
AD COPY 
CHAMPIONSHIPS: 

TESTS, TRICKS, & TACTICS TO 
CRAFT THE PERFECT PPC ADS



ABOUT NETELIXIR

OUR TEAM: 120+ fanatically 
analytical search marketers, 
operating in three countries.

OUR PARTNERSHIPS: We are a 
Premier Partner of both Google and 
Bing.

OUR VALUE:  We combine our 
expertise and our proprietary 
technology to generate demand for 
your digital storefront and convert it 
into sales  



DECODING WHAT 
MAKES PEOPLE CLICK

• DIGITAL MARKETING STRATEGY

• PAID SEARCH & SHOPPING

• SEARCH ENGINE OPTIMIZATION

• PAID SOCIAL

• AMAZON MARKETING

• LXRGUIDE - PAID SEARCH 

RECOMMENDATION ENGINE



2017 FINALISTS

• Google Search                              
Innovation Award 

• OMMA Award for Search 
Marketing: SEM Campaign

• US Search Award for Best PPC 
Management Software Suite



ABOUT ISMAA VIQAR

Content Manager, Editor at NetElixir
• Rowan University alumna.
• Editorial & art background.
• Over 62,000 retail PPC ads written and edited.
• Leader of the Ad Lab Project at NetElixir that aspires to 

combine the rigor of data analytics and the art of creating 
compelling ad messages.

Connect with Ismaa:
www.linkedin.com/in/ismaa-viqar

https://www.linkedin.com/in/ismaa-viqar-73641351


ABOUT THE AD LAB PROJECT

The Ad Lab Project was created to help our clients apply 
science and math to the art of copywriting. 

BEST 
PRACTICES A/B TESTING PSYCHOLOGY CREATIVITY EXCEPTIONAL

RESULTS+ + + =



TWO WAYS TO DO MORE
Read the Follow Up Playbook Get a Complimentary Holiday Ad Copy Audit

www.netelixir.com/copyaudit



AGENDA

• METHODOLOGY 
• SAMPLE ADS
• THE TESTS + INSIGHTS
• Q&A



The Test: 
• Which ad copy “best practices” are truly the best?

Timeline: 
• February – September 2017

The Data Set:
• Sampled from client ads in Google AdWords across 100+ retail clients
• Removed ad copies with less than 100 clicks.
• Analyzed over 60,000 remaining ads to collect our data.
• Indexed our data using the average CTR in our study.  

CTR = Click-through rate (clicks ÷ impressions = CTR)
CVR = Conversion rate (conversions ÷ click = CVR) [for our insights]

METHODOLOGY



NetElixir recommends that you make sure all your standard text ads have been switched over to 
the new format, Expanded Text Ads (ETAs). All tests follow this protocol.

SMALL NOTE

H1 – H2

Path 1/Path 2

Description



LET THE 
GAMES BEGIN!



ACTION VERBS IN 
HEADLINES

ROUND 1



ROUND 1: 
ACTION VERBS IN 

HEADLINES

Does an action verb in Headline 1 have 
any effect on CTR?

Example 1: No action verb.

Example 2: “Shop” is the action verb.



THE WINNER:
NO ACTION 
WORD IN H1



ROUND 1:
THE DATA

No action word in H1 had a higher CTR (2.2%) vs. having an 
action word in H1 (1.55%).

However, with action word in H1 had a slightly higher CVR 
(5.71%) vs. having no action word (5.23%).



ROUND 1:
THE INSIGHTS

• Building brand credibility before trying to sell seems work 
better for many categories. 

• For impulse purchase categories, though, an action word in 
the headline leads to a higher CTR.



SHOP OR BUY?

ROUND 2



ROUND 2:
SHOP OR BUY?

“Shop Now!” and “Buy Now!” are the most 
commonly used CTAs. Which one works better?



• What do you think will win out in this category?

USER POLL



THE WINNER:
SHOP NOW!



ROUND 2:
THE DATA

• “Shop Now!” had a CTR of 2.55% vs. the CTR of 1.64% for 
“Buy Now!” 

• “Shop Now!” also had a higher CVR (4.46%) versus the CVR 
of 3.31% for “Buy Now!”



ROUND 2:
THE INSIGHTS

• In general, customers that are searching for most categories 
are looking to “shop around” and research their options.

• Interestingly, “Buy Now!” was dominant in the Food 
Industry. We believe it has to do with predefined 
preferences people have when purchasing food items 
online. 



DYNAMIC KEYWORD 
INSERTION (DKI)

ROUND 3



ROUND 3:
DYNAMIC 
KEYWORD 
INSERTION

Background: Dynamic Keyword Insertion (DKI) is an 
advanced feature in AdWords that dynamically changes the 
ad text to match the search query of the user. 



THE WINNER:
NO DKI IN HEADLINE 1



ROUND 3:
THE DATA

• Non-DKI had an average CTR of 2% and DKI had an 
average CTR of 1.45%.



ROUND 3:
THE INSIGHTS

• This came as a big surprise to our team!

• We expected DKI ads to win since we believed searched 
liked seeing the exact words they had searched for appear 
in the ad copies. 

• While for B2B it was understandable that this shouldn’t 
matter, we were surprised to see Non-DKI beat DKI in more 
personal categories, like Hobbies.

• Again, Food deviates heavily from the rest of the results. We 
believe this supports our early round findings about user 
preferences for specific foods.



FAST OR FREE 
SHIPPING?

ROUND 4



ROUND 4:
FAST VS. FREE 

SHIPPING

What’s more important to someone: Fast Shipping or Free 
Shipping? We were curious, too. 



THE WINNER:
FREE SHIPPING



ROUND 4:
THE DATA

• “Free Shipping” had an avg. CTR of 1.8% vs. “Fast Shipping” 
which had a 1.03% CTR.

• Interestingly enough, “Fast Shipping” had a better CVR 
(14.49%) when compared to “Free Shipping” (2.6%).



ROUND 4:
THE INSIGHTS

• Free Shipping is commonly accepted to be one of the most 
powerful retail promotions. 

• Interestingly caveat: “Fast Shipping” emerged as a clear 
winner for stationery. We believe this may have been 
skewed by a higher percentage of business customers in 
our data set.



HIGH QUALITY VS. 
WIDE VARIETY

ROUND 5



ROUND 5: 
HIGH QUALITY VS. 

WIDE VARIETY

• We wanted to find out if there was a preference for copy 
that advertised the quality of products, versus the breadth 
of the selection offered by the advertiser. 



THE WINNER:
HIGH QUALITY

(KIND OF)



ROUND 5:
THE DATA

• “High Quality” had an avg. CTR of 1.58% vs. “Wide Variety” 
at 0.71%.

• CVR for “High Quality” (3.76%) was also more than that of 
“Wide Variety” (2.95%).



THE INSIGHTS

• This seems to be a category-specific preference. 

• Customers want more choice in certain categories like 
Hobbies but for others (where they seem to know exactly 
what they want) such as Promotional Items, quality had 
greater importance. 

• We recommend the best-selling book by Prof. Sheena 
Iyengar – The Art of Choosing. 

• You’ll be able to gain a deeper insight into the categories 
where choice plays a critical role and at what point the 
number of choices available become too much.



TRADEMARK™ 
SYMBOLS®

ROUND 6



ROUND 6: 
TRADEMARK™

• Does having a trademark or registered trademark symbol in 
your ad really make a difference to people searching for 
specific products or services?



THE WINNER:
TRADEMARK SYMBOL



ROUND 6:
THE DATA

• After seeing too small a dataset with the TM symbol, we 
relied on a more robust dataset that used Registered 
Trademarks. 

• With ® = higher CTR (4.3%) vs no ® (1.6%)



ROUND 6:
THE INSIGHTS

• Much like user reviews and awards, trademarks act as 
validation and trust symbols. 

• Adding the trademark symbol with your brand in the ad 
copy may seem to be a trivial thing but for customers, it 
helps legitimize your brand.

• To understand the impact of symbol on user behavior, 
check out this powerful article by Psychology Today:

More Than Words: Five Ways to Unleash the Power of 
Symbols.

https://www.psychologytoday.com/blog/light-and-shadow/201305/more-words-five-ways-unleash-the-power-symbols


BRANDED HEADLINES

ROUND 7



ROUND 7:
BRANDED 

HEADLINES

Does branding still matter in a world where commoditization 
has creeped into nearly ever facet of business? 



THE WINNER:
BRANDED ADS



ROUND 7:
THE DATA

• Business name = avg. CTR of 6%  & CVR of 7.8%.
• No business name = avg. CTR of 1.38% & CVR of 4.11%



ROUND 7:
THE INSIGHTS

• Branding still matters. BRANDING STILL MATTERS. 
BRANDING STILL MATTERS!

• Like adding the Trademark Symbol, the very mention of 
your brand name legitimizes your ad messaging. 

• We have recognized substantial ad copy performance lift by 
adding the words – “Official Site” – along with the brand 
mention in the headline.



NOW OR TODAY?

ROUND 8



ROUND 8: 
NOW OR TODAY?

We know that globalization and the instant economy has made 
us less patient. But how much less? Is today good enough, or 
do consumers need validation NOW?



• What do you think will win out in this category?

USER POLL



THE WINNER:
NOW



ROUND 8:
THE DATA

• “Now” had a higher CTR (1.95%) versus “Today” (0.98%)
• Interestingly, “Today” had a CVR of (9.05%) and “Now” had 

a CVR of 4.38%.
• “Now” = better CTR, “Today” = better CVR



ROUND 8:
THE INSIGHTS

• There is ample research in the field of psychology that 
shows why people prefer NOW (immediate 
rewards/gratification). 

• As online shoppers, our desire to prefer NOW (seek 
immediate gratification) is caused by multiple factors 
including impulsiveness, tendency to avoid delay, and 
minimizing uncertainty. 

• Interestingly, business customers in our data set tend to 
prefer “Today”, likely because they play by different rules 
than standard consumers. 

• Here’s a recommended article from Psychology Today:

10 Reasons We Rush for Immediate Gratification

https://www.psychologytoday.com/blog/science-choice/201606/10-reasons-we-rush-immediate-gratification


MAXING CHARACTER 
LIMITS

ROUND 9



ROUND 9:
MAXING 

CHARACTER LIMITS

With Expanded Text Ads, the number of characters we 
were able to utilize increased.

Is it better to use the full character limit whenever 
possible? We tested 3 different pieces of the ad: The 
primary headline, the secondary headline and the 
description.



H1 WINNER:
A TIE!



ROUND 9:
H1 DATA

• This one was a tie since H1 at 30 characters won by less 
than 0.20% CTR.

• Surprisingly, H1 at 30 characters had an average CVR of 
9.8% whereas H1 under 25 characters had an average CVR 
of 4.9%.



H2 WINNER:
MAX CHARACTERS



ROUND 9:
H2 DATA

• H2 at 30 characters had an avg. CTR of 3.77% vs. H2 under 
25 characters (1.43%).

• CVR for H2 at 30 characters (4.65%) was also higher than 
under 25 characters (2.98%).



DESCRIPTION WINNER:
A TIE!



ROUND 9:
DESCRIPTION DATA

• Descriptions at 80 characters won by less than 0.5%
• However, Descriptions under 75 characters had a higher 

CVR (5.85%) vs. Descriptions at 80 characters (4.94%).



ROUND 9:
THE INSIGHTS

• There wasn’t a large “win-margin” between long and “not-
so-long” descriptions. There was clearly a category-
correlation at play.

• We recommend focusing on the best practices being 
shared in this presentation to make your characters 
COUNT! 

• Give your ads enough content to get your point across, but 
don’t add “fluff” just to hit character limits. 



MOBILE 
BEST PRACTICES



• IF Function differentiates the message for users on desktop vs. mobile
• Example messaging in Description: “Find Plenty Of Seasonal & All-Year Styles For Everyone. 

Free Shipping Over $50. {=IF(device=mobile, Tap Now!):Buy Now!}”
• Example of the Ad Preview in AdWords below.

MOBILE BEST PRACTICES



• Example of IF Function dimension options via Google Support on AdWords Help. 

MOBILE BEST PRACTICES



• Use sitelinks, too.
– CTR versus Mobile Sitelinks of 117% and an 18% uplift in CTR on ads overall when they are used. 

(Google Inside AdWords, 2016).
– Sitelinks: Dog Supplies, Cattle Supplies, Equine Supplies, Shop on JeffersPet

MOBILE BEST PRACTICES



• Use Ad Extensions. 
– Example: Location, Call, App, Review, Callout, Price, Structured Snippets, etc. (Inc. sitelinks)
– Another Example bel

MOBILE BEST PRACTICES

Headline 1 – Headline 2
Path 1/Path 2

Callout Extensions
Description

Location Extension w/ Hours

Sitelinks

Call Extension



• Use Ad Extensions. 
– Example: Location, Call, App, Review, Callout, Price, Structured Snippets, etc. (Inc. sitelinks)

MOBILE BEST PRACTICES

Review Extension

Price Extensions

Callout Extensions



RECAP



• No Action Word in H1
• Shop Now!
• Non-DKI
• Free Shipping
• High Quality
• Trademark Symbol
• Brand Name
• Now
• Tie: H1s at 30 characters & under 25 characters
• H2s at 30 characters
• Tie: Descriptions at 80 characters & under 75 characters

THE WINNERS!



TWO WAYS TO DO MORE
Read the Follow Up Playbook Get a Complimentary Holiday Ad Copy Audit

www.netelixir.com/copyaudit



QUESTIONS?

ISMAA VIQAR
Content Manager, Editor

content@netelixir.com
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