Get them

Top tips to get your PPC ads
clicked and create conversions




Introduction

Every click on your PPC Ads can lead to a conversion but you need
that click to be of a highly-engaged customer and not the fat
fingers of a five-year-old playing on their parents’ phone.

Navigating PPC can be tricky but there are a few key tips that
will get you started on the right track to turn all clicks into
conversions. Your ads need to cut through the noise, be served to
the right demographics and resonate with the audience to have any
chance of converting.

This guide will provide tips and cheat sheets to get you making
money from all your ads! No vanity metrics, just pure  profit to your
bottom line!

Write
concisely

You have limited characters on your PPC Ads so writing concisety
and creatively will be what captures . your customers .attention.
Simplify your message to its.core message and leave a-lasting
impression. -You want every-word to pack a:punch. and serve a-
purpose. : ' : :

Deliver the value proposition to the audience.

qud Ad: example:
Relevant terms are
being used. We can

office furniture

s ... see this from the
e couk 3 text-highlighted in
Office Furniture - Shop Office Furniture Online - . ‘bold.

he Uk ni

office fump ffure

Bad Ad example:

Sponsoreq




The art of being succinct is not just a recommendation but a core
practice that influences conversion rates and click-through rates
positively.

Therefore, to enhance the impact of your PPC ads:
1. Draft variations to refine messaging
2. Get rid of any excess wording

3. Test Ads to identify the most effective, concise copy

Remember, in the world of PPC Ads, a message deiiyered with
precise brevity often resonates more powerfully than one lost in a
sea of words. -

Considerations when writing your Ad copy:

1. Feature-benefit-feeling approach: Start with the feature,
showcase the benefit and highlight the emotional payoff. This
structure ensures your Ad connects logically and emotionally

2. Vary headline lengths: Instead of maxing out character limits,
mix shorter headlines with longer variants. This flexibility
allows Google’s algorithms to test combinations for better Ad
performance

3. Pursue high Quality Scores: Ads with high'Quality Scores
often result in lower costs and better Ad placements. Target
relevance and landing page quality to improve scores

4. Experiment with headlines: Consistently test different
headlines to discover the most effective ones. This can
significantly improve click-through rates

5. Be pragmatic and experimental: Evolve your Ad copy by
continuously incorporating new ideas and rigorously testing
them

The best Ad copy resonates with both search engines
and the emotions of potential customers.

Use kevwords:

~In your Ad copy you also want to include keywords . they connect

user search queries to your offerings.

Tools like Google Ads Keyword Planner can guide you on search -
volumes and competitive bids for your chosen keywords In addltlon
to broad matches, also consider exact matches to hone in on

‘specific search queries.

Remember to infuse your Ad copy with these keywords, -aligning
with user intent and conversion goals. Aim to strike a balance
- 1ncLude your keywords naturaLLy w1thout resortlng to keyword
stufﬁng - ! - T

A table of keyword fypesﬁcan:be'a”uséfuLfcheat-sheefk.?

Keyword.type: |- ° In-t.end'ed'use_:._ 2] ENoRE L _'Exal:flp'le,, G

] " Target precise search 3L ot 3
Exact match 9 L = Digital camera?”
. queries R e R

FHoa Ot : . Reach a wider
Broad ‘match-..- R Lo e Digital camera
: : ‘v audience: :

' © o o U Exclude irrélevant ;
- Negative _: | ,¥ g l_ g i ; : Used
i : d : “search.queries :

‘Remember to Strétegicalty”insert'

these keywords  into. your Ad copy
without overstufﬁng, ensuring -
clarity and- reLevance for the -
best results in your PPC campalgn




Use symbols:

Symbols can draw the eye and differentiate your message amidst

the clutter. Whether it’s expressive punctuation or specialised
icons like the registered trademark, symbols can elevate your

Ads’ perceived value and professionalism. This subtle addition can
boost your Ads’ visibility and create an aura of authenticity and
trustworthiness on your Ad, ultimately leading to a higher click-
through rate.

PPC Ad enhancement through symbols:

Aspect Benefit

Symbols act as visual cues that

Attention-grabbing ] X
draw the user's attention

Symbols like ® suggest

Add dibilit
e e ) professionalism and authenticity

Break up text blocks and add

A aesthetic appeal

Helps your ad stand out against

Differentiates ads i
competitors

Could potentially improve click-

Increases engagement
9a9 through rates

Use Ad
extensions '

Extend the reach of your message-with Ad extensions. Extensions
enrich your Ad with ‘additional information, such as contact
details, product’ links, or special offers. They provide users with
various. routes to:.engage with your brand, enhancing the ‘likelihood:
of conversion. This feature represents-a significant. advantage in
creating a deeper connection with potential customers -and:should
not be overlooked. : : '

Integrating Ad extensions ‘does. much more than addvisual appeal;
they captivate your. target audience-with pertinent ‘Iinformation
right where they are most engaged — in the midst of their search
queries. By including these informative snippets within your Ad,:
you simplify the user’s journey, removing unnecessary steps and
streamlining their path to conversion. -

Examples:

Sponsored

Sponsorag




Imagine the crowded landscape of search engine results. Here, : . ) T

Ad extensions are your allies, helping your Ads to shine amongst to gy \ ‘ Remcve
a sea of competitors. They don’t just catch the eye — they’re = r_' T

practical, too, offering users multiple avenues to interact with

your Ad, whether that’s to grasp product details, promotions, or

e b AN P e SR - Low perform 1'ng
X rovide additional i1nformation '. keywords and add
negatlve keywords

Reﬁne your PPC'efforts By'periodiéaLLy purgiﬁg underperformihg””" T e A
keywords. This actlon streamllnes your focus™ and reaLLocates yourujlfgs“i'ﬂ-'
budget to terms that dr1ve resuLts SlmuLtaneousLy, 1ncorporate .mi, Fkedd
negatlve keywords to ward off 1rreLevant trafﬁc Thls two- pronged'f;ff;j-““ .
approach optimises your campaign’s. targetlng and efﬁc1ency, i ]
ensurlng your Ads reach the most receptlve audlehce

% Enhance user interaction
x Improve Ad visibility

x Increase conversion potential

In your GoogLquds account,:takeltime_to anaLyse Whichﬁkéywords are
.underperforming and oausing an undesired increase in bounce rate.
These are the candldates for ' removaL as they contribute little
to reachlng your 1deaL customers or progre551ng them through your
- saLes funneL o - : : :

Here.is"aﬁquick;chéaﬁLSheequf“

 Action - Objeetive it A BN 2 Bengegetn el oy

Remove LOWéperforming S .'Eiimdnaée Q;géef Ay L T“Fbius budget,ou_;';;:.ff-::'

keywords -'f"fgff90€i¥?Tterﬁs},'*
' o S imprdve-releﬁadce and
] Filter irrelevant = '. G e TR SR —
Add negative keywords T+ .., _ conversion rates:

searches-

This process is on901ng Regular review and adjustment of keywords et
keep your PPC Ads sharp and cost effectlve




Create
dedicated landing
pages

Creating a dedicated landing page is a pivotal step in amplifying
your PPC campaign’s effectiveness. When users click on your Ad,
they expect to land on a page that directly corresponds with the
Ad’s message, which means that relevancy is key. By ensuring your
landing page is tailored to your Ad’s content and offer, you
enhance the user experience, reduce bounce rates and significantly
improve conversion rates.

An optimised landing page that is fast, responsive and informative
can be the deciding factor between a conversion and a lost
opportunity.

Campaigns suffering from weak landing pages are likely leeching
potential customers. Redirecting your attention to revamp these
pages can lead to leaps in impressions, clicks and ultimately,
sales. :

Fest,
test, test

With any of the above steps, you.should aLWays Loaok tqftest tne
approach and then retest: to see 1f you can improve any step. Tryingl
different approaches wilL“give you data to make'sOUnd decisionS'on.

Experlmentlng with new Ad copy is a dynamlc way to enhance your PPC
campaign’s effectiveness and foster increased engagement with your
target audience. Engaglng 1n_reguLar_test1ng of diverse ‘headline
options, compelling- descriptions and utilising responsive Ads can
be a game-changer. Responsive Ads, in particular are valuable as.
they automatically trial different comblnatlons (oki headLlnes -and
descriptions to reveal the ones that ‘deliver peak performance

Creating compeLLlng Respon31ve Search Ads (RSAs) 1nvoLVes strateglc
headline and descrlptlon writing. :

Here are five best practices. to éLeVate'your ad copy:

1. Utilise ample headlines: Maximise the available space by using at

“least 8-10 out bf_the215'headLines.offered. This ensures a rich
combination of ‘options for Google’s algorithm to test and match
with seareh'queries

2. Craft dlstlnct headllnes Ensure each headLlne 157 unlque serving
different purposes-— such as hlghllghtlng benefits, features;,
or offers. This d1vers1ty allows for more targeted messaglng
combinations

3. Key descriptions: Fill out at least 3 .of. the 4 possible
description fields. Each should convey-your. -message articutately,
complementing the headlines and caterlng to ‘different aspects of =
your offering o ;

4. Combination cohesion: Write headlines that. are interehangeabLe
without losing context or meaning. This cohesion is critical as
Google rotates them based on the search context .

5. Embrace variety: Include multiple: versions of headlines; some
with keywords, “some with:call-to- actions and others purely
.1nformat10naL Thls variety -can appeal to d1fferent user 1ntents



ContlnuaLIy revisiting your PPC Ads will be the key to gettlng the

Responsive Ad testing cheat sheet
Component Suggestion Goal
Headline Use strong action verbs Increase urgency _' L
. .-“best results. You cannot 51mpLy create and forget them
péscription Highlight un_itCI_ut_e value Enhante Televance ; If you want to develop your knowl.edge further on settlng up and :
REORSS S creating successful- PPC Ads, then try the onLlne course . E
- This is a-CPD accredlted course. that. ‘gets..you. comfortable w1th the
. Pl SR S i ) Google sulte teachlng you the t1ps and trlcks to ralse yOur PPQ
Call-to-action (CTA) immediacy Drive conversions e

Keep :

Remember, the smallest change can have a 51gn1ﬁcant outcome.

experimenting!

Dark Horse offer

for you with GoogLe Ads
get in touch for more information.
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https://adversity.talentlms.com/
https://bit.ly/3WjiHlW



http://bit.ly/3UmzphV
mailto:hello%40darkhorse.co?subject=

