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 Definition: Google AdWords is a PPC (Pay Per 

Click) advertising solution 
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Google AdWords 

 How it works: 

- The ad should go straight to the landing Page with 

the relevant offer. Google check all offers are 

legitimate to ensure companies aren’t falsely 

bringing you to their site 

 

- The link must match the offer and the ad must be 

relevant to your company and the keywords 

  



Google AdWords 

 An example of a Campaign would be a craft butcher who 
creates  an AdWords campaign for Christmas with one 
Adgroup for turkeys, another for spiced beef, another for 
hampers. Then 6 months later creates a campaign for the 
summer with an Adgroup for BBQ sauces and another for 
BBQ chicken, another for BBQ ribs 

 
 Ad groups are keywords, adverts and landing pages 

 
 Split all Ad Groups into different products, offers, 

services etc 
 

 Have a good focused reason for the Ad and a relevant 
budget 
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 Account Structure: 

 

Murphy Craft Butcher  

Xmas  
Campaign 

Summer 
Campaign 

Hampers 
Adgroup Turkey 

Adgroup 

BBQ Ribs 
Adgroup 

BBQ 
Sauce 

Adgroup 
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 Google determine your ad’s position ‘Ad Rank’ by 

determining an ad’s Quality Score and multiplying it 

by your max bid 

 

 Max Bid x Quality Score = Ad Rank/Position 

 

 Quality Score is made up of an ad’s click through 

rate, Keyword Relevancy, Ad Relevancy, Landing 

Page 
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 The biggest influence on your CTR is the relevance 

of your ad to the keyword. 

 If a user has searched for Mercedes parts cork and 

your advert headline says ‘Mercedes parts cork’ then 

it is highly relevant. The searcher is much more 

likely to click on your relevant ad than an irrelevant 

one that says ‘Mercedes parts Dublin’. 

 Relevance increases your click-through rate (CTR). 

 The higher your CTR the higher your Quality Score. 



Google AdWords 

 The higher your Quality Score, the higher your Ad 

Rank. 

 The higher your Ad Rank, the higher you will appear 

on Google’s search results pages 

  This will in turn increase CTR even further. 

 Crucially - the higher your Quality Score the less 

you’ll pay per click. Google wants to reward relevant 

adverts. 



Google AdWords 

 Basic Terminology: 

 

PPC -   Pay-Per-Click 

CPC-   Cost-Per-Click 

Conversion –  Some action has been taken e.g. a 

       purchase or download 

Filter –   filter out countries etc. 

 

 

 



Google AdWords 

 Basic Terminology: 

 

Keywords 

Impressions  

Destination URL – link, landing page 

Campaign 

Ad Group 
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 You can stop or pause a campaign anytime 

 There’s no contract 

 You have absolute control, total transparency 

 AdWords is totally unique 

 Some firms use AdWords for brand awareness, you’ll 

need to use broad key phrases 

 But be specific for a sales campaign 
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 Pay Per Click (PPC) is easily controllable and 
measurable. Success depends on finding the keywords 
that attract the most click-throughs and the highest return 
on investment. 

 If a keyword doesn’t attract traffic, it doesn’t cost you 
money.  

 You’ll start getting results quickly and can see what 
works and what doesn’t.  

 A keyword that isn’t working can be discarded instantly.  
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 A popular strategy for PPC is to start with a large 

number of keywords and test their performance 

through the detailed analytics provided by Google 

AdWords. 

 The higher the number of keywords you start with, 

the higher your chances of quickly finding the ones 

that are going to bring you the greatest return on 

investment. 
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 A well-proven tactic is to offer PPC visitors 

something irresistible like a downloadable report or a 

free trial. With these freebies comes an agreement to 

receive future emails, perhaps in the form of a 

newsletter. The newsletter is then used to prove your 

knowledge, build trust and make a sale. 
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 A poor ad group Example 

 

 The keywords in the ad group shown in the following 

diagram are not similar enough to each other. Also 

the ad copy and the landing page are both too 

generic. 



Google  AdWords    source: wordtracker.com 

A poor ad group with loosely related keywords, generic ad copy and 
landing page. 
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 The Landing Page Problems: 

 -Visitor has to search again for the product they want 

 -Text on the page does not match the keywords in the 

Ad Group 

 -Ad text doesn’t match the keywords on the page 

 -The pages lack of relevance (to the ad groups 

keywords) will contribute to the low Quality Score 



Google  AdWords   source: wordtracker.com 
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 A good ad group Example 

 

 The keywords in the ad group shown in the following 

diagram are very similar to each other - they are 

tightly themed around green tea. This allows the ad 

copy and the landing page to be very relevant to the 

keywords - again, both are all about ‘green tea’. 



Google  AdWords    source: wordtracker.com 



Google  AdWords 

 The Landing Page good points: 

 - Text on page matches Ad Group’s keywords 

 - Text on page matches Ad text 

 - Fast to load 

 - There is a clear Call To Action (CTA) 

 



Google  AdWords    source: wordtracker.com 
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 Searchers looking for green tea (and the group’s 
other keywords) will see a relevant ad and be more 
likely to click than if they saw the generic ad in the 
poor ad group above. 

 This will increase click through rate (CTR) and thus 
Quality Score which means Google will charge you 
less per click. 

 Google will also look at the landing page, see that it 
is relevant to the green tea keywords and reward you 
again with a higher Quality Score. 
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 The key to Adwords success is to theme your ad 

groups so there is a tight relationship between the 

keywords, the AdWords ad and the Landing page 


