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Exact Match: Change – September 2018
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Search Term
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Exact Match: Problematic Examples
Exact Match Keyword Search Term Conversion Change

Yosemite Campsites Camping in Yosemite -74%

Forms of trademarks Trademark forms -100%

Copyright logo Trademark Symbol -100%

Safe Room Doors Storm room doors -100%

Custom Safe Customizable Safe Lrg Order Value Drop

Branson 2 for 1 tickets Branson 2 for 1 -29%

Rims & tire packages Rims & Tire Deals Lrg Order Value Drop

Rims for sale Rim deals Lrg Order Value Drop

NYC Hotel Hotels in NYC No Change

SFO to Kennedy Flights San Francisco to Kennedy Flights No Change in Conv (drop in CTR)
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Phrase Match: Change – July 2019

Words with low semantic 
load can be added or 

removed from the query

Search term 
must have 

keywords in the 
same order with 
some exceptions

Words can 
include 

misspellings, 
different 
stemming

Words with the ‘same 
meaning’ can be 

substituted

Singulars & 
Plurals

Word order is 
supposed to 
matter, but 

Google breaks 
this a lot
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Phrase Match: Problematic Examples

Phrase Match Keyword Search Term Issues

Kenya Safari Nairobi Safari Location Substitution

Trademark Registration Cost Cost to file a trademark Exact match keyword in another ad group ignored

Trademark Registration цщкдв екфву ьфкл 
купшыекфешщт

Language substitution

Trademark Logo Trademark Symbol Different intent

Cheap Laptops Affordable laptops, discount 
laptops, sales laptops

Exact match keyword in another ad group ignored 

Car renting Vancouver Budget Car Rental Vancouver Matching to brand term

Cheap Laptops Affordable laptops, discount 
laptops, sales laptops

Exact match keyword in another ad group ignored 
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Modified Broad: Change
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Biggest change: 
“Same word 
substitution”



Modified Broad: Problematic Examples
Exact Match Keyword Search Term

Chile +Tourist +Attractions Places to visit in Chile

+Trademarking Trademark forms

+Trademarking Register a brand (ignored exact match keyword in different ad 
group)

+Trademarking Logo Design

Dental implant +cost Smile in a day cost (matching a brand)

Dental +implant +cost Dental Bridge cost (ignored exact match keyword in different ad 
group)

Dental +implant +cost Dentures cost (dropped a modified word)

Copyright logo Copyright symbol (logo, symbol, and copyright are now the 
same word)
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Results For an Account 
(the worst of  all our accounts)

Note: Phrase match had to be paused due to the substitutions. 
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Sep-19 Sep-18

Match Type Conversions Cost CPA Conversions Cost CPA

Broad 5 3248.93 $649.79 0 184.44 0.00

Exact 103 26895.8 $261.12 166.39 40370.13 242.62

Modified Broad 50 39368.75 $787.38 49.38 20148.68 408.03

Phrase 0 0 $0.00 104 27701.42 $266.36



• Ecommerce, travel, and industries with a lot of similar adjectives & nouns, 
seem to do OK.

The Good…
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Sep-19 Sep-18

Match Type Conversions CPA Conversions CPA

Broad 35 $153 31 $147

Exact 4509 $38 3809 $31

Modified Broad 7301 $59 5602 $52

Phrase 2501 $47 5912 $43



Where there are No Good Solutions

Search Term Conversion Rate Average Order 
Value

Restaurant waiter clogs 9% $623
Restaurant waiter clog 4% $91
Clogs for waiters 1.7% $32
Shoes waiters wear 1.3% $31
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By ignoring their hierarchy, Google is causing duplicate search term 
issues
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Ad Group Keyword in Ad Group Matched Search Term Impressions

Register trademark [register trademark] register trademark 11

Register trademark [register trademark] trademark registration 19

Register trademark [trademark registration] registration trademark 32

Register trademark [trademark registration] trademark registration 0

Trademark Logo [trademark logo] trademark logo 9

Trademarking +trademarking register trademark 1023

Trademarking +trademarking trademark registration 973

Trademarking +trademarking trademark logo 1542



What this Means to Advertisers

No way to ‘control’ 
poor matches by 

switching to phrase 
match

Google has so many 
exceptions to their 

‘hierarchy’ policy of 
matching, it might as 

well not exist

If you didn’t do much 
work, you now have 

more impressions (the 
good)

If you did the work, 
Google is messing 
with your hierarchy

Duplicate queries Poor intent matches in 
many case
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Query Management in the New Match Type World

Analysis & Fixes

bgTheory13Adalysis



Examining The Keyword Changes: Pivot Tables
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Be Wary of  Just Using the Date Range Comparison
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Comparison Tables

• Change campaigns, ad groups, and keywords status to allStatus

• Timeframe 1
• Comparison time frame
• Download each as separate reports

Download

• Add date range to each sheet
Add data column in 

sheets

Copy both sheets into 
single sheet

Run pivot table
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Search Term Analysis: Close Variants
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Examining The Changes: Levenshtein Distance

https://searchengineland.com/how-keyword-match-types-work-after-the-new-close-match-variants-change-305239
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Keyword Query
Levenshtein 

distance Explanation
Patagonia Tours Patagonia Tours 0 Same word
Patagonia Tours Patagonia 6 Tours dropped

Patagonia Tours Patagonia Tour 1 Tours singular

Patagonia Tours Patagonia Vacation 9 Tours change to vacation

Patagonia Tours Patagona Tours 1 Misspelling by 1 letter



Duplicate Search Terms
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Locating Duplicate Search Terms
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Finding Duplicate Search Terms when there should be multiple 
campaigns w/ the Term
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YoY Keyword to Search Term Analysis
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Working with Duplicate Search Terms

Examine metrics by 
search term within 

each ad group

Add exact match 
negative to the 

worst preforming 
ad groups
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Search Query Workflow
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New Search Term Workflow
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• Pivot Table analysis is the same as working with duplicate search terms .just 
change your data from search terms to keywords.

Finding Duplicate Keywords
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Working with Duplicate Keywords

Best CTR Best Conv. Rate Quality Score 
Differences

Pause/remove 
worst preforming 

keywords
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• Google Considers car hire & care rental the same entity.

Organization in the New Match Type World:
Campaign Structures

Keyword Ads CTR Conv Rate
Hire Car Hire 2.7% 4.21%
Hire Car Rental 1.8% 4.15%
Rental Car Hire 1.7% 4.23%
Rental Car Rental 2.9% 4.30%
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Organization in the New Match Type World: Bidding

Automated Bidding Manual Bidding
Collapsing ad groups structures to 
put the same keywords by match 
type in the same ad group is OK IF 
the ads are the same by match 
type.

If you are bidding at ad group level, 
splitting by match types & using 
negatives is still OK. 

If you bid by keyword, keep match 
types in the same ad group.



Organization in the New Match Type World: Budgets

Account

Broad 
match

Shifting 
budgets

Phrase 
match

Medium 
budget

Exact 
match

Maxed 
budget

Brand

Maxed 
budget
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Match Type 
Analysis
• Examine YoY data
• Examine close variant 

vs match type data
• Look at YoY Query 

Changes by keyword

Duplicate Queries
• None converting: 

Campaign negative 
or campaign 
negative list

• One ad group is 
best: Exact match 
negative keywords in 
other ad groups

Duplicate 
Keywords
• Examine CTR, conv. 

Rate, Quality Scores 
• Pause the Worse 

Duplicates

When adding 
new keywords OR 
negative 
keywords
• Check if the keyword 

already exists 
• Check for negative 

keyword conflicts

Insights across 
data:
• Levenshtein distance
• N-Grams

Organization:
• Consider campaign 

negatives that make 
life easier

• Combine match types 
in ad groups if:
• Manual bidding by 

keyword
• Using automated 

bidding
• Keep separate if:

• Top terms needing 
attention

• Manual bidding by 
ad group

Recap
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Automate Your PPC To Do List
• Read our blog: Adalysis.com/blog
• Recommendation Engine: Adalysis.com 
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