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David Bird

david@birdseyemarketing.com

 What is Google Advertising

 How much does Google Advertising cost?

 How to make a good ‘Google’ ad

 Your next steps 
◦ Is this for me?
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Courtesy Pixabay.com

Courtesy Cary Pest.com
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 If an ad is clicked:
◦ That advertiser pays 

Google

 User does not click, 
advertiser does not pay

 User describes problem 
in Google (keywords)

 Highly motivated at 
that moment

 Seller has buyer’s 
undivided attention.
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 Set a monthly budget 
you can live with for 6 
months

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

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
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 Maximum you are 
willing to pay for a click
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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
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 Keywords – Group 
them by common 
themes

 Align Ad Copy to 
keyword themes.

 Landing Page – is true 
to keyword and ad 
copy.

Keyword

Landing 
PageAd

Relevance
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 What people enter into 
Google

 Triggers ads to be 
displayed

 New Condos for sale Ottawa
 Townhouses Ottawa South
 Condos Ottawa
 Ottawa South Home Builders
 Townhouses Ottawa
 Condos Ottawa South
 New townhouse developments Ottawa
 New developments Ottawa South
 Townhouses for sale in Ottawa
 Ottawa South Homes
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Grouping helps match 
your ad to user’s search

 New Condos for sale Ottawa South
 Townhouses Ottawa South
 Condos Ottawa
 Ottawa South Home Builders
 Townhouses Ottawa
 Condos Ottawa South
 New townhouse developments Ottawa
 New developments Ottawa South
 Townhouses for sale in Ottawa
 Ottawa South Homes
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Condos

• New Condos in 
Ottawa South

• Ottawa south 
condos

• Condos for sale in 
Ottawa south

Townhouses

• Ottawa Townhouses 
for sale

Ottawa South

• Homes Ottawa 
South

• Condos for sale 
Ottawa South

• Townhouses in 
Ottawa South

Deerfield (Ottawa South) 

Campaign
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 Contains keyword  
group or variation of…
◦ Keeps ad relevant to the 

searcher’s query

Ottawa South 
Condos

Ottawa South Condos

Condos for sale Ottawa South

New condos in Ottawa south

Ottawa South Condos For Sale

New Low Rise Bldg. Development

Worry Free Buying Experience

Beautiful Fawn Meadow Park creates lovely 
surrounding. Book your showing now!

Ottawa South

Ottawa South Homes 

Ottawa south homes for sale

New homes in Ottawa south

Ottawa South Homes for Sale

New Towns Condos Development

Worry Free Buying Experience

Backs onto Sawmill Creek, Fawn Meadow Park. 
Award Winning Design. See it now!

Ad Group

Keywords

Ad
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Ad Component Max Characters What to say
Final URL Unlimited Characters Link to your web page.

Headline 1 30 Characters (incl.
spaces)

What you have 

Headline 2 30 Characters What’s special about you

Headline 3 30 Characters What’s Special about you

Path 1 15 Characters Where the user is going.
Re inforce your page is 
the right place for them.

Path 2 15 Characters

Description Line 1 90 Characters
Who is your company, 
why should I trust you

Description Line 2 90 Characters
More about your 
company…..

Courtesy of SEOBlog.com
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 Google’s opinion how 
well your ads and 
landing pages relate to 
keywords you choose

 Ad Relevance 
◦ How well the ad relates to the 

user’s search term

 Landing Page Relevance
◦ When users click your ad they 

go to a landing page

 Expected CTR (Click 
Through Rate)
◦ Is your ad compelling, will 

people click through to landing 
page?

Below 
Average

Average

Above
Average
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 6 – 10 It’s good. Leave it alone

 5 – wait and see if QS moves up / 
down.

 1 – 4 – There’s a problem. Check 
ad relevance.

1 - 4

5

6 - 10

Q
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 Set your bid (amount you are willing to pay for click)

 Group keywords by theme

 Write your ads using keyword themes

 Use your Quality Score to evaluate your ads
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Ads

Ad 
Position

Keyword
s

Campaigns

CPC

CTR

Daily Budget

Max Bid

Landing Page

Location

Adjusted Bid

Call Outs

Site Links

Impression Share

Cost

Headline 1

Headline 2

Conversion

Path 1

Path 2

Final URL

Description

Structured Snippet

Call Extensions

Ad RotationMobile Targeting

Call 
Only

Budget

Average Position

Average CPC

Search Term
Bid Strategy

Approval Status

Ad Status

Quality 
Score

Impressions

Clicks
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 Expect to spend 
3 – 4 hours in 
this training

 1.5 – 2 hour per 
week managing 
ads

51

52



2020-07-13

23

 Advertiser pays only if ad is clicked

 A good ad let’s you compete with a higher bid

 Use Quality Score to check ad effectiveness

 Take the FREE training!!!

 Getting Your Business 
on the Google Map
◦ July 28 

 Google Ads Advanced
◦ August 25th

◦ Need to have been using Google Ads 
account
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