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1. Introduction to Google Ads & PPC Management 

Google Ads is one of the most powerful digital marketing channels available, enabling 

businesses to reach customers exactly when they’re searching for products or services. However, 

running successful campaigns requires more than just throwing money at keywords. It demands a 

strategic approach – from choosing the right keywords and crafting compelling ads to optimizing 

landing pages and continually refining based on data. This comprehensive guide shares 

proprietary insights from SoCal Digital Marketing on how to plan, execute, and optimize 

Google Ads campaigns for maximum return on investment. In the following sections, we’ll 

cover everything you need to know to elevate your pay-per-click (PPC) advertising game, 

including: 

• Why Google Ads? – The key benefits and latest statistics showing Google’s dominance 

in online advertising. 

• Setting Campaign Goals & KPIs – How to define clear objectives and success metrics 

before you spend a dollar. 

• Campaign Structure & Keyword Strategy – Best practices for organizing your 

account, researching keywords, and targeting the right audience. 

• Ad Creation & Extensions – Tips to write high-performing ads and use ad extensions to 

boost visibility and clicks. 

• Bidding & Budget Management – Strategies for setting bids (manual vs. automated) 

and allocating budget effectively for ROI. 

• Quality Score & Landing Pages – Understanding Google’s Quality Score and 

optimizing your landing pages to improve ad performance. 

• Monitoring & Optimization – Ongoing tactics for tracking results, A/B testing, and 

continuously improving your campaigns. 

• Advanced Techniques – Exploring remarketing, audience targeting, and new features 

like Performance Max campaigns. 

• Common Mistakes to Avoid – Pitfalls that waste ad spend and how to steer clear of 

them. 

Whether you’re a business owner new to pay-per-click advertising or a marketer looking to 

refine your approach, this guide will serve as your roadmap to Google Ads campaign success. 

Let’s dive in! 

Why Google Ads? The Case for Investing in PPC 

Unmatched Reach and Market Share: Google is the unrivaled leader in search, handling 

around 90% of all search engine queries worldwide. This means when people look for 

information or products online, they’re overwhelmingly likely to use Google. Advertising on 

Google allows your business to appear in front of this massive audience at the very moment they 

show intent. In fact, Google’s advertising network (which includes Search, YouTube, and 
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millions of partner websites) reaches over 90% of global internet users – an unparalleled reach 

that no other ad platform can match. Simply put, if you want to maximize your online visibility, 

Google is the place to be. 

Proven Impact on Consumer Behavior: Not only does Google have the users, but those users 

respond to ads. The majority of internet users (over 60%) have clicked on Google Ads at 

some point. Crucially for businesses, people tend to click ads when they’re ready to make a 

purchase – about 65% of users click on ads when searching for products with buying intent. 

This means a well-placed Google ad can capture high-intent customers who might otherwise 

click on an organic result or a competitor’s listing. If you’re not leveraging Google Ads, you 

could be missing out on a large share of these valuable clicks. 

Widespread Adoption by Businesses: Companies invest heavily in Google Ads because it 

delivers results. Over 80% of businesses worldwide (and roughly 65% of small-to-mid sized 

businesses) use Google Ads for their pay-per-click campaigns. In fact, 96% of all brands spend 

money on Google advertising – a testament to its effectiveness across industries. Many 

businesses devote significantly more budget to PPC than to SEO; on average, small businesses 

are investing 7 times more in PPC ads than in organic search optimization. This doesn’t 

mean SEO isn’t important (it absolutely is), but it highlights that businesses see immediate value 

in Google Ads to drive leads and sales while longer-term tactics like SEO build up. 

Rapid Results and Measurable ROI: Unlike organic marketing channels that can take months 

to show impact, Google Ads can generate traffic and leads almost instantly once your 

campaigns go live. You also maintain full control of your budget, bids, and targeting, which 

means you can start small, measure results, and scale up investment on what works. Every aspect 

of a Google Ads campaign is measurable – from the number of impressions and clicks to 

conversions and cost per acquisition. This accountability makes it easier to justify ad spend 

because you can directly see the return on investment (ROI). Properly optimized campaigns 

often yield a strong ROI; it’s common to achieve $2 or more in revenue for every $1 spent 

when campaigns are well-managed (some businesses see far higher returns). 

Dominance in Ad Revenue (Proof of Effectiveness): Google’s advertising platform has grown 

into a revenue-generating machine, which reflects how much advertisers trust it.  

As shown in the graph above, Google’s advertising revenue has skyrocketed over the past 

decade, growing from around $67 billion in 2015 to roughly $264 billion in 2024. This 

exponential growth – a nearly fourfold increase – underscores that companies continue to pour 

money into Google Ads because it works for driving business outcomes. In fact, Google’s ad 

revenue has increased by over 350% in the last ten years, a clear sign that advertisers large and 

small are seeing value from the platform. For you, this means that your competitors are likely 

using Google Ads. To stay competitive in capturing online market share, a solid Google Ads 

strategy is no longer optional – it’s a necessity. 
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High Intent = Higher Conversions: Traffic from Google Ads often converts better than many 

other channels because of user intent. When someone searches for a service you offer and clicks 

your ad, they are actively looking for that service at that moment, which makes them more likely 

to convert (sign up, inquire, or purchase). Studies show that paid search visitors are about 35% 

more likely to convert than visitors who arrive through organic search. Furthermore, the 

top-of-page ads get the first look – grabbing around 65% of clicks for keywords with high 

commercial intent, while organic results get the remaining 35%.  

The pie chart above illustrates this breakdown: for purchase-oriented searches, paid ads capture 

roughly two-thirds of all clicks. The takeaway is that a well-run Google Ads campaign can 

funnel a large portion of ready-to-buy customers to your business instead of to your competitors. 

Cost-Effective and Scalable: Google Ads operates on a pay-per-click model, meaning you only 

pay when someone actually clicks on your ad (or takes another designated action, such as 

calling your business). This ensures your budget goes toward engaging real prospects. You can 

start with a modest daily budget and increase it as you see positive results, making the platform 

very scalable. Moreover, Google Ads gives you granular control over bids and targeting, so you 

can optimize to get the most out of every dollar. For example, if certain keywords are yielding 

profitable conversions, you can allocate more budget to them, and pause or refine those that are 

underperforming. With proper management, Google Ads can be one of the most cost-effective 

marketing investments, because it delivers qualified traffic and concrete results that you can 

track and improve over time. 

In summary, Google Ads offers massive reach, precise targeting, quick results, and 

measurable impact. It has become a staple of modern marketing for good reason. In the next 

sections, we’ll ensure you know how to harness all these advantages by building a smart strategy 

step by step. 

Getting Started: Set Clear Goals and Define KPIs 

Jumping into Google Ads without clear goals is like setting off on a road trip with no destination 

– you’ll spend time and money without knowing if you’re getting anywhere. The first step in any 

successful Google Ads strategy is to define your campaign goals and the Key Performance 

Indicators (KPIs) you will use to measure success. This foundational step will guide all your 

decisions, from budget to ad messaging, and help you evaluate performance objectively. 

Identify Your Primary Objectives: What are you hoping to achieve with Google Ads? 

Common campaign objectives include: 

• Increasing Website Traffic: Bringing more visitors to your site or a specific page (often 

used for content marketing or brand awareness). 

• Generating Leads: Driving actions like form submissions, sign-ups, or quote requests. 

For service businesses, lead generation is a primary goal. 



 
 

• Boosting Sales or Conversions: Encouraging direct online sales for an e-commerce 

store or getting users to complete any transaction (purchase, add to cart, etc.). 

• Building Brand Awareness: Ensuring your brand appears prominently for relevant 

searches, even if users don’t click immediately (this can be useful for new brands or 

products). 

• Promoting App Installations or Engagement: If you have a mobile app, you might 

want to get more installs or encourage in-app actions via Google App campaigns. 

Your goal will influence how you set up campaigns. For example, if lead generation is the goal, 

you might optimize for conversions and use lead form extensions or landing pages with clear 

forms. If brand awareness is the goal, you might prioritize impressions (views) and use display 

ads on the Google Display Network for maximum reach. 

Define Measurable KPIs: Once you have a goal, determine how you’ll measure progress. 

Google Ads offers a wealth of data, but you should focus on the metrics that align with your 

objectives. Key metrics (KPIs) include: 

• Clicks and Click-Through Rate (CTR): CTR is the percentage of people who saw your 

ad and clicked it. It’s a key indicator of how appealing your ad is to your target audience. 

For search ads, an average CTR is around 3-5%, while top-performing campaigns or 

branded keywords can see higher. If your CTR is much lower than average, it may signal 

that your ads or keywords need refinement. 

• Conversions and Conversion Rate: A “conversion” is a completed action that you value 

(purchase, signup, etc.). Conversion rate is the percentage of clicks that result in a 

conversion. This is crucial for measuring success in lead gen or sales campaigns. Typical 

conversion rates on Google Ads vary by industry, but across all industries an average is 

roughly 3-5%. Some well-optimized campaigns achieve double-digit conversion rates, 

especially for highly relevant branded searches or retargeting campaigns. 

• Cost Per Click (CPC): This is how much you pay on average for each click. It’s 

influenced by your bids, competition, and Quality Score (more on that later). Knowing 

your average CPC helps with budgeting. For instance, if your average CPC is $2 and you 

want 100 clicks per day, you’ll need roughly a $200/day budget. 

• Cost Per Conversion (CPA): This metric tells you how much each lead or sale is 

costing you (total spend divided by number of conversions). It’s arguably more important 

than CPC, because a slightly higher CPC is fine if those clicks convert well. You should 

calculate what a lead or sale is worth to you and use that to guide your target CPA. For 

example, if 1 in 5 leads becomes a paying customer and a customer is worth $500 profit, 

a lead is worth $100 to you – so you might aim to keep CPA well below $100 to ensure 

ROI. 

• Return on Ad Spend (ROAS): This is the revenue generated for each dollar spent on 

ads, usually expressed as a ratio or percentage. For example, a ROAS of 5:1 (or 500%) 

means $5 in revenue for every $1 in ad spend. E-commerce advertisers often use ROAS 



 
 

to gauge campaign profitability. If your ROAS is below 1:1 (100%), you’re spending 

more on ads than you’re getting back in revenue, which is not sustainable long-term. 

• Impressions and Impression Share: Impressions measure how often your ads are 

shown. If brand awareness is a goal, impressions matter. Impression Share is the 

percentage of total possible impressions your ads received (based on your targeting 

settings and budget). A low Impression Share (especially due to “budget”) means your 

budget is limiting how often your ad shows – a clue that there’s more demand than you’re 

capitalizing on. 

• Quality Score (QS): This is Google’s rating of the relevance and quality of your 

keywords and ads (scored 1-10). While not exactly a “KPI” you report to stakeholders, 

QS is important to monitor because it impacts your cost and ad rank. A high Quality 

Score can lead to lower CPCs and better ad positions. 

Set Specific Targets: For each KPI, set a target or benchmark if possible. For instance, you 

might aim for a CTR of 5% or higher on branded campaigns, a conversion rate of 10% on a 

remarketing campaign, or a maximum CPA of $20 for lead generation. Having targets enables 

you to quickly identify when something is underperforming and needs attention. If you’re new 

and unsure what targets to set, you can use industry averages as a starting point (e.g., aim to beat 

the average CTR or CPA in your field) and refine your targets as data comes in. 

Conversion Tracking Setup: Before you launch any campaign, ensure you have conversion 

tracking in place. This typically means installing the Google Ads conversion tracking code on 

your website (on the thank-you page after a form submission, the order confirmation page after a 

purchase, etc.), or configuring conversion goals if you’re using Google Analytics 4 linked with 

Google Ads. Without conversion tracking, you’ll only see surface metrics (clicks, impressions) 

but not know what those clicks did on your site. This data is vital for optimizing campaigns and 

for Google’s automated bidding strategies to work properly. At SoCal Digital Marketing, we 

often say “if you can’t measure it, you can’t improve it” – so take the time to set up tracking 

correctly from the start. 

Budget Planning: Another part of goal setting is deciding how much to spend to achieve your 

objectives. Determine an initial monthly or weekly budget that you’re comfortable investing. 

Keep in mind, many businesses spend anywhere from $1,000 up to $10,000+ per month on 

Google Ads depending on their size and goals. If you’re new, you might start on the lower end 

and adjust as you gather results. Ensure your budget aligns with your goals – for example, if 

clicks in your industry cost about $2 each and you want ~50 conversions a month at a 5% 

conversion rate, you’d need about 1,000 clicks (which is $2,000 in spend). This kind of rough 

math can help set realistic expectations and budgets. The good news is Google Ads is very 

flexible: you can increase, decrease, or pause spending at any time. Just remember that under-

spending (too low budget) can limit data and results, while over-spending without strategy can 

burn money. Find a balanced starting point and be ready to adjust. 



 
 
By clearly outlining what you want (goals) and how you’ll measure it (KPIs), you set yourself 

up for a focused campaign. This clarity will make the next steps – choosing keywords, writing 

ads, etc. – much more effective, because you’ll tailor everything to achieve those specific goals. 

Now, with objectives in hand, let’s move on to understanding how Google Ads is structured and 

how to research the best keywords for your campaigns. 

Understanding Google Ads Account Structure and 

Campaign Types 

Before you create your first ad, it’s important to understand how Google Ads is organized and 

the variety of campaign types available. Google’s advertising platform can appear complex, but 

it follows a logical hierarchy. Knowing this structure will help you keep your campaigns 

organized and targeted. 

Google Ads Hierarchy: At the top level, you have a Google Ads account (tied to a Google 

login). Within each account, you can create multiple campaigns. Each campaign can contain 

multiple ad groups, and each ad group contains your keywords and ads (for search campaigns). 

Here’s a quick breakdown of each level: 

• Account: Your account contains all your payment information, account-wide settings, 

and user access. Typically, a business has one Google Ads account, but large companies 

or agencies might manage many accounts (often via a Manager Account). For most 

readers, assume one account for your company. 

• Campaign: A campaign is where you define high-level settings like your campaign goal 

(if using Google’s goal-guided setup), budget, location targeting, language, network 

(Search vs Display, etc.), and start/end dates. Campaigns are often organized by 

marketing goal or product line. For example, you might have one campaign for “Search – 

Product A” and another for “Search – Product B”, or separate campaigns for each 

geographic region or each major service you offer. The key is to structure campaigns in a 

way that makes sense for your business and allows you to allocate budget appropriately. 

Each campaign has its own budget – budget is set at the campaign level. 

• Ad Group: Within a campaign, ad groups allow you to organize sets of related keywords 

and ads. An ad group is a tightly themed collection of keywords that trigger a shared set 

of ads. For instance, in a campaign for “Residential Plumbing Services,” you might have 

one ad group for “Drain Cleaning” keywords and another ad group for “Water Heater 

Repair” keywords, each with ads specifically about those services. Ad groups help 

improve relevance: the closer the ads and keywords match each other, the better your 

Quality Score and performance. 

• Keywords & Ads: Inside each ad group, you will choose keywords (the search terms 

you want your ad to show for) and create ads that will be shown when those keywords 

are searched (assuming you win the auction). We will delve deeper into keyword research 

and ad creation in the next sections. The main point to remember: keywords and ads live 



 
 

together at the ad group level, and they should be very closely related to each other. If 

you find an ad group is trying to target two very different themes of keywords, it likely 

should be split into two ad groups for clarity and better performance. 

Campaign Types: Google Ads isn’t just one thing – it’s a suite of different campaign types, 

each suited for different marketing goals and channels. Here are the primary campaign types you 

can choose from: 

• Search Campaigns: These are text ads that appear on Google’s search engine results 

pages (SERPs) when users search for keywords related to your business. Search 

campaigns are intent-driven – your ad shows up when someone is actively looking for 

something. These ads are usually labeled as “Ad” and appear above or below the organic 

search results. Search campaigns are excellent for capturing demand (people already 

searching for what you offer). Example: When someone searches “emergency plumber 

San Diego,” a search ad for your plumbing service can appear at the top of results. 

• Display Campaigns: These campaigns place banner ads (image or rich media ads) across 

the Google Display Network (GDN) – a vast collection of websites, blogs, and news sites 

(as well as mobile apps) that partner with Google and agree to show ads. Display ads are 

great for building brand awareness or retargeting (showing ads to people who visited 

your site). They are visual and can include images, graphics, and text. Unlike search ads, 

display ads are passive – they appear while people browse websites, not necessarily 

looking for your product, so targeting is typically based on audience interests or past 

behavior rather than active intent. Example: A display ad for your product might show on 

a popular news website to users in your target demographic, or “follow” users who 

visited your online store via remarketing banners. 

• Shopping Campaigns: If you’re an e-commerce retailer, Shopping campaigns allow you 

to show product ads directly in search results. These ads include a product image, title, 

price, and your store name – and they appear in the Google Shopping results and 

sometimes at the top of Google search results in a carousel. They’re triggered by product 

searches relevant to your items. Shopping campaigns use your Merchant Center product 

feed to match products to searches. They’re highly effective for driving online sales 

because they show the product and price upfront. Example: Searching for “running 

shoes” might show Shopping ads from different shoe retailers with pictures and prices of 

actual running shoes. 

• Video Campaigns: These are ads that run on YouTube (and sometimes across the web in 

video partner sites). The most common format is the skippable in-stream ad that plays 

before or during a YouTube video (“You can skip in 5 seconds…”), but there are other 

formats like bumper ads (6-second ads that can’t be skipped), in-feed video ads, etc. 

Video campaigns are ideal for building brand awareness, explaining complex products 

with visuals, or retargeting audiences with engaging content. They require a video asset 

(which you’d typically upload to YouTube). Example: a software company might run a 

30-second explainer video ad targeting YouTube viewers who have been searching for 

business software reviews. 



 
 

• App Campaigns (App Promotion): If you want to drive app installs or engagement, 

Google’s App campaigns automatically advertise your app across various channels – 

including search, Play Store, YouTube, and the display network. You don’t create 

specific ads for each channel; instead, you provide text and image/video assets and 

Google mixes them and shows them where they are likely to perform best. These 

campaigns are highly automated – you mainly set a budget and target cost per install or 

action, and Google’s machine learning takes over. 

• Local Campaigns: These are designed to drive foot traffic to physical locations (stores, 

restaurants, dealerships, etc.). Local campaigns will show your ads across Google Maps, 

Search, YouTube, and GDN, focusing on users who are near your locations. They 

highlight details like address, directions, and call buttons. If you have a local brick-and-

mortar presence and want more in-person visitors or calls, this campaign type can help. 

(Note: Google has been evolving how local ads work; some of this functionality is being 

integrated into other campaign types or Performance Max, discussed next.) 

• Performance Max Campaigns: This is one of the newer campaign types (introduced in 

recent years) that utilizes Google’s automation to serve ads across all Google channels 

from a single campaign. With Performance Max, you provide a set of assets (headlines, 

descriptions, images, videos, audience signals, etc.), and Google’s AI will mix and match 

them and decide when to show them on Search, Display, YouTube, Gmail, Discover – 

basically everywhere – to meet your specified goal (such as conversions). It’s a “black 

box” in some ways because you hand over a lot of control to Google’s algorithms. The 

advantage is you can find conversions across all networks without manually managing 

separate campaigns. The downside is you have less insight and control about where and 

how ads show. Performance Max is great for experienced advertisers who have maxed 

out search campaigns or want Google to optimize across channels, but it’s recommended 

to have good conversion tracking and sufficient budget for the machine learning to work 

effectively. 

Each campaign type serves a different purpose. In many cases, a complete Google Ads 

strategy will involve multiple campaign types running in parallel. For example, a typical 

approach might be: run Search campaigns to capture active searchers, run a Display Remarketing 

campaign to re-engage visitors who didn’t convert, use Shopping campaigns if you sell products, 

and perhaps run a Video campaign to build brand awareness or product interest on YouTube. If 

you’re just starting, you might focus on Search (for immediate intent-driven results) and 

remarketing on Display, then expand into other types as you grow comfortable. 

Network Settings: When creating a Search campaign, Google will ask if you want to include the 

Google Search Partners network (other search sites that use Google’s search results, like 

AOL.com, plus some sections of Google Maps, YouTube, etc. search results) and when creating 

Display, it might ask about including in Gmail, etc. For beginners, a good practice is to focus on 

the core network first (e.g., Google Search itself) for more control, and consider adding partners 

later if you have budget to expand. Similarly, you can run Discovery campaigns (ads in Google 

Discover feed), but those are usually something to explore after mastering the basics. 



 
 
Organizing Campaigns and Ad Groups: We at SoCal Digital Marketing cannot stress enough 

the importance of organizing your account logically. A well-structured account is easier to 

manage and typically yields better performance because it increases relevance. Here are a few 

tips: 

• One Goal per Campaign: Try to have each campaign dedicated to a single main goal or 

audience. Don’t mix radically different goals (e.g., drive online sales and drive store 

visits) in one campaign; use separate campaigns so you can optimize settings for each. 

• Themed Ad Groups: Within campaigns, group keywords by common themes and create 

tailored ads. If an ad group’s keywords are too diverse to be addressed by the same ad 

messaging, split them up. For example, if you’re a law firm, keep “family law” keywords 

separate from “estate planning” keywords in different ad groups, because the person 

searching has different needs and your ads should speak directly to those needs. 

• Ad Quantity: Aim to have 2-3 ads per ad group (especially when using Responsive 

Search Ads, which we’ll discuss soon) so that Google can rotate and find the best-

performing ad. All those ads in the group will be triggered by that group’s keywords, so 

again, if the ads can’t all be highly relevant to all the keywords, that’s a sign your ad 

group should be split or refined. 

• Naming Conventions: Develop a clear naming system for your campaigns and ad 

groups. For instance, you might prefix campaign names with the network and goal (e.g., 

“Search_US_Brand”, “Search_US_NonBrand”, “Display_Retargeting”, 

“Video_BrandAwareness”) so that at a glance you know what each campaign is about. 

This is especially helpful as your account grows. 

Understanding the framework of Google Ads will make the hands-on tasks – like picking 

keywords and writing ads – much easier because you’ll know where everything fits. Next, we’ll 

get into one of the most critical components of your strategy: choosing the right keywords and 

matches to target your ideal audience. 

Keyword Research and Targeting Strategy 

Keywords are the heart of search advertising. They bridge the gap between what people are 

searching for and the ads that you show. Choosing the right keywords (and matching them to 

user intent) can make or break your campaign. In this section, we’ll outline how to conduct 

keyword research, how to use match types strategically, and how to refine targeting so your ads 

reach the right people at the right time. 

Start with Brainstorming: Begin by thinking like your potential customer. What words or 

phrases would they type into Google when looking for the products or services you offer? Make 

a seed list of these terms. Be specific and cover variations. For example, if you run a local Italian 

restaurant, obvious seeds might be “Italian restaurant”, “best Italian food [city]”, “pizza delivery 

near me”, etc. If you offer a product, think of terms that describe the problem it solves or the 

need it fulfills, not just the product name (e.g., a company selling noise-cancelling headphones 



 
 
might consider keywords like “how to focus in a noisy office” in addition to “noise cancelling 

headphones”). At this stage, gather as many relevant ideas as possible – you will refine later. 

Expand with Keyword Tools: Use keyword research tools to expand your list and find search 

volume data. The Google Keyword Planner (available for free in your Google Ads account) is a 

primary tool to see how often people search for your keywords and to get suggestions for related 

keywords you might not have thought of. Enter some of your seed terms into Keyword Planner; 

it will return a list of keywords, along with metrics like average monthly searches, level of 

competition (how many advertisers bid on that term), and suggested bid ranges. Look for 

keywords that have a decent search volume (enough people are searching them to be worthwhile) 

but also consider competition – extremely high competition keywords (like single-word broad 

terms) can be expensive and may not be specific enough to convert well. For instance, “shoes” is 

very broad (and competitive), whereas “women’s running shoes size 8” is more specific and may 

indicate a searcher closer to purchase. 

There are also third-party tools (SEMrush, Ahrefs, Moz, Ubersuggest, etc.) that provide keyword 

ideas and difficulty scores. These can be useful for more in-depth research, but for many, 

Google’s own planner plus some common sense is sufficient to build a strong list. 

Consider Search Intent: Not all keywords are equal – each carries a different intent. Some are 

informational (“how to fix a leaky faucet”), some are navigational (“Home Depot plumbing 

section”), and some are transactional/commercial (“plumber near me” or “buy cordless drill 

online”). Generally, for Google Ads, commercial intent keywords yield the best direct results 

because the searcher likely wants to take action (buy, hire, etc.). That said, a full-funnel strategy 

might also target some informational searches with content (via search ads or display ads leading 

to helpful articles) to attract prospects early and nurture them. As you pick keywords, be mindful 

of intent: try to align your ad and landing page with what the user is likely looking for. For 

example, if the keyword is a question, consider an ad that promises an answer (and a landing 

page that gives that answer along with a gentle push toward your product as the solution). 

Long-Tail Keywords: Don’t ignore longer, specific keywords – often called “long-tail” 

keywords. Individually, each long-tail term might not have huge search volume, but collectively 

they can drive a significant portion of your traffic and usually at a lower cost per click, because 

they face less competition. Long-tail searches (e.g., “affordable wedding photographers in 

Orange County”) are also highly specific, meaning the user knows what they want, which can 

lead to higher conversion rates. Incorporate a healthy mix of specific phrases in your campaigns, 

not just the head terms. You can often bid on these more aggressively because they are cheaper 

and convert well. 

Match Types: When adding keywords to your Google Ads campaign, you’ll need to choose a 

match type for each keyword. Match types determine how broadly or narrowly Google matches 

your ad to user searches. The main match types are: 



 
 

• Exact Match: [Brackets] around a keyword indicate exact match. Your ad will show 

only when the search query is essentially the same as your keyword (or very close 

variations). Exact match gives you the most control and typically the most relevant 

matching, but it limits volume. Use exact match for keywords that are highly specific and 

essential to your business, where you want to tightly control the traffic. Example: 

[plumber near me] would match searches like “plumber near me” or “plumbers near me” 

(close variation). 

• Phrase Match: "Quotes" around a term indicate phrase match. Your ad will show when 

the search query includes the exact phrase or close variations of it, possibly with words 

before or after. This is slightly more flexible than exact match, allowing for variations 

while maintaining the core phrase order. Example: “Italian restaurant” phrase match 

could trigger for “best Italian restaurant downtown” or “Italian restaurant open late”, but 

not for “restaurant serving Italian and Chinese” (the phrase “Italian restaurant” must 

appear in the query). 

• Broad Match: This is the default if you just enter a keyword without any symbols. Broad 

match allows Google to match your ad to related searches, not just those containing your 

exact keywords. It can include synonyms, related concepts, and more. Broad match gives 

the widest reach but can sometimes match to queries that are loosely related, which may 

reduce relevance if not monitored. For instance, broad match on women’s shoes might 

match a search for “ladies footwear” or “best sneakers for women”. Google’s AI has 

improved broad match in recent years by using user intent signals, so it can be powerful 

for discovery – but you must keep an eye on the search terms report (which shows actual 

queries that triggered your ads) to ensure you’re getting relevant traffic. 

• Broad Match Modifier (BMM): (Note: Google phased out the older BMM syntax with 

plus signs in 2021, merging its functionality into phrase match. So currently, you won’t 

use +keyword notation anymore. Phrase match now covers most use cases that BMM 

did.) 

Recommended Approach to Match Types: A common best practice is to start with a mix of 

exact and phrase match keywords for control, and possibly use broad match in combination 

with smart bidding or for exploratory campaigns to catch new queries. For example, you might 

have an exact match [emergency plumber Los Angeles] to ensure you capture that precisely, and 

also have a phrase match “emergency plumber” to catch variations like “emergency plumber in 

Los Angeles 24/7”. If you choose to use broad match (which can be useful particularly if you 

leverage Google’s AI bidding), be prepared to add negative keywords and monitor results 

closely, as broad can surface some irrelevant searches. 

Negative Keywords: Equally important as the keywords you do want is the list of keywords you 

don’t want your ads showing for. These are called negative keywords. By adding negatives, you 

prevent your ads from being triggered by certain words or phrases. This saves your budget from 

irrelevant clicks. For example, if you’re advertising luxury handbags and have the keyword 

“leather handbags”, you might add a negative keyword “cheap” or “free” to avoid bargain-

hunters who are unlikely to convert on a high-end product. Likewise, if you provide paid 



 
 
software, you might negative out “torrent” or “crack” to avoid showing to people looking for free 

pirated versions. As you run your campaigns, regularly check the Search Terms report (which 

shows the actual searches people typed when they saw/clicked your ads) and look for irrelevant 

queries to add as negatives. It’s an ongoing process – even well-optimized campaigns get some 

off-target searches, but you can continually refine with negatives. 

Location and Language Targeting: Keywords get you in front of the right intent, but you also 

need to ensure you’re reaching the right people in the right places. Set your location targeting to 

the geographic areas you serve or want to reach. This could be as broad as an entire country or as 

narrow as a radius around a specific address (for local businesses). If you only operate in San 

Diego, you don’t want someone in New York seeing your ad and clicking it – that’s wasted 

spend. Google Ads allows very granular geo-targeting including by city, ZIP code, radius, or 

multi-location regions. Use this to your advantage. Also, adjust the settings of who to target: 

typically you’ll target “People in or regularly in your targeted locations” to ensure the user is 

physically there (or often there). The other setting includes people “searching for” your targeted 

location – which is useful for say, hotels (someone in New York searching “hotels in San 

Diego”), but not for things like local plumbers (someone in New York searching “plumber in 

San Diego” is probably not a real customer). 

Similarly, set the language targeting to the language your customers speak and that your 

ads/website are written in. If your business only serves English-speaking customers, there’s no 

benefit in showing ads to users whose browser language is set to Spanish or Chinese, for instance 

(unless you also provide those languages on your site and in your ads). Aligning language 

ensures better relevance. 

Device Targeting: By default, Google Ads will show your search ads across devices – desktop 

computers, tablets, and mobile phones. It’s usually wise to start with all devices to gather data. 

However, watch performance by device. It’s common to see different conversion rates or click-

through rates on mobile vs desktop. If, for example, you find that mobile clicks convert at half 

the rate of desktop for you, you might choose to adjust bids down for mobile (using device bid 

adjustments) or ensure your mobile experience (like your landing page) is optimized. On the 

other hand, if mobile performs great (perhaps you have a super mobile-friendly process or an 

app), you might bid more for mobile traffic. The key is to be aware and adjust if needed. For 

most beginners, keep all devices on and then refine after seeing data. 

Dayparting and Ad Scheduling: Google Ads lets you schedule when your ads run – by specific 

days of the week and hours of the day. If your business only operates during certain hours or if 

you know users are more likely to convert at certain times, you can use ad scheduling to limit 

when ads show or to bid differently at certain times. For instance, a B2B company might find 

that clicks after office hours rarely convert (maybe because nobody is there to answer the phone 

or chats), so they might turn off ads at night. An e-commerce site might see that late-night 

shoppers convert less (or sometimes more, depending on the product!). Scheduling is an 

optimization lever – you don’t necessarily need to tweak it right away unless you have obvious 



 
 
reasons, but keep it in mind as you optimize. A pro tip: once you have conversion data, look at 

the “Day & Hour” performance in Google Ads reports to spot any trends. You can then apply bid 

adjustments to specific dayparts (e.g., +20% bid on weekday evenings if those convert well, or -

50% on weekends if those perform poorly). 

Put It All Together: Let’s imagine a quick example. Say you own “SoCal Surf Shop” and 

you’re running ads for surfboards and surfing lessons in Southern California. Your keyword 

research might yield terms like “buy surfboard online”, “surfboard shop San Diego”, “best 

beginner surfboard”, “surf lessons Orange County”, etc. You decide to have separate campaigns: 

one for Surfboards (product sales) and one for Surf Lessons (services). In the Surfboards 

campaign, you create ad groups for different categories: “Shortboards”, “Longboards”, 

“Beginner Surfboards” – each with tightly related keywords and ads showcasing those types of 

boards. You set location targeting to California coastal counties where you can ship quickly or 

have stores, and you schedule ads to run all day (since online store is 24/7). In the Surf Lessons 

campaign, you target a smaller radius around your physical beach locations and schedule ads to 

show in daytime hours when people are likely planning their weekend activities. You add 

negative keywords like “snowboard” (to avoid winter sports queries) or “free surfboard” (to 

avoid freebie seekers). Over time, you monitor the search terms report to catch weird matches – 

you notice “surfboard coffee table” triggered your ad (since you had “surfboard” broad), which 

is not relevant, so you add “coffee table” as a negative. This ongoing refinement keeps your 

targeting laser-focused. 

By carefully researching keywords, using match types to your advantage, and sharpening your 

targeting settings, you set a strong foundation for your Google Ads campaigns. The next step is 

to create compelling ads that attract clicks and drive users to take action – and to leverage ad 

extensions to make your ads even more effective. We’ll cover that in the following section. 

Crafting Effective Ad Copy and Leveraging Ad Extensions 

Once you’ve targeted the right keywords, you need ads that speak to your audience and compel 

them to click. Well-crafted ad copy is crucial – it’s often your first impression on a potential 

customer. In this section, we’ll go over best practices for writing strong text ads (especially for 

search campaigns) and how to use ad extensions to enhance your ads with extra information and 

links. 

Writing Compelling Text Ads 

Google Search ads (currently in the form of Responsive Search Ads) consist of headlines and 

descriptions. Google allows multiple headlines and descriptions in a responsive ad, and it will 

mix-and-match them to find the best performing combinations. Here’s how to create effective 

ads: 



 
 
Know the Ad Format: A Responsive Search Ad can have up to 15 headlines (up to 30 

characters each) and 4 descriptions (up to 90 characters each). Google will dynamically test 

different headline combinations (usually showing up to three headlines at a time in the ad) and 

two descriptions (it can show up to two at once). While you don’t have to fill in all 15+4 slots, 

providing more variations can help Google optimize. However, ensure each element still makes 

sense with others in any random combination if possible. 

Headline Best Practices: 

• Include Keywords: Try to include your target keyword (or closely related phrase) in at 

least one of the headlines. When the user’s search query matches words in your ad, those 

words will appear in bold in the ad text, which can draw attention. For example, if the 

keyword is “emergency plumbing service”, a headline that says “24/7 Emergency 

Plumbing Service” will resonate and bold the search terms, signaling to the searcher that 

your ad directly addresses their query. This not only improves relevance and CTR but 

also can improve Quality Score (since ad relevance is a factor). 

• Convey a Unique Selling Proposition (USP): Ask yourself – what makes your product 

or service stand out from the competition? Use one of the headlines to highlight your 

USP or biggest benefit. It could be something like “Certified Technicians”, “50+ Years of 

Experience”, “Free Next-Day Shipping”, “Price Match Guarantee”, etc. A user scanning 

ads will see many similar offerings; a strong USP can catch their eye and give them a 

reason to consider you. 

• Use a Call to Action (CTA): While Google’s policies don’t allow excessive punctuation 

or all-caps words like “CLICK NOW!”, it’s still important to invite the user to take action 

with subtle CTAs in the ad text. Phrases like “Call Today for a Free Quote”, “Shop 

Now”, “Get a Free Consultation”, or “Book Your Lesson” set the expectation of what to 

do next. Often, one of your headlines or the description can handle the CTA. For 

example, a headline might say “Schedule a Free Demo” or a description might end with 

“Contact us today to get started.” 

• Highlight Offers or Promotions: If you have any special offer running – like “20% Off 

in December” or “Buy 1 Get 1 Free” or “Limited Time Offer – Ends Soon” – definitely 

include that in your ad copy. Promotions create urgency and make your ad more 

appealing. Google Ads also has structured Promotion Extensions (which we’ll cover 

later) for this purpose, but it doesn’t hurt to also mention a great offer in the headline or 

description. Just ensure the offer is accurate and reflected on the landing page to avoid 

misleading users. 

• Character Counts and Clarity: While you have up to 30 characters per headline, you 

don’t have to use them all if it means your message gets cut off or is less clear. 

Sometimes a short, powerful headline like “Same-Day Service” is better than a longer 

one that’s truncated on certain devices. That said, try to use the space to get important 

info across. Every word should earn its place – avoid fluff like “Home” or “Welcome” in 

your ad text, which wastes character count. 



 
 

• Multiple Headlines for Variations: Take advantage of the responsive ad format by 

supplying a variety of headlines. For example, some headline ideas could be: “#1 

Plumber in [City]”, “Fast & Reliable Plumbing”, “Open 24/7 – Call Now”, “Licensed & 

Insured Plumbers”, “Trusted Since 1990”, “Upfront Pricing, No Surprises”, etc. These 

can mix to appeal to different aspects (trust, speed, availability, etc.). The system will 

learn which combos perform best. If there’s an absolutely essential message (like your 

brand name or a must-mention feature), you can “pin” a headline to position 1 or 2 so it 

always shows, but use pinning sparingly – too much pinning can actually limit Google’s 

ability to optimize combinations. 

Description Best Practices: 

• Expand on the Headlines: Descriptions (90 characters each, with up to two shown) 

allow you to provide more detail that wouldn’t fit in the headlines. Use this space to 

elaborate on your offering, address common customer concerns, or list additional 

benefits. For example, if you’re advertising a software product, a description might say 

“Easy-to-use dashboard – no coding required. Trusted by over 5,000 users to save time 

and money.” This adds credibility and info that supports the decision to click. 

• Use Complete Sentences & Persuasive Language: Write descriptions like a short 

persuasive pitch. You have enough characters to form a couple of sentences, so do so. It 

reads better than a string of keywords. Compare a bland description: “Quality software, 

save time, low cost, try now.” vs a more engaging one: “Our project management 

software simplifies your workflow and saves you hours each week. Try it free for 14 days 

and see the difference.” The second is more appealing because it’s specific and invites 

the user to try it. 

• Incorporate Keywords Naturally: If there are additional keywords or variations you 

couldn’t fit into headlines, you can include some in the descriptions as well for relevance. 

But keep it natural – avoid a keyword salad. The primary purpose of the description is to 

increase interest and provide information that a headline can’t. 

• Address Objections or Include Social Proof: Another strategy is to use one description 

line to preemptively address a common customer question or worry. For example, “No 

contract required – cancel anytime” could alleviate fears if people are wary of long 

commitments. Or include a bit of social proof: “Rated 5 stars on Yelp with 500+ happy 

customers” or “Over 1 million downloads worldwide.” Social proof can increase trust 

quickly. 

• Test Multiple Messaging Angles: With up to 4 descriptions, try different angles. 

Perhaps one description focuses on price (“Plans starting at just $29/mo.”), another on 

quality (“Expert team and award-winning service.”), another on speed (“We respond 

within 10 minutes to all requests.”), etc. Variety will help find what resonates best with 

your audience. 

Ad Relevance and Policy Compliance: Ensure your ad copy accurately represents what you 

offer and is directly relevant to your keywords and landing page. Misleading or click-bait ads 



 
 
might get a lot of clicks but they won’t convert and could harm your reputation (not to mention 

Google could disapprove ads that aren’t truthful or violate policies). Also, avoid capitalizing 

whole words for emphasis (except common abbreviations), excessive punctuation or symbols, or 

superlatives like “Best” unless you can back it up (Google’s policy requires you be able to prove 

something that says “best” or “#1”, like an award or market ranking). Generally, stick to a 

professional tone that matches your brand. It can be enthusiastic or urgent, but not gimmicky. 

For example, “Don’t Miss Out – Sale Ends Friday!” is fine, but “     BEST DEAL 

EVER!!!     ” would likely be disapproved and looks unprofessional. 

Landing Page Alignment: The job of the ad is to get the right user to click. But to actually 

secure the conversion, the page they land on needs to follow through on the ad’s promise. Make 

sure each ad directs to a relevant landing page – ideally one that matches the offer or content in 

the ad. If your ad says “50% off first month gym membership”, the landing page should clearly 

show that offer and provide an easy path to sign up. Consistency builds trust: the user should 

feel, “Yes, I’m in the right place” as soon as they click. Google also measures landing page 

experience as part of Quality Score, so relevancy can even affect your ad’s cost and ranking. 

Leveraging Ad Extensions 

Ad Extensions are additional pieces of information that expand your ad and make it more useful 

to users. They can greatly improve your ad’s visibility and click-through rate by offering direct 

links or info beyond the base ad text. The best part: extensions are free to add – you’re only 

charged if someone clicks on them (just like a normal ad click). Including relevant extensions is 

a best practice in any Google Ads strategy. Here are key extensions you should consider: 

• Sitelink Extensions: These are extra links that appear below your ad, directing users to 

specific pages on your site. For example, if you’re running an ad for a marketing agency, 

you could add sitelinks like “Our Services”, “Case Studies”, “Pricing”, “Contact Us”. 

Sitelinks give users a chance to jump directly to a section of interest. They also make 

your ad larger on the page, which is great. You can add 4 (or more) sitelinks and Google 

will show a couple (on mobile) or up to 6 (on desktop) if your ad is in a top position. 

Ensure each sitelink has a descriptive title (25 characters or so) and link to a relevant 

page. For instance, don’t just label it “Learn More” – specify “ Digital Marketing 

Services” or “    Case Studies – Success Stories” (yes, you can include a relevant emoji 

or special character in extensions in some cases, which can draw the eye). 

• Callout Extensions: Callouts are short phrases (not clickable) that appear below your ad 

copy, highlighting additional benefits or features. They’re separated by dots or bullets. 

Examples of callouts: “Free Shipping”, “24/7 Customer Support”, “100% Money-Back 

Guarantee”, “Locally Owned”. Think of callouts as quick hit selling points or value 

propositions that didn’t fit in your main ad copy. They help differentiate you. You can 

usually have 4-6 callouts show if space allows, each up to 25 characters. Keep them 

succinct (a few words each). 



 
 

• Structured Snippets: These extensions let you showcase a list of specific items or 

categories that fall under a predefined header. Google provides headers like “Services”, 

“Product Types”, “Amenities”, “Locations”, etc., and you list related items. For instance, 

a hotel might use the header “Amenities” and list “Free WiFi, Pool, Spa, Ocean View”. A 

software company might use “Features” and list “Analytics Dashboard, Mobile App, 

Integrations, AI-Powered Insights”. Structured snippets aren’t clickable but they give a 

fuller picture of what you offer at a glance. 

• Call Extension: If getting phone calls is important (e.g., for a local service business or 

any business that can handle inquiries by phone), use the Call Extension. This shows a 

clickable phone number or a “Call” button on mobile devices, allowing users to directly 

call you from the ad. You can configure it to only show during your business hours (so 

you don’t miss calls that come at midnight, for example). Calls from these extensions can 

be tracked as conversions if you use Google’s call forwarding feature. 

• Location Extension: If you have a physical storefront or office and you want to 

encourage visits or show your address, connect your Google My Business (now called 

Google Business Profile) to Google Ads and use Location extensions. This will show 

your address (or a map pin) underneath your ad, along with distance to the location (on 

mobile) and perhaps the city name on desktop. It makes your ad more locally relevant 

and can also enable your listing to show up in Maps for relevant searches. For a multi-

location business, Google will show the nearest location to the user. 

• Price Extension: This extension allows you to show pricing information for different 

products or services in a neat list that users can scroll on mobile or see as a set of cards on 

desktop. Each item can have a short description and price, and is clickable to take the 

user to that specific product/service page. For example, an HVAC company might list 

“AC Tune-Up – $99”, “Heating Inspection – $89”, etc., each linking to a page about that 

service. Price extensions are great for highlighting your offerings and attracting clicks 

from those ready to compare prices. 

• Promotion Extension: If you’re running a special sale or promotion (seasonal, holiday, 

etc.), the Promotion extension can make it stand out. It shows a price cut or offer below 

your ad with a tag icon, e.g., “Back to School Sale – 30% off all backpacks. Limited 

time.” You can set the dates for the promotion to automatically start/end, and even use 

specific occasions like Black Friday, etc. This is a powerful way to grab deal-seekers’ 

attention. 

• App Extension: If you have a mobile app you’d like to promote, an app extension can 

add a direct link to download your app (either from the App Store or Google Play) below 

your ad. This is useful if one of your goals is to drive app installs alongside website 

visits. The ad will then give the user a choice: click the headline to go to your site or click 

the app extension to go to the app store. 

• Image Extension: A relatively newer addition – you can now sometimes add an image to 

accompany your search ad (if you’re in an eligible vertical and have this feature enabled). 

An image extension can make your ad much more eye-catching by showing a relevant 

picture (like a product image, or a service in action). Ensure the image is high-quality, 



 
 

professional, and directly related to your ad/keywords. Google will review images, so no 

excessive text or misleading visuals. 

Using Extensions Wisely: Google Ads allows you to add many extensions at once, and it will 

decide which ones to show based on factors like your ad rank, relevance, and space available. 

It’s good to add all extensions that make sense for your business – there’s generally no penalty 

for having them; they only help. However, avoid irrelevant ones. For example, if you don’t have 

a promotion going on, skip the promotion extension. Or if you only sell one thing, a price 

extension might not be needed (you could just mention the price in your ad or callouts instead). 

Always double-check that the extension content is up-to-date (outdated offers or wrong phone 

numbers can hurt your credibility or waste money). 

Impact on Ad Rank: Ad extensions don’t directly cost extra, but they can significantly improve 

your ad’s performance. Google’s ad ranking algorithm actually considers the expected benefit of 

extensions & ad formats when determining Ad Rank. So an ad with extensions is more likely to 

win a higher position than an ad with the same bid and quality but no extensions. Also, by taking 

up more real estate, your ad pushes competitors further down. And from a user perspective, a 

larger ad with more options to interact (multiple links, call button, etc.) is simply more useful, 

often leading to higher CTR. A higher CTR feeds back into better Quality Score, which can 

lower your CPC – a very nice virtuous cycle. 

Consistency and Testing: Just like with ads, you should periodically review your extensions’ 

performance. Google Ads provides data on how many clicks each extension received. Sitelinks, 

for example, might show that one particular link gets a lot of clicks – perhaps consider making 

that a more prominent part of your site or even its own ad group if it’s popular. If some callouts 

or snippets aren’t resonating, you can update them. Treat extensions as an extension (pun 

intended) of your ad copy strategy – tweak as needed for optimal results. 

In summary, strong ad copy combined with relevant extensions will make your ads both 

appealing and informative. The goal is to provide the searcher with every reason to click on your 

ad over others, by addressing their query, pain points, and desires right in the ad, and giving 

them convenient pathways (via extensions) to engage further. Next, let’s discuss how to handle 

bidding and budgeting – essentially, how to pay for these clicks in the most efficient way to 

achieve your goals. 

Smart Bidding Strategies and Budget Management 

Now that you have well-structured campaigns with great ads and targeted keywords, it’s time to 

talk about bidding – the mechanism that determines how much you pay for clicks and where 

your ads appear – and budgeting – how you allocate your ad spend to maximize results. Google 

Ads uses an auction system: every time someone does a search, all relevant ads compete in an 

auction for the ad slots. Your bid (how much you’re willing to pay per click) and your Quality 

Score determine your Ad Rank, which influences your position and cost. Managing bids 



 
 
effectively is crucial to get a good ROI. Additionally, setting and adjusting budgets will ensure 

your money is spent efficiently across campaigns. 

Bidding Strategies: Manual vs. Automated 

There are two broad approaches to bidding: manual bidding, where you set the max cost-per-

click for your keywords, and automated (Smart) bidding, where you let Google adjust bids in 

real-time based on your goals using its algorithms. Here’s what you need to know: 

• Manual CPC Bidding: You control the max CPC at the keyword (or ad group) level. 

For example, you might decide you’re willing to pay up to $2.50 for a click on 

“emergency plumber” because it’s high value, but only $1.00 for “plumbing tips” 

because that’s more informational. Manual bidding gives you granular control and is 

straightforward to understand. It’s great when you’re starting out or if you have a smaller 

campaign and want to closely manage costs. The downside is it requires active 

maintenance: you should monitor performance and adjust bids up or down based on 

what’s working (e.g., increase bids on keywords converting well within your CPA 

targets, decrease on those that aren’t). Manual bidding can also miss opportunities 

because it can’t react to individual auctions or user contexts (e.g., maybe a certain user at 

a certain time is very likely to convert – Google’s automated system might bid higher for 

them, whereas a static manual bid wouldn’t know to do that). 

• Enhanced CPC (ECPC): This is like a halfway point – it’s technically a manual 

strategy, but if you turn on ECPC, Google is allowed to slightly adjust your manual bids 

up or down in auctions where it predicts a higher or lower chance of conversion. It’s a 

gentle introduction to automation, and many advertisers use ECPC as they transition from 

pure manual to automated. 

• Target CPA (Cost Per Acquisition) [Automated]: With Target CPA bidding, you tell 

Google the desired average amount you’d like to pay per conversion (say $50 per lead). 

Google will then automatically adjust bids (even wildly above or below your “implied” 

CPC if needed) to try to get as many conversions as possible at that average CPA. It uses 

machine learning, looking at signals like the user’s device, time of day, demographics, 

past search behavior, etc., to bid more aggressively when a conversion seems likely and 

less when not. Target CPA is great when you have established conversion tracking and 

enough conversion data (usually Google suggests at least 15-30 conversions in the past 

month in the campaign to get a good baseline). It frees you from micromanaging bids and 

focuses on what really matters – the cost per conversion. Keep in mind, it’s an average – 

some conversions may cost more, some less, but it strives to hit that average. If you use 

Target CPA, monitor results and adjust the CPA target if needed (e.g., if it’s not spending 

fully, your target might be set too low for the market). 

• Target ROAS (Return on Ad Spend) [Automated]: This strategy is used mostly by e-

commerce or campaigns where you track revenue values for conversions. You set a target 

ROAS (e.g., 500% or 5:1, meaning $5 revenue for every $1 ad spend). Google then bids 

to maximize conversion value while hitting that efficiency. It’s a bit more complex than 



 
 

target CPA because it needs good conversion value data. For retailers with lots of sales 

data in Google Ads, this can be very effective, pushing more budget toward high-value 

customers/searches. 

• Maximize Conversions [Automated]: As the name suggests, Google will try to get you 

the maximum number of conversions for your budget. It will spend your daily budget 

aggressively in pursuit of as many conversions as possible, regardless of CPA. This can 

be useful if your primary goal is volume and you trust Google to find the conversion-rich 

traffic. But without a CPA constraint, it could potentially drive up your average CPA if 

not checked. You could use this initially to get data, then shift to Target CPA. 

• Maximize Conversion Value [Automated]: Similar concept but aimed at maximizing 

total conversion value (good for e-commerce where each sale has a value) rather than just 

count of conversions. Again, it will use the budget fully to get the highest revenue, 

potentially without regard to efficiency. 

• Maximize Clicks [Automated]: This focuses on getting the most clicks for your budget, 

regardless of what those clicks do. It can be useful for awareness campaigns or if you 

value any site traffic. However, for most performance-oriented campaigns, clicks alone 

aren’t the end goal – conversions are. So we typically favor conversion-based strategies 

over pure click maximization. If you do use Maximize Clicks, consider setting a max 

CPC limit in the settings so it doesn’t pay absurdly high CPCs for some clicks. 

• Manual vs. Automated – Which to Choose? For beginners, a hybrid approach often 

works well: start with Manual CPC (perhaps with ECPC enabled) to gather some initial 

data and ensure nothing crazy happens, then once you have a baseline of conversions (say 

a few weeks or months in), test an automated strategy like Target CPA. Automated 

bidding can often outperform manual because it factors in a lot of real-time signals and 

can adjust bids per auction in ways humans cannot. That being said, it’s only as good as 

the data it has – which means you need reliable conversion tracking and enough volume. 

If you switch to an automated strategy, give it time to “learn” (Google’s algorithm 

usually has a short learning period). Don’t panic if performance fluctuates a bit in the first 

few days of switching; monitor over a week or two. And always ensure your target CPA 

or ROAS is realistic; if you set it too aggressively low, the campaign might stall or miss a 

lot of opportunities. 

Bid Adjustments: Even with automated bidding handling a lot, you have the ability to apply bid 

adjustments for specific conditions if using manual bidding (and even some adjustments are 

allowed with automated, like for content network or seasonality adjustments). Bid adjustments 

are percentage increases or decreases that modify your bids for certain criteria without changing 

your base keywords bids. For example: 

• Device Bid Adjustments: As mentioned earlier, if you see mobile isn’t doing well, you 

could set, say, -20% bid for mobile. Conversely, if mobile is great, +20%. With 

automated bidding, you generally let Google handle device differences, but with manual 

this is a key lever. 



 
 

• Location Bid Adjustments: If you target multiple regions in one campaign and one 

region performs better, you can bid higher for it. E.g., maybe your conversion rate in 

California is double that of Texas; you might increase bids for California by 50%. 

• Ad Schedule Adjustments: If certain times convert better, you can bid more then. Or bid 

down in off-hours. 

• Audience Bid Adjustments: Google Ads allows layering of audiences onto search 

campaigns for observation or targeting. For example, you might observe how “Previous 

site visitors” or “In-market for Business Software” lists perform. If you find those groups 

are more likely to convert, you can bid higher for them. Or if less likely, bid lower. With 

automated bidding, audience adjustments aren’t used (except with some newer value 

rules features), but with manual, they can be useful. 

Use bid adjustments carefully. They can multiply – for instance, a +20% mobile and +20% 

location means +44% if both conditions are met. Google will cap combined adjustments at 

+900% but still, be mindful. Always align adjustments with data – don’t assume, check your 

reports (devices, geo, time, audience) after you have enough data. 

Budget Management 

Setting the daily (or monthly) budget for each campaign dictates how much you’re willing to 

spend. Google will try to get you as many clicks/conversions as possible within that budget. 

Some tips on budget management: 

• Allocate by Priority: Assign more budget to campaigns that are most aligned with your 

core business goals or that are performing well. For instance, if you have one campaign 

that consistently yields a low CPA and good volume, that’s a candidate to increase 

budget – you know it’s giving returns. Conversely, if another campaign is experimental 

or higher in the funnel (like a broad awareness campaign), you might cap its budget to a 

smaller share so it doesn’t consume too much spend without direct returns. 

• Avoid Spreading Too Thin: If you have a limited total budget, it’s usually better to 

concentrate it on a few campaigns that you can manage well, rather than splitting into 

many campaigns that each get so little daily budget that they barely gather data. 

Remember, a campaign’s daily budget divided among possibly several ad groups and 

many keywords might result in only a few clicks per day if the budget is very low. It 

could take forever to see results or optimizations. So prioritize. 

• Daily vs Monthly Spend Reality: Google uses daily budgets as a target, but it’s allowed 

to overshoot by up to 2x on a given day (it might spend more on a busy day, but then less 

on a slow day) as long as you don’t exceed your monthly equivalent budget (daily budget 

* 30.4) in a month. So if you see some days go over the set daily, that’s normal. 

However, if a campaign consistently hits its daily budget and is being limited by budget, 

it’s a sign that there’s more demand than your budget allows. Google will show a metric 

“Limited by budget” and an Impression Share (Budget) lost percentage. If that campaign 

is profitable, consider raising the budget to capture those lost opportunities. If it’s not 



 
 

profitable, then the budget cap is protecting you from overspending on a possibly 

inefficient campaign – in that case, work on improving performance first. 

• Shared Budgets: Google Ads has a feature where you can create a shared budget that 

multiple campaigns draw from. This can be handy if you don’t mind which campaign 

spends the money as long as overall you stay on budget. For example, two product 

campaigns might share a $100/day budget; if one day Campaign A has lots of traffic it 

might use $70 and B uses $30, another day vice versa. It gives Google flexibility to 

allocate funds where demand is. However, if you have one campaign that’s a priority, it 

might hog the budget from another if combined. So use shared budgets when campaigns 

are of equal importance or you trust Google to distribute – otherwise keep budgets 

separate. 

• Scaling Up or Down: Don’t be afraid to adjust budgets over time. If you find success, 

scale up gradually and monitor if performance holds. Doubling a budget for a well-

performing campaign can often double results (not always exactly, but if there’s 

headroom, it can). Conversely, if something isn’t working and you need to cut spend, 

reduce the budget while you troubleshoot or pause the campaign. Just note that dramatic 

changes in budget or bid strategies can temporarily upset the algorithms (for automated 

bidding). Try not to change too many things at once – e.g., switching to target CPA and 

doubling budget simultaneously might make it hard to tell which change caused any 

subsequent results shift. 

• Use Budget Reports: Google Ads has a nice “Budget Report” that can show your spend 

over time and how often you hit your cap. If you’re constantly at the cap, that campaign 

could likely spend more if allowed (question is, would it still perform well?). If you 

rarely hit the cap, then you’re not constrained – you could even lower the budget if 

you’re not spending it, though it doesn’t harm to leave it higher in case volume increases 

(budget is a ceiling, not a goal). 

• Dayparting Budgets (advanced): Some advertisers use scripts or manual changes to 

allocate budgets by time of day (since Google currently doesn’t let you have a different 

budget at different hours). For instance, if nighttime traffic is low quality, one might use 

an automation to lower budgets or pause campaigns at night. This is advanced and often 

can be achieved simpler via bid adjustments. But just be aware of your spend pattern 

through the day – if 90% of budget spends by noon and then your ads are off the rest of 

the day missing out on maybe evening converters, that’s an issue. Ideally, budgets should 

be high enough or pacing such that ads show throughout the day (unless intentionally 

scheduled otherwise). 

• New Campaign Budgeting: When launching a new campaign, give it a sufficient but 

reasonable budget to test. It may not spend it all initially if using smart bidding until it 

learns. But also don’t starve a new campaign – it needs data to optimize. If possible, 

allocate some “learning budget”. For example, if your expected CPC is $1 and you hope 

for a few conversions a day with a 5% conversion rate, you need about 20 clicks for one 

conversion on average, which is $20 spend. If you want, say, 3-5 conversions a day to 

have data to assess, you’d need around $60-$100/day in that simplistic model. Use these 



 
 

kinds of calculations to set budgets that align with how quickly you want to gather 

results. 

Monitoring Bids and Budgets 

Setting bids and budgets isn’t a one-and-done task. It requires monitoring and tweaking: 

• Watch Cost per Conversion: If you’re on manual bidding, regularly check your cost per 

conversion per campaign/ad group/keyword. If certain keywords have a CPA way above 

your target, consider lowering their bids or pausing them (or improving their 

relevancy/landing pages). For those with CPAs well below target (and volume is there), 

you might raise bids to get more traffic from them. 

• Use Bid Simulators: Google provides a Bid Simulator tool on the keyword or campaign 

level (for manual bidding) which estimates what might happen if you had bid higher or 

lower (or if you change target CPA, etc.). These are projections, but can guide you. For 

example, it might show that increasing a bid from $2 to $2.50 could yield 20% more 

clicks for only slightly higher CPA – maybe worth it. 

• Keyword-Level Refinement: In any campaign, a small subset of keywords usually 

drives the bulk of conversions. Focus on those – ensure they have appropriate bids to 

maintain good ad positions. For non-converting or poorly performing keywords, either 

refine them (maybe they need better ad copy or landing pages) or remove them if they’re 

not crucial. A streamlined keyword list that’s well-optimized is better than a huge list 

where many are bleeding budget. 

• Budget Rebalancing: Over time, you may find one campaign consistently outperforms 

another. Don’t stick rigidly to your initial budget allocations – be dynamic. Reallocate 

budget to the winners. For example, if Campaign A yields $10 per conversion and 

Campaign B yields $50 per conversion, and they both had $50/day initially, you might 

decide to give A $80/day and B $20/day to maximize total conversions within your 

spend. 

• Be Mindful of Seasonality & Trends: Some businesses see seasonal search volume 

changes. For example, retail spikes in Q4, or a tax prep service spikes in spring. 

Anticipate these by adjusting budgets and bids. Google’s automated bidding does adapt 

to seasonal patterns, but if you know a sale or event is coming that will boost conversion 

rate (e.g., a Black Friday sale where people are more likely to buy), you can use 

Seasonality Adjustments in the tools, or manually prepare by raising target CPA or 

budgets temporarily to capture that surge. 

Example – Bidding in Practice: Let’s say you run a campaign for an online course platform. 

You have a target CPA of $20 per sign-up. Initially, you use Manual bidding and set keyword 

bids around $1. After a week, you see that some keywords have average CPC of $0.80 and 

converted at $15 CPA – great! Others had $1.20 CPC and CPA of $40 – not great. You reduce 

bids on the expensive ones to maybe $0.70 to see if they can still get some cheaper clicks, and 

raise bids on the good ones to $1.20 to try and get more traffic there. Your campaign improves 



 
 
and you’re hitting around $18 average CPA. Now you switch to Target CPA automated bidding, 

set at $18. Over the next weeks, Google finds even more efficient auctions, maybe bringing you 

to $16 CPA with a bit more volume. You increase your daily budget because you’re happy with 

the results, and Google scales up spend and conversions proportionally. At one point, you notice 

conversion rate dipping late at night (lots of clicks, few sign-ups at 2am). You decide to schedule 

your ads to pause during 1am-5am, which saves some budget for better times of day. All these 

adjustments together help you get the most out of your bidding strategy. 

In summary, smart bidding is about balancing cost and reward: you want to win the auctions 

that matter, at a price that still allows profit. Google’s automation can handle a lot of this heavy 

lifting, but your strategic input – setting the right targets, budgets, and adjustments – is key to 

guiding the machine in the right direction. With a solid handle on bids and budgets, the next 

critical piece is ensuring your ads are high quality in Google’s eyes (Quality Score) and that your 

landing pages convert the clicks you pay for. We’ll explore optimizing Quality Score and 

landing page experience next. 

Quality Score and Landing Page Optimization 

Google’s goal with Ads is to show the most relevant, high-quality ads to users, which in turn 

keeps users happy and clicking. To help achieve this, Google uses a metric called Quality Score 

to evaluate the quality of your keywords and ads. A high Quality Score can significantly improve 

your campaign performance by lowering costs and improving ad positions. A major component 

of Quality Score (and of conversion success) is your landing page experience. In this section, 

we’ll break down Quality Score and give tips on how to improve it, and then cover best practices 

for optimizing your landing pages so that when visitors arrive, they’re more likely to convert. 

Understanding and Improving Quality Score 

Quality Score is rated on a 1 to 10 scale (10 being best) at the keyword level (but essentially it’s 

an evaluation of the keyword+ad+landing page combo). It’s calculated based on three main 

factors: 

1. Expected Click-Through Rate (CTR): This estimates how likely people are to click 

your ad when it’s shown for that keyword. It’s influenced by how well your ad copy 

matches what the user is looking for, and the historical performance of that keyword/ad 

combination. If your ad has a higher than average CTR compared to competitors for the 

same keyword, that’s positive. 

2. Ad Relevance: This measures how closely related your ad copy is to the keyword and 

user’s search intent. If someone searches “affordable web hosting” and your ad talks 

about “cheap web hosting plans” – that’s relevant. If your ad was more generic like 

“Quality web solutions for your business”, it might be less directly relevant to that query. 

Google likes to see the keyword (or very close synonyms) reflected in your ad text, 

indicating a tight linkage. 



 
 

3. Landing Page Experience: Google assesses the page your ad clicks through to. It looks 

for content relevance (does the page fulfill what the ad promises and what the user 

searched for?), ease of navigation, transparency (is it clear what the business is, what it 

offers, are there contact details, etc.), and things like mobile-friendliness and page load 

speed. If users tend to click your ad and then quickly bounce back to Google (which 

might indicate they didn’t find what they wanted), that could negatively impact this 

component over time. 

Each of these factors can be viewed in Google Ads (as “Above average / Average / Below 

average” for each keyword’s expected CTR, ad relevance, landing page). Addressing any 

“Below average” factors is critical to boosting QS. 

Why Quality Score Matters: Quality Score is intimately tied to your Ad Rank in the auction. 

Ad Rank = Max Bid * Quality Score (simplified, Google also mentions the influence of ad 

extensions and formats). If you have a higher Quality Score, you can achieve the same Ad Rank 

at a lower bid compared to someone with a lower QS. Practically speaking, higher QS leads to 

lower CPCs for the same position, and a better shot at top positions at the same bid. For 

example, an ad with QS 10 and a $1.00 bid (Ad Rank 10) could outrank an ad with QS 5 that’s 

bidding $2.00 (Ad Rank 10 as well, but they'd pay more). So investing in quality is financially 

smart. 

Tips to Improve Quality Score: 

• Tighten Keyword-Ad Groups: As discussed earlier, having tightly themed ad groups is 

fundamental. If an ad group has keywords that are too broad-ranging, your ads will 

inevitably be only “okay” matches to some of them, dragging down relevance. Split into 

more groups so you can write very focused ads. For example, instead of one ad group for 

“shoes”, have one for “running shoes”, one for “dress shoes”, etc., each with ads that 

specifically mention those terms. 

• Use Keywords in Ads and Ad Extensions: If “red running shoes” is a keyword, ideally 

the ad’s headline or description should include “red running shoes” or at least “running 

shoes”. It signals high relevance. But also make sure it reads naturally and is appealing – 

don’t just stuff keywords awkwardly. Utilizing Dynamic Keyword Insertion (DKI) in ads 

is a strategy where you can have Google automatically insert the user’s query into the ad 

text (with a fallback). DKI can boost relevance by mirroring the search term, but use it 

carefully to ensure the resulting text is sensible and doesn’t violate policies. 

• Optimize Ad Copy for CTR: Beyond including keywords, make your ads compelling as 

we covered. Higher CTR not only brings more visitors, but it directly boosts Quality 

Score if your CTR outperforms others. Continuously A/B test your ad variations. For 

instance, if one headline combo consistently yields more clicks, consider refining your 

ads to use that approach more and pause weaker variants. Over time, aim to beat the 

average CTR for your positions. 



 
 

• Improve Landing Pages (for QS and for users): We’ll go in-depth in the next part on 

landing page tips. From a QS perspective, ensure the landing page is very relevant to the 

keyword and ad. If the user searched “emergency dental clinic”, don’t send them to your 

general homepage if you have a dedicated “Emergency Dentistry” page – send them 

there. And if you don’t have one, consider creating landing pages for specific themes or 

services you advertise. Also, avoid low-quality tactics like too many ads on your page, or 

bait-and-switch content. Google’s algorithm can detect if a page seems spammy or not 

useful. Provide genuine value and answers. 

• Mobile Friendliness: With the majority of Google searches happening on mobile 

devices, Google favors sites that are mobile-optimized. A landing page that isn’t mobile-

friendly (hard to navigate, requires pinching/zooming, slow on mobile) will suffer both in 

Quality Score and in conversion rate. Use responsive design or dedicated mobile pages to 

ensure a smooth mobile experience. 

• Page Speed: A slow landing page hurts user experience. If people click your ad but the 

page takes too long to load, many will abandon it. Google’s systems know if your landing 

page is exceptionally slow (they have tools like PageSpeed insights and core web vitals 

feeding into this). Aim for quick load times (under a couple of seconds is ideal). 

Compress images, use efficient coding, and consider fast hosting/CDNs – it not only 

helps QS but conversions too. 

• Transparency & Trustworthiness: Include privacy policies, terms of service (if 

applicable), and contact information (like a phone number or address) on your site. While 

not direct factors you see, Google wants advertisers to be legitimate businesses. A 

landing page that looks scammy or hides basic info might be deemed lower quality. Also, 

ensure any claims you make in ads or on the page are credible and ideally substantiated 

(don’t say “#1 solution” without evidence, or “free” if it’s actually not free – those could 

lead to disapprovals or poor trust). 

• Reduce Pop-ups or Distractions: A landing page that immediately throws a pop-up or 

makes it hard for the user to get the info can harm experience. If you use pop-ups (like 

chat invites or email captures), consider timing them or making them subtle, especially 

for those coming from ads, so they first see what they came for. 

• Monitor Quality Score Metrics: In your Google Ads interface, keep an eye on the 

Quality Score column and the component ratings. If you see “Below average” in any 

component for important keywords, that’s a flag to take action. Perhaps an ad rewrite is 

needed (for ad relevance or CTR), or a better landing page should be used. Improving a 

below-average to average or above can have big effects. 

• Leverage Ad Extensions: We discussed these in the previous section. Having extensions 

doesn’t directly raise the numeric Quality Score that’s shown, but it does improve your 

overall ad quality and clickthrough rate, which indirectly helps. Google’s Ad Rank 

calculation looks at the overall “expected impact of extensions” as well, which is akin to 

an extension of quality. So use them! 

Landing Page Optimization for Conversions 



 
 
Getting a click is only half the battle. The true test is what happens after the click. A highly 

optimized landing page is essential to turn visitors into customers or leads. Here are best 

practices for landing pages that both convert well and provide a good user experience (which, as 

noted, also feeds back into Quality Score): 

• Relevance and Message Match: Ensure that the headline or title on your landing page 

mirrors the ad and keyword. If your ad promised “Affordable Wedding Photography 

Packages”, the landing page should immediately show “Affordable Wedding 

Photography Packages” (perhaps as a heading) and provide details on that. This 

continuity reassures the visitor they’ve come to the right place for what they were looking 

for. If there’s a disconnect – like the ad mentions a specific offer or product, but the 

landing page is generic – the user might get confused or feel misled, and leave. 

• Clear Call-to-Action (CTA): What action do you want the visitor to take on the page? 

Whether it’s filling out a form, making a purchase, calling a number, or downloading 

something, make that CTA prominent and straightforward. Usually, this means a big, 

noticeable button or form high up on the page, with action-oriented text (“Get Your Free 

Quote”, “Start Your Free Trial”, “Buy Now – 50% Off”, etc.). Don’t bury the CTA or 

make them hunt for how to proceed. Also, avoid multiple competing CTAs that might 

confuse them (e.g., “Sign Up for Newsletter” and “Buy Product” on the same page 

targeting a purchase intent – stick to one primary goal). 

• Simplify the Form or Process: If your conversion involves the visitor giving 

information (like filling a form to contact you or sign up), keep it as simple as possible. 

Ask only for essential information. Every additional field in a form is an extra hurdle 

where a user might drop off. For a lead gen form, maybe name, email, phone, and one 

specific question are enough initially – you can gather more info later once you’ve 

hooked them. If it’s a checkout process, allow guest checkout or quick social logins if 

possible. Indicate progress in multi-step forms (“Step 1 of 2”) to manage expectations. 

• Page Layout – Above the Fold Importance: “Above the fold” refers to the portion of 

the page visible without scrolling (especially important on mobile where the viewport is 

small). Place key information and your CTA in this area. For instance, a strong headline 

reinforcing your offer, a supporting subheadline if needed, a brief bit of bullet points or a 

visual, and the CTA/button or form should ideally appear without scrolling. Users do 

scroll, but you want to hook them immediately. Use an eye-catching hero image or 

banner that’s relevant – e.g., if you sell a physical product, show it in use; if it’s a 

service, maybe show a happy customer or a graphic representing the service. 

• Benefit-Oriented Content: Clearly communicate the benefits of your product/service, 

not just features. Users care about what’s in it for them. If you’re selling a SaaS tool, 

instead of just “Feature A, Feature B, Feature C”, say “Save hours of time with 

automated reporting (Feature A), Collaborate seamlessly with your team (Feature B)”, 

etc. Bullet points are effective for quickly listing key benefits or unique selling points. 

Many successful landing pages have a short paragraph or a few bullets highlighting why 

the user should choose you (e.g., “We’ve helped 500+ businesses increase sales by up to 



 
 

30% in 6 months” or “Our attorneys have a 95% success rate in court cases” – anything 

tangible and impressive). 

• Trust Signals: Incorporate elements that build trust and credibility, especially if you are 

asking for personal information or a purchase from a first-time visitor. Trust signals 

include: testimonials or reviews from satisfied customers (with names/photos if possible 

for authenticity), logos of reputable clients or media outlets (“As seen on…” or 

“Trusted by these brands…”), industry certifications or awards (e.g., “Google Partner”, 

“BBB A+ Rating”, etc.), guarantees (“30-day money-back guarantee”, “No hidden 

fees”), and privacy reassurance (“Your information is safe with us, we never spam”). 

Trust elements help reduce the anxiety or skepticism a user might have. 

• Fast Load and Technical Smoothness: As mentioned, speed is vital. Also ensure all 

elements load correctly, images are optimized, and the page doesn’t have broken links or 

errors. On mobile, check that buttons are easily tappable (not too small or too close 

together), text is readable without zooming, and forms are easy to fill on a phone (e.g., 

use proper input types so that the numeric keyboard appears for phone number fields, 

etc.). Test your landing page on different browsers and devices to ensure consistency. 

• Minimize Distractions: A dedicated landing page often performs better than a generic 

page on your site, because you can remove navigation menus and extraneous links that 

might lead the user elsewhere. The idea is to keep them focused on the conversion action. 

Consider a clean design with plenty of white space and only essential links (maybe a link 

to “Terms & Privacy” in the footer, which is fine). If you have multiple product offerings, 

don’t present all of them on the same landing page for one ad campaign – create separate 

pages for each campaign focus. For example, an ad for “email marketing software” 

should ideally go to a page about your email marketing solution, not your homepage that 

also talks about SEO services, social media, etc., because that dilutes focus. 

• Use Visuals and Media Wisely: Images can convey a lot quickly – use high-quality, 

relevant images that support your message. If you’re selling a tangible product, show the 

product from multiple angles or in context of usage. If it’s a service, maybe an image of 

happy customers or a graphic illustration of the service process. Infographics or icons can 

also highlight benefits in a visually pleasing way. Videos can be powerful too – a short 

explainer or demo video (1-2 minutes) embedded on the page can increase understanding 

and interest, which can boost conversion rates. If using video, ensure it doesn’t autoplay 

with sound (that can annoy or slow down load) – maybe have it available for those who 

click it. 

• Persuasive Copywriting: The text on your landing page should be clear, concise, and 

persuasive. Use headlines and subheadings to break up sections, because many people 

will skim. The headline grabs attention, subheads guide them through the story. Employ a 

tone that matches your audience – whether it’s professional, friendly, urgent, or 

reassuring. Include a sense of urgency or scarcity if applicable (for example, “Limited 

spots available for the October class – enroll now” or “Offer ends Sunday”). But only use 

genuine urgency, not false alarms, as that can backfire if users sense it’s disingenuous. 

• Ensure Alignment with Ad & Keyword Intent: This ties back to relevance but goes 

deeper into conversion likelihood. Think about the user’s mindset for each 

https://www.socaldigitalmarketing.com/orange-county-seo-company
https://www.socaldigitalmarketing.com/social-media-marketing


 
 

campaign/keyword. If the keyword is “compare best CRM software”, maybe your 

landing page could offer a comparison chart or a downloadable buyer’s guide (lead 

magnet) rather than just a “Sign up now” — because that user is likely in research mode, 

not immediate buy mode. Align the offer: sometimes a softer conversion (like 

downloading a guide or signing up for a webinar) might be better for high-funnel 

searches, whereas a “free trial” or “get a quote” is good for someone searching “purchase 

[product name]” or clearly bottom-funnel terms. So tailor your landing page offer to the 

intent stage. 

• A/B Testing Landing Pages: Just as you test ads, you can test landing page variations. 

Tools like Google Optimize (free) or other A/B testing platforms allow you to try 

different headlines, layouts, images, or even completely different page designs to see 

which yields a higher conversion rate. You might find, for example, that adding a 

testimonial section boosts conversions by 10%, or that a green “Sign Up” button 

outperforms a red one. Continuous testing and optimization is key to squeezing the most 

out of your ad traffic. Just be sure to run tests long enough to get statistically significant 

results and change one major element at a time so you know what caused any change. 

• Follow Through on Promises: Finally, ensure your landing page fulfills any promises 

made in your ad. If your ad said “Download our free eBook”, the landing page should 

indeed let them download it (perhaps gated by a form). If you advertised a discount, it 

should be easy to see on the page and apply at checkout. Nothing frustrates users more 

than feeling baited or not finding what they expected. Meeting or exceeding expectations 

on the landing page builds trust and makes conversion far more likely. 

By boosting your Quality Scores and perfecting your landing pages, you’re effectively greasing 

the funnel – making it easier and cheaper to get people to your site, and then ensuring more of 

those people take the action you want. At SoCal Digital Marketing, we’ve seen clients 

dramatically improve their ROI by focusing on these two aspects: one client, for instance, 

reduced their average cost per lead by 40% after a concerted effort to rewrite ads for relevance 

and redesign landing pages for conversion. It really makes a difference. 

At this point, we’ve covered the major components of setting up and running strong campaigns. 

The next step is ongoing: monitoring performance and optimizing over time. Google Ads 

isn’t a “set and forget” channel – continuous improvement is the name of the game. In the 

following section, we’ll discuss how to monitor your campaigns, interpret the data, and make 

optimizations to keep improving results. 

Monitoring Performance and Ongoing Optimization 

Launching your Google Ads campaigns is just the beginning. The real gains come from 

continual monitoring and optimization. Google Ads provides a wealth of data about how your 

campaigns are performing. By regularly reviewing this data, you can identify what’s working, fix 

what isn’t, and spot new opportunities. In this section, we’ll cover how to effectively monitor 



 
 
your campaigns and the key optimization tactics to employ on a routine basis to ensure you’re 

always improving your ROI. 

Key Metrics and Reports to Monitor 

• Campaign/Ad Group Overview: At least once a week (if not daily for high-spend 

accounts), check the main dashboard metrics for each campaign and ad group. Look at 

clicks, impressions, CTR, average CPC, conversion rate, cost per conversion (CPA), and 

any other KPI you care about (like ROAS or conversion value). Scan for anomalies or 

trends. Is one campaign suddenly spending a lot more or less? Did the conversion rate 

drop after a landing page change? Did a certain ad group’s CTR improve after an ad 

tweak? Regular monitoring helps catch issues early (e.g., an accidentally paused 

keyword, a broken landing page URL, or overspending due to increased bids). 

• Search Terms Report: This is one of the most important reports for search campaigns. It 

shows the actual queries people typed when your ads were shown (and clicked). Review 

this report frequently: 

o Add Negative Keywords: As discussed, look for irrelevant queries that slipped 

through. If you’re selling “apple fruit baskets” and you see queries for “Apple 

iPhone” triggering your broad match, that’s a sign to add negatives like “iPhone” 

or “Apple Inc” etc. This keeps your budget focused. 

o Identify New Keyword Opportunities: Sometimes you’ll find queries in this 

report that are relevant and perhaps not in your keyword list explicitly. For 

example, you might notice lots of searches for a specific product model that you 

hadn’t listed as a keyword – you could add it as an exact match keyword to ensure 

you have an ad tailored to it and perhaps a specific landing page. 

o Match Type Refinement: If a broad or phrase match is bringing in very broad 

queries that aren’t converting well, you might consider switching some keywords 

to exact match or using more precise match types for better control. 

o The search terms report is like the pulse of your campaign’s alignment with user 

intent – it should be reviewed often, especially in the early phases of a campaign 

when lots of new terms will come in. 

• Ads & Assets (Extensions) Report: Monitor the performance of your ads. Google Ads 

will often tell you which responsive search ad combinations are “Learning” or “Best” 

etc., but also look at metrics: 

o Compare CTRs of different ads in the same ad group. If one ad has a significantly 

higher CTR (and ideally good conversion rate too), consider pausing the weaker 

ad and creating a new variation inspired by the winner (this way you continuously 

experiment against a control). 

o Look at conversion metrics per ad if available – sometimes an ad might have a 

slightly lower CTR but a higher conversion rate because it pre-qualifies better. 

Balance CTR with conversion quality. 

o For extensions, see how often each is shown and clicked. For instance, if a 

sitelink has an abysmal click rate or never gets clicked, maybe it’s not attractive – 



 
 

you could try rewriting it. If a call extension has many impressions but few calls, 

is the phone number correct and are you answering calls? If a price extension isn’t 

clicked, maybe the prices displayed are turning people off (too high?). 

• Conversion Tracking & Funnel: Ensure your conversion tracking is consistently 

working. Check the Conversions report to see if there are any sudden drop-offs that 

could indicate an issue (like a broken tracking code, or maybe a site change that broke the 

conversion event). Also, analyze beyond the click: using Google Analytics (if integrated) 

or Google Ads’ own attribution reports can show you how users are behaving after the 

click. Are they spending time on the site? Are many dropping off on a certain page 

(maybe indicating a bottleneck)? While not strictly a Google Ads function, using 

analytics to see bounce rates and page flows for your paid traffic can reveal if the traffic 

quality is right and if the landing experience might need improvement. 

• Audience Performance: If you’re leveraging audiences (either for observation or 

targeting), check how different audience segments perform. For example, are your 

returning visitors converting at a much higher rate than new visitors? (Often yes). If so, 

you might upweight bids or create a separate campaign for remarketing to tailor ads 

specifically to them. Or perhaps an in-market audience (Google’s preset segments of 

users likely in market for certain products) is doing well – maybe you target them more 

specifically. Conversely, if certain demographics perform poorly (maybe you see that 18-

24 year-olds click but never convert, if that data is available), you might exclude or bid 

down for that group. 

• Geographic and Demographic Reports: Check the user location report to see if certain 

areas within your targeting are driving better or worse performance. You might discover, 

for example, that within your country, certain states have much higher CPAs. You could 

decide to exclude them or run a separate campaign to manage them differently. For 

demographics (age, gender, household income in some regions), similarly look for big 

skews. If your service is clearly used by older adults and you’re wasting spend on 

younger ones who don’t convert, adjust accordingly. 

• Device Performance: As mentioned earlier, view performance by device (there’s a 

Devices report). You might find mobile has a lower conversion rate but also a much 

lower CPC, so the CPA is still okay – or not. Those insights will guide device bid 

adjustments or even device-specific strategies (like adjusting your mobile site or using 

call-only ads for mobile if that’s better). 

• Auction Insights: This report shows who you’re competing with on ad auctions and how 

you stack up (overlap rate, position above rate, impression share, etc.). It’s useful for 

context. If you see a competitor consistently outranking you and you want to beat them, 

you might need to raise bids or improve quality. If you see new entrants, you might 

tighten your targeting or differentiate your ads more. Auction insights basically give a 

peek at the competitive landscape. 

• Budget and Impression Share: Look at Impression Share metrics (Search Impr. Share, 

Lost IS (budget), Lost IS (rank)). If Lost IS (budget) is high for a high-performing 

campaign, that’s a nudge to increase budget if you can, to capture more impressions. Lost 

IS (rank) being high suggests your bids/QS are not high enough to show in many auctions 



 
 

– perhaps a sign to improve QS or increase bids (or accept that some keywords may be 

too competitive/costly and refine your targeting). 

• Seasonality/Trends: Over time, look at your performance by time (the Day & Hour 

reports, as well as weekly/monthly trends). You might see patterns like weekends vs 

weekdays variance, or a gradual uptick in searches around a certain season. Use that 

knowledge to proactively adjust bids or budgets. Also track your cost per conversion and 

conversion volume month-to-month; if things are improving, great – try to identify why 

and do more of it; if they’re degrading, investigate and respond (did competitors increase 

presence? Did your ads creep out of top spots? Did a landing page change hurt 

conversions? etc.). 

Ongoing Optimization Tactics 

Based on the insights gathered from monitoring, you’ll apply various optimizations. We’ve 

touched on many specific ones already, but let’s summarize the main levers you’ll regularly 

adjust: 

• Refine Keywords: Continually prune and expand your keyword list. Pause keywords 

that consistently spend and don’t convert (after giving them sufficient try and ensuring 

their landing page/ads were appropriate). Add new keywords that show promise (from 

search term reports or new product offerings you add). Adjust match types if needed – 

you might find after running broad for a while that you can harvest the best terms as 

exact match and then reduce broad if it’s bringing diminishing returns. 

• Ad Testing: Keep testing ads. A good practice is to have at least two ads per ad group 

always running, ideally three, and when you get data, pause the worst performer and 

introduce a new challenger to try to beat the champ. Over time, this evolutionary 

approach leads to highly optimized ad copy. Also, if Google introduces new ad features 

or extensions, experiment with them (for instance, if a new extension type appears, early 

adopters might benefit). 

• Bid Adjustments & Strategy Tweaks: If you’re manual bidding, adjust bids based on 

performance data. If using automated bidding and your goals change (maybe you want to 

push harder and can accept a higher CPA to get more volume), tweak your Target 

CPA/ROAS settings. Conversely, if you need to reign in spend, you might lower those 

targets or switch a campaign to manual for a bit to control it more tightly. Remember to 

give automated strategies time to readjust after changes. 

• Landing Page Improvements: Use the data from behavior (bounce rate, time on site, 

conversion rate per page) to improve landing pages. Maybe you A/B test a new headline 

and find it reduces bounce rate significantly. Or you add a testimonial section and see 

conversion rate uptick. This is a continuous process – design, copy, and layout can often 

be iterated to better performance. Also, consider making new landing pages if you start 

targeting a new segment or keyword group. For example, if you notice a lot of queries 

about “pricing” or “cost of [service]”, maybe create a landing page specifically 

addressing pricing and value for those coming with that intent. 



 
 

• Campaign Expansion or Segmentation: As you learn, you might choose to expand 

your efforts. For example, if a particular product category is doing well in a general 

campaign, you might spin it off into its own campaign to allocate separate budget and 

tailor ads even more. Or expand geographically if you had limited initially. Additionally, 

you could try Experiments (Google Ads has an Experiments feature) to test changes on a 

portion of traffic – like trying a different bid strategy or landing page for 50% of traffic to 

see if it outperforms the original. 

• Remarketing & Audience Strategies: If you haven’t already, implementing a 

remarketing campaign is a classic optimization step to increase overall conversion 

volume. People who visited via search ads but didn’t convert can be retargeted via 

display ads or even search ads with tailored messaging (“Still looking for an X? We can 

help…”). These often convert at a higher rate because of prior familiarity. Also, consider 

Customer Match (uploading a list of customer emails to target them or similar users) 

and Similar Audiences (Google can find users similar to your converters to target). 

These can complement your core keyword targeting. 

• Quality Score Focus: If any high-volume keywords have low Quality Scores, make it a 

mini-project to fix those. Rewrite ads, adjust landing pages, or even pause and replace the 

keyword with a more relevant variant. High impressions on low QS keywords can drag 

down your account average and cost you money in higher CPCs. 

• Budget Reallocation: As touched on, shift budgets to where the return is best. If new 

opportunities arise – say you launch a new product or a competitor vacates the market – 

you might start a new campaign and give it budget. Always align budget with your 

current business priorities and campaign performance. 

• Stay Informed on Platform Changes: Google Ads is not static. New features, targeting 

options, and changes (like the migration to responsive search ads, the sunset of expanded 

text ads, changes in match type behavior, etc.) happen. Keep an eye on updates from 

Google Ads (following their blog, industry news, or your agency’s communications if 

you have one). Adapting to new features early can give you an edge (for example, those 

who quickly embraced things like responsive ads or new extensions often saw benefits). 

• Competitive Analysis: From time to time, actually search some of your keywords (in an 

incognito browser or using the Ad Preview tool in Google Ads to avoid skewing data) to 

see what competitors are doing in their ads. You might glean ideas – maybe all 

competitors are highlighting a feature you weren’t, or they’re running a promotion. You 

don’t want to copy exactly, but it informs you so you can differentiate. Also use tools or 

manual searches to see if new competitors have entered or if someone’s ads seem to have 

disappeared (maybe they ran out of budget – an opportunity for you to capture more 

traffic). 

• Automation & Scripts: As your account grows, you can use Google Ads’ rules or 

scripts to automate some tasks. For example, set up an automated rule to pause keywords 

that spend $X without a conversion, or to send you an email if impressions drop to zero 

on a key campaign (could indicate a problem). These safety nets can help manage the 

complexity. 



 
 

• Reporting and Analysis Cadence: It’s beneficial to set a regular schedule to deep-dive 

into your results. Many businesses do a monthly review of Google Ads performance: 

looking at trends, calculating the ROI, possibly adjusting strategy. In these reviews, 

analyze: which campaigns had best CPA, how’s the overall cost vs budget, any new 

opportunities to scale, and lessons learned from any tests. Over a quarter or year, see the 

bigger picture improvements or areas to develop. This strategic lens ensures day-to-day 

optimizations align with long-term goals (e.g., maybe you decide to shift focus from one 

product line to a more profitable one based on quarterly results). 

Ultimately, effective monitoring and optimization turn Google Ads from a simple advertising 

expense into a finely tuned sales machine. It’s this ongoing effort that yields the best results – 

campaigns tend to get more efficient and profitable over time as you eliminate waste and 

capitalize on what works. Don’t be discouraged by needing to make tweaks; even well-

established accounts require care (we manage many client accounts at SoCal Digital Marketing, 

and the work is never “done” – there are always new competitors, changes in user behavior, and 

new features to test). 

As a final thought, combine your Google Ads data with your business data. For example, 

tracking which keywords lead not just to leads, but to actual sales and high-value customers (if 

you can tie that through a CRM or offline tracking) can inform you to bid more on those truly 

valuable terms. The more you align the ad efforts with real business outcomes, the better you can 

optimize for quality, not just quantity, of conversions. 

Now that we’ve covered the ongoing management, let’s look at some more advanced strategies 

and features that you can use to take your Google Ads to the next level, as well as common 

mistakes to avoid as you optimize. 

Advanced Strategies: Remarketing, Audience Targeting, 

and New Features 

Once you have the fundamentals running smoothly, you can boost your Google Ads performance 

further by leveraging advanced techniques. In this section, we’ll discuss remarketing 

campaigns, audience targeting, and a few newer Google Ads features (like Performance Max 

campaigns and automation tools) that can amplify your reach and efficiency. These strategies can 

help you engage users at different stages of the buyer journey and get more value out of your ad 

spend. 

Remarketing and Audience Targeting 

Remarketing (Retargeting): Remarketing involves targeting people who have previously 

interacted with your business – typically those who visited your website but did not convert. The 

idea is to re-engage these warm prospects and bring them back to complete an action. Google 



 
 
Ads offers remarketing through the Display Network and also via remarketing lists for search ads 

(RLSA). 

• Display Remarketing: You can create audience lists (via Google Ads or Google 

Analytics) of users who visited certain pages or took certain actions on your site. For 

example, an e-commerce site might create a list of everyone who added an item to cart 

but didn’t purchase. You can then run display ads (banner ads) that “follow” these users 

as they browse other sites in Google’s network. These ads can be personalized: perhaps 

showing the exact product they looked at (dynamic remarketing) or a general reminder 

like “Come back for 10% off your first purchase” to sweeten the deal. Remarketing 

works because these people already know your brand and expressed interest; a gentle 

nudge can significantly improve conversion rates. Best practices for display remarketing: 

use frequency caps (don’t overwhelm users with too many ads), and consider segmenting 

lists by behavior (e.g., casual site visitors vs. cart abandoners, and show different ads to 

each). 

• RLSA (Remarketing Lists for Search Ads): This allows you to modify your search 

campaigns for past visitors. For instance, you could set a rule that anyone who has been 

to your site before (and is searching your keywords again) will see a tailored ad (maybe 

highlighting “Welcome back” or an offer) and you might bid higher for them because 

they’re more likely to convert. RLSA can also let you target broader keywords only to 

past visitors. For example, you might avoid bidding on a broad term like “CRM 

software” for cold traffic because it’s too expensive or general, but for people who have 

already visited your site (and thus know your brand or product), you might bid on it to 

recapture their interest when they search again. 

• Customer Match: With Customer Match, you can upload a list of customer contact info 

(emails/phone numbers) to Google Ads, and Google will try to match those to users. This 

creates an audience of your existing customers (or leads). You can then do things like: 

exclude them from campaigns (so you’re not advertising to people who already bought), 

or target them with cross-sell/upsell campaigns (maybe advertise a new product to current 

customers). It’s a way to integrate your CRM data into your ad targeting. Customer 

Match can also be used to create Similar Audiences (Google finds other users who 

behave similarly to your list members), somewhat akin to “lookalike audiences” on 

Facebook. Those similar audiences might be valuable to test for prospecting. 

• In-Market and Affinity Audiences: Google has predefined audiences based on user 

behavior – “In-Market” audiences are people who are actively researching or comparing 

products in a certain category (like “In-market for SUVs” or “In-market for web design 

services”), indicating they may be close to a purchase decision. Affinity audiences are 

more about long-term interests (like “Tech Enthusiasts” or “Health & Fitness Buffs”). 

You can layer these audiences onto your campaigns. For example, you could target 

display ads specifically to “In-market for Home Insurance” if you sell insurance – that 

reaches people who have shown recent intent signals for that. In search campaigns, you 

can use them to bid higher for certain audiences – e.g., bid up on users in-market for your 

category. It can make your ads more efficient by focusing on those likely to convert. 



 
 

• Combination and Exclusions: You can combine audience targeting with other criteria. 

For example, run a YouTube video ad campaign targeting “people who visited my site’s 

pricing page but didn’t sign up” – quite a specific group. Or exclude audiences: e.g., 

exclude “Job Seekers” affinity if you’re advertising a service and you notice a lot of 

clicks coming from people presumably looking for jobs at companies like yours (so they 

click your ad not as a customer but by mistake). Google’s audience data can sometimes 

help filter out such scenarios. 

• Life Events and Detailed Demographics: Google also offers targeting for users going 

through certain “life events” (like “recently moved”, “getting married soon”, “just had a 

baby”) or detailed demos like homeownership status or education. These can be useful 

for certain businesses – say, a moving company could target “recently moved” people 

with “need help settling in?” type ads. These are mostly for display/YouTube, as they are 

more broad signals. 

Overall, audience targeting allows a more personalized marketing approach beyond just 

keywords. It can improve efficiency by focusing spend on those more likely to convert and 

tailoring messages to the audience’s context. 

Newer Google Ads Features and Automation 

Google Ads continually evolves. Here are a couple of newer features or strategies (as of 2024-) 

you might consider: 

• Performance Max Campaigns: Mentioned earlier, Performance Max (PMax) 

campaigns use Google’s AI to serve ads across all Google channels. They require 

minimal granular input – you provide assets (text, images, videos) and goals, and Google 

will do the rest. PMax can find conversions in places you might not target manually, like 

Discover feed, Gmail, etc. They’re especially useful for e-commerce (with a product 

feed) or if you want a broad presence. The downside is the lack of transparency – you 

won’t know exactly which keywords or placements triggered conversions, as much is 

aggregated. However, many advertisers see great results with PMax by feeding it good 

creative and setting appropriate target CPAs/ROAS. It can also dynamically adjust bids 

and learn who your best customers are. To use it effectively: ensure you supply a variety 

of good images and videos (Google can auto-generate some if you don’t, but better you 

supply your own brand assets), and utilize the “audience signal” feature to hint the type 

of audience that converts (like include your remarketing list and some relevant 

keywords/audiences as signals). This jump-starts the AI. 

• Automated Ad Suggestions (Auto Applied Recommendations): Google Ads has a 

Recommendations tab that suggests things like “add these keywords” or “raise this bid” 

or “use this extension.” Some advertisers allow Google to auto-apply certain 

recommendations. Caution: while some recommendations are useful (e.g., “add sitelinks 

to this campaign”), others might not align with your strategy (like “broad match all your 

keywords” might increase spend with no guarantee of more conversions). Use 



 
 

recommendations as inspiration or a checklist, but review each critically. You can gain 

performance improvements by acting on good recommendations (e.g., fixing an ad with 

low ad strength or adding an audience), but don’t feel obligated to accept all. The account 

optimization score Google shows is a guideline, not a mandate. 

• Responsive Display Ads and Smart Creatives: For Display campaigns, you can use 

Responsive Display Ads where you give headlines, descriptions, images, logo, etc., and 

Google auto-generates various ad combinations and sizes to fit placements. This is 

similar to responsive search ads concept. It’s efficient and usually outperforms static one-

size ads because Google can adapt to countless site formats and test multiple combos. 

Also consider the new image formats like Discovery Ads (native style ads on Google’s 

Discover feed) – these can reach mobile users in a social-feed-like environment. 

• Smart Bidding with Seasonality Adjustments: If you know a promotion is coming 

where conversion rate will spike (like a flash sale for 2 days), you can use a seasonality 

adjustment so that Google’s smart bidding doesn’t underspend thinking the performance 

spike is anomalous. This advanced option basically tells the algorithm “expect higher 

conv rate on these dates, bid accordingly.” It prevents the lag time of learning in short 

special events. 

• Scripts and Automated Rules: These have been around, but they continue to be useful. 

If you have a bit of programming knowledge or use pre-made scripts, you can do 

advanced things like pause keywords with low Quality Score, change bids based on 

weather (e.g., if you only want to advertise raincoats when it’s raining in the user’s 

location – yes, that’s possible), or pull external data (like adjust bids based on stock 

availability). Automated Rules can handle simpler tasks like emailing you on spend 

thresholds or enabling a campaign on a certain date/time. 

• Conversion Value Rules: If you track conversion values, Google now allows rules to 

adjust values for certain audiences or devices. For instance, you might know that 

conversions from a certain segment (like returning customers) are actually worth 30% 

more LTV to you, so you could set a rule to value those conversions higher in Google’s 

bidding calculations. This way, smart bidding optimizes for not just immediate 

conversion value but long-term value proxies. 

• Lead Form Extensions & Lead Management: You can capture leads directly from ads 

now (Lead Form extensions on search, or as a unit on YouTube ads) – they allow users to 

submit their info right within the ad. This can reduce friction. If you try this, make sure to 

follow up quickly on those leads and integrate with your CRM if possible (Google Ads 

can send lead form data to a webhook or connected CRM). 

• Experiment with YouTube Ads: If you haven’t yet, running a YouTube campaign can 

complement search. For example, create a short video ad targeting relevant audiences or 

even specific YouTube channels/videos that align with your product. We’ve seen many 

businesses drive cheaper traffic or build remarketing lists via YouTube, and then close 

the deal via search retargeting or direct site visits later. 

• Geotargeting Advanced Options: Consider using geotargeting in creative ways. For 

instance, geo bid adjustments if you know certain regions have higher conversion rates. 

Or if you’re a local business, try geo-specific ad copy (“Best Roofing in Orange County” 



 
 

vs just “Best Roofing Service” – including the location dynamically via ad customizers 

can boost relevance for local searchers). 

• Ad Customizers and Feed-based ads: Ad customizers allow your text ads to change 

dynamically based on a feed or criteria. For instance, you can have an ad that says 

“Hurry, Sale ends in {=Feed.EndDate}!” where EndDate is pulled from a business data 

feed counting down. Or insert product names, prices, etc., dynamically. This is advanced, 

but very powerful for large scale or for creating urgency and relevance automatically. 

• Third-Party Integrations: Google Ads can integrate with various tools – for example, if 

you’re an e-commerce brand, linking Google Merchant Center (for Shopping ads) is a 

must, linking Google Analytics to import goals or see rich data, integrating with 

Salesforce (if you use it) to import offline conversion data (like when a lead from Google 

Ads eventually turns into a sale, you feed that back to Google for smarter bidding). These 

integrations can enhance how optimized and informed your campaigns are. 

Common Mistakes to Avoid (Even for Advanced Advertisers) 

As you implement advanced strategies, be wary of pitfalls. Some common mistakes we’ve seen 

that you should avoid: 

• Over-Automation without Supervision: Relying 100% on Google’s automation without 

checks and balances can lead to inefficiencies. For example, a fully broad-match, 

maximize clicks campaign could spend a ton on irrelevant traffic if not monitored. 

Automation is great, but periodically audit what the algorithms are doing. 

• Not Aligning Ads with Landing Pages (at scale): If you use dynamic insertion or 

customizers and send traffic to generic pages, you might create a disjointed user 

experience. Ensure even at large scale that your user’s journey from search term -> ad -> 

page is cohesive. 

• Chasing Volume over Quality: Advanced features like similar audiences or broad PMax 

can drive a lot of volume, but keep an eye on the quality of those conversions. Are they 

actually turning into customers with value, or are you counting a lot of micro-conversions 

that don’t lead to revenue? It’s possible to have seemingly great CPA from cheap sources 

but later find those leads were low quality. Always tie back to real outcomes. 

• Ignoring Mobile vs Desktop Behavior Differences: As you expand, ensure the 

experience across devices remains top-notch. If you roll out a new fancy landing page, 

test it on mobile thoroughly. Many forget this and their mobile conversions drop, hurting 

overall results given mobile’s share. 

• Budget Overruns on New Experiments: When trying new things like a broad new 

campaign or a video campaign, set controlled budgets initially. We’ve seen cases where a 

new campaign was left uncapped and ended up overspending without delivering 

proportional results. Experiment stepwise. 

• Failing to Update Negatives and Exclusions: As you target new keywords or 

audiences, also update your negative lists and exclusions accordingly. For example, if 

you expand internationally, exclude locations you don’t serve. Or if you add new broad 



 
 

product categories, add negatives between them to avoid internal competition (e.g., if you 

sell both pens and pendants, make sure “pendant” searches don’t trigger pen ads and vice 

versa by using negatives). 

• Not Utilizing New Data: With advanced strategies, you’ll accumulate more data (video 

views, engagement metrics, cross-device conversion paths, etc.). Don’t let it sit idle. 

Analyze it to refine your overall marketing strategy. For instance, you might find through 

attribution reports that many people watch a YouTube ad then later search and convert – 

this might justify more investment in video ads and tailor your search ad messaging to 

acknowledge the video (“Try it now – as seen on our YouTube demo”). 

• Violating Policy Unknowingly: Some advanced techniques, like customizers or dynamic 

ads, can accidentally lead to policy issues (e.g., showing an unauthorized trademark in ad 

text if your feed isn’t vetted, or dynamic remarketing ads using images not compliant). 

Be careful and review how your dynamic content appears. Also, if you venture into new 

ad formats like Gmail or discovery, check their specific design guidelines. 

By thoughtfully applying advanced strategies and staying vigilant, you can maintain an edge 

over competitors. Many advertisers don’t go beyond the basics – so using these techniques can 

differentiate your marketing and capture audiences others might miss. 

Finally, let’s wrap up with a quick recap and some closing thoughts on how to move forward 

confidently with your Google Ads campaigns, and ensure you avoid the major pitfalls we’ve 

touched on. 

Common Mistakes to Avoid 

Throughout this guide, we’ve hinted at various mistakes advertisers often make. It’s worth 

summarizing these pitfalls so you can double-check your strategy and steer clear of them. 

Avoiding these common mistakes will save you money, improve performance, and keep your 

campaigns running smoothly: 

1. Lack of Clear Goal or Strategy: Jumping into Google Ads without a defined goal (lead 

gen vs sales vs awareness) or without aligning campaigns to business objectives is a top 

mistake. Always start with a plan – know what success looks like (specific KPIs) and 

structure your account accordingly. A haphazard approach leads to wasted spend and 

confusing data. 

2. Poor Account Structure: Putting all keywords into one ad group, or having one 

campaign target all sorts of unrelated keywords, is a recipe for irrelevant ads and low 

Quality Scores. Avoid the “single ad group with 100 keywords” scenario. Instead, 

structure campaigns and ad groups logically by theme, product, or audience. This ensures 

ads are relevant to keywords and you can control budgets and bids at the right levels. 

3. Ignoring Match Types and Broad Match Overuse: While broad match has its place, 

using only broad match keywords without sufficient negatives or monitoring can make 

your ads show for a lot of irrelevant searches. This can drain budgets quickly. Make sure 



 
 

to use phrase and exact where appropriate for control, and if you do use broad, keep a 

close eye on search terms. Add negative keywords regularly. Broad match works best 

when paired with smart bidding and after you’ve identified converting patterns; don’t rely 

on it blindly from day one. 

4. No Negative Keywords: We can’t emphasize enough – failing to build out a robust 

negative keyword list is a major oversight. Irrelevant clicks cost the same as relevant 

ones, but will never convert. Always be pruning. For example, if you’re selling premium 

software and not a free tool, add negatives like “free” or “open source” if applicable. If 

you’re a B2B service, exclude “jobs” or “career” queries that job-seekers might use. 

Continually refine your negatives to funnel your budget to the right searches. 

5. Sending All Traffic to the Homepage: A generic homepage often isn’t the best landing 

page for an ad click, especially if the homepage covers many things. If your ad is about a 

specific product, service, or offer, don’t make users hunt for it on your site – send them 

directly to a dedicated landing page for that. One campaign = one main user intent = one 

corresponding landing experience. Poor landing page choices (or not having bespoke 

landing pages at all) can tank conversion rates and Quality Score. 

6. Weak Ad Copy and No Testing: Simply writing one ad per group and never testing 

alternatives is a mistake. Your first attempt at ad copy might not be the best. Without 

testing, you miss opportunities to increase CTR and conversions. Also, bland ads that 

don’t speak to user needs or differentiate your offer will get lost among competitors. Use 

compelling language, include offers, and test multiple versions. Google’s responsive ads 

help here, but you still need to supply good ingredients and assess what messaging works. 

7. Not Utilizing Ad Extensions: Running ads without extensions is leaving opportunity on 

the table. Extensions make your ad bigger and more useful – there’s almost no downside. 

If you ignore extensions (sitelinks, callouts, etc.), your ad may look less informative 

compared to competitors who use them, and you’re likely to get fewer clicks. Many 

advertisers skip setting these up – don’t be one of them, since they can boost CTR and 

quality. 

8. Ignoring Mobile Users: Perhaps your site was designed on a desktop and you spend 

most of your time on a big screen – but remember, many of your users are on phones. 

Mistakes here include not checking how your ads and pages look on mobile, or not 

leveraging mobile-specific formats (like call extensions or call-only campaigns when 

appropriate). If your mobile bounce rate is high, it could be a sign your mobile page 

experience is poor. Always consider the mobile perspective in your strategy. Also, be 

mindful of mobile-specific behavior (e.g., mobile users might prefer calling directly, so a 

big phone number CTA could improve conversions). 

9. Overlooking Conversion Tracking: Running ads without proper conversion tracking is 

like navigating without a compass. You won’t know what’s working. Some mistakenly 

only track clicks or traffic and assume that’s enough. It isn’t. Set up conversion actions 

(and if possible, different ones for different funnel stages or values). And once tracking, 

don’t ignore what it tells you! We sometimes see people set it up but then continue 

optimizing for clicks or positions rather than conversions – focus on what brings results, 

not vanity metrics. 



 
 

10. Chasing Vanity Metrics (Clicks, Impressions) vs. Conversions: Leading from above – 

it’s easy to get impressed by high click volumes or first-page ad positions, but if those 

clicks aren’t converting, it’s wasted spend. Don’t measure success by how high your ad 

appears or how many people see it; measure by what really counts – leads, sales, CPA, 

ROAS. It’s a mistake to increase bids just to rank #1 if being #3 yields the same 

conversions at lower cost. Ego can be expensive in Google Ads. 

11. Set and Forget Mentality: Perhaps the most detrimental mistake is setting up campaigns 

and then neglecting them. Markets change, competitors adjust, and even good campaigns 

can fatigue over time. If you never log in to optimize, performance will stagnate or 

decline. Make sure to allocate time weekly (or at least biweekly) to check in, tweak, and 

experiment. Google Ads rewards active management – Quality Scores can improve with 

timely adjustments, and you’ll catch issues before they become costly. 

12. Budget Mismanagement: This includes both underspending on winning campaigns and 

overspending on poor ones. If you don’t reallocate budget dynamically, you might 

throttle your best campaign due to an arbitrary budget cap while another bleeds money. 

Also, not accounting for seasonality – e.g., leaving a high budget during off-peak when 

few are searching (money might get spent on marginal traffic). Align budget with 

demand and performance data. Another mistake is not having any budget flexibility or 

emergency pause rules – if something goes wrong (say a broken site link), you’d want to 

pause rather than waste spend sending users to an error page. Keep an eye out for 

anomalies in spend. 

13. Competing Against Yourself: This can happen if you set up campaigns in a way that 

they overlap (for example, having the same keyword in multiple campaigns, or both 

broad and exact that conflict without using negatives to separate them). Google typically 

will show only one of your ads at a time, but you could be essentially bidding against 

yourself in auctions or dividing performance data. Ensure each campaign has a clear 

purpose and unique set of keywords/audience to target. Use negatives to prevent internal 

competition (like if you have a Brand campaign and a Non-Brand campaign, add your 

brand name as negative in the Non-Brand one, so brand searches don’t accidentally get 

caught there at higher CPA). 

14. Ignoring Google Policy and Guidelines: Some advertisers unknowingly violate policies 

by using disallowed content (e.g., ads for certain products like fireworks, or using 

trademarked terms they don’t have rights to, or making misleading claims like “Cure for 

all diseases!”). This can lead to disapprovals or even account suspension in severe cases. 

Always ensure your ads and site comply with Google’s advertising policies. If something 

is disapproved, address it promptly – repeated violations can hurt your account health. 

Common ones to watch: capitalization, punctuation rules, superlative claims, 

inappropriate content, etc. Also privacy: if you use remarketing, you need a privacy 

policy on your site that mentions it. 

15. Not Seeking Professional Help When Needed: Google Ads can get complex, and one 

mistake is trying to do it all alone when it’s beyond your expertise or available time. 

Sometimes businesses spend a lot with suboptimal results simply due to lack of expertise. 

It can be wise to consult with or hire a professional (an agency like SoCal Digital 



 
 

Marketing, or a freelancer) to audit or manage your account if you suspect there’s room 

for improvement that you’re not sure how to capture. A fresh pair of expert eyes can 

often find quick wins or fix big problems. Even Google provides reps for larger spend 

accounts who can give advice (though note, their incentives might differ – still, they can 

highlight features to use). 

By being mindful of these common mistakes and proactively avoiding them, you put yourself on 

a much stronger path to success with Google Ads. It’s often said that PPC is as much about 

avoiding waste as it is about capitalizing on opportunities. Plug the leaks (mistakes) and you’ll 

automatically see better ROI, because more of your budget goes toward effective advertising. 

With the strategies and tips outlined in this guide, you should be equipped to build and maintain 

a robust Google Ads program that drives real results for your business. In the final section, let’s 

summarize and conclude, leaving you with a clear understanding of next steps and an 

encouragement to continuously refine your approach. 

Conclusion and Next Steps 

Google Ads is a dynamic and powerful marketing tool – when managed correctly, it can become 

a consistent engine of leads, sales, and growth for your business. In this guide, we’ve walked 

through the full spectrum of building a successful Google Ads strategy: from setting clear goals 

and organizing your campaigns, to crafting compelling ads, optimizing bids and budgets, 

improving Quality Scores, and leveraging advanced techniques like remarketing and 

automation. By now, it should be evident that effective Google Ads management is both an art 

and a science. It requires creative messaging and offers, as well as analytical rigor and 

continuous fine-tuning. 

Let’s quickly recap the key takeaways and next steps as you implement your Google Ads 

strategy: 

• Start with Strategy: Always begin with your end goal in mind. Define what success 

looks like (e.g., a target cost per lead, a desired number of sales per month) and build 

your campaigns around achieving that. A well-structured account aligned to your goals 

(with proper segmentation of campaigns and ad groups) sets the foundation for 

everything else. 

• Customer-Centric Approach: Keep the searcher’s intent and experience at the center. 

Use keywords that match what your target audience is looking for, write ads that speak to 

their needs and include clear calls to action, and ensure the landing page delivers on the 

ad’s promise seamlessly. When in doubt, ask “If I were the customer, would this ad and 

page convince me?” 

• Leverage Data and Be Agile: Google Ads provides almost immediate feedback through 

data. Use it. Monitor your campaigns closely, especially in the early phases or after 

making changes. Look at which keywords and ads are driving results and which are not. 



 
 

Don’t hesitate to pause underperformers and reallocate budget to winners. Also, be 

willing to experiment – maybe A/B test a bold new ad copy, or try a new bidding strategy 

on a trial basis (using campaign experiments or a portion of budget). The beauty of digital 

advertising is how quickly you can adapt. 

• Optimize Continuously: The work is never “finished.” Set up a routine (weekly or 

monthly) to refine your keyword lists (adding negatives, expanding promising terms, 

pruning waste), update ad creatives (refresh with new offers or seasonal messages, test 

new value propositions), and adjust bids or budgets based on performance and market 

changes. Regular maintenance can prevent small issues from becoming costly problems 

and can steadily improve efficiency. Even incremental gains – a 0.1% increase in CTR 

here, a 5% lower CPC there – compound to significant improvements over time. 

• Exploit Advanced Features Thoughtfully: Once the basics are profitable, scale up by 

tapping into advanced features. For instance, if search campaigns are doing well, consider 

scaling horizontally (target more regions, languages, or related products) or vertically 

(increase budget, raise bids carefully to capture more impression share). Use remarketing 

to re-engage site visitors and cross-sell to customers. Try new channels like Google’s 

Display Network or YouTube to expand your reach, using insights from your search 

campaigns to guide targeting. Incorporate automation (like smart bidding or Performance 

Max) when you feel you have enough data and understanding to guide it – it can unlock 

additional performance lift. 

• Measure Real Impact: Ensure you’re not just looking at Google Ads in isolation, but 

measuring its impact on your actual business metrics. That means tracking quality of 

leads, calculating the ROI (revenue vs ad spend), and comparing performance to other 

channels. Google Ads can drive valuable incremental customers, but knowing their 

lifetime value or conversion to actual sales will help you optimize better (for example, 

you might bid more aggressively on keywords that bring in customers who repeatedly 

purchase, even if their initial CPA is higher). Connect Google Ads with your sales or 

analytics systems for a full picture. 

• Budget for Growth: As you see positive returns, don’t be afraid to increase your 

investment. One of the advantages of Google Ads is scalability – if something works and 

maintains ROI, putting more budget into it often yields proportionally more results. That 

said, increase budgets methodically and monitor for diminishing returns (e.g., the first 

$5,000 per month might be super efficient, the next $5,000 slightly less so, etc.). Find the 

sweet spot and keep pushing it as your business capacity allows. 

• Stay Educated and Updated: Digital marketing evolves quickly. Google Ads regularly 

introduces new features, retires old ones (like how they sunsetted expanded text ads or 

changed match type behaviors), and your competitors will be evolving their tactics too. 

Keep learning – through Google’s Skillshop courses, industry blogs, webinars, or by 

partnering with experts. And be prepared to adapt your strategy as needed. For example, 

if automation and AI-driven campaigns become the norm, embrace them and find how to 

make them work best for you, rather than sticking rigidly to old methods. 

• Consider Professional Assistance for Scaling: If managing Google Ads becomes too 

time-consuming or complex as you grow, consider getting help. That could mean hiring 

https://www.socaldigitalmarketing.com/digital-marketing


 
 

an in-house specialist or working with an agency (like SoCal Digital Marketing) that can 

bring expertise and save you time while aiming to improve results. The cost of 

professional management often pays for itself through better optimization and freeing 

you to focus on other aspects of your business. 

• Be Patient and Persistent: Not every campaign will be a homerun immediately. Some 

keywords might flop, some experiments will fail – and that’s okay. Treat each setback as 

a learning opportunity. Perhaps certain messaging didn’t resonate, or a presumed high-

demand keyword wasn’t actually used by customers. Use that insight to refine your 

approach. Google Ads success often comes from cumulative improvements over time. 

The first few months are about gathering data and optimizing aggressively; subsequent 

months usually yield much better performance once the account is finely tuned. So, stick 

with it and don’t get discouraged early on as you iterate. 

By following the guidance in this strategy guide and avoiding the common pitfalls, you will be 

well on your way to running Google Ads campaigns that significantly contribute to your business 

growth. Remember that digital marketing is an ongoing journey – the more you learn about 

your market and how users search for your offerings, the more you can tailor your advertising to 

meet them at the right moment with the right message. 

At SoCal Digital Marketing, we’ve seen firsthand how businesses of all sizes can transform their 

customer acquisition through a smart Google Ads approach. We hope the insights provided here 

empower you to take confident steps in your own campaigns. 

Now it’s time to put these strategies into action. Set up your campaigns, monitor the results, 

and continuously optimize. With dedication and the expert tips from this guide, you’ll be able 

to maximize your ROI from Google Ads and drive sustainable success for your business. 

Call us or visit our website to schedule your free Google Ads consultation – and let’s start 

crafting your success story today. https://www.socaldigitalmarketing.com/contact 

http://www.socaldigitalmarketing.com/ppc
https://www.socaldigitalmarketing.com/contact


 
 

 


