
Welcome to 
Successful Google Ads

Introduce yourself in the chat
• Share one win/thing you’re proud 

of this month



Get Set Up for 
Successful Google Ads



Google Success Series

Replay Available Replay Available Replay Available



What to Expect Today

• Check-in
• What are Google Ads and why do we need them?
• How Google Ads Work
• Keywords and match types
• Creating a Search Campaign
• Keyword Optimisation 
• Mistakes to avoid
• How to know if your ads are working
• Check-out and commit to taking one action 



CHECK IN

Do you have
 Google Ads?



CHECK IN

How do You Feel 
Google Ads?



Resources

Google Ad Planner 
https://www.yourmarketingspecialist.co.uk/google-ads-planner/

Progress Tracker
https://forms.gle/qDWiLCCPXNpue4fG6

How to create a Google Ads Account
https://drive.google.com/file/d/1PG2L2uR8max3Fi6iM7pvQ2DtbPKY36ok/

Create Your First Google Ad
 https://drive.google.com/file/d/1O0mSVNxYp65DA7S9NatAtOAZ6ywNTgSG/

https://www.yourmarketingspecialist.co.uk/google-ads-planner/
https://forms.gle/qDWiLCCPXNpue4fG6
https://drive.google.com/file/d/1PG2L2uR8max3Fi6iM7pvQ2DtbPKY36ok/view?usp=sharing
https://drive.google.com/file/d/1O0mSVNxYp65DA7S9NatAtOAZ6ywNTgSG/view?usp=sharing


What are Google Ads

Search Ads
Shopping Ads

Display Ads



Types of Google Ad Campaigns

Performance 
Max



Why Do We Need 
Google Search Ads?

TO GET FOUND ONLINE!

Google has nearly a 90% share of the search engine market
8.5 billion Google searches every single day 

• Unlike social ads or display ads, Google Search Ads are not disruptive 
• They appear when people are actively searching for what you offer
• targeting potential customers at the exact moment they need your product or service. 
• It can take months to get page 1 rankings on Google, but with ads you can pay to be no 1 position
• Only pay when someone clicks on your ad (don’t pay to be seen) 

NB: Disaply and Performance Max also have pay per impression and pay per conversion models



Who Needs 
Google Search Ads?

• If your brand or business name doesn’t rank organically (generic term, competitors bidding on your name)
• If the generic names for your product/services are also a competitors name
• If people are searching for the products/services you sell
• If there is high competition in your industry/local area
• If you are already selling successfully and want to scale (online purchases/enquiries that lead to a sale 

offline) 
• If you have a special offer, seasonal promotion or event 
• If Google doesn’t always show the right content in your search listing 
• If your sales pages aren’t ranking in Google for the right keywords organically 



No brainers
Ads For Every 

Stage of the Funnel

Keyword Ads

Brand Ads/
Shopping Ads/
Retargeting/
Benefit led          

Retargeting Ads



How Do Google Ads Work?

Ads are the way to tell Google you want to target a specific set of keywords for a specific page or 
product on your website .

Google Ads are an auction, you are bidding against your competitors based on the price you are willing 
to pay per click.

Keyword Web Page Bid



Google Ad Rank

But the highest bid doesn’t necessarily win top spot

Like SEO there are multiple factors at work to gauge 
whether the ad and the landing page are relevant, 
high quality and effective. 



Don’t Fall for 
the Smart Mode Trap

Google will create your account in Smart Mode 
and you will need to switch it to Expert Mode. 
Smart Mode is quick and easy to set up but will 
target broad match keywords that quickly use up 
your budget. 

Small budgets can be better
managed in Expert Mode



Switch to Expert Mode

Smart Mode is the default mode on new accounts. 



What Makes Ads Successful?



Keywords: Find Out What 
People Are Searching For

• Google Ads Keyword Planner
• Historical search volumes
• Forecasts
• Competitiveness
• Bid cost for first page



Keyword Search Volume



Keyword Searches

Include Keywords with Buyer Intent 
• For sale
• On sale
• To buy/hire
• Near me 
• Cost/price
• Where can I buy 
• Deliver
• Discount
• Promo code



Keyword Match Types

Input Type Description Example

Keyword Broad Match Reach the widest audience by showing your 
ad for similar phrases and keyword variations 
as well as other related topics.

Can include searches that don’t contain the 
keyword terms.

A broad match for ‘bicycle bell’ could show your ad for 
related searches, such as 'cycling accessories', 'blue bicycle 
helmets' and 'bell reviews for bikes’.

A broad match for ‘hats’ might show your ad for 'sun hats', 
'winter accessories' and 'sombreros’ searches. 

“Keyword” Phrase 
Match

A flexible way to reach people who are most 
likely searching for your products or services 
by showing your ad on searches that include 
the meaning of your keyword. 

A phrase match for ‘men’s hats’ could show your ad on 
searches for ‘men’s hats on sale’ ‘men’s hats near me’ ‘woolly 
hats for men’ but wouldn’t show in related searches for 
‘men’s winter accessories’ or ‘do sombreros keep your head 
warm’.

[Keyword] Exact Match Controls who sees your ad based on searches 
that have the same meaning or intent as the 
keyword. 

Exact match for ‘men’s hats’  would only show your ad for 
close searches like ‘hats for men’, ‘hats for a man’  and 
wouldn’t show in related searches for ‘boys hats’ or ‘woolly 
hats’. 

Google will always recommend broad match as this gets more traffic (and more money for them) but not necessarily the right traffic and buyers 
(more money for you). 



Save Money with 
Negative Keywords

Prevent your ad from showing up in searches for specific words or 
phrases that you don’t want to pay for

• Free
• Locations you don’t serve
• Contextual words if there’s a double meaning
• Products/services that you don’t sell
• Variations that you don’t sell – colours, materials, bulk, wholesale single
• Cheap, clearance, second hand, 
• Research questions - DIY, how to

Monitor the search terms your ad is receiving impressions for and keep 
your negative keyword list up to date.
 



Let’s Create An Ad



What’s Your Ad Objective?



Campaign Objective

Need Google Analytics 
installed to track 
conversions for Sales 
objectives.
 
Alternatively use Traffic 
objective.



Campaign Settings

Deselect partner 
network and display 
network if you only want 
your ads to appear on a 
Google Search 

Networks can be 
cheaper but might also 
be less relevant as the 
ad isn’t being shown as a 
result to search query



AI Max

Turn off until you have 
run some ads and have 
data to learn from and 
compare results to. 

Pushing broad match 
keywords for larger 
volumes and budgets. 

Tailoring ad copy for 
multiple variants is also 
aimed at larger budgets. 



AI Max
Auto Generated Ad Assets

Takes information from your website
But also makes up phrases and uses 
language that isn’t on brand, might be 
factually incorrect or not really a selling 
point. 

Boring stock imagery 



Elements of a Text Ad

Display URL

Headlines

Descriptions

Call outs

Site links

Extensions



What a Text Ad Looks Like

First Position     Other Position



Headline and Descriptions



Extensions



Site Link Extensions



Set a Budget



How Much 
Can You Afford to Spend?

How much can you afford to spend?

Remember clicks aren’t sales

How much does it cost to bid for top of 
page?

Do you have enough profit margin?
Do you have high customer retention?



Is It Worth It?



Money Sucking Mistakes
To Avoid

• Broad keyword match 
• No negative keywords
• Bidding on expensive popular terms
• Not having enough budget per day 
• Not matching keywords to best page
• Not optimising page for sales/cta
• Not tracking conversions 
• Too many different keywords for a page 
• Using same keywords for multiple pages
• Ad/page not relevant to search term
• Biding on your brand/not bidding on your brand
• Not having a robust follow up process for leads
• Not having a retention strategy for first time buyers 



Are Your Ads Working



Campaign Overview



Are Your Ads Working



Campaign Results



Don’t Auto Apply 
Recommendations

• You don’t need a perfect 100% score
In fact if you have a 100% score you’re probably wasting money

• Always review any suggestions before applying
• Are the keywords relevant?

• Are you comfortable with broad match? 
• Do auto generated snippets make sense?
• Are auto generated extensions customer friendly?



Steps to Create 
a Google Ads Account

1. Go to https://ads.google.com

2. Click Start Now button 

3. You will need to sign into your Google account (usually a gmail account)

4. Select/enter your business name and website (if you have Google Business Profile 

5. Set your ad objective to traffic

6. Skip connecting your Google Analytics – you can set this up later

7. Keep clicking next 

• Don’t worry about editing ad headlines and description

• Don’t worry about choosing keywords

• Don’t worry about setting your location

8. Change the budget to 1p or the minimum amount it will accept 

9. Add your payment card details (you won’t be charged yet) 

10. Click Explore Campaign button

11. Change the campaign status from Pending to Paused on the drop down



Steps to Create 
a Google Ad

1. Set your Objective (Sales or Traffic)

2. Select campaign type (search)

3. Enter your website url

4. Give your campaign a meaningful name 

5. Deselect search partners and display networks 

6. Choose your target location 

(Presence or interest in)

• Exclude locations if desired

7. Set your language if not advertising in English

(default is English) 

8. Skip audience segments

9. Set daily budget (you can also change this later) 

10. Choose your bidding focus (usually conversion or clicks) 

11. Set a target cost per action/click

12. Turn off AI Max, turn off AI search match 

13. Add your ad extensions (can be changed/added later)

• Site links

• Callouts

• Call extensions

• Snippets

14. Name your Ad Group – something meaningful to you 

15. Enter your keywords (you can change/add later and change 
match types later) 

16. Enter the web url of your landing page

17. Enter how you want the url to display 

18. Create your headlines and description options

19. Publish ad for review

20. Enter negative keywords



CHECK OUT

How do You Feel 
About Google Ads 

now?



Check-Out

Submit your progress tracker
https://forms.gle/qDWiLCCPXNpue4fG6

https://forms.gle/qDWiLCCPXNpue4fG6


Resources

Google Ad Planner 
https://docs.google.com/document/d/1qf5NuPFDuAe7c7EYehUltGRaZbrIuM2E

How to create a Google Ads Account
https://drive.google.com/file/d/1PG2L2uR8max3Fi6iM7pvQ2DtbPKY36ok/view?usp=sharing

Create Your First Google Ad 
https://drive.google.com/file/d/1O0mSVNxYp65DA7S9NatAtOAZ6ywNTgSG/view?usp=sharing

https://docs.google.com/document/d/1qf5NuPFDuAe7c7EYehUltGRaZbrIuM2E
https://drive.google.com/file/d/1PG2L2uR8max3Fi6iM7pvQ2DtbPKY36ok/view?usp=sharing
https://drive.google.com/file/d/1O0mSVNxYp65DA7S9NatAtOAZ6ywNTgSG/view?usp=sharing
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