plan documented (typically in 5-10 pages using
Word or PowerPoint), you can use it to get feedback from friends and
experts. Then it’s time to make the go/no go decision, meaning if it is worth
to test the model in its simplest format, or not.
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Resources mentioned in the Introduction
 WordPress (wordpress.com) - Great platform to build your own
webpage with no coding or designer skills using paid or free templates.
 Google AdWords (google.com/adwords) - Platform for buying search
traffic. Contains a keyword planner tool that gives you great insights in
choosing the “right” business idea.
 Google Trends (google.com/trends) - Service in which you can see
popularity of a search phrase over time. You can also compare two or
more search phrases in terms of search volume.
 Check Page Rank (checkpagerank.net) - Service that lets you check
your competitors' page ranks.

23

CHAPTER 1

Optimize Paid search traffic
The first three chapters of this book cover the key success factors to get
potential customers to visit your website. In online business this is
commonly referred to as “traffic” and can be divided into three main
groups with different logic outlooks:
1. Paid search traffic
2. Organic search traffic
3. Other (not search) traffic
We will start with the first group, Paid search traffic!

Introduction - What is Paid search traffic?
If you are looking for the answer to a question, what do you do? You google
it! If the question you ask yourself connects to a potential purchase of a
product or a service, then you are a potential buyer for an e-commerce site.
Let’s say you have heard it is possible to design and order a tailor-made
shirt online at a much lower price than by ordering locally in person from a
tailor. You would probably google something like “tailor made shirts”,
“tailor fit shirts,” “tailored shirts,” or something similar. This is what Google
will then show:
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There are about two million web pages that refer to “tailor made shirts,”
but the only ones that count are the ones that show up on Google’s first
page = the Top10 results. The reason for this is that >90% of all people who
search do not visit the second page (positions 11+) on Google5. That's why
all the companies try to get (and stay) on the first page of Google search
results.
However, the “Top10” phrase is not fully correct, since it only refers to the
Organic search results. (I will explain what “organic search” means and how
it works in chapter 2.) Above and to the right of the organic search results,
Google shows the Paid search results, meaning paid ads in a similar format
as the organic search results constructed within the Google AdWords
program.

5

chitika.com/google-positioning-value
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This Paid Search traffic is often referred to as “Search Engine Marketing”
(SEM) while the techniques to rank high in the organic (not paid) search are
referred to as “Search Engine Optimization” (SEO.)
Paid Search traffic actually stands for 96% of Google’s income6 and is used
by 1.2 million website owners worldwide7. The services are so popular
among business owners, because:
 You can measure results of every penny
 When properly done, it’s inexpensive
 No entry barriers (with as low as a $1 budget) and gain customers the
first day
It basically works like this:
1. Go to adwords.google.com and create an account.
2. Start a new campaign and decide which demographic parameters to
target (e.g., which city/country, mobile/pad/computers.)
3. Decide which keywords such as “tailor made shirts” and “tailored
shirts” you want to target.
4. Decide how the ad (meaning the “inorganic search result”) should look
when somebody searches for your chosen keywords.
5. Decide a maximum cost per click (e.g., $0.10) you are willing to pay for
each click on the ad.
6. Decide the maximum daily budget (e.g., $10/day) you are willing to pay
for the campaign.
How often and in which position your ad will show depend on two main
things:

6

investopedia.com/stock-analysis/2012/what-does-google-actually-make-money-fromgoog1121.aspx
7
wordstream.com/blog/ws/2012/08/13/google-adwords-facts
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1. The quality score of a chosen keyword. This is a scale of 1-10 of how
relevant your website is in relation to the chosen keyword. For
example, if you have chosen the keyword “tailor-made shirts,” but the
ad is directed to a website which is selling dog food, your quality score
will be low (further discussed later.)
2. Your maximum cost per click. Your bid, meaning how much you are
willing to pay for each click on your ad and from there, the click directs
the visitor to your website.
Google AdWords works like an online auction. Every time somebody places
a search query, Google ranks all websites that have placed a bid on this
keyword. Assuming that all quality scores are the same, the one who has
placed the highest bid will be listed at the top of the inorganic search
results. But in case one bidder has a much higher quality score, he can still
rank higher even while paying less for a click.
The above section was a very brief description of Search Engine Marketing
fundamentals. Once you learn how to use Google AdWords effectively, you
will be able to generate inexpensive, well targeted and fully measurable
traffic. However, if you do it randomly, you can easily “burn” big budgets,
attracting inappropriate traffic that will not bring you any income. The
remaining part of this chapter will cover the most important pitfalls and
best practices of how to effectively manage and optimize your benefits in
relation to cost and time from paid search traffic.
If you are not familiar with Google AdWords at all, I strongly recommend
that you spend approximately one hour studying the “How it works”
section at adwords.google.com (which is superb!) This way you will benefit
much more from the remaining part of this chapter.
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Keyword knowledge is king
Paid search traffic is the quickest way to generate “hot traffic” to your
website. “Hot traffic” means visitors who are actually looking for what you
are selling. The opposite of “hot traffic” is “cold traffic,” meaning visitors
that click on your ad (which you will pay for) but once they arrive on your
website, they will not generate any income for you.
When someone searches for “surf Portugal,” we do not know if he is
looking for travel tips for surfing, surf school, or surf board rental? We can’t
even be sure if he is looking for wind surfing, kite surfing or surfing (wave
riding), or maybe something completely different? If he, on the other hand,
is searching for “surf camp Portugal,” it is more likely that he is to be
considered as a potential customer (“hot traffic”) for unitedsurfcamps.com.
It hence makes sense to target niche key words like “surf camp Portugal”
rather than broad keywords like “Surf Portugal.”
So what is the implication if I instead target broad keywords?
1. Bidding for the keyword “surf” or “surfing” would cost a lot of money
per click since you would compete with everyone bidding for
combinations of “surf+.”
2. This would also generate a lot of cold traffic (many irrelevant clicks.)
3. Consequently, this would turn into a high cost (or at least quick
depletion of your daily AdWords’ budget) without much income.
So the first argument to use niche keywords, for example, “surf camp
Portugal” rather than broad keywords such as “surf Portugal” is the “hot
traffic” they generate. The other argument is lower cost per click, since the
competition is typically higher (driving up the bids) for broad keywords. If
bidding for “surf Portugal,” your bid will be compared to other bidders’
advertising surf boards, surf forecasts and surf + and not only “surf camps.”
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Based on the above, it’s time to declare my first tip:

Tip #1: Use "niche" rather than broad keywords
Ok, this sounds simple, but how do I figure out which are my best niche
keywords?
To be successful in using Paid search traffic, you need to maximize the hot
traffic while minimizing the cold traffic, and the first step to master this is
to really, profoundly understand what keywords potential customers (= hot
traffic) are using, or not using.
The most effective way to do this effectively is to generate a long list of
keyword combinations and then to analyze them both from “market size”
(how often the keyword is searched for) and “competition” (how many
others bid on the keyword and what they are willing to pay.) I recommend
a simple three step approach to generate your first list of qualitative
keywords:
1. Brainstorm and write down keywords by “thinking like your potential
customer.”
2. Run this first list of keywords in the Keyword planner tool which is
available via your Google AdWords’ account. (It takes less than 10
minutes to start an account.) The tool will both generate ideas for
similar keywords (to add to the list) as well as give real insight of
market size and competition.
3. Search each keyword in Google to see who else is bidding for these
keywords and who is ranking high organically (discussed in Chapter 2.)
While applying the third point of this analysis, you will get a good feeling
around what really are relevant keywords for you and who are your
potential competitors and not. You can also use KeywordSpy or similar
tools to do this faster. In a smaller scale, it is available free of charge.
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Tip #2: Benchmark competitors’ keywords
It is not so important that you nail all the keywords to 100% from the start.
The point is to start with a few keywords and then update the list based on
the knowledge you get from running the campaigns. Google will even give
you suggestions on which keywords to add to your campaign as they are
running.
One very important outcome from the above approach is that you will
conclude which are your most strategic keywords. In other words, this
process will provide the keywords that can generate the most traffic to
your website. These strategic keywords you also want to target in the
Organic search (discussed in chapter 2.)
When you have tested your keywords for a few weeks, each search term
can be further optimized by using “match types.” Here is the example from
Google AdWords’ support pages that visualize this:

The main reason to use match types is to:
 Frame your potential audience
 Make sure your ad is primarily being shown to potential customers (hot
traffic!)
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For example, a user searching for “wind surf camp” would not be relevant
for unitedsurfcamps.com that only caters to “wave-riding surfers;” hence,
the “-wind” can be included as a negative keyword.
Neither would someone searching for “camp sites Portugal” be a potential
customer, but he would trigger an ad with the keyword “surf camp
Portugal.” By rephrasing the keyword to “+surf camp Portugal the ad will
only show if the user is including “surf” as part of the search query.

Tip #3: Use “match types" to avoid cold traffic
If you sell several products or services in different categories and maybe on
different markets, you will quickly end up with thousands of keywords to
target. The only way to manage this is to evaluate and apply a logical
campaign structure.
Google AdWords basically has five levels of structure:
1. Account level - Highest level where you have unique log-in details and
billing information.
2. Campaign level - First grouping where you set a daily budget such as
$10/day; geographic targeting (e.g., “UK + USA” or “50 km radius
around Paris”) and language targeting, for example, English speaking
users only. Here you also choose if the campaign shall be active only for
search network or also for display network (discussed in Tip #9 and
#37.)
3. Ad group level - An ad group contains one or more ads and a set of
related keywords. Typically you would group all the ads and keywords
in this ad group on one product or service.
4. Ad level - The advertisement that shows when somebody searches for
your chosen keywords. Typically you start with one ad per ad group
before testing more variants (discussed in tip #5.)
5. Keyword level - The lowest level where you might end up with
thousands of keywords after accumulating all running ads. Note that
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the same keyword can appear in different ads, ad groups and
campaigns (depending on how you have split your account).
In the unitedsurfcamps.com example, there are 25 different surf camps
marketed around the world. This calls for using 25 ad groups. One ad group
focuses on Surf Camp Santander (located in Northern Spain) and only
contains keywords connected to this geographic area. Some examples are
“Surf camp Santander,” “Surf school Santander,” “Surf holiday Santander,”
“Surf camp Cantabria,” “surf camp Spain,” etc.)
Each of these 25 surf camps has its own landing page (discussed in Tip #24
and #48.) An example is unitedsurfcamps.com/surf-camp/Santander where
only traffic related to surfing in Santander/Spain should land.
If a user is searching only for “surf camps”, “surf camps in Europe” or
“cheap surf camp deals,” I want him to end up on a more general landing
page (unitedsurfcamps.com/our-surf-camps). This could be managed by
creating additional ad groups, but since you might want to have a different
budget and audience for these broader keywords, I have set it up as its own
campaign called “general search terms.”
Further on, when starting unitedsurfcamps.com in 2005, we soon
discovered that our main search term “surf camp” meant something
different in USA compared to Europe. In USA, it is mainly used to describe
kids’ summer camps (with a surfing theme) which are completely different
from Europe where surf camps are mainly focused on adults. Hence, we put
the USA market in a separate campaign and adapted the marketing
message with “surf vacation” instead of “surf camp” and quoted all prices
in USD instead of EUR, specifically for users from USA. This enabled us to
block a lot of cold traffic (parents looking for kids’ summer camps) and
attract more hot traffic from this specific market.
Hence, the campaign structure of unitedsurfcamps.com ended up as
follows:
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1. General keywords (5 ad groups: Surf camp, Surf holiday, Surf vacation,
Surf trips, Surf travel)
2. Europe (25 ad groups: Surf camp Santander, Surf camp Lisbon, Surf
camp Ireland…)
3. USA (25 ad groups: Surf vacation Santander, Surf vacation Lisbon, Surf
vacation Ireland…)

Tip #4: Carefully evaluate the best campaign structure
Find more tips about how to effectively structure your account via
AdWords’ support pages. The key success factor is to really think this
through and adapt what is most logical for your specific market and
product, before launching thousands of keywords.

Optimize the ad design
When managing your keywords effectively, you enable your ads to show up
with the right search queries for the right audience. The next step is to
make that audience click on your ad (given that they are potential
customers = hot traffic) and come to your landing page where they can
make a conversion, which means generate income for you (further
discussed in chapter 4.)
The key question is: How to write the optimal text ad?
The answer: You don’t need to know how!
You can apply a simple “trial and error” technique called A/B-tests. Since
Google AdWords enable you to have several ads connected to the same Ad
Group you can:
1. Make two ads with different features (which would be split 50/50) for
the users who see the ad.
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2. Then you can compare which ad has the highest performance, for
example, measured as the CTR = “Click through rate” or in other words,
how many times the ad was clicked in relation to how often it was
displayed.)
I.e., when I tested the following two examples for unitedsurfcamps.com it
was clear which one to use:
#

Ad

CTR

A

Surf Camps
unitedsurfcamps.com
Surf Trips, Surf School & Lodging
Selection of 25 surf camps worldwide

2.24%

B

Book a surf camp online
unitedsurfcamps.com
Surf Trips, Surf School & Lodging
Selection of 25 surf camps worldwide

1.68%

Variant A actually generates 2.24/1.68 -1 =33% more traffic to the website
than Option B

Tip #5: Use A/B test to optimize the ad appearance
Note that it is key to have a hypothesis of what to test and to test one
feature at a time. (In the example above, we tested only the headline.) If
you test too many changes in the ad at the same time, you will not know
which component is connected with what improvement. Once you pick a
winner in your first test, you can go on to test another thing and keep
iterating until you have optimized to the max.
How you design your ad will not only have effect on the CTR (click through
rate,) but it might also affect the quality score. Quality Score is an estimate
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of how relevant the ad is in relation to the chosen keywords and landing
page. As discussed previously, having a higher quality score is very
attractive as it typically leads to lower cost per click and better ad positions.
Quality score can be improved by three main drivers:
1. Improved CTR - Which the A/B test above will achieve. A high CTR tells
Google that the users are interested in your ad (since they click on it)
and hence, it is relevant and deserves a higher score.
2. Keyword consistency in the ad text - Having the same keyword in the
ad text that you have chosen for the ad group shows Google that the
keyword is relevant for you and hence deserves a higher score.
3. Keyword consistency on the landing page - If the keyword in the ad text
also appears frequently on your landing page, this shows Google that
the users are being sent to the “right place” and hence deserve higher
score.
Just note that point 2 and 3 above calls for a “trade-off” since the
implication of optimizing them fully means you should have an endless
number of ad groups and landing pages (one for each niche keyword.) This
is not a viable strategy from operations’ point of view and hence needs to
be balanced.
The success factor is to conclude what your most strategic keywords are
and then use specific ads and landing pages for each strategic keyword.

Tip #6: Create separate ads and landing pages for each strategic
keyword
How many landing pages you use and how you connect them via links are
also key success factors for Organic search traffic. In the next chapter, this
will be discussed in detail.
Click through rate (CTR) does not tell the whole story. It merely shows how
much traffic comes to your site in relation to how often your ad is shown. It
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does not tell whether this traffic actually converts into an income for you.
The good news is that this can easily be tracked! Insert a few lines of code
provided by Google AdWords on your landing pages, and you will be able to
see which traffic actually converted, (e.g., made a booking, purchased a
product or anything similar.)
This enables you to follow up with some useful metrics (per ad, ad group,
keyword, etc.)
1. Click conversion rate = What is the percentage of clicks that actually
generates a conversion
2. Cost/ conversation = Total ad cost divided by the number of
conversions
3. Return on Marketing = Generated income/ total ad cost
By focusing on conversion rates, not only clicks, you get the full picture and
can compare how much money you actually spend to generate each sale.
Let’s go through a small exercise to exemplify this:
1. Let’s say you are selling product online for $30.
2. Your direct cost to buy or produce for this product is $12.
3. This means that for each sale of this product, you get a “gross margin”
of 30 - 12 = $18.
4. You use Google AdWords to get traffic to the site where you sell this
product and your average cost per click (CPC) is $0.10. (It does not
sound like much, right?)
5. Competition gets harder and you raise the bid to $0.20, still not so
much?
6. But if only 1% of the users that click on your ad actually complete the
desired action, your cost per conversion would go from (0,10/ 0,01 = )
$10 to (0,20/0,01=) $20 per conversion.
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7. Since your gross margin per product is $18, the conclusion is that
instead of making 18 - 10 = $8 per conversion, you are now losing 18 20 = -$2 per conversion.

Tip #7: Track and focus on conversions (not only clicks)
By reversing the example above, you can also calculate your maximum cost
per click:
1. Your gross margin per product is $18.
2. Now, the maximum cost per conversion you could accept is $18.
(Otherwise, the sale will be negative.)
3. Your conversion rate is 1% (meaning that 1 out of 100 clicks actually
buys your product.)
4. This means that your maximum cost per click is 18 x 0.01 = $0.18.
5. Note that this is the maximum. Ideally you want to spend much less so
you can get the healthiest margins on each conversion to cover your
other costs.
One way to improve the conversion rate is to use ad extensions to guide
the user and lead him closer to a desired action. There are five main types
of ad extensions:
1. Sitelink extensions - Show additional links to subpages of your website
which the user can click directly on, such as “Our products,” “How it
works,” and “Contact us.”
2. Location extensions - Show a pin with Google maps where your
business is located (especially useful with local mobile searches with a
plan to visit you physically.)
3. Call extensions - Enable the user to click a button to give you a phone
call directly.
4. App extensions - Show mobile and tablet users a link below your ad
text that sends them directly to the app store to download your app (if
that is what you are selling.)
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5. Rating and review extensions - Show the users what quantitative (e.g.,
4.5/5) or qualitative testimonials are available such as “great
experience, I will be back” from current and previous customers.

Tip #8: Use ad extensions to facilitate conversions
Different ad extensions obviously work best for different types of business
models and situations, but most likely at least one of the above will be
attractive for you to experiment with.

Successful bidding strategies
The goal of using Google AdWords is to maximize the net profit by
generating as much “hot traffic” as possible with as little advertising cost
and time management as possible. This trade-off can, to a big extent, be
affected by external factors, such as bid competition of different search
terms, user behavior (if somebody searches for the term or not) and
changes made by Google. But there are also several factors you can
influence by applying a solid bid strategy and thereby, avoid costly
mistakes.
One of the most common pitfalls in my experience is when people who are
new to AdWords start using both Search and Display network marketing.
“Display network” means your ad will show up on various websites that are
affiliated with Google AdSense that have a completely different logic
(further discussed in chapter 3.) Using combined Search and Display
targeting is the default setting in Google AdWords, so you need to actively
choose “Search Network only” for each campaign to avoid the described
issue.
So what is the problem with Display network marketing? The problem is
that if you are not using very specific techniques (further discussed in Tip
#37), the Display network will most likely eat up all your daily marketing
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budget and stop your ads from showing up for real potential customers
who search for your services on Google. The reason is that there are lots of
scam sites being created solely to drive people to click on Google AdSense
links. Further on, if you do actually get a real potential customer to click on
a display network ad, they are probably “less hot” than somebody who
actively searches for your product or service on Google and you would
hence want to pay less per click.

Tip #9: Focus on real Search traffic - avoid Display network
marketing in the start-up
Just note that I only recommend you to avoid Display network in the startup, meaning the first few months when you optimize your Paid search
traffic. Once you have this under control, you can experiment with Display
Ads in a very cautious way which I explain in detail under tip# 37 in chapter
3.
A great feature in Google AdWords (both for Search and Display marketing)
is Remarketing campaigns. This means that you make targeted ads to
people who have already visited your website and “window shopped.” If
you can get them back in the store, they are probably more likely to
convert than the average visitors.

Tip #10: Experiment with Remarketing campaigns
Technically, Remarketing campaigns work just like conversion tracking. You
add short snippets of codes on your landing pages, and Google will then
know if somebody who searches for your chosen keywords has been on
your site before. You can then reach this specific target group with
additional keywords, adjusted bids (affecting the position and CTR) and
decide to activate the display network only for these users (avoiding the
typical pitfalls of Display networks.) You can also adjust the ad design and
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write a specific message (e.g., special promotions/ “Call to actions”) that is
only visible to them.
There are many blogs online that explain the mechanics and techniques of
remarketing in more detail. For further reading, please see the footnote8.
Besides optimizing the financial effect of using Google AdWords, you also
have your own time and effort to consider. One of the best developments
available by Google in my opinion is the “automatic rules” function.
Basically, there are five main automatic rules you can activate:
1.
2.
3.
4.
5.

Change daily budget when...
Pause campaigns when...
Enable campaigns when...
Send email when...
Create rule for ad groups, keywords or ads

Personally, I have had great success in the creation of specific rules
regarding the bid for each keyword. By tracking the actual cost per
conversion, not only cost per click, I discovered that a viable bidding
strategy for unitedsurfcamps.com is to be in the third position of the
inorganic search result.
The reason for not being in the top 1 or 2 is that you then tend to get many
clicks from people who don’t read the ad so carefully (cold traffic!). At the
same time, if you are on place 5-10, you get much fewer clicks since people
go to another site before reading your ad. And if you are not on the first
page at all, you typically don’t get any traffic at all.
You cannot force Google to place you in the position you want to be. You
can only influence the platform’s decision by how much you bid (max CPC,)
and this changes all the time (since other advertisers are bidding for the
same keywords.) It would, hence, take constant updates of your bids if you
8

blastam.com/blog/index.php/2013/04/google-remarketing-boosts-conversion
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want to optimize and stay in position 3 (or any other performance metric)
for each keyword. But by using the following automated rules, the system
will handle this automatically:

The logic behind these rules is:
1. The first rule increases the bid for each keyword that has dropped to a
position below 5.
2. The second rule decreases the bid for each keyword that has a better
position than 3.
How much to increase/decrease the bids calls for some experimentation. It
is also wise to set a cap (maximum bid) you are willing to pay (based on
your break-even cost per conversion) and hence, keywords that are too
expensive at the moment will automatically not show.

Tip #11: Put on the Autopilot bidding per keyword to save lots of
time
Whether you apply the Autopilot based on position or any other metric
(e.g., average CPC) depends on your business model, and it needs to be
analyzed. Either way, placing your bid choices on autopilot is a great way to
daily optimize your campaigns that does not need your constant attention.
Remember what we discussed earlier (in tip # 7) of how to conclude your
maximum CPC based on what gross margin you get from each sale.
By applying your maximum CPC in autopilot mode, you don’t need to worry
so much about exceeding your daily budget.
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It is instead better to put a high daily budget, and let the maximum CPC for
each keyword set the cap. This way you don’t risk losing any potential
customers since your ads stop showing once your daily budget is reached.

Tip #12: Release the budget once the business case is proven

Going beyond AdWords
Google has >80% market share among search engines9. Therefore, I have so
far discussed only opportunities that Google provides.
But once you have ongoing campaigns successfully running on Google, it is
time to also consider other search engines. The good news is that the
second largest search engine Microsoft’s Bing and the third largest search
engine Yahoo have joined forces and enable you to advertise on both via
one platform: Bing Ads.
Even better news is that Bing/Yahoo have realized that they will never be
number one and therefore have applied a very pragmatic strategy to get at
least some piece of the cake: automated incorporation of your Google
AdWords account into Bing Ads!

Tip #13: Automatically transfer your Google campaign to
Bing/Yahoo
Google AdWords and Bing Ads are not corresponding 100%, but still you
can sync both systems at least 90% automatically! This means that you can
start up a Bing Ads account and have all your Google ads showing on
Bing/Yahoo directly (requires approximately one hour of work.) This will
enable you to reach approximately 10% more audience which will vary
according to market shares per country and will enable lower bids for the

9

statista.com/statistics/216573/worldwide-market-share-of-search-engines
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same positions (because of less competition) hence, lower cost per
conversion compared to Google.
Even though Google today has over 80% market share, this has not always
been the case, and it has varied a lot among different markets. For
example, Yahoo has traditionally had a much bigger market share in USA
than in Europe. Emerging markets, like Russia and China, have alternative
search engines challenging Google domestically10.

Tip #14: Stay up to date with search market shares and trends
while you grow
This means that it makes sense to stay up-to-date with search engine
trends and market shares while you grow, i.e., with new markets. It can
also be worth it to investigate the position of the local yellow pages’
companies in your specific market. As a general rule, the more “local” your
business is, the more interesting it can be to use search engine marketing
from yellow pages companies.

Summary
In summary, Paid search traffic enables you to target a broad scope of
keywords (in a structure that works best for you) and to give direct effect,
but it also has many pitfalls to avoid.
To be successful you shall:
 First, focus on Google AdWords, since Google has > 80% market share
 First, focus only on Search marketing and save Display marketing for
later
 Find your strategic keywords
10
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 Adapt your campaigns, ads and your website structure based on these
keywords
 Conclude your maximum Cost Per Click, based on your conversion rate
and gross margin
 Put on the autopilot, to save lots of time and automatically optimize
your profit
 Test and improve your ads, using A/B-tests, Ad extensions and
Remarketing campaigns
 Move your campaigns to Bing/Yahoo and local search engines, once
AdWords is optimized
In the next chapter, we will discuss how to rank high organically on Google
without paying! This practice is obviously more attractive than paying per
click, but it requires much more time and fragile work.
The reason this book handles Paid search traffic before Organic search
traffic is that the paid one is the fastest one to start testing the business
idea. If you can prove the business case when paying for traffic, you have a
great potential of future profits and achievement of a top10 organic
ranking. But if you cannot prove the business case with paid search traffic,
you have most likely entered a niche that is too competitive. In such a case,
it will not make sense to spend time and effort to achieve organic ranking.
Practical tips presented in this chapter:
Tip #1: Use "niche" rather than broad keywords
Tip #2: Benchmark competitors’ keywords
Tip #3: Use “match types" to avoid cold traffic
Tip #4: Carefully evaluate the best campaign structure
Tip #5: Use A/B test to optimize the ad appearance
Tip #6: Create separate ads and landing pages for each strategic keyword
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Tip #7: Track and focus on conversions (not only clicks)
Tip #8: Use ad extensions to facilitate conversions
Tip #9: Focus on real Search traffic - avoid Display network marketing in the
start-up
Tip #10: Experiment with Remarketing campaigns
Tip #11: Put on the Autopilot bidding per keyword
Tip #12: Release the budget once the business case is proven
Tip #13: Automatically transfer your Google campaign to Bing/Yahoo
Tip #14: Stay up-to-date with search market shares and trends while you
grow

Resources mentioned in chapter 1
 Google Adwords (adwords.google.com) - The most important tool for
Online business.
 Keywordspy (keywordspy.com) - Tool to "spy" on the keywords that
your competitors use.
 Bing Ads (bingads.microsoft.com) - Platform for ad campaigns using
Bing (Microsoft) and Yahoo ads. Key feature is to automatically transfer
your ads from Google Adwords.
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Enjoyed the preview?
You have just scrolled through the introduction and the first chapter of this
book, outlining 14 of the total 100 crucial insider tips.
I hope you enjoyed it and that you are looking forward to learn the
additional 86 fully tested actionable tips, in the remaining six chapters of
the book:







CHAPTER 2 - Maximize (free of charge) organic search traffic
CHAPTER 3 - Synergize with other (non-search) traffic sources
CHAPTER 4 - Successfully convert traffic into customers
CHAPTER 5 - Maximize the value from your customer base
CHAPTER 6 - Minimize costs and effort
CHAPTER 7 - Grow in new dimensions, once the concept is proven

These 100 tips is the summary of my 10+ years experience in the online
business. Over this time I have constantly tested what is working and what
isn’t. The goal of this book is to give you the 10-years knowledge in a
concise, proven and actionable way. Click here to buy the full version of the
E-book.
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