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Bing Ads Accreditation Study Guide

So you want to become a Bing
owé& e got vy oUse thisoswayguedd to prepare
yourself to ace theBing Ads Accreditation test.

How to use this searchable study guide:

1. All Topics on the next page are tested, so be sure you cover off
on all sections

22.Remember your best friend is o0Ctr
(pun intended) you need more infabout.

3. Jump right to the section (use the links on the next page) you need to
spend a little more time brushing up on

4. Raise your hand, tweet or Bing your question if you get stuck!
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Ok |l etds get startedé

C What is Bing Ads

Across the Internetbusinesses are realizing the benefits of pagr-click advertising. Bing Ads can help you reach a new
group of high-quality customers and increase your return on advertising spend. This overview explains how Bing Ads
helps execute marketing strategies taeg better results.
After reading this training, you will understand how to:

1 Reach new, highquality customers.
1 Improve campaign performance with Bing Ads.

What is Bing Ads?

Every day, millions of people type keywords into search engines, lookingofmducts and services. With search
advertising, you create ads and bid on keywords. One of
results pages. Whether customers want to purchase a product, request a service or sign up for infammaour goal is

to get customers to see your ad and go to your website, or download your app. You can accomplish this by having your

ad appear at the top of the search results page, in the
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When customers view and clickyoard, t heydre sent to your website. Either
sign up for more information or download your app. These
oconversionsé as turning austpneet. enti al customer into an ac
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With one Bing Ads ad buy, you can react®Z million unique U.S. users on thBing Network. On average these users
spend 2 percent more online than the average internet searcher. Reaching this higfality, engaged audience can

help you to connect with the right customers.

To get your ads in front of the right audience, you can apply advanced targeting options to your cargpai Instead of
blasting your ad across the Internet, target a specific segment of the population. Targeting strategies center around

these attributes:

Geographical location
Day of week

Time of day

Age and gender
Device

Operating system
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Keywordsand keyword bids

Once youdve created your ads and targeted your audience,
keywords and keyword bids. When creating your campaign, choose keywords relating to your business and matching
your customers' needs.

You can create your own keyword lists, or use the Bing Ads keyword research tools to identify effective keywords and
keyword bids. Creating an effective keyword list is important. You may have a great targeting strategy, but without a
great keyword list, customers may never see your ads. Bing Ads keyword tools help:

1 Identify the right keywords.
1 Choose optimal keyword bids.
1 Improve campaign performance.

Optimization

If your ultimate goal is to get a conversion, you want to drivelevant traffic to your website. Identifying the right

keywords is step one. Optimization is step two. The steps to optimization include choosing the best amount to pay
(keyword bid) for each keyword, keeping track of how well each keyword performs, drhtusing Bing Ads reporting

tools to review, study and adjust your keywords and keyword bids. Running reports and refining your keywords and ads
is how you will continually improve your ad performance, increase your conversions and grow your business.

C Introduction to campaigns, ad groups and importing
campaigns

Campaigns and ad group$i along with importing campaigns from other search enginés make it easy to organize,
manage and monitor your search advertising with Bing Ads, as well as run campaigms bther search advertising
tools.

Basics of campaigns and ad groups

Think of the structure of your advertising as a family tree. At the top of the tree Agcounts which act as the container,
or parents, of campaigns (children). There can be multiglempaigns in your account. Similari¢ampaignsare the
containers of your ad groups. You can have multiple ad groups in each campaiyd .Groupsare the containers of ads
and keywords. You can have multiple ads and keywords in each Ad Group
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Within this structure, you can build your advertising campaigns any way you wish. For example, you can align them with
how you manage your advertising budget. This will help you easily identify the relationship between the ad dollars you
spend and the results fond by using Bing Ads reporting tools.

Campaign organization

A campaign usually centers around one theme or objective. For example, if a travel company sells Caribbean cruises,

spring break trips and scuba diving packages, it would not want to create maenpaign to advertise all three products.

Just as you wouldndét want to mix and match the accountin
mix and match the ads, keywords and budgeting of all three products. Instead, you would warstetoup three

campaigns so each would have its own budget allocation, ad groups, ads, keywords and targeting parameters. Aligning

your campaigns to your business organization is a best practice for billing clarity and performance optimization.

Importing campaigns
I f you have advertising campaigns with other search engi
CSV/Excel files, Bing Ads makes it easy to import these external campaigns into your Bing Ads account. The import

feature will save youwa lot of time and effort as you extend or expand your search advertising initiatives with Bing Ads

Basics of importing campaigns
The easyto-use campaign import wizard, and Googlenmport, are two tools that allow you to bulk import your
campaign, adgroup, ad and keyword data into Bing Ads. Get ready for importing into Bing Ads in one of two ways:

1. Create your import file by exporting data from Google.
2. Download and fill out an import template

Importing from Google AdWords

Advertisers that have aexisting Google AdWords account will choose thmport from Google AdWordsfeature by
clicking thelmport Campaignslink in the top navigation bar. Then, click through the wizard steps, selecting the
campaigns you would like to import. Once finished, yoar easily review the campaigns you have imported. Keep in
mind that some of your data might have been skipped or modified during import because of differences between Bing
Ads and Google AdWords. Check oWhat gets imported from AdWords? to learn more.
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https://help.bingads.microsoft.com/#apex/3/en-us/ext50851/-1/en-us

Importing from a file

Access the Import from file wizard by way of the Import.

Campaigns link in the top navigation bar. You can import either a Microsoft Excat@nma-separated values (CSV) file.
The wizard will walk you through all the steps necessary to import your file.

Managing campaigns and ad groups
Once you've finished creating or importing your campaign, you can make changes to many of the campaign and ad
group settings.

1 Edit campaignsTo quickly change the campaign name, status or budget, go to tRampaignspage, click the
checkbox in the row of the campaign you want to change, then click tBditdropdown followed by theEdit selected
rowslink. Alternatively, from theCampaignspage, you can hover over the field in the row you wish to change and
click thePenicon. To change more advanced settings, like campaign targeting, budget options and exclusions, go to
the Campaignspage, click thename of the campaign, and click th8ettingslink.

1 Edit ad groups:To quickly change an ad group name, status, search bid or ad schedule, go to@aenpaignspage,
select theAd groupstab, tick the checkbox in the row next to the ad group name, then clitle Editlink followed by
the Edit selected rows link Al t ernati vel y, hover over the field you wi:¢
the Penicon. To change more advanced ad group settings, like the ad group targeting, ad distribution, pricing,
schedule and ad rotation, click on the name of the ad group, then click tettingslink.

1 Tracking changeswWhen importing a Google Ad campaign, you can review changes or disparities and make additional
updates, then import the files back wusing the Editords

Summary

As you set up your campaigns and ad gups, or import campaigns, keep these key points in mind:

Use descriptive names to organize your ads and keywords.

Align your campaigns with your business groups or products.

Manage your campaigns and ad groups quickly from the Campaigns page tabs.

Use thecampaign import wizard to import AdWords campaigns, or campaigns on file.

= =4 =4 =

C Bidding and traffic estimation

Studies show impressions have a much greater impact when they achieve a higher rank on the page. Making quality bids
is one way to influence digher rank on the page. To assist with bidding decisions, Bing Ads has tools that suggest bid
amounts and estimate click traffic.

After reading this training, you will understand how to:
Set an initial keyword bid when adding it into an ad group.

Update keyword bids by receiving inline bid suggestions in keyword grid.
Update keyword bids by leveraging Bid Landscape for better performance.

=a =4 =4 A

Adjust keyword bid per targeting criteria.
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Basics

The heart of online advertising is matching relevant ads with peti@al customers. Bids are just one of several factors that

affect your
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When creating your bids, keep in mind:

flowers

Flower

e UL L

1 Your keyword bid is the maximum price you are willing to pay each time your ad is clicked. “dotural cost may be

much lower.

1 Your budget affects the number of times your ad can be clicked in a given day or month.

T Keyword bids

ar e

results as well as eishated results.

Flexible bidding tools

not

static.

|l t 0s

good

practice to cons

In order to get the best performance at the lowest cost, Bing Ads provides the following tools and techniques for

customizing your bid strategy.

1 Control bidding by separating default bids for the search network amtntent networks.
1 Chooseindividual keyword bidsoverriding the default bid set at the adyroup level.
1 Usematch typesto bid on individual keywords based on how closely a search query matches your keyword.
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1 Usesuggested bid amountgo help meet a specifi placement on the page.
1 Usebid landscapeto help you adjust bid to optimize for performance.
1 Setincremental bidsf the user meets one or more of your targeting criteria.

Setting keyword bids

When you first create a new campaign or ad group and defiyeour i ni ti al set of keywords,
groupds default bids for the search and content networKks
to their respective ad groupds default bid.

When creating a new keyword lisyou can override the ad group default bid by selectingnique bidsfor chosen
keywords. After clicking thadd button from the Keywordstab and inputting your new keyword list, you can choose bids
based on the various page positionfirst page mainlineor best position You can also set austom value

Best position The first position in the mainline location. Mainline ads appear just above the organic search results in the
center column of the page.

1 Mainline Any position in the mainline location.
1 First page Any position on the first page, including the mainline or sidebar locations.

Type or paste keywords here - separated by Not sure which match type to use, or how to add negative keywords? Learn more
commas, or one keyword per line,

WOmen runnning shoes Keyword Type Bid (USD)
x WOMen runni Broad - 0.20 page
ng shoes Mainling bid - 0.23

Best position bid - 0.55

Ad group bid - 0.05

Cuslom valug

I Add | |Rem:weal|

Updating keyword bids
Search engine marketing is not a O0set it and forget itéo
Soonerorlatery oudl | want to change your bid amounts for keywor ¢

methods to help you decide keyword bid amounts. You can adjust your bid amounts by:

1 Choosing a results page location and set the bid amount by leveragintine bid suggestion
1 Setting your own bid amount by leveraging thbid landscapetool.
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Inline bid suggestions

You can view estimated bid suggestions and how to adjust those bids to meet your performance goals seamlessly in
your keywords grid. You camlso get additional keyword delivery status insights for effective optimization.

Inline bid suggestions is a feature in the Bing Ads Web Ul that estimates how much you would have to bid for your ad to
show up on the front page, mainline and best position.

In your Campaigns page click theKeywords tab and then the Columns icon on the right side of the tool bar to

customize the insights you want to see in your keywords grid. From here, useMuglify columnslink and add these

three bid estimation columng Est . first page bid, Est. mainline bid, and
clicking theSave this set of columnsheckbox, you can rename and save this view including inline bid suggestions for

easy access in the future.

Modify columns

Available columns Selected columns (drag and drop to reorder)
Attributes Add all columns 3 ‘ Keyword
Performance Bid Added ‘ Bid
i Qual. score Add -
£ Deli Remove ‘
Match type Added ‘ pelvery v
Destination URL Add ‘ E Match type Remove ‘
Parami Add ‘ £ Clicks Remove ‘
Param2 Add
- R
Param3 Add ‘ &2 Impr. emove ‘
Est. first page bid Added ‘ BECTR Remove ‘
Est. mainline bid Added ‘ # Avg. CPC Remove‘
Est. best position bid Added
‘ = Qnand Ramnuva | T

] Save this set of columns

Image 3_2

The estimated bids to reach first page, mainline and best position for each of your keywords will then be located directly
in your keywords grid. Here you can see how to update your bid for your position goal. Also, for example, if you find a
Obel ow ef ibrisdt6 paalgert under the Delivery col umn, simply secr
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* You may see your current bid lower than the first page bid suggestion even though your current average position is
well above first page (evewn best position).

[-] Keywoed Match i Coment i@ Delivery @ Cual. @ Spend i@ Chlicks @ mpr. @ CTREG Tavg @ Avp. @ Avpg. @ CPAE Conversions i@  Est. @
fype -] sCOne position CFC (= first
page
Bid
porrecll betal BABIOD  ATEMZ  TIAZLBZ  18% 86 026 398 2 2,168
A3 keywords
Ghimang
EviSrmm
kiarine Fishing 036 i Bedoww firsd = T,
[] Shoe Bwoad =) pange: bid anrg oo 0 ! .00% .00 o0 .00 LR ] [ ]
KhakiBlack S —
Siga T — o
— o

Below first page bid alert even when average
positicn is better than first page

The key is that for a first page bid suggestion, we take into consideration a reasonable amount of impressions you can
get aside from the average position. You may get a good average position with a very low bid on a small fraction
impressions. This could be due to a couple of reasons:

This is a brand term that gets you into a high position as long as you have the chance to show.

You win less competitive impressions at a good position (e.g., midnight) but fall out on all the othere competitive
impressions with the low bid. In calculating the average position, only the impressed auctions are taken into account
resulting in a good average position.

Since we consider a reasonable amount of impressions to determine a bid suggesthe bid suggestion can be higher
than your current bid setting. Therefore, even if your current bid may be winning a small amount of traffic on a good
position there may still be an opportunity to gain more traffic.

Not only can you see the estimatedid suggestions for a particular keyword right there in your grid, but you can learn
how to best to change the bid by clicking the icon under your Current bid value to instantly view its bid landscape as
well.

Using bid landscapes

The bid landscapédeature is designed to give you more bidding power with less guesswork.

Bid landscape shows you how different estimated bids would have impacted your impressions and clicks over the
previous seven days. If, based on this information, you want to raiséo@rer your bid, you can then select one of the
estimated bids, or enter your own custom bid.
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Bid landscape: weekend getaway

Select a bid or enter another bid. Learn more

Est. Impr.* Est. Top Impr.*

1.00 (Current)

Other bid

m [cancoli
Calkiales doati

Image 3_3
The bid landscape is simple to use:

1. On the Keywordstab of the Campaignspage, if there is sufficient data for your keyword bids, a small graph icon
will appear below your current bid.

2. Click on this icon and you'll see a graph withdickcost curveor a bid-impression curveThis data shows an
estimate of the impressions, clicks and top impressions you would have received in a historical-skyen
window for a given bid.

3. You can leave a keyword bid as is, or make a change. To change your bid, select the appropriate value in the
left column and clickSave If you want to enter your own bid, you can do so in the last row.

't 6s i mpor t anatestimationrisbasednob al auctiorhdata from the previous seven days. For example, if

your keyword bid is $0.50 U.S. dollars, estimation shows you how your $0.50 U.S. dollar bid would have performed

based on data from the last seven days. For comparigprur pos e s, if you change your bid
what your results would have been with a $1 U.S. dollar bid. Although the estimation does not predict future

performance of bids, looking at hypothetical bids in relation to real data can gixeu valuable insight into trends and

probable results.

Incremental bids

Whet her youdre using ad group default bids, or youdve cu
incremental bids at the aegroup level to increase the chance thabyr ads are seen by your target customers. The

incremental bid amount can be set to either increase or decrease (in one percent increments) your keyword bid when a
targeted customer triggers the ad.
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Targeting options

» Advanced targeting  When, to whom, and on what devices do you wanl to show your ads?
ROUCNS  Ad schedule Selected days and hours @ wEwn
Show my ads on cerlain days and al certain times

Targeted days Start time End bme B sdpistmest G Fremave all
| & days w08 v [# w| = [17 v (00 w] [Increaseby w| (20 % Remove
*Addd ancther

Display time: () 12-hour () 24-hour

i Ad scheduls is based on the location of the person wienving your ad

Demographic Both genders, All ages @
Darvice All divices i@

Summary

As an advertiser, you want your ad to displa or near the top of the search results page. Optimal keyword bids are
critical for achieving a high rank while not overpaying. Bing Ads provides tools that allow you to analyze estimated
results and apply informed keyword bids. As you work with your 8idg strategy, remember these key points:

1 Use the bid and traffic estimation tools to help you place optimal bids.
1 Monitor and adjust your campaigns as needed.
9 Adjust bids using bid landscape.

C Writing an effective ad

Writing effective adsisone ofthe undament al tasks of creating your online
general ad structure and Bing Ads policies so you can write ads that will compel people to click.

In this training, you will understand important policies, tips arethniques to help you write ads that are effective and
relevant. This training will help you understand how to:

1 Write effective ads that meet the Bing Ads policies.
I  Submit your ads for approval.

Character limits

Each ad consists of four componentstle, text, display URL and a destination URL. Each component has character limits

so all ads across the network remain consistent. As you type your ads, a counter shows how many characters you have
remaining for each component, making it easy tostaytwit n t he | i mi t s. I f you happen to
need to make wording adjustments before you can save the ad.

General policies

Microsoft can refuse to accept any advertising content that does not m@&hg Ads policies When wr i ting ads
necessary that you adhere to these guidelines to decrease the likelihood that your ad is disapproved. Disapproval can

i nhibit the execut i obssttoreadheaditoriabgaidelneasiadiate,in BegAds onlinedhelp to

become familiar with the list of acceptable ad content.
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http://advertise.bingads.microsoft.com/en-us/editorial-guidelines

Four of the most importantgeneralpolicies that you must adhere to when writing ads are:

Do not use offensive language ornpfanity.
Do not advertise illegal products.
Do not mislead your customers or create the wrong impression.

=A =4 =4 =4

Use correct style and grammar in your ads and avoid common mistakes such as more than one exclamation point per
sentence, repeated or unnecessary pcituation, or repeated words.

The following are several othgpolicies and practices tat you should commit to memory.

Policies for intellectual property

You are responsible for ensuring that vyo intlleadudlpropnyd keywo
However, you can use trademarked words or phrases in certain instances.

Landing pages

The landing page for your ad should provide clear content thatrislevantto your ad text and keywords. If the landing
page is inaccessible, isnder construction, generates poqup ads, or does not have content that is relevant to your ad
text, your ad could be disapproved.

Tips and techniques

First, always make your ads are relevant. When you write ads, think about what interests your cust@ndrbe sure to
include words they are likely to use as search terms. A great strategy is to include a strong keyword in the first line of
your ad or title.

Be specific An effective ad will mention a specific discount or offer. Avoid generic phrases"lkg savings" or "great
deal s. 6 Usaztiorwordsthatlehcourage customers to click your ad. For example, don't use, "Click here."

Highlight your company's products and benefits rather than using excessive promotional language and superlatives.
Describe aunique feature, product or service that you offer. When you're finished writing, pretend you're a customer
and review your ad and landing page. Ask yourself:

9 Isthe content on the page relevant to the ad?
1 Will my customers understand the pageght away, or will they need to read carefully?
1 Does the landing page prominently display the offer mentioned in the ad?

Submitting your ad for approval

Once youdve finished writing your ad, Bing Addscomplyovi des
with basic editorial requirements, such as word counts, and missing or incorrectly formatted URLs.

If your ad, keywords and landing pages meet all Bing Ads policies, your ad may display online soon after you submit it. If
not, this process willake longer. Bing Ads does not notify customers when their ads have been approved. You can look
at the Deliverycolumn on the ad and keyword tabs on th€ampaignpage to verify the status of your ads and
keywords.
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Disapproved content

If your ad has beerdisapproved, you will be notified by email. You can also select the arrow next to the disapproved
Delivery status on thead or keywordtab in Bing Ads to get actionable information about the reasons for the
disapproval.

Summary

To write effective ads thaget noticed, remember these key points:

1 Keep your customer in mind at all times.
1 Keep your ad concise, relevant and specific.
1 Review and follow the Bing Adgolicies to help your ad go live as quickly as possible.

C Choosing keywords

Keywords are singlevords or phrases that, when typed by a customer, trigger ads to display. Obviously, choosing the
right keywords is an i mportant part of any campaignds su

After reading this training, you will understand how to:

1 Choose keywords following begiractices.
1 Create and manage your keywords list.
1 Use Bing Ads keyword research tools to optimize your keywords list.

The basics

Before you select your keywords, you should spend time solidifying your destination page and ad copy. Bing Ads will
leverageboth of them in order to help you build your list with highly relevant keywords. A keyword can be just a single
word, several words or even a phrase. In the context of search advertising, all of these are simply referred to as a
keyword.

Building a qualiy keyword list

Choose words and phrases that describe your business and any variations of those words or phrases. Search your web

page and your competitorsd web pages for relevant keywor

Creating a new keyword list

With your destination page and ad copcompleted, create a new campaign. To add keywords, click Campaigns at the
top of the page then click Keywords, and Add Keywords.

You can type them manually witEnter keywordsselected, or you can let Bing Ads suggest keywords by way of the
Research keyordslink.
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With Research Keywordselected, you can start with your own keyword then let Bing Ads find others that are relevant to
yours. You can also choose to let Bing Ads scan any domain or webpage, including your website or destination page, to

extract keyword suggestions.

Either way, youdll have a |list of keywords to
checkbox and then clickind\dd. The number of searches on that keyword recorded in the previous montleappears

in the list of suggestions.

choose fr

After you have selected your keywords, be sure to cli8&veat the bottom of the page, and continue following the

prompts to finish setting up your campaign.

Add keywords
Ad group Resort-GEO > Canada Resort rs
Enter keywords Research keywords
Type or paste keywords here - separated by Not sure which match type to use, or how to add negative keywords? Learn more

commas, or one keyword per line.

Keyword Type Bid (CAD)

x  Keyword 1 Broad v 0.11  First page bid - 0.11
x Keyword 2 Broad - 0.30  First page bid-0.30 =
x  Keyword 3 Broad ¥ 0.9 Firstpage bid-0.19 v

Remove all

Image 5_1

Negative keywords

Negative keywords are avay to define exceptions to when your ad will be triggered. For instance, if your ad sells shoes

and youdbve specified otennis shoesd as a
on OoOtennis court sadnedatyeleywdrd.ng ocourtsod as

Setting bid amounts

keyword, you c

The exact location and position of your ad depends on how it ranks against competing bids. If your bid is not high
enough, you might not get the space you want, such as on the first page of search results. Wheingdgur keywords,

Bing Ads will provide you estimated minimum bids that can help get your ads shown in the preferred locations on Yahoo
Bing Network. These bid suggestions are labelEiist page Mainlineand Best positionbids. You can adjust this amount

as you see fit.

Read What is "ad position"® learn more.
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Keyword tools

There are additional tools at your disposal for research and optimization ofiykeyword lists. Clickhe Toolslink at the
top of the page to find Research keywords

The Research keywordbol begins with similar capabilities you experienced when adding keywords to a new campaign
or ad group. However, it goes even further by adding refining filters, sughlanguage, country/region, device or brand
name.

After youdve generated suggested keywords, your | ist con
for meeting your marketing strategy. Columns such as search count, ditbugh-rate (CTR) percentage and average
costper-click (CPC) in the selected market and language give you important insights about what will work for you.

After you select your keywords, you can identify your preferred match types and bids for each keyword.

Additional settings

Continuing f ur ttheAddfo adgooupstrdenwheeryeu cancchoose the account, campaign and ad
group in which to add these keywords.

Yo udl | AdPsedewtard®iagnosticeol, located inthe Toolsmenu, to see whatyour ad looks like against other
pay-per-click (PPC) advertisers and organic search results. This tool is a simulation. It is not an active webpage where you
could affect data or accidentally charge yourself for clicking an ad.

Disapproved keywords

Keywods that do not meet Bing Ads policies argiven adisapprovedstatus. You will be alerted to any issues with your
keywords in theDeliverycolumn of your keywords list at whictime you can either fix the issue or request an exception.

Bing Ads Intelligene

An even more powerful tool for working with keywords is Bing Ads Intelligence. To download and install, click the Tools
tab and find it by the Iink 0Bing Ads Intelligence. 6 Thi
2007 andprovides many features and templates for researching keywords.

Summary

The words and phrases you include in your keywords list help determine whether or not a customer will see your ad. Be
sure to focus on keyword relevancy to maximize the effectivene$yaur strategy. When choosing keywords, remember
these points:

1 Search different websites, in addition to your own, to find more keywords.
1 Set keyword match types and add negative keywords.
1 Use Bing Ads keyword tools to help optimize and find new keywoffds your campaigns.
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C Bing Ads policies

The Bing Ads policiesre rules for style, content and functionality for ads, keywords and landing pages. They are
designed to ensure the quality and consistency of Bing Ads. Policies can differ from counteptmtry, but no matter
where you are, Bing Ads offersitool features and online help documentation to create compliant, successful ads.
Marketspecific policies relating to these guidelines can be found in thang Ads policies

After reading this training, you will understand how to:

1  Write ads that meet our editoriapolicies for capitalization, punctuation, spelling, character limits and promotions.
1 Write ads, select keyords and link to landing pages adhering to Bing Ads content guidelines.
1 Discover and appeal disapproved keywords.

Style policies
Style refers to the way your ad looks and reads with the use of capitalization, grammar and punctuation. By following the
style policies, your ad will be effective and clear.

Stylepolicy highlights:

f Capitalization is allowed for proper names, branded wor
even i f youdre trying to emphasize part of your ad copy
o Allowed: Purchase Cheddar cheese from England.
0 Not allowed Find GREAT deals on soFTwaRe.

1 Special characters or symbols are acceptable, including currency, trademark, copyright, model numbers, acronyms,
ISBNs and trademarks containing special charactéisn-standard character sets for the language, superscripts or
subscripts, or enhanced fonts, like bold and italic, are not allowed.

o Allowed Games & software at A*DATUM for $99.
o Not allowed Findgreatdeals on softwargrestictons apply

1 Use correctpunctuation at the end of your ad. Multiple exclamation points or question marks are not allowed.
Exclamation points are not allowed in the title.
o Allowed Great deals on software! 50% off all titles.
0 Not allowed Great deals on saivare!!!! 50% off all ties!!!

1 There are character limits to each part of the ad. Factor in how dynamic text affects each part of your ad.

Ad placement Text ad Mobile ad
Ad title 25 18
Ad description 71 18
Display URL 35 20
Destination URL 1022 200
Phone number N/A 20
Business name N/A 20
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1 For effective ads, use correct spelling and grammar. Common abbreviations or substitutions, like ampersand, are
acceptable. Gimmicky spelling and jargon should not be used.

Allowed Big sale on all 4X4, 4WD and Jeeps.

Not allowed Tell your friends to git their carz here.

Allowed Save 50% on wicker chairs & tables.

Not allowed $ave! $ave! $ave!

o O O O

1 Keep your pricing and discount language accurate. Price quotes may appear in ads if they are also visible on the
landing page. Pricingnust accurately reflect the actual offer that users will find on the site.
o Allowed Get cable for as low as $9.95 per month.
o Not allowed All items 20% off. (*If only a portion of the landing page items are 20% off.)

Disapproved ads

While advertisers maylo their best to adhere to our editorial policies, mistakes may still occur. Bing Ads includes a
number of validation steps and features to assist with editorial compliance. For example, when building an ad, you may
come across an inline alert or charactémitation.

I f you don6t receive an inline alert and submit an ad, B
concern, your ad or keywords will not be displayed, and
guidelines, you can avoid, and more quickly address, ad disapprovals.

Common causes of disapprovals

There are some business types that require special atten
laws. Be sure to review argpecial circumstances pertaining to your target market. Here are general guidelines to avoid
common editorial disapprovals:

1 Intellectual property policies
Avoid writing ads that infringe on the rights of a trademark or copyright owner, like brand nam&s.an advertiser,
you are responsible for ensuring you dondt misuse anoth

1 Pharmacy and prescriptioronly medicine
Advertisers who sell or facilitate the sale of prescription drugs online must haveaxalate certification in the markets
they advertise.

1  Adult content
If your ads, keywords or destination website include adult content, like sexually explicit content (pornography, sexually
oriented dating sites, prominently featured sex toy sites, etc.), then youst participate in the Bing Ads Adult
Advertising Progranfi please apply through theAdult advertising program participation form

1 Gambling and comestpolicies
Advertisers who promote or facilitate online gambling, including links to online gambling and contests, must ensure
they comply with all applicable local laws and regulatory requirements.

1 Disallowed contenpolicies
Disallowed content generdy refers to content for products and services that are sensitive or illegal, like hate speech,
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pyramid schemes, alcohol, drugs and related paraphernalia, tobacco and electronic cigarettes, weapons, counterfeit
products, fireworks and explosives. Theselipes may vary by region.

1 Financial regulation
Advertisers who promote financial products and services must comply with all applicable local laws and regulatory

requirements

Disapprovals in Bing Ads Editor
While making bulk edits to your campaignaffline using the Bing Ads Editor, you can quickly:

1 Search for keywords that have failed editorial review.
1 See whether their status is appealable.
1 Appeal multiple keywords in bulk using one appeal entry.

In Bing Ads Editorthe Viewdrop-down menu allowsyou to work with your campaigns, ad groups, text ads and
keywords by sorting and presenting data in group types, suchAstive, Paused Pendingand Deleted One group
is Editorial disapprovalswhich contains the sutgroups: adult, drugsand weapons Choose these subgroups to see
keywords that have failed editorial review.

If you have disapproved keywords, and their statusAistive- Appealable you can submit an appeal for one, several or all

of your keywords directly from theedit Selectednenu found n the Managerpane. First, s@dwact t he
menu and select Editorial disapprovals. From here, select the keyword or keywords you would like to appeal, and type

your response in thereasons for requesting exceptions to editorial disapprovédst field at the bottom of the screen.

The next time you post changes, your appeal will be sent to Bing Ads for review.

“Tiew Editorial disapprovals R Search ‘Enrer words or phrases separated by co | | Advanced search

Keywords @ ‘ Ads

Ad groups | Targeting | Extensions ‘ Shared library ‘ Campaigns |

= add keyword A, Make multiple changes * 3 Delete ) Revert €] Copytocsy A Estimate bid - nm -
At ‘ 0 ‘ Notification message |Ad group status | Keyword ‘Status Vl Match type Bid Est. first page bid ‘SpeH

It looks like your ad, keyword, or website might Campaign paused machine gun Active - Appealable Broad
cantain content that does not align with our
editorial guidelines. If you feel your content falls
within guidelines, please submit an appeal and we
will happily review the content again. Please referto
the Bing Ads Editorial Guidelines to learn more. ;=1

Al | EE

¥ Messages: 2

o It looks like your ad, keywaord, or website might contain content that does not align with our editorial guidelines, If you feel your content falls within guidelines, please submit an appeal and we will happily review the content -
again. Please refer to the Bing Ads Editorial Guidelines to learn more.

o It looks like your content might promote weapons, which we do not allow. If you feel your content falls within guidelines, please submit an appeal and we will happily review the content again, Please refer to the Disallowed
Content Guidelines to learn more. (Location: Keyword Text, Affected Terms: machine gun,Market:CA,US) -

¥ Edit the selected keywords ‘

Keyword Match type Bid (USD) @

‘machine gun | ‘Broad vl ‘<Dafau\t\la\ue> |
Keyword Destination URL & Placeholder {param1} @ Placeholder {param2} Placeholder {param3} Status

I @ | [l [l | [Active - Appealable -

@Esﬂng exceptions to editorial disappravals

Replacetext  Appendtext Advanced bid changes  Advanced URL changes  Find similar keywords

Last updated at 11:11 AM | User: ehitchman@cardinalpath.com | Bing Ads Editor 10.9.2309.6336

Image 6_1
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Similarly, in the Bing Ads interface within the Keywords panel you can submit a request for exception by clicking on the
ellipsis icon next to the oDisapprovedod notification wit
an excepton and submit the request exception.

Review your disapproved ads (1) or disapproved keywords (3)

All Campaigns Yesterday: 10/22/2015 -
Campaigns  AdGroups  Seftings  Ads Y Ad Product Targets  Change History  Dimensions
View Keywords v 1
Edt v Detsis v Automate v £Epot  Alkeywords v M Coumns » Y Fiters »  Keyword Text o
Filter Delivery contains Disapproved / Ean X Remove
< o Keyword Bid @ Delivery © Match @ & Cicka © impe. @ CR@ Awg 17 Spend @ Avg © Estnmt @ Est © Est best 7]
type cPc pos.

page bid maindine position bid
d

v 3 A0 webstes 005 © ODesapgroved Broad 0 0N 0 X X
This keyword does not meet our editorial guédelines. If the keyword i eligible, you can request Jn exception, and the keyword will be reviewed by Bing Ads staft

Drsapproved reason Tel s your roason for requesing an oxcopbon
At content (Canada. Uniled States ) "
At content (Canada, Unded States)

e

v [ mactene gun 005 © Desapproved =~  Bvosd 0 0 0.00% 000 000 000

Image 6_2

Inline reconciliation with editorial policies

Bing Ads helps you comply with the editorial guidelines by providing alerts, messages and other feedback when you
create and submit ads and keywords. Bing Adiso informs you why an ad was disapproved, and directs you to the
solution. If appropriate, you can make a request for an editorial exception.

Inline indicators can be seen as you write your titles and ad copy. Bing Ads checks for character limits catonts and
missing or incorrectly formatted URLs. Reconcile these right away as a best practice so you can save your ad.

0 characters remaining "
[Select a time zone

Search Marketing Best Pra

Please select a time zone.

Inline editorial feedback also covers issues around trademark infringement, a common problem for search marketers. If
you receivethis alert, Bing Ads provides you with an inline method for requesting an exception.

Anot her common problem is exceeding the character | imit
Just correct the problem immediately and resave.

max. CPC

[55]
m

Keywords Match type d type

bag of tricks Broad IEI 0.05 Custom value IZI

0 Dynamic text causes {0} to exceed {1} characters Couniries: Canada, United States
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Exceptions

If you feel that your ad or keyword should not have been disapproved, you can request an exception. Please be ready to
provide an explanation by reviewing the editorial guidelines prior to submission. The Bing Ads Customer Support team
respondsto all exception requests as quickly as possible; however, it can take up to two business days. Please note that if
your exception request is denied, the decision is final. Most instances of disapprovals can be addressed with inline
exception requests.

Although Bing Ads and Bing Ads Editor have automated tools that assist you with keyword and ad compliance, mistakes
do occur. The best way to avoid mistakes, and save ti me
guidelines before youwstart building ad campaigns.

Summary

Our editorial policies are rules that apply to style, content and functionality for ads, keywords and landing pages. They
are designed to ensure the quality and consistency of the search ads Bing Ads delivers atre®ing Network.

When writing ads, i1itdés important to remember:

1 Ads must meet editorial policies for capitalization, punctuation, spelling, character limits and promotions in order to
go live.

1 Ads, keywords and links to landing pages must adhere to thedAds content policies, or they will be disapproved.

I Guidelines can vary from country to country.

1 Bing Ads offers features and documentation to keep you up to date on our editorial guidelines, helping you create
compliant, successful ads.

C Ad extensions

Bing Ads offers a suite of eastp-use features called ad extensions that enable businesses to build more informative ads
to attract customers across PCs, tablets and mobile devices. There are currently four types of ad extensions available:
Sitelink Extensions, Call Extensions, Location Extensions and App Extensions. In addition, you can take advantage of
Enhanced Sitelinks to add two lines of descriptivectand enable larger headlines.

After reading this traimg you will understand howo:

Create Sitelink Extensions, as well as edit and delete existing extensions.

Use Location Extensions to display your local business information.

Create Call Extensions with your business phone number or a forwarding number that provides baittaiytics.
Use App Extensions to promote your app.

Prep your ad for Enhanced Sitelinks.

=A =4 =4 =4 =

Sitelnk Extensions

Sitelink Extensions are additional links in your ads that take customers to specific pages on your website without having
toentera URL. Theyoffe your customers a quick and convenient way to
which can increase both cliekhrough rate (CTRand conversions.
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Improving your CTR is not only a function of keywotd-ad relevance, but an indicator of how weyou are able to show

potential customers that you have what theydre | ooking f
smart to include an extension for your store locator page. Why? Searcher behavior data shows that when peofgea

store name into the search box, Ilkelstergldcationaodthoussn | ooki ng f o
Sitelink Extensions are especially wuseful to mobile cons

about and need quick acess to your business information. You can enter up to ten Sitelink Extensions for each
campaign; they will apply to all ad groups and ads in your campaign. Bing Ads will only show Sitelink Extensions in the
mainline, and only for highquality ads and carpaigns. Therefore, make sure to add Sitelink Extensions to your highest
performing campaigns. It might take some time for new campaigns to start showing Sitelinks Extensions due to time
required to build a history andquality score for the campaign.

b coho winery D

Sitelink
Extensions

To create new adSitelink Extensions, on theampaignspage choose theAd Extensiongab. Clickcreatead extension
Select a campaign and enter theink text,destination URland optionally,Descriptionthat will appear under the link in
your ad. Clicksave.

To associate existing Sitelink Extensions to a campaign, go toGaenpaignspage and choose theAd Extensiongab.
Clickcreate ad extensionFrom the list provided, choose the campaign you want to associate with an existing Sitelink
Extension. Fronthe list provided, select the Sitelink Extensions you want to associate with this campaigns@liek

To edit an existing Sitelink Extension, select the Extensiongab on the Campaignspage. Find the Sitelink Extension
you want to edit and thenselect the checkbox to the left of that extension. Clie#it, then edit extension Make your
changes, and cliclsave

To delete an existing Sitelink Extension, go to tBampaignspage and select theAd Extensiongab. Find the Sitelink
Extension you wanto delete, then select the checkbox to the left of that extension. Clikete, then save

Bing Ads Study Guide, Spring 2016

b> Bing ads

Accredited
Professional




Location Extensions

Location Extensions display your address, phone number and a link to get directions to the business. Clicking on the
directions link takeshe user directly to the maps page from your text ad, making it simple for customers to find your
business. Because address details and phone numbers remain the primary pieces of information consumers seek when
they perform a local search, displaying locafformation makes it easy for people to find and visit your store. For
businesses with multiple locations, the closest two locations to the searcher will be displayed. This is dgpesséll for
mobile customers.

coho winery

S 260 000 nesuiny vy it =
Coyho Winery - Lorem ipsum
vt COledwAsslry OO - Offecial Sie
Nam bber basmpor LU S0IUES NoDes alaslond Dplion

s Mszrosoll VWry, Fedmond. Vs 0] Dissclicng
Cne Cordoss Dnve. Belleyvue VWA GB0BE [hrechiong

l Location Extensions

In Bing Ads, you can enter your business address and phone number and edit your campaign settings to display your
location information, and we will automatically display a link for users to click and get directions to your business. From
the Campaignspage, chooseAd ExtensionsSelectlocation extensionsthen clickcreate ad extensionChoose the
appropriate campaign, then select an existing extension to associate with this campaign, orackeite newfor a new
location. (If you create a new locationpy will be prompted to enter your business location information.) Clis&ave
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Call Extensions

You can generate great leads for your business by addi@gll Extensionto your Bing Adscampaign. We know that
customers are much more likely to make a purchase when they call a business. With Call Extensions, your phone number
will appear right inside of your text ad, where customers can click to call you.*

*Depends on device and user setigs.

coho winery

§ 290 000 results  Anyhtime -

[425) 882-8080 Call Extension

Advertisers can create a Call Extension with a forwarding number on@snpaignspage. Clickad extensionsand
then call extensionsthen createand create new Select the appropriate campaign and enter your phone number.

Selecton desktops andtablets using a Bing Ads forwarding number, and on smartphones using my own phone number
Indicate if you want to use a tolfree phone number or a local number; also indicate the links you want to display.
Clicksave

Note: Call Extensions are availablethe United States and United Kingdom on all devices. In all other Bing Ads markets,
Call Extensions aravailable on smartphones only.

For more information, check outWhat are ad extensions?
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App Extensions

App Extensions are additional elements of your ad that promote your apps across PC, tablet and smartphones from your
ad. Here are a few key benefits of using App Extensions:

1 Adding an AppExtension to your ad is free and you only pay when your App Extension link is clicked.

1 Promoting app installs in your ad can increase downloads and usage of your apps, in addition to website visits.

1 Clicks and app installs can be tracked as conversionthatcampaign and ad group levels.
With App Extensions, a customerod6s device and operating s
to the correct app store, unl i ke Sitelink BxtensiohkproBote yeun app, 0 n' s . | f
switch to App Extensions moving forward. Sitelinks are great to take customers to specific pages on your website but
arendt designed t o appstore. Ad avresult, acitelinlecouldldiyectly austoméreto the wrong app
store.

coho winery

3 TR S

Coho Winery - Wine Club

www, oohowinary com - Official site

Online Store Mew Rel Wine Club On Sale

Open in Coho Winery App

App Extensions

Image 7_1

Advertisers can add App Extensions by clickiGgmpaignsat the top of the page and click theAd Extensiortab. If not
already selected, clickpp Extensions

ClickCreate new app extensioand select the campaign and ad group you want to add the app extension to.
SelectAvailable appsTheSelected appwwill appear in the right window.
Select yourMobile operating system

Enter yourApp ID/Package nameThe app ID/package name can be found in the URL of the app from the respective
app store. Click Save.
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Enhanced Sitelinks

Enhanced Sitelinks provide larger headlines and the ability to add two lines of descriptiveitexp to 70 characterdi

to a sitelirk. An ad can display up to four sitelinks to help attract customers by giving them a richer, more relevant ad. To
take advantage of Enhanced Sitelinks, an advertiser must enable all of their sitelinks with enhanced descriptions. The
number of Enhanced Siteks served depends on the ad quality and relevance of the sitelinks, and is triggered by-high
guality ads in the mainline 1 position. Youdl/ find the
terms.

S2600 000 RESARTS Ay e v Nox Redmord Wahegon Change

A2 reated 1o Boene depod

Home Depot Official Site | HomeDepotcom ™

www HomeDepot com

GCuacarteod Low Prices. Get A Your Home Neads More Saving More Doing
1T7T7 NE 760 Syeet Redmend - Divections  (125) 3056358

Find a Store Near You S00,000+ items Ship Free
Set Your Stere Sor Local Resits Ship 10 Mome o Your Local Store o0
Over 1900 Starws Natomaiche Most Orders Over $45

Weekly Workshops

Save 10% OF Al Acpllances $397+ Froe Workabops 10 lmpeove Your DIY
Spring nto Even More Savings Today Skl Chack Out Our Calendart

Summary

Bing Ads offerdeatures that let you enhance your ads so potential customers can find your business information quickly
and easily.

Key takeaways:

Adding sitelinks to your ad helps attract more customers to your website.

Using Enhanced Sitelinks provides greater vidipiof your ad.

Using Call Extensions and Location Extensions will help customers contact your business.
App Extensions can help drive downloads of your app.

C Introducing dynamic text

Using dynamic text empowers your campaign with customizable ads. &mmple, when a customer searches for a term,
Bing Ads inserts that term into your adds title, text or
ads can help increase the cliethrough rate (CTR) and the conversion rate of your adrapaign.

After reading this training, you will understand how to:

Create an ad using dynamic text.
Associate parameter text with keywords.
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Create an ad using dynamic text

Let's use an example to see how dynamic text works. This ad for an online florgsttions a flower sale, but it isn't
specific:

Fresh flowers online
Www.contoso.com

All flowers on sale and ready to ship
anywhere!

In contrast, this ad, which uses dynamic text, provides specific information about roses and how much they are
discounted:

Freshrosesonline
Www.contoso.com
All roses15% off and shipped

anywhere!

This | evel of detail is accomplished by establishing ofl
0Oroses. 6 When a customdraceecarl drees fodr owease H, § st ré@pl aced
in this case, "roses.6 Also notice how the keyword is di
Now, | etds | ook at the Bing Ads i nybuwecanfoalyadd dynamicstextdoybuo w t o

ad after you have saved the new campaign or ad group, not when you create a new campaign or ad group.)

From the Ads page, click an ad in the left column to open thad build page. Click thedynamic textlink, choose
the Placeholder{Keyworddnd position it within the text where you want your keyword to be inserted. Remember, the
keyword or os e sibyowhave tose®imyowy kepworgd lésta r

Create an ad
Campaign Campaign 8221443 v
Ad group Ad group =1 v
Adtype © Textad v These ad preview layouts might be different han what you see on Bing or

Yahoo! Learn more
Adutle @  Fresh [KeyWord fowers) =X 3
Soe ad
Jynamic fext

Fresh {KeyWord flowers)

www. consotos com

Adtext Al (Keywordflowers] (param2-on sale) and {sale)

dynhamic fe!

All (Keyword flowers} {param2.on
Display URL  www.consotos com sale} and {sale)
19 charactors remainng | dynamic et
Mainline ad

Destination URL  www contoso com/{param1)
Fresh {KeyWord flowers} | consotos.com

www.consotos. com
Device preference Mobdile @ All {Keyword fiowers} {param2.on sale} and {sale)

Cynamic tex!

m I Save and create another ] I Cancel]

Bing Ads Study Guide, Spring 2016

b> Bing ads

Accredited
Professional




Default text and capitalization

Be sure toconsidercharacterlimitswh en you use dynamic text. For example, t
your ad title to exceed 25 characters. I f an ad exceeds

To avoid this, simply add default text to your dynamic tel¢ywords. To set a default keyword, insert a colon

after {Keyword}and add the default text you want to appear in place of a dynamic keyword. In the case of {Keyword:

fl owers}, O0flowersod6 becomes the def aul tfth&kchayasterfindtisand di sp
exceeded.

Furthermore, you can control how your dynamic text keywords ar@pitalized For example, say you want all lowercase
ofresh fruitdé in the ad text, but woul capitalizk sevetalovaysleye upp e
adjusting the capitalization of thgkeyword} variable

The capitalization options apply only to the ad title, ad description, and display URL, and to
campaigns and ad groups running in the following languages: English, French, Spanish, Italian,
Portuguese, Danish, Finnish, Norwegian, and Swedish.

Search {KeyWord}

e B e der What it does Ad text
fresh {KeyWord} Capitalizes the first letter of each word in the keyword Order Fresh
fruit Fruit today
local {KEYWORD} Capitalizes the first letter of each word in the keyword Order Local
fresh Fresh Fruit
fruit today
Fresh fkeyword]} Changes the first letter of each word to lower-case Order fresh fruit
Fruit today
fresh {Keyword} Capitalizes the first letter of the first word in the Order Fresh fruit
fruit keyword today
Dayton, {KeyWORD} Capitalizes the first letter of the first word and all the Fun events in
oh letters of the last word in the keyword Dayton, OH
sony {KEYWord} Capitalizes all the letters of the first word in the Get deals on
laptops keyword and first letter in the second word SONY Laptops
Search Query | {KeyWord} What it does Ad text
placeholder
fresh flowers | {KeyWord} Capitalizes the first letter of each word in the | Order Fresh Flowers today
keyword
local fresh {KEYWORD} Capitalizes the first letter of each word in the | Order Local Fresh Flowers today
flowers keyword
Fresh Flowers | {keyword} Changes the first letter of each word to lower| Order fresh flowers today
case
fresh flowers | {Keyword} Capitalizs the first letter of the first word in Order Fresh flowers today
the keyword
Dayton, oh {KeyWORD} Capitalizes the first letter of the first word and| Fun events in Dayton, OH
all the letters of the last word in the keyword
sony laptops | {KEYWord} Capitalizes all the letters of the first word in | Get deals on SONY Laptops
the keyword and first letter in the second wor
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Associate parameter text with keywords

The oO0rosesoé6 ad al so diitshpel afyl so weurs tsoamh ei mdbyassiogpautnitonof 015% of
a parameterplaceholder. A parameter is variable information, such as the discount value or shipping information that
you can associate with each of your keywords.

For example, the keyword "roses" in ad No. 1 below displays the parameter vdlggs off and shipped anywheréivhile
the keyword otulipsdé in ad No. 2 displays the parameter

Freshrosesonline
WWWw.contoso.com

All roses15% off and shipped
anywhere!

Freshtulips online
WWW.contoso.com
All tulips 50% off and free

shipping!

When you set up your dynamic keywords, you also set up p
{param2:on sale} to the ad text. This establishes where the dynamic ad text will insert in the ad text: All
{KeyWord:flowers}{param2:on sale} and {param3}.

Edit an ad

Adtype @ Text ad v

Ad title @ Fresh {KeyWord flowers}

dynamic text

Adtext | All {Keyword:flowers} {paramzZ:on sale} and {paran

dynamic text

Display URL | www.consotos.com

19 characters remaining | dynamic text

Destination URL hitp:fwwew . contoso.comiparam1}

dynamic text

Device preference | | Mobile @

m Save and create another Cancel
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Now, we need to add the dynamic text conten&0% offand free shipping!To add the columns necessary to enter
parameter values, on th&eywordspage, click theColumnsitem from the action menu bar.

From the column chooser, select thearam1, Param2 and Parani§ clicking the double arrow >> to ensure that they
appear on the selected columns list. Cligipply to close the column chooser.

Image 8_1

Simply hover over the cell that you want to edétnd the pencil icon should appear to an editable field. In the example

below, 15% offwill be inserted where {param?2} is located in the ad text askipped anywherewill be inserted where
{param3} is |l ocated for t hot ukleiypwso,réd whr eorseevs®0f6 offwilbber et hies kae y{
inserted andfree shipping!will be inserted wherever there is a {param3}.

The Bing Ads dynamic text feature transforms generic ads into custom ads. Custom ads have a better chance of success
because they are more specific and relevant to your target customers. Keep these key points in mind as you use
dynamic text in your ads:
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