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INTRO

HOW TO READ THIS eBOOK

ABOUT THE AUTHOR

For each example in the book:
This eBook is based on a running blog
series that I’ve written over the past few
years at op-ed.ca/blog.

I Google a term:

I Google a term and grade the ﬁrst three
Google ads that appear, as well as their
corresponding landing page.

I click on the ﬁrst three ads:

There’s lots of resources and eBooks that
will teach you how to do Google AdWords,
but the whole point of this exercise is to
learn through repeated examples.
NOTE: The examples used throughout this
eBook are intended for learning purposes
only. Keep in mind many if not most of the
brands mentioned have likely updated
their ads and/or landing pages since the
publication of the blog series and this
eBook.

Robert Clarke is CMO of Sensei
Marketing, a Digital Agency
located in Toronto, Canada.

I score each ad out of 5:

I score each landing page out of 5:

As a Google Partner, Robert
has helped manage over $1m
in Google AdWords budget on
behalf of clients, and has given
multiple workshops on PPC
and Website Conversion.
Email
robert:@senseimarketing.com
Twitter: @robertclarkey
Website:
www.senseimarketing.com

I give a score to each brand out of 10:

Examples 1-3
Google Ads and Landing Page Examples after Googling…

“TWITTER TOOLS”

THE GOOD…
•
•
•

Great use of keyword in the url (which is always
bolded)
Like the list of features/beneﬁts such as 24/7
Support, Unlimited Reporting, Advanced
Scheduling, etc.
Good CTA for 30-day free trial

THE NOT SO GOOD…
•
•

I like the use of sitelinks (blue links at bottom), but
they mostly repeat what’s already been mentioned.
I’d like to see a stat on how many people are using
Sprout Social

THE GOOD…
•
•
•

Well designed
I like the headline and the idea that it does everything I’ll need
Good use of contrast for the CTA button (Start My Free Trial), although blue or
orange colour might stand out better

THE NOT SO GOOD…
•
•
•

AD SCORE: 4/5
LANDING PAGE SCORE: 3.5/5
TOTAL SCORE: 7.5/10

•

3

The single goal is to get someone to sign up for free trial, so why have navigation to
Pricing, Customers, and About Us pages and risk losing the conversion?
It’s not obvious enough what the logos for Facebook, LinkedIn, etc. are for (I
assume it’s because you can also manage those accounts with Sprout Social, but
has to be made clear)
The “No Credit Card Required” and “No Software to Install” are barely noticeable.
These are key features for increased conversion so I’d emphasize them, and
include them in the actual AdWords ad too.
Wouldn’t it make sense to have a “Sign up using Twitter” button instead?

THE GOOD…
•
•

Great use of keyword in both headline and
display url
Free trial CTA very key

THE NOT SO GOOD…
•
•

•

•

Why 14-day free trial instead of 30 days?
“Razor Accurate Analytics” and “No Fuss
Dashboards” don’t seem very compelling
features to me (I would assume analytics would
be accurate!).
The site links for free trials for 3, 10, and 20
proﬁles isn’t going to be very eﬀective (in my
humble opinion) – just oﬀer a free trial for a
single user to simplify process.
Don’t see any mention of how popular Locowise
is, or how many users.

THE GOOD…
•
•
•

THE NOT SO GOOD…
•
•
•

AD SCORE: 2/5
LANDING PAGE SCORE: 2.5/5
TOTAL SCORE: 4.5/10

No links or navigation that keeps user focus on the conversion (to start a free trial)
Great focus on the CTA and blue button
Reduces conversion abandonment likelihood by noting “no credit card, instant
access” (that’s good).

4

My original search was for “Twitter Tools” and although the ad mentioned Twitter
tools, there’s no mention on this landing page.
Granted my original search was for “Twitter Tools”, somewhat broad, but this
landing page is all about “Social Media Analytics” which is not likely very
relevant to original search.
You can’t see it from screenshot, but there’s too much scrolling on this page,
needs to be shortened.

THE GOOD…
•
•
•

“Tools for Twitter” in headline matches my search
“Clean-up your account, build lists, ﬁnd people to
follow” tells me exactly what it does.
Highlighting 1891 followers on Google+ provides
instant credibility and reduces perceived risks of using
the product.

THE NOT SO GOOD…
•

No CTA! That’s a big miss. Is there a free-trial or why
should I click the ad and/or what am I expected to do
when I click the ad?

THE GOOD…
•
•

There’s no doubt where you’re expected to click
Trusted by nearly 3 million users, great stuﬀ but that should have been referenced
in the ad too!

THE NOT SO GOOD…
•
•

AD SCORE: 2/5
LANDING PAGE SCORE: 2/5
TOTAL SCORE: 4/10

•
•
5

This is not a landing page so much as a page on ManageFlitter’s website. Like
Sprout Social, eliminate links and navigation to keep users focused on the
conversion.
You can’t tell from the screenshot but the main image animates, changing the
CTA each time. I wouldn’t recommend this type of approach as it can confuse
the messaging and the user.
I like the “Start” button but exactly what am I starting? Still no mention of a free
trial.
Can I sign-up using my Twitter account?

Examples 4-6
Google Ads and Landing Page Examples after Googling…

“REFERRAL
MARKETING
SOFTWARE”

THE GOOD…
•
•

Good us of keyword throughout the ad, including the
url
I want to acquire customers via referrals, yes!

THE NOT SO GOOD…
•
•
•

“Get New Referral Software Guide!” That’s a bit
ambiguous, as it could mean a guide to ALL referral
software.
I’m speciﬁcally searching for “referral software”, I’m not
sure that a guide is a very compelling CTA or oﬀer.
Overall I need a little bit more info from the ad: price,
easy of use/install, idea how quickly I can start getting
new customers, etc.

THE GOOD…
•
•

Simple layout and design and clear path to conversion
Minimal form ﬁelds which is good practice for getting more completions

THE NOT SO GOOD…
•
•
•

AD SCORE: 2/5
LANDING PAGE SCORE: 2.5/5
TOTAL SCORE: 4.5/10

•
7

The main problem is that I’m searching for “Referral Marketing Software” and
the oﬀer is for an eBook on Referral Marketing Best Practices (in other words,
not what I’m looking for).
If I was looking for an eBook, I would need more information about why I
should hand over my contact information to get it: What will I learn? How long
is it? Who’s it written by?
A landing page shouldn’t have links (e.g. resources, about, login), especially to
social media proﬁles so as to keep the user on the page and focused on the
conversion.
Recommend using a button instead of “download now” link.

THE GOOD…
•

Hmmm

THE NOT SO GOOD…
•
•

This ad is completely irrelevant to my search for
“Referral Marketing Software”
I suspect they’re bidding on a broad term such as
“Marketing Software” but I don’t even see any mention
of that, so really not sure what’s going on here.

THE GOOD…
•

Ummm…I like the colours

THE NOT SO GOOD…
•
Sending
to your website’s
homepage
after
they
your ad
Google ad is
Sending
users tousers
your website’s
homepage
after they
click
on click
your on
Google
a
big
no-no,
and
a
big
waste
of
money
because
you
haven’t
created
an
is a big no-no, and a big waste of money because you haven’t created an
experience
to theirintent.
search intent.
experience
relevantrelevant
to their search
•
Even
spending
some
time
on
the homepage
doesn’t
tell me what
exactly what
Even spending some time on the homepage
doesn’t tell
me exactly
MarcomCentral
does… “Intelligent
Marketing
Asset Technology”???
MarcomCentral
does… “Intelligent
Marketing
Asset Technology”???

AD SCORE: 0/5
LANDING PAGE SCORE: 0/5
TOTAL SCORE: 0/10

8

THE GOOD…
•

Good use of sitelinks for “Why OutMarket” and “Success
Stories”

THE NOT SO GOOD…
•

The problem is that this ad is for “Marketing Software”
and I’m looking for “Referral Marketing Software”.
They need to add a negative match for the word
“Referral”.

THE GOOD…
•

If I was searching for “Marketing Software” (and not Referral Marketing
Software) this wouldn’t be a bad landing page.
•
No links = no distractions
•
Good
call website’s
to action for
getting aafter
free they
demo.
Sending
usersclear
to your
homepage
click on your Google ad

is a big no-no, and a big waste of money because you haven’t created an
experience relevant to their search intent.
Even
time
onitthe
homepage
tellcompelling.
me exactly what
• spending
The copysome
is okay,
but
could
be a littledoesn’t
bit more
I’d want to see
MarcomCentral
does… “Intelligent
Assetemail,
Technology”???
more emphasis
on the fact Marketing
that it provides
social media, landing pages,

THE NOT SO GOOD…
•

AD SCORE: 0.5/5
LANDING PAGE SCORE: 1/5
TOTAL SCORE: 1.5/10

•
9

reporting, etc., in a subline or list with checkmarks instead of hidden in the text.
It’s not clear what happens when I complete the form, will I choose from a list of
upcoming demos to attend, or view a recorded one?
As for the form, why do you need my phone number, company size, state/
country for me to attend a free demo? Ask for that information later on in the
sales process if you want to optimize the form’s conversion rate.

Examples 7-9
Google Ads and Landing Page Examples after Googling…

“ACCOUNTING
SOFTWARE”

THE GOOD…
•

Good use of keyword (accounting software) in headline,
description, and url

THE NOT SO GOOD…
•
•
•
•

If ad included something like “Dozens of Accounting
programs rated and reviewed for you” – that would be
more enticing.
“Find out here” is a weak call to action. What’s in it for
me? Save time? Credible reviews? I want to know more
about why I should click.
I’d include the phone number as a site link
I’d also include sitelinks for “small”, “medium”, and
“enterprise” businesses (assuming they have categories
for them)

THE GOOD…
•
•
•
•

Great “credibility signals” such as “over 15 years…helped more than 100,000
businesses…etc.”
I like the video, but it needs to be more prominent (while the superhero
illustration needs to be less prominent)
Good listing of phone number in top right hand corner
Prominent call to action button

THE NOT SO GOOD…
•
•

AD SCORE: 2/5
LANDING PAGE SCORE: 2/5
TOTAL SCORE: 4/10

•

11

Don’t make users take an extra step with “Find My Software”. They should be able
to start the process from this page.
The goal should be to capture the lead’s name and email on this step (or call-in).
If you don’t get it now while they’re interested, when will you get it?
You can’t see it in the screenshot, but linking to blogs, social media sites, etc., are
what you call giving your user “outs”. Don’t provide links on your landing pages or
you’re giving them a reason to leave and get distracted, keep them focused on
what you want them to do.

THE GOOD…
•
•
•

30 day free trial, like it.
The only AICPA recommended cloud accounting system,
that’s a great credibility signal
Product tour, buyers guide, etc. – all great site links

THE NOT SO GOOD…
•
•

A very good ad, I would have included the keyword
“accounting software” in the product description rather than
“accounting system”.
I don’t know if this software is for me, if it’s designed for a
certain market (e.g. SMB, enterprise) it should indicate that so
to ﬁlter out non-users (and save money on wasted clicks).

THE GOOD…
•
•

A fairly clear call to action with form above the fold
Simply layout no obvious links to drive user away from the page

THE NOT SO GOOD…
•
•
•

AD SCORE: 4/5
LANDING PAGE SCORE: 0.5/5
TOTAL SCORE: 4.5/10

12

I don’t think you’re going to get many people ﬁlling out 8 form ﬁelds
simply to view a product demo. Period.
I would put the product demo video on the landing page, and have the
call to action be to request a quote, pricing, or more information.
Overall the copy is not very persuasive, and does not tell me how Intacct
diﬀers from its competitors.

See my 20
minute
makeover
of this
landing
page on
next page

THE GOOD…
•
•

Good use of my keyword in display url
Save IT Costs up to 93% is good indicator of value, cost
savings

THE NOT SO GOOD…
•
•
•
•

I would use keyword in headline – “accounting software”
instead of “accounting system”
I’m not sure “total accounting system” is tangible value
The sitelinks (NetSuite Accounting, SuiteCommerce, NetSuite
ERP) don’t really tell me anything, you’d have to be familiar
with those platforms.
As well, no indication of what type of business (small,
medium, large) that NetSuite is designed for.

THE GOOD…
•
•
•
•

Always good to highlight that you’re number #1, make it prominent like NetSuite
does.
Good, speciﬁc, and beneﬁt-oriented copy (reduce ﬁnancial close by up to 50%, save
up to 93% in IT costs, etc.).
Very visible call to action (free product tour) in two locations.
No links = no distractions.

THE NOT SO GOOD…
•
•

AD SCORE: 2.5/5
LANDING PAGE SCORE: 2/5
TOTAL SCORE: 4.5/10
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Again, don’t make users have to “click” again to get to another page. Put the
product tour video on this page.
No form, no phone number = no way for someone to contact you from this page.

HEADLINE…

WHAT I CHANGED…
My 20
minute
makeover
of NetSuite
landing
page from
previous
page

LOGO…

I didn’t change the logo, but moved
the “#1 Cloud Accounting Software”
near it, like a tagline. The purpose of
this is to highlight exactly what
NetSuite is, at the same time as
lending credibility of being #1. Most
importantly, anyone who Googles
“Accounting Software” and lands on
this page will know they’re in the right
place.

CALL TO ACTION…

The original page’s main CTA was
“Free Product Tour”. I don’t know
what that means, am I signing up for a
webinar or am I going to be taken to a
recorded webinar? Also, business
owners and accountants don’t have a
lot of time, how long will this tour
take? Assuming the product tour is a
video (and assuming it’s short), I
changed the CTA to “Take a Two
Minute Tour”, as it’s more clear,
concise, and let’s users know how
much of a commitment they’re
making.

The original headline (#1 Accounting
Software) is about the company, NOT the
customer. I rewrote it to “Accounting
Software that Isn’t Another Cost” as it now
describes what it is (accounting software)
and it’s main beneﬁt (not another cost but
a business enabler). As a bonus, the
intended audience (accountants and
business owners), will appreciate things
that aren’t just adding more costs to their
ﬁnancials.

MAIN BLURB…

The original landing page main text (More
than 20,000 organizations….etc.) has too
much text. I condensed these to highlight
the most compelling beneﬁts into four
lines of text. The key is that they “lead-in”
to the main CTA by saying “ﬁnd out how”
to do these things (by taking a two minute
tour).

NEW SECOND SECTION…

I added a somewhat new section where it
says “Business is Sweeter on NetSuite”.
All I did was copy and paste those textheavy points from the original page, but
displayed it with icons to make the
information more visual (note: these icons
are from the original template and don’t
match the actual text).

DESIGN…

The original design is too text-heavy
and seems to be trying to squeeze
everything “above the fold”. I tried to
space things out a bit more while
keeping the main call-to-action (CTA)
front and centre. I made the images
of the actual software larger because I
think people want to see what it looks
like at a glance. I also got rid of the
too-alarming red testimonial and
buttons.

TESTIMONIALS…

Ugh, text only testimonials don’t lend a lot
of credibility. I copied and pasted the
original testimonials into the template that
has actual pictures of people! (note: the
images of the people are from original
template, they are not actual people who
gave the NetSuite testimonials).

Examples 10-12
Google Ads and Landing Page Examples after Googling…

“WEB DESIGN
TORONTO”

THE GOOD…
•
•
•

Great use of Toronto Web Design in the main headline as
well as the display url.
The 416 phone number is another signal that I’m actually
dealing with an actual Toronto company
I like how they identify who their audience is (small business).

THE NOT SO GOOD…
•
•

The “view our portfolio” could be a better CTA, as a
stronger oﬀer will help diﬀerentiate the company from
other ads.
No use of Google Maps for business

THE GOOD…
•

I like how you’re able to browse through their website designs without
leaving the page

THE NOT SO GOOD…
•
•
•

AD SCORE: 3.5/5
LANDING PAGE SCORE: 1/5
TOTAL SCORE: 4.5/10
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It’s quite dark as far as its design, and I think all that text on a dark background is
breaking a couple usability and readability rules.
There is no call to action (such as a request more info form)
The nav items on the left are not necessary (either is the search box), as you’re just
giving your prospect reason to leave the page you’ve already paid for them to visit.

THE GOOD…
•
•
•

Good use of Toronto in the headline as well as the 416 phone
number and address, again assuring me I’m dealing with a
company actually located in Toronto.
Good use of Google Maps for small business.
I like the “award winning” website design

THE NOT SO GOOD…
•
•

The display url should also include “toronto” or “toronto web
design” to catch the prospects eye easier (all keywords are
bolded in a Google ad)
The “call for free quote” isn’t a very strong CTA. If you’re an
award winning agency, I’d suggest saying something like “see
the design that won x award, and how we can do same for
you” (I know you’re limited with the amount of characters you
can use in a Google Ad, but the point is to give your prospect
extra incentive to click on your ad over the others).

THE GOOD…
•
•
•

Nice, clean design that visually shows the company designs for desktops as well
as tablets and mobile devices.
The phone number catches your eye
I like the “request a quote” hyperlink, but don’t make the prospect have to click to
other pages if they don’t have to: put the form on this page.

THE NOT SO GOOD…
•
•
•

AD SCORE: 2.5/5
LANDING PAGE SCORE: 2.5/5
TOTAL SCORE: 5/10

17

No sign of the award that was mentioned in the original ad
Navigation links are unnecessary, you know the prospect is interested in web
design, so keep them focused on what they’re looking for
I don’t see examples of their web design work: samples should be included on
this page without having to go searching for them.

THE GOOD…
•
•

Good use of my keyword (Toronto Web Design) in the
headline and display url.
Again, the 416 phone number helps identify it as Toronto
company.

THE NOT SO GOOD…
•
•

No use of Google Maps for Small Business
16 years of experience shows credibility, but the ad is missing
a CTA.

THE GOOD…
•
•

I like the use of colour and colour palette
The “Request a Quote” link is there, but should be more prominent

THE NOT SO GOOD…
•
•
•
•

AD SCORE: 2/5
LANDING PAGE SCORE: 1/5
TOTAL SCORE: 5/10

18

Again, navigation links are not necessary, just giving your prospect a reason
to click away from the page you’ve already paid for them to visit.
I’m searching for “web design” but I’m also presented with logo design.
There’s no examples of web design.
There’s no prominent CTA, no form to complete.

Examples 13-15
Google Ads and Landing Page Examples after Googling…

“POOL CLEANING
TORONTO”

THE GOOD…
•

The .ca domain lets me know I’m at least dealing with a
Canadian company

THE NOT SO GOOD…
•
•

There’s no mention of pool “cleaning”
I’m not looking for “expert advice and info”, I’m looking
for someone to clean my pool

THE GOOD…
•

Unfortunately the ad wasn’t relevant to my search, so either is the landing page.

THE NOT SO GOOD…
•
•
•

AD SCORE: 0/5
LANDING PAGE SCORE: 0/5
TOTAL SCORE: 0/10
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Sending prospects to your “Troubleshooting” page after having them click on an
ad doesn’t make a lot of sense. Knowing they’re looking for a product or service,
you’re basically telling them to “ﬁgure it out on your own”.
There’s no clear call to action.
From this landing page, I don’t know if I can buy from the company, if they oﬀer a
service, or what “pool solutions” are.

THE GOOD…
•

This would be a really good ad (has pricing, identiﬁes
“Toronto”, clear call-to-action, phone number, etc.) if I was
searching for “House” Cleaning

THE NOT SO GOOD…
•

The company could save themselves a lot of money by
negative matching certain keywords that are irrelevant to
their services – such as “pool” cleaning, “car” cleaning – so
their ad wouldn’t show up when people search for these
terms.

THE GOOD…
•

If I was searching for “House cleaning Toronto” this wouldn’t be a half-bad
landing page: it draws your eye to the phone number, it clearly identiﬁes
they are in Toronto, and they guarantee best deal.

THE NOT SO GOOD…
•
•
•

AD SCORE: 0/5
LANDING PAGE SCORE: 0/5
TOTAL SCORE: 0/10

•
•

21

Again, the landing page is not relevant to my search.
Don’t make the user take another step to request an online quote, have the
form on the landing page.
Show me images of before and after shots of cleaning, help me visualize
what my clean house could look like.
List the prices of the cleaning packages.
Give me incentive to contact you, as I ﬁrst time customer I’m looking for a
discount or some type of oﬀer.

THE GOOD…
•

Finally, an ad that mentions the term I was looking for
(pool cleaning).
Good oﬀer with the $150 Rebate

•

THE NOT SO GOOD…
•

•

The ad is not for pool cleaning services, but for a robotic
pool cleaner that you purchase. This is deﬁnitely a bit of
a stretch as most likely people like me are looking for a
service, but perhaps might consider purchasing a
product as an alternative option.
The display url should be polarispool.ca/pool-cleaner
instead of /swimming-pool to make the ad more
relevant to my search.

THE GOOD…
•
•

Huge Savings is always a good thing!
Contact form on landing page, very key.

THE NOT SO GOOD…
•

AD SCORE: 2/5
LANDING PAGE SCORE: 2/5
TOTAL SCORE: 4/10

•
22

I’m being asked to select an oﬀer (ﬁst ﬁeld in the form), but I haven’t gotten any
information on any product. I can start going through the products on the left but
forcing people to leave your landing page is going to drastically reduce your
conversion rate.
The form is too long – the more information you ask, the less likely people are to
give it to you.

Examples 16-18
Google Ads and Landing Page Examples after Googling…

“KITCHEN
RENOVATION
OAKVILLE”

THE GOOD…
•

•

"Custom Made" is probably something you want to
highlight in your ad, as it shows diﬀerentiation and might
prevent those looking for the lowest price to click on
your ad (which is what you want if in fact you're not the
lowest price)
Good to know they cover design and installation

THE NOT SO GOOD…
•
•

The address is in Mississauga, but ad should indicate that
they serve Oakville
No real call to action (such as get a quote)

THE GOOD…
•

It's very visual, and the gallery images rotate.

THE NOT SO GOOD…
•
•

AD SCORE: 2.5/5
LANDING PAGE SCORE: 1/5
TOTAL SCORE: 3.5/10
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The logo in top left is pixelated a little bit, and the slogan is cut oﬀ.
There is simply no information on this page, no phone number, no
form to complete, no call to action - nothing but navigation links

THE GOOD…
•
•

Good use of Oakville in the headline
Keywords are in the headline, display url, and description
- well done

THE NOT SO GOOD…
•
•

Should include phone number or address
Not really a call to action, description doesn't diﬀerentiate

THE GOOD…
•
•
•
•

A super clear call to action (is there any doubt what they want you to do?)
A big visual phone number and form
Great oﬀer with "Get a Free Backsplash" (but they should have used that in
the ad too)
I like the credibility building with the n49.ca and homestars reviews right on
the homepage

THE NOT SO GOOD…
•

AD SCORE: 3.5/5
LANDING PAGE SCORE: 4.5/5
TOTAL SCORE: 8/10

25

Not much to dislike on this page, only issue is that I don't see any
mention of "Oakville" from my original search, and the 416 phone number
tells me company is probably in Toronto

THE GOOD…
•
•

I like the action-oriented headline "Get Your Dream
Kitchen"
Better call to action to book a consultation

THE NOT SO GOOD…
•
•

No mention of Oakville
No phone number or address

THE GOOD…
•
•

Clear call to action to book a renovation consultation with simple form
Certiﬁed team since 2004 lends credibility

THE NOT SO GOOD…
•
•
•

AD SCORE: 2/5
LANDING PAGE SCORE: 2/5
TOTAL SCORE: 4/10

26

Landing page should be speciﬁc to my original search intent of "kitchen
renovations"
I see a phone number but don't see where business serves or is located until
reading paragraph
A captcha is not a good idea for a landing page form, it will decrease
conversion by approx. 20%

Examples 19-21
Google Ads and Landing Page Examples after Googling…

“2010 VW GOLF
OAKVILLE”

THE GOOD…
•

Well, obviously you can't get much more relevant than
the Volkswagen site when searching for a Volkswagen

THE NOT SO GOOD…
•
•

The ad showcases a new 2012 VW Golf, but my search is
for a 2010
I'm searching locally for a car, so again, not very relevant
to my needs

THE GOOD…
•

It's a nice looking website, and I do see a "Find a Dealer" button in the top
navigation

THE NOT SO GOOD…
•

AD SCORE: 1/5
LANDING PAGE SCORE: 0/5
TOTAL SCORE: 1/10
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Realistically I wouldn't have even clicked on this ad because it wasn't
relevant enough to my search, and this page oﬀers me little in terms of preowned Golfs in Oakville area.

THE GOOD…
•

Well, obviously you can't get much more relevant than the
Volkswagen site when searching for a Volkswagen

THE NOT SO GOOD…
•
•

The ad showcases a new 2012 VW Golf, but my search is for
a 2010
I'm searching locally for a car, so again, not very relevant to
my needs

THE GOOD…
•

It's a nice looking website, and I do see a "Find a Dealer" button in the top
navigation

THE NOT SO GOOD…
•

AD SCORE: 3.5/5
LANDING PAGE SCORE: 4/5
TOTAL SCORE: 7.5/10

29

Realistically I wouldn't have even clicked on this ad because it wasn't
relevant enough to my search, and this page oﬀers me little in terms of preowned Golfs in Oakville area.

THE GOOD…
•

I see the word "Oakville", and that's really the only relevant
thing about this ad

THE NOT SO GOOD…
•

The ad is basically irrelevant to my search. It's like Googling
"baseball glove" and getting results for a "basketball".

THE GOOD…
•

It's a nice site design, but I wouldn't have clicked on the ad as well, I'm not
searching for an Audi.

THE NOT SO GOOD…
•

AD SCORE: 0/5
LANDING PAGE SCORE: 0/5
TOTAL SCORE: 0/10
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See above :)

5 TIPS FOR WRITING
BETTER ADS

“Google ads
beat Facebook,
Twitter & Other
Social Media
ads every time
because people
are actively
searching for
products &
services - not
just getting ads
pushed in front
of them.”

1. BE RELEVANT…

2. BE DIFFERENT…

Here’s an ad for when I Google “pet insurance”:

Highlighting how diﬀerent you are is one of the hardest
things to accomplish when writing Google ads.
Odds are every time your ad appears, it’s probably
competing with 9 other businesses just like yours, so
you need to stand out.
But how?

Is this ad relevant for someone searching for “pet
insurance“? No.
It is a general ad for auto, home, or commercial
insurance.
This company needs to negative match for the word
“pet” so its ads don’t show up for people searching for
pet insurance.

You need to think of how your business is diﬀerent than
your competitors, and how you can highlight this
diﬀerence to people searching online.
Is it price? Service? A free trial? How do you go the
extra mile for your customers?
Here’s an example of two ads that appear when I
Googled “email platform“:

Here’s a better example:

This ad is undoubtedly about pet insurance. Notice
how Google bolds all mentions of the keyword?
To help boost relevancy, you can even us Google’s
dynamic keyword insertion feature that allows you to
insert the keyword searched right into the ad’s
headline and/or descriptive text.

First of all, visually which one stands out more?

Other important factors to consider to be more
relevant: location, device (mobile vs. desktop), time
of day, weather/season, and target audience (more
on that in a moment).

As well, ad #2 has a free trial, oﬀers award-winning
coaching (which I’ve never seen with an email platform),
and states that clients will see a 29% lift in revenue.

If you want to create more leads and sales with
Google Ads, you ﬁrst and foremost need to be
relevant to what your prospects are searching for.
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Obviously ad #2, as it’s longer, has more links, and just
a lot more information.

Which platform would you choose?
Probably the one that’s diﬀerent, or stands out.

3. BE SPECIFIC WHO
YOU’RE TARGETING…
This is very similar to being “relevant”.
You don’t want people clicking on your ads who are
in the wrong target audience.
For example, let’s say your business provides a
CRM solution for the Enterprise vertical.
The problem is that most people searching for your
product are going to Google “CRM platforms”, “CRM
software”, “CRM tools”, or related keywords.
Thus, you don’t want a small business clicking on
your ad thinking it’s the right solution for them.
So what do you do?
Something like this…

4. HIGHLIGHT TRUST &
CREDIBILITY…
Most people don’t care about your business.
It’s all about how your business can help them: whether it’s
solve a problem, save time, save money, reduce risk, or
create an opportunity.
What is crucial in an online world is for people to be able
to trust you.
Think about it, how many businesses have you bought
from where you’ve never personally met an employee,
never visited their oﬃces or store (if they even have one),
or even spoken to or emailed someone at the company?
So when writing Google ads, you need to ensure that the
trust and credibility factor is front and centre.
Here’s a good example:

Highlight the fact that you are a CRM platform for
Enterprise only.
That way you’re helping to ensure the wrong target
audience doesn’t click on your ad.

Note all the trust and credibility factors:

Whenever you oﬀer an enterprise, high-end, or
more costly product or service, don’t be afraid to
show it.

•
•
•
•

Use terms like “luxury”, “enterprise”, “for large
organizations” in your ads to help disqualify people
who are in the wrong target audience. And if you’re
transparent about pricing, don’t be afraid to list that
either – as nothing you can say will get to the point
quicker than listing a cost.

15,000 Happy Customers
23,231 followers on Google+
No CC Required
Risk-free 30 Day Trial

Other ways to highlight trust and credibility:
•
•
•
•
•

Use site-links to customer testimonials
Use site-links to user ratings
Use site-links to relevant accreditations,
associations, etc.
Use site-links to media coverage
Include your telephone number, address, or
link to live help to help show you have actual
employees ready to help

“People don’t
care about your
business. They
only care how
your business
can help them
save time, save
money, solve a
problem,
reduce risk, or
create an
opportunity.”

5. GIVE THEM A COMPELLING
REASON TO “CLICK”
Every Google ad you write needs to pass the “clickable test”.
In other words, is your ad “click-worthy”, does it give a
compelling reason for someone to click it?

“PPC comes
down to being
relevant to your
customer’s
search needs,
having a
clickable,
compelling oﬀer
they can trust,
and of course
testing, testing,
and testing.”

Here’s a good example of a “click-worthy” ad when I Googled
“seo tool“:

Why it passes the Clickable Test:
•
•
•
•

You can try for tool for FREE
Over half a million users (credibility)
Lots of followers (social credibility)
For those still in the early stages of the buying cycle,
there’s links to SEO tips and free webinars

Other tips to make your ad more Clickable:
•
•
•
•
•
•

Oﬀer discounts
Oﬀer free shipping
Make oﬀers time sensitive (urgency)
Use scarcity when relevant, such as only x amount products
in stock, x amount of seats left, etc.
Highlight what will happen if the prospect doesn’t click your
ad, e.g. “Don’t let a mouldy basement be a hazard to your
health”, “Don’t pay a higher price for x”.
Be relevant: if user is on a mobile phone, make it easy to
“tap” your phone number

34

5 REASONS YOU
SHOULD BE USING
LANDING PAGES

1. LANDING PAGES
REMOVE DISTRACTIONS
One of the key features of a landing page is
that it keeps the user focused on the
conversion, such as a purchase, download,
form completion, free trial, or whatever it is you
want them to do.
You do this by removing as many distractions
as possible.
That means no links. No links to your blog,
your about us page, your Facebook or Twitter
account – not even to your website.
Don’t give users a reason to exit your landing
page or a reason not to take action (now).
Keep them focused on the conversion, always.
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2. LANDING PAGES OFFER
CLARITY (QUICKLY)
There’s a reason landing pages are only one page in
length: if you want to get people to take action you
can’t expect them to research, analyze, or even read!
In fact, you have around eight seconds or less to
capture their attention.
The good news is that there are ways to get their
attention and have them take action (or convert),
here’s a few tips:
Create one (and one only) action you want a user to
take such as download a white paper, request a
quote, start a free trial, or make a purchase.
Use a headline and sub-headline that is clear and to
the point (often this will be the only thing people
read).
Focus your copy not on what your product or service
does, but what your product or service does for your
customer (e.g. save time, reduce time or hassle,
solve a problem, create and opportunity).
Use imagery of what your prospects look like, what
problems they have, and/or what life looks like once
they’ve signed up for your business.
Make an emotional connection with your landing
pages, as research shows that people make are
more prone to make decisions on an emotional or
subconscious level.
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3. LANDING PAGES HAVE A
CALL TO ACTION (CTA)
A Call to Action (CTA) is the one action you want
people to take on your landing page.
All your copy, design, and images should
support your CTA.
Even after taking a glance at a landing page, it
should be crystal clear what the CTA is.
Use a big button in a contrasting colour, arrows
to get a user’s attention, and if using a form, only
collect information from the user that you’ll
actually use.
Bonus: don’t use the word “submit” on your CTA
button, make it more action-oriented such as
“Get Started”, “Start Learning About (topic)”, or
“Start My Free Trial”.
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4. LANDING PAGES FORCE
A DECISION
Getting someone to make a decision and take action
is the sole purpose of any landing page.
You have to help them make a decision by reducing
distractions (see #1), having a clear message (see
#2), and extremely obvious CTA (see #3).
Here’s a few other tips that have been proven to
increase conversion:
Make them an irresistible oﬀer (an oﬀer that’s too
good to turn down).
Increase your trust and credibility by using
testimonials, client logos, accreditations or awards.
Use scarcity wherever possible (e.g. only 3 items left,
book by x date).
Highlight how much better life will be with your
product, how much they’ll learn with your eBook or
white paper, or how easy your app is to install and
start using.
Reduce a user’s anxiety by assuring them you’ll
maintain their privacy and won’t spam them (don’t
use the word “spam”), won’t call them on the phone
(or specify why you would), or if there’s no credit card
required upon signup.
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5. LANDING PAGES CAN BE
EASILY TESTED
Like most things in marketing, landing pages
are both an art and a science.
They often include copywriting, imagery,
design, oﬀers, CTAs, buttons, forms, trust
symbols, and testimonials.
The good news is that all these things can be
tested!
Test headlines, images, prices, colours, copy,
form ﬁelds, location of CTA, colour and text of
CTA button: the purpose is to see what your
users respond to the most.
There’s lots of landing page and web page
testing tools out there that will allow you to
easily create both split a/b or multivariate
tests.
The key is to always be testing, always be
optimizing, and always be using landing
pages :)

40

WHY USE
A GOOGLE
PARTNER
FOR YOUR
PPC?

EFFORT
EXPERIENCE
EXPERTISE

THEY WILL PUT IN THE
NEEDED EFFORT TO
SAVE YOU TIME

THEY HAVE
EXPERIENCE THAT
WILL REDUCE YOUR
RISK

THEY HAVE THE
EXPERTISE TO SAVE
YOU MONEY &
MAXIMIZE LEADS

Like most things done well, Google
Pay Per Click campaigns just take a lot
of time and eﬀort. They need constant
attention whether it’s to add or change
keywords, switch budgets to better
performing Ad Groups, or to create
relevant landing pages that generate
leads.

Sending all your AdWords prospects to
your homepage? Broad matching all your
keyword terms? Not making use of
negative keywords? Not running many
well balanced ad groups?

Paid search professionals will monitor
your campaigns frequently and make
daily adjustment to bring down your
overall cost per click, increase your
conversion rate, and shift budget
away from areas of your campaign
that aren’t converting. In other words,
they’ll save you money.

These are some of the pitfalls a certiﬁed
professional will avoid. A professional will
ensure you’re only attracting quality traﬃc,
sending them to a relevant landing page,
and increasing your quality score and
overall conversion rate.

As a small business owner, you don’t
have the time to dedicate to running a
paid search campaign that is ﬁring on
all cylinders and maximizing your paid
search budget. You’re leaving money
on the table, or worse, you’re throwing
money oﬀ the table and lighting it on
ﬁre.

Ongoing changes can involve adding
keywords, changing bid amounts,
reviewing the actual search queries
that triggered your ad, adding
negative keywords, altering ad copy,
changing geo-targeting settings,
creating new ad groups and much
more.
Finally, a good paid search
professional will always be testing
both your landing pages and ad
creative to ensure that you’re getting
the biggest bang for your buck.
Simply put, you’ll end up saving time,
money, and reducing your risk by
investing in a qualiﬁed professional
campaign manager.
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