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 Getting On the (Google) Map: 

 Paid Google Advertising:





 Free
 Helps local users find 

your business
 Provides business profile

 Paid Advertising
 Puts your ad at the top of 

search results
 encourages people to 

click ad to your website





Courtesy Pixabay.com



Courtesy Cary Pest.com



Google My Business 
(The Map)

Paid Ads





Paid Ads 
Google Ads

G
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 Free Advertising

1. Pictures

2. Map with location

3. Link to your website

4. Customer review rating

5. Category

6. Your address 

7. Your hours

8. Your phone



 Better for local searches

 Your business is listed 
by category
◦ Easier to find



 Do you deliver products 
or services at this 
location?
◦ Yes – Your address will 

show on Google my 
business

◦ No – Your address will not 
show



It’s quick and easy!



 www.Google.com/business

 Follow Signup links

 Use free Google account email address (@gmail.com)

 Business Address – Physical locations only.  NO P.O 
boxes
◦ Deliver products / services or serve at your location?

 Phone Number – use a local number 

 Wait 1 – 2 weeks:
◦ Google will mail you a card with a verification code

◦ Enter code and your business is “on the map”

http://www.google.com/business


 Constantly update 
adding: 
◦ Pictures

◦ Blog posts

◦ Videos

◦ Events



 Validation for Google 
and your customers!



 Respond to all reviews, 
especially negative 
ones!
◦ Be factual and polite



 It’s free to get an account

 Helps you get found in your local serving area

 Gives users valuable information about your business:
◦ Location

◦ Phone number

◦ Hours

◦ Reviews

 Keep it up to date with pictures, posts, events, videos, 
◦ It’s a social media account!





Google My 
Business

Paid Ads



 User describes problem 
in Google (keywords)

 Highly motivated at 
that moment

 Seller has buyer’s 
undivided attention.



 Advertiser pays when 
their ad is clicked by the 
user.

 User does not click, 
advertiser does not pay



Think silent auction

1. How much you are willing to pay for a click to your 
website

◦ Max CPC (Cost Per Click) – Your BID

2. Relevance of your ad to the search query 
◦ High relevance can reduce your price



 Maximum you are 
willing to pay for a click











Think silent auction

1. How much you are willing to pay for a click to your 
website

◦ Max CPC (Cost Per Click) – Your BID

2. Relevance of your ad to the search query 
◦ High relevance can reduce your price





 Keywords – Group 
them by common 
themes

 Align Ad Copy to 
keyword themes.

 Landing Page – is true 
to keyword and ad 
copy.

Keyword

Landing 
Page

Ad



Courtesy of SEOBlog.com



 Google’s opinion how 
well your ads and 
landing pages relate to 
keywords you choose





Source: Wordstream.com





 Set a monthly budget 
you can live with for 6 
months

 Your daily budget will 
be that amount divided 
by 30.4 days.



 Save money – think 
small to start:
◦ Ottawa instead of Canada

◦ Kanata instead of Ottawa

◦ Add more as confidence 
increases



How you know your ads are working!



 What you want people 
do on your website….



There are many things you want people to do…..

Images are thanks to: Visit Love Boice (Comment), Yankee-shelties (Contact), Globaicy 
(Read our blog), Marketing Digit Pro (social like), 



 “Tell” Google Ads ……

These are 
your 

conversions



$2,500 / month



$2,500 / month



Without Conversion Tracking With Conversion Tracking



 Assume lots of traffic 
means a lot of goal 
achievements







Just start using a tool Read the manual







Ads

Ad 
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s
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Google Academy for Ads 
Courses to take: 

◦ Digital Advertising, &

◦ Search Advertising

 Expect to spend 3 – 4 
hours in this training



1. Set a budget you can live with for six months…. 

2. Start with a small geography (city / neighbourhood) and 
expand as you get comfortable.

3. Define success – What you want people to do on your site.
◦ Configure success in Google Ads (hint, look up conversion tracking)

4. Take Google Ads Training: Google Academy for Ads!!!!!!! 
◦ Google Ads Fundamentals

◦ Search





 Register at Google 
My Business 

 Start Google Training
◦ Academy for Ads

 Fundamentals

 Search

Need Help?

 David Bird
◦ david@birdseyemarketing.com

◦ 613-875-4987

mailto:david@birdseyemarketing.com


 Google Analytics
◦ February 6th at Invest Ottawa 

◦ Conversion Tracking (used by Google Ads)

 Google Ads 201 
◦ Advanced Google Ads

◦ MUST have an active Google Ads Account

◦ March 12th at Invest Ottawa


