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Google Ads – What is it?



Why Google?

1.  Mind Share
2.  Attraction Marketing
3.  Local Domination
4.  Automated Customer Acquisition
5.  SEO is Dead
6.  Rewards Smart Entrepreneurs



The Inescapable Truth:

•Google Search, Remarketing, In Market, 
Custom Intent, Google Shopping, Discovery 
Campaigns, AI Bidding 
•You need a Partner
•Today we’re going to focus on Google Search 
Mastery
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1 Separate Keywords, Ads and Landing Pages

Example: Sofa Store – Sells sofas, including 
Recliner Sofas

The Power of Relevance

Most Advertisers
• Keyword: Sofa
•General Sofa Ad
• Sofas Home Page

Google Search Mastery
• Keyword: Recliner Sofa
• Ad that specifically 

references Recliner Sofas
• Recliner Sofas landing page
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2 Responsive Ads



2 Responsive Ads

•Up to 15 Headlines (30 Characters long)
•Up to 4 Descriptions (90 Characters long)
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2 Ad Extensions

1. Use the keywords in the headline
2. Make sure the headline grabs attention
3. Use the keyword in the main copy
4. Benefits – not Features
5. The purpose is getting them to click – not 

selling your product/service

Top Tips For Writing Successful Ads
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3 Keywords
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3 Keywords – Matching Options



3 Keywords

Match 
Types
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4 Conversion Tracking

•You can’t improve something you can’t 
measure
•Google can’t use it’s AI and Machine 
Learning if it can’t track the right 
conversions
•Choose your Conversion Goals wisely. Sale 
or phone call or enquiry. Ideally no more 
than two.
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5 Bidding Options Including CPA

•Pay per click, the original model, lets you choose 
how much to pay for a click. 
•Cost per action is paying Google for a conversion – 

regardless of the cost per click. Eg you might pay 
Google £25 for each sale of a product, or $5 every 
time someone phones you or fills out a form. This 
is very powerful and scalable because you’re paying 
Google for results.

Pay Per Click V Cost per Action



5 Bidding Options Including CPA

• In addition, Cost per action bidding taps into the 
power of Google’s Artificial Intelligence and 
Machine Learning, allowing it to learn who 
converts best and how to get you the most 
amount of customers at the cost that works for 
you.

Pay Per Click V Cost per Action



5 Bidding Options Including CPA

1. Maximise Conversions – Google will get you 
the most conversions it can for your budget

2. Target CPA. You set the maximum you want 
to pay for a conversion and Google will get 
you conversions at that price

There are two main types of CPA Bidding:









5 Bidding Options Including CPA

1. We normally start with Maximise 
Conversions until we get 30-50 conversions 
then move to Target CPA

2. You can also start with cost per click if you 
want to control the cost – and then move to 
Target CPA.

Top Tips



5 Bidding Options Including CPA

3. The long term goal is Target CPA but it can be 
worth using Maximise Conversions to let 
Google do some good learning.

Top Tips



5 Bidding Options Including CPA

4. If using Maximise Conversions, your budget 
is a way to control the cost per action.

5. For Google Shopping, the equivalents are 
Maximise Conversion Value  (Return on Ad 
Spend) or Target ROAS

Top Tips
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6 Your Google Mobile Strategy

•Pay less or more for Mobile Traffic
•Turn off Mobile Traffic
•Put Mobile into separate Campaigns
•Leave as is and work on your landing page 
conversion rates on mobile

Your Mobile traffic will perform differently 
on Google
You can:
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6 Your Google Mobile Strategy
How to change Mobile Bids
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7 The Importance of Top Positions
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7 The Importance of Top Positions

1. Pay more
2. Increase your Click Through Rate by 

improving your Ads
3. Use more Ad Extensions
4. Improve your Website Conversion Rate – 

so you can pay more without it costing 
you more.

How to Appear in the Top Positions More Often
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8 Google Shopping – Smart Vs Standard 



8 Google Shopping – Device Performance 



8 Google Shopping – Product Status & Price 



8 Google Shopping – Merchant Center 



8 Google Shopping – Check Feed Status



8 Google Shopping – Review Product Diagnostics
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9 Impression Share

• Impression Share is the percentage of time 
your ads are shown

Google does not show your Ads all the time
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9 Impression Share

• Impression Share is the percentage of time 
your ads are shown
•You can improve impression share by:
•Pay More
• Increase your Click Through Rate
•Working on your Ad extensions

Google does not show your Ads all the time
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10 Bing



10 Bing – Campaigns View



10 Bing – Similar Options To Google



10 Bing – import From Google



10 Bing – import From Google



10 Bing – Check Location & Settings After Import



Be willing to invest



Hollie@CardellMedia.com




