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TOP COMPLAINT
FOR STORAGE OPERATORS

_, Ialnts we hear from self-storage operators is the
| " per cllck(PPC) advertising data.

Can you access your
data?

Can you leave your
current PPC vendor
whenever you're
ready?

kR A /, Can you get insight
& 7 into how your
- valuable PPC

advertising dollars
are being spent?

YOU'LL NEVER GETYOUR DATA

8:1

Google Ads
hasan 8:1 ROl
(Return on Investment)

an interes ow they manage data from their current vendor.
their PPC and who manages it for them. They are stuck, trapped, and feel
like they can't leave because of a
gatekeeper holding this
information in secret.
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Information such as budget adjustments, keyword
changes, and campaign edits will all be displayed
Teview.

MEVER GETYOUR DATA

You'll also get to see key
— account data related to

" ~ Impressions, conversions,
clickthrough rate (CTR), and
cost. With this data you'll be
able to assess the
performance data against
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Ask your current vendor it you can even login to your
Google Ads account to see this information. If you can
gain access, you can view all the changes that have
been made during a date range. |

u have access, then all you must do is go to the
menu on the left and click “Change History’ to
arted.
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KEYWORD
STRATEGY

Any successful PPC approach begins with the
selection of strong keyword lists to help your
ad find its way to a potential customer's
search. Review your keyword lists and talk to
your provider about their strategy.

Consider revising the strategy to
include more niche terms like
RV, business storage, or
drive-up access. Did they
research historical trending and
search volume data of
keywords?

Are the lists too simple? While
there are obvious search terms
like “self-storage” and “self-
storage near me," these can
be highly competitive and
expensive.
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This can provide critical insightinto  The key here is to choose

the selection of keywords and how  quality keywords over

they might impact cost and results.  quantity and show those
keywords to your geographic
audience.
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It's also the chance to review what your
competition is bidding for keywords and a
way to help you make the most of your
budget.
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SEARCH VOLUM
VS. COMPETIT

While there is ne direct way to
competition is sgendmg on PP
ways to view ourperfornfpnc
competitors.| o (
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Users who visit a website
through Google Ads' PPC ads
are 50% more likely to purchase

3

Ask your current vendor if they are reviewing this key data. At/A@

proprietary algorithms automatically focus on your impression share, or

just how often your ads are appearing in the Google search results pages.
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This data won't tell you exactly
what the compgtition is
spending, B bet
ovért' tl {
m/akmgb udge
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The Average . - Google Ads hold

a29% share of the
. total ad spending in 2021

Conversion Rate
on Google Ads is 4.40%

© Copyright 2022. All Rights Reserved. Adverank.com I Jverank.com



ADVERANK

‘\\

YOU'LL NEVER GETYOUR DATA

© Copyright 2022. All Rights Reserved. Adverank.com sales@adverank.com



