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Introduction

Why Google Ads Matters
for Your Business

Running a small business means wearing many hats - you're the CEO, the
marketing department, the customer service team, and often much more. In
this juggling act, finding effective ways to bring in new customers is crucial,
but it can also feel overwhelming. That's where Google Ads comes in.

Think of Google Ads as your 24/7 digital salesperson, connecting your
business with people actively searching for what you offer. When

someone types "plumber near me” or "best local bakery” into Google, your
business can appear right at the top of those results—exactly when potential
customers need you most.

This guide is written specifically for busy small business owners like you
who want to make the most of their advertising dollars without needing a
marketing degree. I'll walk you through each step of creating successful
Google Ads campaigns in plain, straightforward language, with real
examples you can relate to and apply to your own business.
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Chapter - 1

Understanding Google Ads:
The Friendly Basics

What's Really Happening Behind the Scenes

Imagine Google Ads as a digital auction house where businesses bid for visibility. When
someone searches for something related to your business, a lightning-fast auction takes
place to determine which ads appear and in what order.

But here's the important part: unlike a traditional auction, the highest bidder doesn’t

automatically win. Google cares about showing relevant, helpful ads to its users, so it a8
considers: O>
® Your bid amount: How much you're willing to pay for a click - /‘\
v

® Your quality score: How relevant and useful Google thinks your ad is

@ ® The expected impact: How likely people are to engage with your ad

‘9° Example

let's say you own a local bakery. Even if a large chain bakery outbids you for the keyword
"custom birthday cakes,” you might still win the top spot if your ad is more relevant to the
searcher’s location and intent, and if your website provides a better user experience.

Why This Matters to You:

Understanding this system means you can compete effectively even with a modest budget.
Small businesses often assume they can't afford Google Ads, but with the right approach,
you can achieve impressive results without breaking the bank.
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Chapter - 2 . : «
K, AN

Setting Meaningful Goals /( ~
for Your Campaigns O™ o

Connecting Ads to Your Business Objectives

Before spending a single dollar on Google Ads, take a moment to think about what
success looks like for your business. Are you looking to:

® Generate leads: Getting potential customers to contact you, request
quotes, or schedule consultations? This works well for service
businesses like contractors, consultants, or healthcare providers.

® Drive direct sales: Encouraging people to make purchases directly
from your website? Perfect for e-commerce stores or businesses selling
digital products.

® Build brand awareness: Introducing your business to people who
might need your services in the future? This approach is valuable for
new businesses or those entering new markets. Q o
&)

6

S
9

Maria runs a small accounting firm and wants to attract new clients before tax season.
Her specific goal is to get 15 new consultation bookings per month at a cost of less than
S50 per lead. This clear objective helps her decide how much to budget and which
metrics to track.

Your Action Steps:
ED Write down what specifically you want your ads to accomplish
B Decide which numbers you'll track to measure success (leads, sales, cost per acquisition)

E) Set a realistic monthly budget based on how much each new customer is worth to your
business

Remember, Google Ads isn't just about generating clicks—it's about generating business
results that matter to you.
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Chapter - 3

Finding the Right{Key)words:
Speaking Your Customers' Language

Discovering What Your Potential Customers Are Actually Searching For

Keywords are the bridge between your business and your customers’ needs. When a
plumber bids on the keyword "emergency pipe repair,” they're essentially raising their
hand to say, "l can help with that!”

But how do you know which keywords to choose? Start by thinking like your customers:

® What specific problems do they face that your business solves?
® What terms would they use to describe your products or services?
® What questions might they ask Google before making a purchase?

Types of Keywords Explained:

® Phrase match: Your ad appears when someone searches for your keyword
phrase, even if there are words before or after it. For example, if you bid
on "homemade ice cream,” your ad might show for "best homemade ice
cream in Chicago” or "where to buy homemade ice cream.”

® Exact match: Your ad appears only when someone searches for your
specific keyword or very close variations. This gives you more control but
might limit your reach.

® Negative keywords: These prevent your ad from showing for certain
searches. For instance, if you sell premium handcrafted furniture, you
might add "cheap” as a negative keyword to avoid attracting customers

looking for budget options. ®) P
A )
)/

Searching

James owns a specialty coffee shop that roasts beans in-house. Instead of bidding on
broad terms like "coffee” (which would be expensive and attract too many irrelevant
searches), he focuses on specific keywords like "freshly roasted coffee beans,” "single-
origin coffee delivery,” and "specialty coffee subscription.” He also adds negative
keywords like "instant,” "Keurig,” and "cheap” to avoid wasting money on clicks from
people looking for different products.




small business loans X & Q

Google

Q Al @ News (@ Shopping [3] Videos [] Books i More Tools

About 560,000,000 results (0.57 seconds)
Ad _-_httns:f/www hiuevine com/.

Small Business Loans - Requires $100K+ Annual Revenue

'See Uffers wio Affecting Your Credit Score. You Won't Pay a Cent Until You Use Your Line. Get
Approved for a Revolving Business Line of Credit up to $250,000 in as fast as 5 min. Apply
Online. Dedicated Advisors. Fast Small Business Loan. Apply Online in Minutes.

Business Lines of Credit - About Bluevine™ - Read Our Blog

customer service software X .!, Q,

Google

Al & News (] Images [*] Videos ¢ Shopping i More Tools

About 1,760,000,000 results (0.70 seconds)

Ad :_httns: s zoho comidesk

Best Customer Service Software - Al to deduct User Sentiments
'CIOSE TCKEts Taster than ever Zono UESK® §aves up te 2 hours per agent per day. Convert all
your email queries from customers to support tickets for easy & fast responses.

Email Ticketing System - Ticket Management System - Trouble Ticketing System
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buy swing set X L Q

Google

Al & Shopping () Images @ Maps @ News i More Tools

About 438,000,000 results (0.85 seconds)

Ad - httn: v kingswingsets com).

We do Swing Sets, Nothing Else - Great for Big and Little Kids

We get it, it's a big purchase. We provide superior customer service and a herty warranty. We are
passionate about working with you to design the perfect swing set for your family.

We Deliver and Installl - Captain's Castle - Amazing Playhouses

i (717) 6A7-8210

.
ey
copywriting agency x 4 Q

Q Al [E News [£)Images ¢ Maps [ Videos i More Tools

About 20,900,000 results (0.65 seconds)

Ad - https://www.contentfly.com/ ~

Top Copywriting Services - No Blogspam, No Keyword Fluff
Great Content Tsn't a Luxury, I's a Necessity. Request Content From the Top 1% of Writers

Your Action Steps:

BB Brainstorm a list of 20-30 potential keywords relevant to your business

B Use Google's Keyword Planner to expand this list and see search volumes

E) Group similar keywords together (these will become your ad groups)

Identify and list potential negative keywords

By choosing the right keywords, you're ensuring every dollar of your budget works toward

connecting with genuine potential customers.

) =
%
;

N\
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Chapter - 4

Crafting Ads That Conné‘}(:t@
and Convert

Writing Ads That Speak Directly to Your Customers’ Needs

Your ad is often the first impression someone has of your business, so it needs to quickly
answer the question: "Why should | choose you?"

Think about what makes your business special. Is it your experience? Your unique
approach? Your guaranteed results? Whatever it is, make sure it shines through in your ads.

® Creating Headlines That Grab Attention:

Your headlines should incorporate
your keywords while offering a clear
benefit. Compare these examples:
Basic: "Plumbing Services Available” QAI & News
Better: "Emergency Plumbers: On-Site in
30 Minutes or Less”

Ad - https://get.honeybook.com/

The second headline not only includes the You Meant HoneyBook, Right? - Built for Small Businesses

keyword but aISO add resses fhe sea rCher’S Honeybook handles billing, project management, & your service offerings, all in one
immediafe concern (Speed) and makeS a place. All your client outreach, scheduling, invoicing, and so much more in one easy
specific promise.

Google freshbooks

Abc

place. Manage Clients. Top Tier Support. Online Payments. Professional...

® Writing Descriptions That Persuade:

Your description should expand on your headline’s promise and provide a
reason to choose your business.

Basic: "We offer plumbing services for homes and businesses.”

Better: "Family-owned for 20 years, our licensed plumbers fix any issue with upfront
pricing and no overtime charges. 100% satisfaction guaranteed.”

The improved version builds trust (experience, licensing), addresses common pain points
(surprise costs), and reduces risk (guarantee).

Go gle SEMrush alternative X & Q

Q All (=) News (] Videos ] Images ® Maps : More Tools

About 602,000 results (0.58 seconds)

Ad - https://www.semrush.com/ i (855)814-4510
Alternatives for Semrush? - There are plenty...

50 tools for SEO, PCC, content, competitive research & more from just one platform. See for
yourself how Semrush compares to other tools. 800,000,000+ domains. 140+ geo databases
Plans Comparison - Keyword Research - Local SEO Sclution - Organic Research - SEO Tools
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® Making Your Call to Action Clear:

Tell people exactly what to do next:
Basic: "Contact us.”
Better: "Call now for same-day service” or "Get your free quote in 2 minutes”

Go gle steak restaurant near me X .!J Q

Ad - https://www.mortons.com/

Mortons Steakhouse - Make a Reservation Today

Enjoy USDA prime-aged beef, fresh seafood & more. View menu & reserve online. High-end...
Locations - View Menu - View Our Menu - Private Dining - Buy A Gift Card
@ 1600 W 2nd St, Cleveland, OH - (216) 621-6200 - Open today - 5:00 - 9:00 PM ¥

® Utilizing Ad Extensions to Stand Out:

Ad extensions are free additional information you can add to your ads:
- Sitelink Extensions: Add links to specific pages like "Services,” "About Us,” or
"Special Offers”
- Call Extensions: Display your phone number so people can call directly from the ad
- Location Extensions: Show your address and a map marker, especially important for
local businesses
Nl

W <

Sarah runs a local bakery specializing in custom cakes. Her ad headline reads: "Custom
Birthday Cakes Made Fresh in Austin.” Her description highlights "Award-winning designs,
locally-sourced ingredients, and 48-hour turnaround. Over 200 5-star reviews!” Her
callto-action states "Order online or call for a free consultation.” She also uses sitelink
extensions to direct people to her gallery, flavors page, and ordering form.

Your Action Steps:

ED Write at least 2-3 different headlines for each ad group
B3 Craft descriptions that highlight your unique selling points
E) Create clear callsto-action that direct the next step

Set up relevant ad extensions to provide additional information

Remember that effective ads aren't just creative—they're relevant to both the searcher’s
intent and your landing page's content.
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Chapter - 5

Creating Landing Pages That Turn
Visitors into Customers

Making Sure Your Website Delivers on Your Ad's Promise

Imagine walking into a store because of an exciting sale sign, only to find no mention of the
sale inside. Frustrating, right? That's exactly how visitors feel when they click on an ad and
land on a page that doesn't clearly connect to what the ad promised.

® Maintaining Message Consistency:
If your ad promotes "same-day roof repair services,” your landing page should
immediately reinforce this message with a headline like "Emergency Roof
Repairs: Service Today or It's Free.” This consistency reassures visitors they're
in the right place.

® Simplifying the Conversion Process:
Too many options or a complicated process can overwhelm visitors. Your
landing page should have:

- A clear, prominent headline that matches your ad

- Concise text that expands on your main benefit

- A single, obvious callto-action (like a form or phone number)
- Only the essential information needed to take that action

Example: If you're a tax consultant offering a free 15-minute consultation, your form
should ask only for name, email, phone number, and perhaps one question about their
tax situation—not their life history.

® Building Trust Quickly:
Visitors who click ads often have their guard up. Help them feel comfortable
by including:

- Testimonials from satisfied customers
(with photos if possible)

- Trust badges (BBB ratings, industry
certifications, security seals)
Guarantees that reduce perceived
risk ("100% satisfaction guarantee”
or "No-questions-asked refund policy”)
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® Optimizing for Speed and Mobile Users:

Over 60% of Google searches now happen on mobile devices, and users
expect pages to load quickly. Test your landing page on your phone and
make sure:

- Text is readable without zooming

- Buttons are large enough to tap easily

- Forms work smoothly on mobile

- Pages load in under 3 seconds (use Google'’s PageSpeed Insights to check)

‘9: Example

Michael runs a lawn care service. His Google Ad offers a "Spring Lawn Revival Package -
$99 Special.” His landing page features a headline that reads "Restore Your Lawn This
Spring: Complete Care Package $99 (Regularly $149).” The page includes before/after
photos of transformed lawns, a bullet-point list of exactly what's included in the package,
three short customer testimonials, and a simple form to schedule service. There's also a
prominent phone number for those who prefer to call.

=2 SETICLSH

Reveal Your Competitors’ and

Prospects’ Web Traffic Data @

Saee where their traffic comes from and how engaged their users

are
_ i

ehay PHILIPS Booking.com

Example: Landing Page of SEM Rush. Click to see the whole thing.

Your Action Steps:

BB Review your current landing pages from a visitor's perspective

B3 Ensure each landing page directly addresses the promise made in its corresponding ad
E) simplify your conversion process—remove unnecessary fields or steps

Add trust elements like testimonials or guarantees

B Test your page on multiple devices and improve loading speed

A well-optimized landing page can double or even triple your conversion rate, dramatically
improving your ROI without spending an extra penny on clicks.
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Chapter - 6

Targeting the Right Locations: Finding
Your Customers Where They Are

Making Your Ad Budget Work Harder with Smart Geographic Targeting

If you're a local business, showing your ads to people in other cities or states is simply
wasting money. Google Ads allows you to precisely control where your ads appear,
ensuring you only pay for clicks from potential customers in your service area.

® Getting Specific with Targeting Options:
You can farget your ads based on:

Cities or zip codes
A radius around your business (like "within 15 miles of downtown”)
Regions or states

Countries (if you ship or serve nationally/internationally)

‘®: Example )

® A pizza delivery restaurant might target a 3-mile radius around their location—the
realistic delivery area

® A specialized orthopedic surgeon might target a 50-mile radius, knowing patients will
travel further for specialized care

® A vacation rental company might target specific cities where data shows most of their
guests come from

Locations
All time v Show last 30 days

Locations Location exclusions

Delray Beach

@ Pin mode
() Location (@) Radius

Enter a place name, address or coordinates ‘ ‘ 20 ‘ ‘ mi -

Targeted locations (1)

®
20 mi around Fort Lauderdale, FL, USA radius ®

il.
SSEATY Miami Map data ©2023 Google, INEGI | Terms

@ Highlighted areas represent places advertisers can target or exclude with
Google Ads location targeting. Learn more
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® Adjusting Bids by Location:
You can also increase or decrease your bids for different locations based on
their value to your business:

- If you know customers from certain neighborhoods tend to spend more, you might
increase bids for those areas by 20%

- If serving distant areas costs you more (like travel time for service calls), you might
decrease bids for those locations

® Using Location Exclusions Strategically:
Just as important as where to show your ads is where not to show them:

- A business that doesn't ship to Alaska or Hawaii should exclude these states
- A service business near a state border might exclude nearby areas across the state
line if licensing prevents them from working there

@® Location () Radius &
[ ] Add locations in bulk

) @

United Kingdom country = 59,500,000
o

Northem Ireland, United Kingdom province 1,380,000
=

Ma ncg-aster

=]
Ireland Liverpool
Amsterdam
@

London Netherlands
®

Brussels Cologne
& (=]
Belgium Fr
Luxe +
Paris
®

CANCEL
Map data ©2020 GeoBasis-DE/BKG (T2009), Google, Inst. Geogr. Nacional ORION-ME  Terms of Use

Your Action Steps:

BB Define your realistic service area or markets clearly

B Set up appropriate geographic fargeting in each campaign
E) Consider location bid adjustments based on customer value

Add location exclusions for areas you can't or don't want to serve

Proper location targeting can significantly improve your campaign ROI by ensuring your
budget is spent only on potential customers who can actually use your services.
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Chapter - 7

Making Smart Bidding Decisions:
Getting the Most for Your Budget

Understanding Bidding Options in Plain English —

Bidding in Google Ads can seem complicated, but it helps to think of it as telling Google
what's most important to your business. Are you focused on getting as many visitors as
possible? Generating specific actions like form submissions? Or achieving a certain return
on investment?

B3 Manual Cost-Per-Click (CPC) Bidding

This is like buying stocks yourself instead of using a broker. You decide exactly
how much each keyword is worth to you.

When it works best: When you're starting out and learning which keywords perform
well, or when you have specific keywords that you know are valuable and want to control

precisely. A

‘9 Example

David runs a custom cabinet business. He knows from experience that people searching
for "custom kitchen cabinets” tend to be serious buyers with larger projects, so he's
willing to bid $8 per click for this keyword. For more general terms like "cabinet ideas,”
where people might just be browsing, he sets a lower bid of $2.

B3 Automated Bidding Strategies

Think of these as having Google's Al work for you, adjusting bids in realtime
based on who's searching and when.

® Target CPA (Cost Per Acquisition):
You tell Google how much you're willing to pay for a conversion (like a form
submission or purchase), and it adjusts your bids to try to achieve that target.

When it works best: When you have a clear value for each lead or sale and have
enough conversion data (usually at least 30 conversions in the past 30 days).
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Jennifer's online course typically makes $300 profit per enrollment. She sets a Target CPA
of §75, meaning she's willing to spend up to $75 in ad costs to get one new student,
which still gives her a healthy 4:1 return on ad spend.

® Target ROAS (Return on Ad Spend):
You tell Google what return you want on your ad investment (like $5 in sales
for every $1 in ad spend), and it adjusts accordingly.

When it works best: For e.commerce businesses tracking actual revenue, or service
businesses with consistent customer values.

‘9 Example

Mark's online store selling specialty cooking ingredients has set a Target ROAS of 400%,
meaning for every $1 he spends on ads, he wants $4 in sales. Google will automatically
bid higher for users who seem more likely to make larger purchases based on their
behavior and other signals.

Maximize Clicks or Conversions:

These strategies aim to get you the most clicks or conversions possible
within your budget.

When it works best: Maximize Clicks works well when building awareness or traffic is
your main goal. Maximize Conversions is useful when you want to generate as many
leads or sales as possible without a specific target cost.

Your Action Steps:

ED Start with Manual CPC if you're new to Google Ads to learn and maintain control

B3 Once you have conversion tracking set up and enough data, experiment with Target CPA
E) For ecommerce, consider Target ROAS once you understand your profit margins
Whatever strategy you choose, monitor performance weekly and adjust as needed
Remember that the "best” bidding strategy depends on your business goals, budget, and

the amount of conversion data you have. Don't be afraid to start simple and grow more
sophisticated as you gain experience.
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Chapter - 8
Setting Up Proper Tracking:
Knowing Exactly What's Working

Why Flying Blind Costs You Money

Imagine investing in the stock market but never checking your portfolio’s performance.
That's essentially what running Google Ads without conversion tracking is like. Without
tracking, you know how many people clicked your ads, but not what they did after-
ward—making it impossible to calculate your true return on investment.

Understanding Different Types of Conversions:
A "conversion” is simply a valuable action a visitor takes on your website. This could be:

® Submitting a contact form @ Signing up for a newsletter
® Placing an order ® Calling your business

® Downloading a resource ® Requesting a quote

Setting Up Basic Conversion Tracking:

Google provides a tracking code (a small snippet of JavaScript) that you add to
your website. For most basic conversions, you'll place this code on the
"thank you"” page that appears after someone completes the desired action.

Example: When someone fills out your contact form, they see a "Thanks, we'll be in touch
soon!” page. By placing the conversion tracking code on this page, you'll know exactly
which keywords, ads, and campaigns are generating leads.

Email

Jon.smith@gmail.com

Phone number

== +447506740945 [7]
Postcode
sm2 9bn =

Nissan™
Which model are you interested in?
Nissan™ LEAF -

v

What vehicle ownership option are you interested in?
Personal Contract Purchase - Thanks for your interest.

Your information has been sent to Nissan UK. While
you're here, why not tap below to learn more about
the Nissan Qashqgai.

GOOGLE DISCLOSURE

By submitting, you agree to send your info to Nissan™ so that they can
contact you about the above request. Nissan™ agrees to use your info
in accordance with their privacy policy. Google will not use the content Visit site
of your responses for ads targeting or measurement. Google may

otherwise use your submission in accordance with our privacy policy.

SUBMIT
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Tracking Phone Calls from Your Ads:

For many small businesses, especially service providers, phone calls are just as valuable as
website forms. Google Ads can track these too:

® Call extensions: Track when people click the call button on your mobile ads

® Google forwarding numbers: Show a trackable phone number on your
website for visitors who came from your ads

Elena runs a small law firm specializing in estate planning. She sets up conversion tracking
for three key actions: contact form submissions, guide downloads, and phone calls. After a
month, she discovers that while her "estate planning attorney” keywords get fewer clicks
than "how to write a will” keywords, they generate three times as many phone calls—her
most valuable conversion type. With this insight, she adjusts her budget to focus more on
these high-converting keywords.

AN
Driftrock
Book a Free Demo
Leave your details below and we'll be in teuch

Driftrock | Lead Generation Software | Explore
Our Lead i

SUBMIT CONTINUE SEARCHING ON GOOGLE

Connecting Google Ads to Google Analytics:

For deeper insights, connect your Google Ads account to Google Analytics. This allows you
to see what visitors do on your site after clicking an ad—like how many pages they view,
how long they stay, and what percentage bounce immediately.

Your Action Steps:

BB Identify the 2-3 most important actions you want visitors to take on your website
B Set up conversion tracking for each of these actions

B If phone calls are important to your business, set up call tracking

Connect Google Ads to Google Analytics for additional insights

B Give the data at least two weeks to accumulate before making major decisions

With proper tracking in place, you'll know exactly which parts of your Google Ads
campaigns are generating real business results and which parts need improvement.
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Chapter - 9

Continuous Improvement: Small
Changes That Make a Big Difference

Why Set-lt-and-Forget-lt Doesn't Work with Google Ads

Even the best-planned Google Ads campaigns need regular attention. The digital landscape
changes constantly—competitors adjust their strategies, seasonal trends shift, and new
opportunities emerge. The good news? Small, consistent optimizations can dramatically
improve your results over time.

Making Data-Driven Keyword Adjustments:
Every few weeks, review your keyword performance:

® |dentify underperformers: Look for keywords with high costs but few
conversions. Consider pausing these or significantly reducing their bids.

® Find hidden gems: Check your search terms report for phrases you aren’t
direcily targeting that are converting well. Add these as new keywords.

® Refine with negative keywords: Review what people searched for before
clicking your ads. Add irrelevant terms as negative keywords to prevent
wasted clicks.

Example: A florist notices they're getting clicks for "flower delivery jobs” and "how to make
flower arrangements” —searches from people who want employment or DIY advice,

not to buy flowers. By adding "jobs" and "how to make” as negative keywords, they instantly
improve their ad relevance and save their budget for potential customers.

Optimizing by Time and Device:
Look for patterns in when your conversions happen:

® Time of day: If you notice conversions peak between 6-8pm, consider
increasing bids during this window

® Days of week: A B2B company might see better results Monday-Thursday
and could reduce weekend spending

® Device type: If mobile users convert at half the rate of desktop users, you
might decrease mobile bids by 50%
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Testing Different Ad Variations:
Create at least 2-3 different ads for each ad group and see which performs best:

® Test different headlines: "Save 25% on Window Cleaning” vs.
"Professional Window Cleaning - Streak-Free Guarantee”

® Try different calls-to-action: "Call Today for a Quote” vs.
"Schedule Your Free Estimate Online”

® Experiment with various benefits: Focus on price in one ad, convenience
in another, and quality in a third

Google will automatically show your better-performing ads more often, but you should
review results and create new tests regularly.

GO gle organic food delivery X (3 GO g|e where to print pictures X y Q
a Al & Shopping & News © Maps O Images : More Q Al Q Shopping @ Maps [&) Images M Books : More Tools
About 576,000,000 results (0.84 seconds) About 696,000,000 results (0.84 seconds)
Ad - https://www.thrivemarket.com/ Ad - https://www.snapfish.com/picture/prints ~ § t (L
#1 Organic Online Market - Save Up To 30% On Top Brands Save 50% On Photo Prints - Shipped Directly To Your Door \ [l \UE
2

" " - . - Share Your Most Loved Photos. Lowest Prices for Prints & Free Shipping on Orders i M

An online market personalized for every lifestyle — save up to 30% on organic groceries. See why (g
$29+. Print Your High Quality Photo Prints Today. Choose Your Size,... ———

over 1 million members love Thrive - shop 6,000+ products curated by our experts ) . .
How It Works - Frozen Meals - Pan's Mushroom Jerky - GiftCards - Organic Coconut Milk 90% Off 4x6 Prints - 65% Off Photo Books - Free Shipping Over $29 - Gifts For Pet Owners

‘9 Example

Mark runs a local pest control company. After reviewing three months of data, he
discovers several valuable insights:

Keywords related to "bed bugs” and "termites” convert much better than general "pest
control” terms. His ads mentioning "same-day service” outperform those highlighting his
20 years of experience. Most of his leads come in between 7am-10am and 7pm-10pm on
weekdays. Saturday clicks rarely convert to bookings.

Based on these findings, Mark creates new ads focusing on emergency services for
specific pests, adjusts his bids to show more prominently during his high-converting time
windows, and reduces his Saturday budget by 70%.

Your Action Steps:

BB schedule bi-weekly 30-minute maintenance sessions to review performance metrics and
make data-driven adjustments to your campaigns.
Regularly analyze and optimize keywords, ad placements, and conversion patterns by
time/device to identify opportunities and eliminate underperformers.

E) Test new ad variations against current winners with small, incremental changes rather
than complete overhauls to steadily improve performance.

Remember that optimization is an ongoing process, not a one-time task. Even small improve-
ments of 5-10% each month compound dramatically over time.
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Chapter - 10

Strategic Growth: Expanding
Your Success

How to Scale Up Without Sacrificing Performance

Once you've established profitable campaigns, it's natural o want to expand. But sudden,
large increases in budget can sometimes lead to diminishing returns. The key is to grow
systematically, reinvesting in what works while thoughtfully testing new opportunities.

al Smart Ways to Increase Your Impact

® Gradually Increase Budgets on Proven Campaigns:
Rather than doubling your budget overnight, try increasing it by 20-30% at a
time. This gives the Google Ads system time to adjust and find additional
quality traffic without sacrificing performance.

Example: Jessica’s home cleaning service is generating leads at $35 each with a daily
budget of $50. She increases this to $65 for two weeks, finds the cost per lead holds
steady, then raises it to $80. This gradual approach helps maintain her quality while
capturing more of the available market.

® Add Remarketing to Your Strategy:
Remarketing shows ads to people who have already visited your website but
didn't convert. These campaigns typically yield higher conversion rates since
the audience is already familiar with your business.

Example: Tom’s custom furniture website gets 1,000 visitors a month, but only 2% place
an order on their first visit. By showing remarketing ads with photos of specific products
visitors viewed, he's able to bring some of those 980 non-converting visitors back to his
site, increasing his overall conversion rate by 50%.

® Expand to New Keywords or Match Types:
Once your core keywords prove profitable, cautiously branch out to related
terms or broader match types.

Example: A dentist’s office finds success with exact-match keywords like [dental implants
cost] and [best cosmetic dentist]. They might expand to phrase-match versions of these
keywords or add related terms like "full mouth reconstruction” or "smile makeover.”
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Test Different Ad Formats and Networks:
Beyond standard text ads on Google Search, consider:

® Responsive search ads: These allow you to enter multiple headlines and
descriptions that Google mixes and matches to find the best combinations

® Display ads: Visual ads that appear on websites across the internet,

good for building awareness

® YouTube ads: Video advertisements that can demonstrate your products

or services in action

® Shopping ads: Product listings with images and prices (great for e-commerce)
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Michael's guitar lessons business started with search ads targeting people looking
specifically for "guitar lessons” in his city. After establishing a profitable campaign, he:
Created a remarketing campaign showing ads to website visitors who didn’t book a
free trial lesson
Expanded to YouTube with short video tutorials that promoted his full lesson packages
Targeted display ads to appear on popular guitar and music websites
Added a broader campaign targeting parents searching for "music lessons for kids"”
By diversifying thoughtfully, Michael was able to triple his student base within six months
while keeping his average cost per new student within his target range.

Your Action Steps:

BB Identify your most profitable campaigns to scale first

Increase budgets in 20-30% increments, monitoring performance
Set up remarketing to reconnect with previous visitors

Test one new ad format or network at a time with a controlled budget

B Continue to measure ROI carefully as you expand

Remember that sustainable growth comes from building on what's already working while
carefully testing new opportunities.
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Conclusion

Your Path to Google Ads Success

Google Ads can feel intimidating when you're just starting out, but as you've
seen throughout this guide, it doesn't have to be. By breaking the process down
into manageable steps and focusing on what matters most for your specific
business, you can create campaigns that consistently bring in new customers at
a profitable cost.

Remember that success with Google Ads isn't about having the biggest budget
or the most technical knowledge—it's about understanding your customers,
creating relevant messages that speak to their needs, and continuously learning
from your results.

The small business owners who get the best results from Google Ads share a
few key traits:

% They start with clear goals: Knowing exactly what you want to achieve
helps every decision that follows.

% They track everything: Understanding which clicks turn into customers is
essential for calculating true ROI.

% They focus on relevance: From keywords to ad copy to landing pages,
making everything work together creates a seamless experience for potential
customers.

% They view optimization as an ongoing process: Small, consistent
improvements add up to significant results over time.

% They're willing to test and learn: Sometimes the "obvious” approach isn't
the most effective—only testing can tell you for sure.

Your Google Ads journey will have its challenges, but each obstacle you over-
come adds to your knowledge and brings you closer to a reliable, profitable
advertising system for your business. The insights you gain about your custom-
ers and what motivates them will prove valuable far beyond your ads cam-
paigns.

So start small, follow the steps in this guide, measure your results, and adjust as
you learn. Your future customers are out there searching right now—it's time to
make sure they find you.
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