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The key element 
of Google Ads 

is intent
Google is perhaps the most influential platform on the 

internet—there’s a reason the company is a household name. 

In today’s world, if you want to know something, you Google 

it. You certainly don’t Ask Jeeves. Not only is Google 

synonymous with online search, but their parent company, 

Alphabet, has expanded into nearly every sector of the 

technology industry. They’ve built their extensive empire on 

the most valuable resource of all—data.


 

This guide will help you maximize your Google ads’ value by 

improving your campaign relevance. You’ll learn how to

 Master Google’s keyword targetin

 Improve campaign ROAS with better Quality Score

 Automate the page creation process for improved 

conversion rates




Google is more than a platform—it’s an ecosystem. Along 

with their powerful search functionality, Google attracts 

customers with free, functional tools like Gmail and Google 

Chrome. These applications give Google access to extensive 

information about how its users behave online. This deep well 

of data allows Google to be extremely precise with their ad 

targeting, and also gives Google plenty of room to host 

various ad types, including text search ads, responsive ads, 

image ads, product shopping ads, and more. Search ads 

remain a focal point of Google Advertising.

That’s because search reveals intent. 



The heart of advertising is customer intent, but intent is tricky 

to measure. Until the digital age, marketers had to predict 

customer intent to market their products effectively. Success 

hinged on intuitively providing messaging that correctly 

addressed—or created—an intent to buy. 
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https://support.google.com/google-ads/answer/1722124?hl=en


Once customer data came into play, it quickly became the 

most valuable element of the marketing equation. Now, 

marketers exercise more precision in their educated guesses, 

and campaigns become tied to individual behavior as much 

as demographics or region.



For today’s advertiser, Google is synonymous with search 

ads. Every submitted search on Google is a potential 

customer announcing their intent to buy. Within this moment 

is a slim window to capitalize on that intent. If you want to 

master Google Advertising, you need to understand how to 

respond to customer intent as precisely as possible. That’s 

because search isn’t a great marketing tool on its own. The 

foundation for effective search is in the targeting parameters 

you use for your campaigns. The more precise your targeting, 

the more accurately you can craft a relevant message. On top 

of acute attention to customer intent, successful campaigns 

require mastery of Google’s audience targeting and 

keywords system.


Of course, the opposite is true as well. Google recognizes 

the importance of intent in search ads, and assigns Quality 

Scores based on the ad-to-page relevance. If you don’t 

match your messaging to intent across the entire ad 

experience (landing page included), Google won’t recognize 

your ads as relevant. You’ll pay more and earn less. That’s 

why you need a Google Ads strategy that places customer 

intent front and center.



Now, let’s get started. 
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The current 
state of 
Google Ads
Before we talk about how to improve your Google Ads, 

let's look back at the platform’s history. Google launched 

the first iteration of its ad platform in 2000. Dubbed 

Google AdWords, the platform offered advertisers an 

auction system to bid on ads within its search platform. 

Over time, Google continued expanding their platform’s 

functionality, gradually cementing their place as the 

industry juggernaut they are today. The rising revenue from 

AdWords played a significant role in this growth. After 

nearly two decades of new features and functionality, 

AdWords relaunched as Google Ads in 2018.

October 23, 2000
Google AdWords launches with 350 
advertisers. This was actually 
Google’s second advertising 
program, after Premium 
Sponsorship was launched in 
August 2000.

May 2003
Google AdSense launches, enabling 
users to display targeted AdWords 
ads on their own websites.

February 2002
AdWords adopts a cost-per-click 
auction model, where advertisers 

bid on how much they will pay per 
ad click.

2000

2002

2003

June 2005
Site Targeting is introduced, 
allowing advertisers to choose 
specific sites to appear on, rather 
than just targeting specific 
keywords.

August 2005
The platform updates minimum bids 

to include Quality Score.

2005

November 2005
Google Analytics launches, allowing 
advertisers to thoroughly track all of 
their online campaigns.
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Advertisers spend billions of dollars on Google Ads each 

year. According to Statista, Google Ads earned nearly $146.9 

billion in revenue in 2020. While Google Search has some 

competitors, like Microsoft’s Bing engine and DuckDuckGo, 

Google’s overwhelming market dominance eclipses these 

search engines. 



There are excellent reasons for Google’s success. Google is 

unique among advertising platforms. Customers tend to use 

competing ad platforms like Facebook and LinkedIn when 

they’re in a specific frame of mind. For example, people 

browse Facebook when they’re in a social mindset, like 

checking up on friends or sharing a story, whereas they 

typically use LinkedIn in a professional context, like 

recruitment or market research. Google has something better 

than either of these.

January 2006
Google AdWords launches a closed 
beta version of AdWords Editor.

January 2008
Demographic bidding beta test on 
the content network.

March 2010
AdWords remarketing rolls out to 
reach users based on their past 
interactions with your website.

March 2006
Google AdWords begins to offer 
local business ads the promotion of 
business locations on Google Local 
map, complete with phone number 
and/or image.

March 2006
Google AdWords offers 

demographic site selection for 
advertisers targeting users in the 

United States.

April 2007
Google acquires DoubleClick.

November 2009
Ad Sitelinks are born. These links 

can display up to four addtional 
Destination URLs on search-based 

text ads.

2006

2007

2008

2009

2010
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Where other platforms speak to customers when they’re in a 

specific headspace, Google offers a platform full of audience 

members in an unmistakable state of intent. Whether people 

are looking for Thai food after midnight, comparing 

snickerdoodle recipes, or researching revolutionary 

marketing technology, people are on Google looking for 

something, and search ads capitalize on this. The ability to 

immediately grab potential customers’ attention is much 

higher on Google, since their search terms show their intent. 

From there, the challenge for marketers is to be the first, 

most relevant solution. 



Observed marketing trends indicate that digital advertising is 

about to become a more expensive and challenging 

prospect. Since the COVID-19 pandemic and its 

accompanying restrictions on social life, many people are 

spending more time online than ever before. This increased 

screen time means audiences see more messaging and ads, 

and are therefore at risk of becoming oversaturated.



January 2011
AdWords now allows negative 
keywords to be kept in lists and 
applied across multiple campaigns.

September 2015
Customer Audiences is announced 
that requires user-uploaded data to 
target prospects.

May 2016
AdWords changes the color of the 
ad indicator from yellow to green, 
making ads and organic results look 
nearly identitcal.

October 2011
Dyanmic Search Ads are released 
that combines the power of 
Google’s web-crawling technology.

March 2011
New targeting options are released 
based on a user’s physical location 

on their location of interest.

2011

2015

February 2013
Enhanced Campaigns introduced, 
helping advertisers reach people 

with the right ads and across all 
devices without having to setup and 

manage multiple campaigns.

February 2016
AdWords removes ads from the 

right sidebar in search results 
pages, moving closer to a ‘mobile-

first’ appraoch. 

December 2016
AdWords allows marketers to apply 

audience lists at the campaign level.

2013

2016
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In other words, the window to capture a potential customer’s 

attention is growing slimmer by the year. Google has 

responded to this trend by rewarding high-quality ad 

campaigns with better Quality Scores, which improves ad 

ranking and reduces cost per click. Google has noticed 

online consumers’ evolution and is trying to meet their 

demand for more relevant, intuitive, intent-driven advertising 

journeys. It’s now on marketers to respond. To succeed in this 

landscape, marketers need a greater focus on precise 

targeting, relevant content, and higher-quality messaging. 



Let’s examine the conventional wisdom around Google Ads 

to see what holds up.


April 2017
Smart Display Campaigns are 
introduced, enabling advertisers to 
reach more customers on the 
Google Display Network easier.

August 2017
AdWords begins rolling out the 
“Landing pages” page to help 
advertisers see how their landing 
pages are performing.

May 2017
“Similar Audiences” for Search and 

Shopping and “Customer Match” for 
Shopping are now available.

June 2018
Google AdWords changes it’s name 

to Google Ads.

2017

2018

Today
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The Google Search Ads platform is elegant in its simplicity. 

Every search triggers an auction to determine whose text 

advertisements Google will intersperse among the search 

results, ordered by the ad rank assigned by the search 

engine. Though labeled, these ads resemble high-ranking 

search results at a casual glance. When someone clicks on a 

search ad, the advertiser pays a fee, or cost per click, based 

on their auction results and campaign parameters. Your 

search ads’ success in the auction and overall price depend 

on two things: keywords and ad groups. 



Keyword selection and ad groups can move the needle for 

your search ads. Here’s how:


A closer look 
at Google Ads
The Google Ads platform has two networks

 The Google Search Network consists of all text ads 

connected to Google Search.

 The Google Display Network consists of image ad types 

across Google’s non-search ad surfaces, like Gmail, 

YouTube ads, and so on. 



While the Google Display Network has many ad media 

marketers can use, the Google Search Network is a 

necessary tool for any successful digital marketer. Since the 

Google Search platform is a unique place on the internet 

where people go to find information or solve a problem, it 

makes Google Search one of the most valuable places to 

advertise online.
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keywords
What are keywords? 


Google defines keywords as “words or phrases describing 

your product or service that you choose to help determine 

when and where your ad can appear.” When a person 

searches on Google, if their search terms are similar to 

your keywords, your ad is more likely to show up. 



Keywords are paramount, as they not only help you reach 

the right people, but also have a significant impact on your 

overall ad spend. The more relevant your keywords are to 

your campaign, the better your reach and ranking. The 

opposite is also true. If your keyword list is lacking, your 

ads will receive a lower placement and you’ll pay more per 

click. 



How do I select keywords?


Creating an effective keyword strategy is an art form in itself. 

Since keywords factor into your ads’ cost per click, an 

ineffective keyword list can lead to an inefficient budget.



Where to start? A robust keyword strategy requires research 

and planning. Google provides resources for advertisers who 

are building keyword lists, like their Keyword Planner tool, 

which provides estimated costs for specific keywords and 

shows you how often people search for specific terms. You 

can also examine your competitors’ keywords strategy to see 

if a keyword is worth bidding on. 

After launching your campaign, you should leverage 

experimentation to continually improve. You may find that a 

specific keyword broadens your audience to include people 

who aren’t high-quality prospects. You might consider 

creating a separate campaign without that keyword and 

comparing results. Testing your keywords can help you 

perfect your strategy. 



If you want to precisely target your audience to avoid 

specific terms, you can add negative keywords to exclude 

specific search terms from your audience. This tactic can 

help you avoid common search mistakes like similar brand 

names or narrow your audience to the most interested 

customers. 
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keyword

matching
What are keywords? 


When you add a keyword to your account, you need to 

choose a Match Type for that keyword. This strategy helps 

Google adjust targeting for your keywords to determine 

when to show your ad. Use Match Types to expand—or 

narrow—the audience for your ads.



Match Types include

 Broad Match is the type with the least relevancy, but 

the biggest range. Your ad will surface when the 

keyword you selected matches search terms that 

Google Ads decides are relevant or similar to your 

keyword.

 Exact Match is the most precise type. Your ad will only 

appear if the search terms are identical to your keywords. 

However, Google accommodates for misspellings, 

abbreviations, and other minor variations

 Phrase Match provides a balance between broad and 

exact types. Phrase match surfaces your ad when a 

search term includes your keyword’s meaning.

 Negative Match excludes specific search terms from 

triggering your ad. This type is helpful to avoid irrelevant 

searches and paying for clicks that don’t convert. 



We’ll explore specific strategies around keywords later in this 

book.
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Ad groups
Google defines Ad Groups like so: 


An ad group contains one or more ads that share similar 

targets. You set a bid, or price, to be used when an ad 

group's keywords trigger an ad to appear. This is called a 

cost-per-click (CPC) bid. You can also set prices for 

individual keywords within the ad group. Use ad groups to 

organize your ads by a common theme, such as the types 

of products or services you want to advertise.



Ad groups allow you to organize ads according to a 

common theme. They’re valuable for setting up groups of 

targeted campaigns with a similar audience. Google 

suggests including at least three ads per ad group for best 

results.
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https://support.google.com/google-ads/answer/2375404?hl=en
https://support.google.com/google-ads/answer/7510328?hl=en


How many keywords should I use per ad group?


There are different schools of thought about how many 

keywords to include in your ad groups. Some marketers 

swear by single-keyword ad groups, or SKAG. Other 

marketers prefer to spread out their budget across multiple 

ad groups. 



Keep in mind, a broader audience may result in more clicks 

but sacrifice relevance. Low-relevancy clicks may not carry 

much meaning behind them, which can be detrimental to 

your conversion goals. Without speaking to a narrow 

audience, your ad and landing page content won’t be able to 

resonate with viewers as easily. For example, if you present a 

top-of-funnel campaign and landing page to an audience 

that’s already in the mid-funnel stage, you won’t get the best 

possible outcome. 

Remember that a single campaign can have multiple ad 

groups tied to different keywords. You can take advantage of 

this functionality by keeping keywords and ad groups closely 

related. Whether an ad group has a large pool of keywords or 

a slim amount, as long as they resonate with a specific 

audience, you can achieve positive results. 



It’s not challenging to understand why advertisers have 

strong feelings about their keyword strategy. In a pay-per-

click model, advertisers can find themselves overspending if 

they don’t closely monitor their bids. 



On top of all this, Google also gauges your ad keywords’ 

relevance to the targeted ad group, assigning a Quality Score 

based on keyword and landing page relevance. These factors 

all contribute to your overall ranking and CPC. 
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Audience 
Targeting
Once you’ve developed your ad groups, you can add 

another level of precision to your search ad targeting. 

Google allows you to add audience segment targeting to 

ad groups for further refinement. Each segment is based 

on specific factors such as

 Personal demographic

 Interests and habit

 Past searches and purchase inten

 Previous engagement with your business



Google helps you find the right people with audience 

search and ideas, which identifies audiences across 

segments, as well as related audiences. 

https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
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Google also offers audience expansion, which you can 

toggle to allow the platform to expand to relevant audiences 

similar to your current specifications. Be aware that leaving 

this setting active without monitoring the campaign might run 

up costs as your audience grows. 



Advertisers can also create custom segments, which 

automatically identifies parameters for your campaign based 

on your bidding strategy and goals. This option can help you 

find new opportunities as Google’s system presents your ad 

to similar audiences. 



Remember—your ad targeting ought to reflect the level of 

personalization that goes into your campaigns. If you’re trying 

to reach as many people as possible, your keywords and ad 

messaging should mirror that. 


https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880
https://support.google.com/google-ads/answer/2497940?hl=en&ref_topic=3122880


Creating 
the ad
Of course, keywords and ad targeting are only the start. 

Without a compelling search ad that speaks to the 

customer’s intent, you won’t earn a click, much less a 

conversion. 



When you’ve set up your account, created a new Search 

campaign, and created your ad groups, you’re ready to 

create a Search ad. Follow these best practices to create a 

relevant and high-quality ad

 Write engaging ad copy. Keep your headlines and ad 

descriptions short, direct, and specific, with clear calls to 

action and messaging that speaks to the customer’s 

intent. Google provides an Ad Strength assessment for 

each ad so you can see how well your ad matches your 

keywords.


 Connect your headline and description messaging to 

your keywords. Include the words and phrases from your 

keywords list in your ad copy to show Google your ad is 

relevant to the customer’s search intent.

 Create multiple headlines. Google presents multiple 

combinations of headlines and ad descriptions, 

optimizing based on results.

 Use extensions to improve ad performance. Google 

offers free extensions that add functionality to your 

search ads. These include location and phone number, 

sitelinks that direct audiences to specific pages on your 

site, callouts that expand your space for detailed 

messaging, and structured snippets that offer a glimpse 

into your services or offerings. Google recommends using 

at least four extensions per ad

 Leverage Dynamic Ads to automate ad creation. 

Dynamic Search Ads use your website data and 

description text to automatically generate an ad and a 

customized destination URL based on the search query.
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https://support.google.com/google-ads/answer/9142254?hl=en
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How to create a 

cost-effective 

campaign
While the Google pay-per-click model has its advantages, 

it also lacks precision when it comes to setting a 

campaign budget. There isn’t a straightforward way to 

estimate how much Google Ads will cost, since the price 

of each campaign varies by keywords, industry, and 

current trends. Even though Google Ads can be 

expensive, marketers have to weigh the cost of each lead 

against that person’s lifetime customer value. In a properly 

optimized campaign, the advertiser will come out on top in 

terms of revenue.
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The bid system has other challenges. The more competitive 

your industry or keywords, the more you’ll end up paying per 

click, which can impact how you structure your ad targeting.



If you choose to use general keywords that cast a wide net, 

you’ll reach a broader audience and probably receive more 

clicks, but you’ll end up paying for clicks that don’t result in 

conversions, thus leading to wasted ad spend. Similarly, if you 

invest in more precise keyword targeting, but your landing 

page experience is irrelevant or low-quality and fails to 

convert the customer, the price you paid for those clicks will 

go to waste. 



For marketers, the question is: What can I do to control the 

costs of my Google Ads? You can try a few strategies to 

reliably improve your ad costs.

Smarter bid strategy

Higher Quality Scores

Relevant, personalized landing pages

https://support.google.com/google-ads/answer/6167118?hl=en


1 1

Bid strategy
Managing keywords and ad bids on Google requires a 

skillful balance. The core lesson of Google Ads holds true: 

It’s all about intent. 



When you launch a new campaign, Google asks you to 

define your goals for the campaign: clicks, impressions, 

conversions, or video views. Based on your goals, Google 

then recommends a bidding strategy. Each strategy is 

optimized for a different use case, and you should evaluate 

each before finalizing your strategy. 
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Bid strategies for click

 Maximize Clicks bidding is an automated bid strategy 

where you set an average daily budget and allow Google 

Ads to automatically manage your bids to maximize clicks 

within your set budget.

 Manual CPC bidding lets you manage CPC bids yourself, 

so you can manage different bids across ad groups and 

keywords, which is useful for boosting a successful 

campaign. 

 Enhanced CPC bidding automatically adjusts bids that 

are more likely to result in conversions up to a set CPC. 

This strategy helps you increase conversions without 

raising your ad spend. 



Bid strategies for impression

 Cost-per-thousand viewable impressions is a strategy 

best used when you want your message to build 

awareness without the need for click-throughs or 

conversions. 

Bid strategies for conversion

 Smart Bidding is an ideal choice for conversion-focused 

campaigns. Smart Bidding automatically optimizes your 

bid using machine learning and a contextual data set. 

There are multiple types of Smart Bidding depending on 

your objective, including Target Cost-Per-Action, Target 

ROAS, Maximize Conversions, Maximize Conversion 

Value, and Enhanced Cost-Per-Click. 



Experiment with your bid strategy to find the optimal 

approach for each ad group.
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Quality 
Score
Your Quality Score is a figure calculated by Google that 

measures the relevance of your campaign’s ad copy and 

landing page. Google ranks Quality Score on a scale of 1 

to 10. A lower score results in a higher cost per click and 

lower ad ranking. The Quality Score is Google’s way of 

ensuring that relevant, high-quality campaigns take 

precedence over ads that don’t speak to customer intent. 



Google isn’t the only ad platform to use a scoring system 

to enforce ad quality. Facebook uses Quality Ranking and 

Ad Relevance Score to predict which ads will be high-

performing, though their measurement system includes 

factors such as audience engagement.



Now that we’ve discussed Google Ads’ structure, let’s 

look at some best practices to maximize the platform. 

https://support.google.com/google-ads/answer/6167118?hl=en
https://www.facebook.com/business/help/303639570334185
https://www.facebook.com/business/help/303639570334185
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SKAG or 
Hagakure?
Two of the most prominent strategies for structuring 

Google Ads accounts are Single Keyword Ad Groups, or 

SKAG, and the Hagakure method.
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Single-
Keyword 

Ad Groups 
Two of the most prominent strategies for structuring 

Google Ads accounts are Single Keyword Ad Groups, or 

SKAG, and the Hagakure method.



Many advertisers swear by SKAG and its benefits.

 By using only a single keyword, you can tailor your ad 

copy more precisely around it, creating a more relevant 

ad experience for that ad group.

 SKAG also helps with matching keywords. You can 

break your keyword down into multiple match types, 

then assign each to a corresponding ad group. This 

level of granularity can be useful for advertisers 

seeking a more relevant ad experience. 



 SKAG has even been shown to increase Quality Scores 

due to the increased focus on relevance. It tends to work 

best with keywords that have a CPC higher than $50. 



SKAG also comes with downsides and significant risks.

 It takes a lot of time and effort to create and manage a 

new ad group for every keyword variation. This lag time 

can set advertisers back and prevent agile response to 

campaign results, while limiting the ability to run tests and 

improve over time.

 It’s also tricky to aggregate the success of multiple ad 

groups in a single campaign. Micromanaging each ad 

group can make it hard to see the bigger picture.

 If you select keywords with a low search volume, Google 

may deactivate the keyword and prevent your ad from 

displaying, which can disrupt your entire campaign.  



Despite these risks and additional investments, SKAG is still 

widely accepted among most marketers. However, this 

method is falling out of favor among some marketers who 

see machine learning as the future of Google Ads.  
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Hagakure
The Hagakure method—named for a school of thought from 

18th-century Japan—focuses on streamlining your Google 

Ads account, rather than creating unique campaigns and ad 

groups for each relevant keyword. In advertising, Hagakure 

leverages Google’s machine learning tools to optimize 

campaigns by streamlining ad groups.



Here are the major tenets of Hagakure

 Ad groups are defined by a single destination URL 

associated with the ad

 Ad groups are split when a destination URL reaches 3,000 

impressions. If the ad group receives less than 3,000 

impressions, users see a Dynamic Search Ad instead

 Broadening audience targeting gives the system enough 

volume to optimize

 Use Smart Bidding to let the Google Ads system optimize 

for conversion in every auction

 Include “IF” statements and keyword insertion to generate 

ultra-relevant ads.

https://support.google.com/google-ads/answer/7065882?hl=en#:~:text=Smart%20Bidding%20is%20a%20subset,are%20all%20Smart%20Bidding%20strategies.
https://support.google.com/docs/answer/3093364?hl=en
https://support.google.com/google-ads/answer/74992?hl=en


There are good reasons why this approach is gaining popularity

 Hagakure makes it easier to manage ad groups across 

multiple campaigns, products, and so on. That’s why e-

commerce and DTC companies have adopted the method

 With fewer ad groups, there’s a much lower chance of error.



The downside is that Hagakure needs a lot of data to be 

effective, since it relies heavily on machine learning to make 

informed decisions. Since your broad audience is receiving 

dynamic and relevant messaging, you’re most likely achieving a 

high number of clicks. But with increased clicks come increased 

costs. If your landing page isn’t matching that level of relevancy, 

you’re spending money on clicks that don’t receive a similar 

post-click experience. Instead of capitalizing on their high 

interest, the lack of consistency may encourage the audience to 

disengage rather than become an opportunity to convert. 


So which method is better? No single strategy is optimal for 

every company or advertiser. SKAG is time-consuming and 

risky, and Hagakure requires a constant flow of data to be 

successful. Rather than adhere closely to either method, the 

best strategy is to blend the two. As machine learning becomes 

increasingly integrated into advertising, marketers have to get 

used to automating their campaign optimization. At the same 

time, machine learning can’t understand your customers’ needs 

and intent on a human level. Marketers need to take the best of 

both worlds. 



Structure your ad groups to speak to customer intent. That 

principle, rather than any specific marketing rules, will lead your 

marketing efforts to success.
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Better Quality Scores = 
Better ROAS

In a CPC auction model, it can be challenging to balance a 

campaign’s success against its cost. A successful ad 

campaign will drive traffic to your landing page, but 

without a relevant experience to catalyze a conversion, all 

you paid for was empty data. In terms of ROAS, this can 

turn a good campaign into a wasted one.



Your Google Ad campaigns’ success hinges on your 

Quality Scores. As we’ve discussed, your scores depend 

on relevance and page speed, and impact your ad ranking 

and CPC. The Quality Score can be the difference 

between a shoddy or stellar ROAS. 



The only assured answer is to optimize campaigns to build 

on the momentum of customer intent and provide as little 

disruption as possible.

https://support.google.com/google-ads/answer/6167130?hl=en
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Create a relevant experience from ad to page. Quality Score 

relies on the connection between keywords and messaging 

across ads and landing pages. Google will evaluate the URL 

associated with your ad for relevance based on the keywords 

you entered, along with the ad itself. A relevant landing page 

is more likely to result in conversion, and it’s also a signal to 

Google that your campaign is of high quality. If the landing 

page, ad, and keywords all align and are relevant to the 

search query, you’re more likely to receive a higher rank and 

lower PPC in the ad auction. 



Build lightning-fast landing pages. Page speed is a 

significant factor in Quality Scores. If your page takes forever 

to load (or even longer than 3-5 seconds), your customer 

could lose interest and bounce. 



The right keyword and bidding strategy. The more specific 

and intent-driven your keywords strategy, the more likely you’ll 

earn a better Quality Score than the competition. Keywords 

make relevance work, so take time to associate each of your 

landing pages and ads with the correct keyword.
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Automate landing page 
creation for higher 
conversion rates
By now, you’ve probably noticed a considerable challenge in 

this system. 

1 Your Google Ads account is running multiple 

campaigns.

2 Each campaign has unique ad groups, and each ad 

group has one or more keywords and targeted 

audiences.

3 If you want to maximize ROAS, your ads and landing 

pages need to be relevant to the selected keywords. 

To maximize relevance and earn top-ranking Quality Scores, 

each variation on your campaign will need a separate landing 

page. If you use a generic or non-relevant landing page, 

Google will interpret this as a low-quality 
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We created Postclick to bridge this gap in the PPC 

advertising funnel. Our company has grown over a decade of 

conversion data gathered from real landing page 

experiences. We pair AI and machine learning with the 

world’s most advanced landing page creation tools to help 

advertisers scale relevance across their entire advertising 

ecosystem, and pair each advertiser with a conversion expert. 

That isn’t a nickname for our sales team members—they are 

your partners to help you scale and achieve tangible results.



Schedule a call today to learn how Postclick can help you 

achieve higher conversion rates for your Google Search ads.

experience, costing you time and money on a subpar campaign. 

But creating that many landing pages, each customized by 

campaign, is a daunting task for web development teams of any 

size. Even when equipped with the best landing page builders 

and CRM tools, building and maintaining that many pages 

requires a massive and constant amount of work.



Marketers must take a page out of Google’s book and turn to 

automation and machine learning. Automated landing page 

creation lets you match messaging from ad to page without a 

considerable lift from your team. In the spirit of Hagakure, you 

can intelligently optimize from learnings in real time to craft the 

right experience for each customer’s intent. You’ll end up paying 

for the clicks that matter, in the way that makes that specific 

customer most likely to convert.




conclusion
Beneath all the services, features, and data, the quality 

making Google Search Ads unique is the focus on customer 

intent. Google lets you give people what they’re looking for 

at the right moment, so you can curate the best possible 

advertising experience. 



Intent also makes personalized landing pages so effective. 

Not only do they provide a higher Quality Score for Google’s 

system, but they also make things easier for the customer. 

After users click on a relevant ad speaking directly to their 

needs, the page delivers on that promise, helping close the 

conversion. 

If you’re serious about creating a seamless customer 

experience, you need to anticipate your customers’ intent 

and create relevant landing pages for each ad group. Are you 

ready to earn a better ROAS with a more relevant Google Ads 

strategy? Postclick is here to help. Get in touch with our 

team for a consultation.


Request your free conversion analysis today
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