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Pay Per Click Advertising 
- Or How Not to Lose Your Shirt 

On Google



 Professional website design, setup, 
and management

 All things digital!  

 Social Media! Setup, design, content, 
customization, and monitoring

 Data Analysis and Metrics

 Google Ads

 General consulting, training, and 
speaking





1. Introduction to Pay Per Click Advertising

2.  Different Types of Ads & Campaigns

3.  Keywords & Targeting Strategies

4.  Measuring Success



 When you consider advertising online…



Answering Why

• Lead Sources
• Time
• Intent



Why Do I Need Pay Per Click Advertising At All?

 I get all my business from referrals!  
 I’m on social media!  
 I have a great website and that’s enough.
 Thoughts?



Answering WHY

 Customers, clients, and partners are online
 Ads are another way to connect with and serve 

customers
 People are digesting information online – including 

business



Answering WHY

 There’s also intent…
 People running across a 

chiropractor’s Facebook 
post.

 People running the Google 
search at right.



Answering WHY

 Use of online ads shows no signs of decline
 Regardless of the state of the economy



Answering WHY

 An excellent way to 
drive interest and 
sales

 Works as a stand 
alone or one of many 
fronts

 Integrate some of the 
latest technologies, 
like AI



An Introduction To 
Online Advertising

• General High-Points
• Terms
• Platforms



An Introduction

 What many think online advertising will be for their business or 
venture…



What Is The 
Difference Between 

Online Advertising & 
SEO?





 Another key difference between SEO and SEM is the amount of 
time they take.

 SEO can take months to effectively climb the search engine 
rankings.

 With SEM your ads have the opportunity to show up and start 
generating traffic a soon as your campaign is ready.



Some PPC Terms…

 Campaign:  Overarching, specific goal 
 Ad Group: Collection of ads that focuses on a particular product, 

service or other offering (something thematically in common)
 Ad:  Under the group these ads relate to that particular product, 

service or offering.
 Keywords:  These are the keywords under a given ad group that are 

intended to trigger the ads



 Here is a structural breakdown of a Google Ads PPC.
 A single Google Ads account can have multiple campaigns active. 

at any one time



 Google Ads (formerly Google AdWords) remains the most popular 
PPC advertising system in the world. 



Some more PPC Terms…

 Impressions:  How many times an ad shows up.
 Click-through-rate:  The rate of people clicking vs. seeing an ad

 2 percent goal here!

 Cost-per-click:  How much each click is costing you.



But my ads aren’t 
showing up!

– Can you trigger your own ads?  

– And should you?  



 Remember, your user experience matters little.
 What matters is the data.  
 Are your ads showing up at all (impressions)?  
 Are they getting clicks (CTR)?
 And are you happy with the CPC?



And Still A Few More Terms

• Conversions:  Leads, leads, 
leads

• Audience:  Your ideal client 
or customers, a target 
market.

• Cost-per-acquisition (CPA):  
How much the average lead 
is costing you.



 Have you done the math to ensure that online advertising makes 
sense?  

 Answer that by estimating how much the average customer is 
worth.

 Then balance that against the expected cost of ads.



 What about budgeting? How much does this all cost?
 There’s an enormous range.

 $500 on the small end
 $12,000 on the bigger end

 This will also depend on industry and competition.
 Niche client spent $168 last month and received 3 solid leads.

 Search coupon sites for Google Ads promo codes and coupons



 The importance of relevance!
 Your advertising campaign should have its content match up 

between what people are searching for, what you’re advertising, 
and what content your site has on it.

 A common mistake is advertising something new that is absent 
from your current site or landing page.  



Ads & 
Campaigns

• Matching up your goals
• What’s in a campaign?
• Falling down on ads



 Signing up for Google Ads is easy.
 Any search will quickly get you to a log in or sign-up point.



 The Google Ads Overview Screen



 Creating a new campaign!



 Ad goals…



 A quick note on call campaigns…they’re under Sales or Leads 
campaign type!

 You can also create call ads!



 After picking a goal, you 
then get to choose from 
campaign types…



 How different campaign types show up in Google searches is NOT 
static.  



 More on Performance Max and Smart Campaigns
 They set up more information automatically.  
 Do not have to do as much (no ad groups!).
 Writing a few ads and keywords and then they’re done.
 Also set up to automatically adjust biddings, placement, etc.  
 But we have seen some epic misses with these.
 Less ability to make changes and revisions.



 Everything is “AI” now…even though the features are older.
 Headline and description matching is now AI.
 Most anything basically iterative or regurgitative is AI.
 A lot of promise, but like all tools it needs human oversight and 

input.



 Other automated features with pros and cons
 Auto-applied recommendations
 “Dynamic” advertising
 Meant to save time, but can lead to destructive changes
 Still recommend manual review



 Google Local Service Ads – Google Guarantee
 You have to apply and hope that your industry is supported in your 

location.
 That means submitting paperwork.



 This can be a slog with various tax and formation paperwork and 
ID’s all submitted

 Followed by a review process



 Can also be 
worthwhile!

 Potential position 
above other ads in 
local searches

 You only pay for 
actual calls-leads.

 Google Guarantee 
green checkmark 
means Google 
would compensate 
anyone abused by 
a given company.

 Provides 
assurance.



 Let’s run through a Search campaign!
 Click for traffic generation
 Also can include call campaigns!



 Watch your labels!  No “Campaign 1”



 After campaigns it’s on to ad groups!
 How can you group your ads?  
 By topic
 By product
 By keywords



 After picking a campaign you run through ad group prompts
 More precise targets



 The art of writing ads!
 Use secure links (https)
 Be informative, respect the character limit.
 Use initial caps.
 Define a problem, then solve it.
 Remember this should relate to keywords!



 Google lets you swap headlines and descriptions, which can be helpful, 
but review to avoid surprises.

 Remember, this practice which was introduced 5+ years ago is now “AI”.



Remember to preview those ads!



 No such thing as just one ad.
 On average we have 5 to 8 ads for each ad group.
 Test out different wording.
 Different active extensions.
 Different solution propositions.
 Experimentation is at the heart of ads.



 Google auto or AI assets are interesting…



Keywords & 
Targeting

• Understanding keywords
• How does targeting work
• Avoiding epic fails



About Keywords

 What do you want to rank for? 
 What are your keywords?  
 Hey…what are keywords in general?   



Keyword Tools…

• Google has a decent built-in tool after you start using ads.
• Wordstream is another
• Still others include Moz, Spyfu, Wordtracker
• Just watch the sales angle.



The Better Keywords, The More Success



 Other targeting to consider includes…
 Geographic targeting
 Audience targeting
 Schedule targeting





 Cautionary tale…the Great Dentist Advertising War



 Audience targeting – this is tempting, but for a lot of campaigns we 
go with the “observation”, meaning not starting with audience 
targeting.



 For budget, 
recommend starting 
small.  

 For bidding, usually 
start with maximizing 
clicks (has been 
effective at getting 
conversions still)



 The often-overlooked ad schedule.
 Why wouldn’t you run ads 24 hours per day, 7 days per week?  



 Some of the biggest waste has been when ad leads are not quickly 
responded to.



 Make sure and fill out relevant ad extensions!
 Sitelink extensions – ways to highlight particular webpage that relates to 

an advertised service (relevance!)
 Callout extensions – integrate your tag lines, marketing and short-short 

messaging!  
 Call extensions – another way to call you!



 Have a customer list?  
 You can also target them via advertising
 Consider whether this is a good fit or not



 Location extensions – integrate your Google business profile!
 When these extensions are active your ad takes up more space and is 

more prominent, not to mention informative!



 Keyword Types!
 Broad
 “Phrase”
 [Exact]



A quick word on Video Ads

 Growing ad type, but audience is key (a lot of campaigns are overly 
targeted and do not reach anyone.

 YouTube is the second Largest Search Engine on the planet!
 Videos get high rankings and click-through rates.
 You can also opt into Google Video Partners to run them on sites 

beyond YouTube.



About Landing 
Pages

• Quality Scores
• Where are you sending ad 

clickers?
• What do you want them to do 

once they get there?  



When you spent all that time on an ad campaign 
and your quality score is low and/or your landing 

page is poor…



Circling back to Quality Score



 Expected clickthrough rate (CTR): The likelihood that your ad will be 
clicked when shown.

 Ad relevance: How closely your ad matches the intent behind a user's 
search.

 Landing page experience: How relevant and useful your landing page is to 
people who click your ad.



 Various ways to build landing pages
 You won’t need this for all types of campaigns either…



 Watch out for platforms promising everything over a lunch break



Contact matt@superchargemarketing.com for more information

 WordPress remains a popular way to create a landing page to link to 
advertising campaigns.

 Easy interface and generally user-friendly.
 Developed by contributors all around the world. 



Landing Page Design

 QUESTION – What is the one thing that you want a visitor to do 
when they visit your advertising campaign’s landing page?



Landing Page Design

 The visitor should be able to take action within seconds.



Landing Page Design



Cheap Hosting Can Cost You

 Check your site reputation on MX Toolbox
 Avoid shared hosting (keeps you fully separate)
 Have an active SSL



Landing Pages Can Cost You Clicks & Money

 Content that does not relate to the ads
 Landing pages that load slowly
 Landing pages that are not secure
 Landing pages without tags



Measuring 
Success

• Monitoring and housekeeping
• Tools
• Troubleshooting



 Monitor, monitor, monitor…
 Review campaign performance, at least weekly, especially when starting 

out!
 What is generating clicks?  
 Can it be replicated onto more ads, ad groups and/or campaigns?
 Where are ads getting hung up?
 For example, you have 3 landing pages and 2 are producing while 1 is not.  

Is there something different about that one page, or its related campaign’s 
targeting?



Google Ads Has Many Options

 Various summaries on performance
 Most any breakdown that you can want



Google Ads Has Many Options

 Keep that ROI in mind! 
 $1,500 ad spend generates 52 calls.
 Your close rate is 33%
 Average client value is $2,000



Integrate and Connect Google Analytics & Ads

 Where is your current traffic coming from?  
 Monitoring is a necessity
 Track sources, clicks and other actions



Integrate and Connect Google 
Analytics & Ads

• See ad and site performance data in the Google Ads reports in Analytics.
• Import Analytics goals into your Google Ads account (helps track 

conversions!).
• Import Analytics metrics like Bounce Rate, Avg. Session Duration, and 

Pages/Session into your Google Ads account.





 Most campaigns do not track Google conversions well!  



 The Problem with Google conversions.
 They are not as reliable a they should be.
 Usually set up by adding a snippet of code to a spot on your site.
 There have been problems with double counts and/or false positives.



 Alternatives to relying on Google code – Set up unique contact and/or 
order form that can be tracked.  

 The same can be done with a phone number dedicated for ads leads.
 You can still use the Google code.



 The problem of junk calls
 Higher risk when you’re aiming at more general terms (construction, 

insurance, legal)
 Look for unnaturally short call duration



 What about Negative Keywords?
 Review what keywords are triggering your ads, sometimes Google tries to 

be “helpful”.
 Careers, do-it-yourself, dating, Amazon, Craigslist, cheap, free, jobs



 Are you adding to them?  
 You should be!



Overcoming 
Challenges

• Time – You have a few other 
things going on.

• Technology – It’s always 
changing

• Interest – Do you want to do 
this?



Overcoming Challenges

 Friends and family: “Hey, I used a Google coupon for ads once!”
 Watch out for designers selling snake oil!  



Overcoming Challenges

 Making time…
 Do not set it and forget it



Overcoming Challenges

 Use “The Rule Of Three”
 Pick three ads activities that you are going to work on
 Draft ads
 Come up with your landing page
 Research keywords



Overcoming Challenges

 Things will just keep on changing.
 Google’s recent advertiser verification push



Overcoming Challenges

 Internal or External?

 Self Evaluation!

 Treat the decision like you would traditional marketing or other 
business service help



 Give yourself some time to 
develop and monitor your 
campaign

 Hold yourself accountable, but 
understand campaigns are 
rarely immediately successful

 Create a high-level schedule 
or plan (key tasks and 
deadlines)



Free consultations available for attendees
Please put your email in the chat!

matt@superchargemarketing.com, 425-247-1870
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