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Why we wrote this guide

Running Google Ads can be one of the fastest and most scalable ways to drive leads and sales

for your business, but it often comes with the assumption that you need thousands of euros to

compete. That's only partly true.

Google is a PPC - or pay-per-click -
platform. Generally speaking, the more you
spend, the more you get. But that doesn't
mean that only big spenders can be
successful on Google Ads. When choosing
the right set-up Google Ads can introduce
many potential customers to small
advertisers like you. However, hiring an
agency or consultant to set up and manage
your campaigns can significantly reduce

your budget.

KEMB wants to see you grow. That's why
this guide is designed for small B2B
businesses and lean marketing teams
working with less than €1000 per month.
We want to set you up for success by
helping you make the most of your limited
resources and maximizing your ad budget.
You'll learn how to set up, run, and manage
campaigns yourself, without falling into the
traps of unnecessary automation, poor

targeting, and wasteful spend

Who this guide is for

This guide was written specifically for

[J Small marketing teams or solo marketers

[J Startups and microbusinesses with modest growth budgets

[ Service providers or product businesses looking to generate leads or conversions through

search

[J Anyone new to Google Ads
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We receive tons of inquiries from advertisers like you and want to provide you with a practical
resource tailored for those operating on tight ad budgets. The ultimate goal: launching your first

successful B2B Google Ads campaign!

¢ What to expect

We wrote this guide with B2B lead gen in mind. If you're trying to generate form submission or
similar conversions using Google Ads, this e-book will guide you through that process. You will
need to have a clear offer, landing page or product-market fit and you'll need to get comfortable
with Google Ads and Google Tag Manager. If you are already at a stage where you want to invest
in awareness via Google Networks or want to optimize for MQLs, Deals Closed or even ROAS,

get in touch with us!

& What You'll Learn

By the end of this guide, you'll be able to:

[J Set up a new Google Ads account from scratch

[J Research keywords aligned with your business goals

[J Structure search campaigns that prioritize intent over volume

[J Write compelling ads and connect them to relevant landing pages

[(J Launch and manage campaigns with limited spend
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Setting expectations with a low budget

What can you achieve with €1000 per month?

The reality is, €1000 per month is the bare
minimum to get meaningful results on
Google Ads. And even then, it's not a lot,
especially once you factor in keyword
competition in the B2B industry, rising CPCs
(cost-per-click), and the time it takes to
gather actionable data. Spending €1000 a
month on Google Ads puts you in the
category of micro advertisers. That means

you're likely limited to

A small number of campaigns or ad
groups (to prevent spreading budget too
thin)

e A narrow targeting scope (for example a
small set of keywords, one or two
geo-locations)

e Slower data collection and slower

optimization cycles

e A higher sensitivity to CPC volatility
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While you won't be able to run A/B tests or
experiments, you will still be able to test one
service or product positioning and drive
traffic to one or two landing pages on your
website. Ideally you'll also find a high-intent
keyword niche perfect for your business and
generate a handful of qualified leads per
month. Worst case scenario: you'll dive
deeper into how your ideal customer
searches for and finds your services and
begin to learn what doesn’t work, which is

just as valuable.

With such a small budget, you can’t afford
to waste clicks. Every euro must count.
That's why this guide avoids Google's "easy"
smart campaigns, which often lack
transparency, and instead focuses on
search campaigns and bottom-of-funnel

keywords that are more likely to convert.




Managing expectations: reach, frequency and optimization

Before you get started, you and your team need to manage expectations and get clarity about
what is possible with a budget of €1000 per month. For instance, you might want to generate
reach and be visible to your target audience, hit a certain frequency of how many times users
see your ads or conduct tests, generate learnings and optimize. This is not going to be possible.
Instead you will need to stick to one clear campaign goal with limited variables, focus on fewer,
high-intent keywords to reach Bottom-of-Funnel users that are ready to act. You'll need to

narrow your focus and go deep, not wide.

With a small budget, success comes down to two things: clarity of objective and simplicity of

structure. Ask yourself: What exactly do you want users to do, and what'’s worth paying for?

¢ Common pitfalls for low-budget accounts

There are a few mistakes new advertisers regularly make on Google Ads. These mistakes can
cost you your whole monthly budget without having anything to show for it. Avoid these traps to

preserve your limited spend:

1. Broad Match keywords without negative keywords: will show your ads for irrelevant
searches and burn through budget fast.

2. Performance Max or other smart campaigns: do not function without enough conversion
data and lack control and visibility.

3. Display or Youtube campaigns: are awareness-focused and not suited to generating
conversions without retargeting in place

4. Missing tracking setup: means missing conversions

Multiple campaign goals: dilute your campaign performance
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Setting up your Google Ads Account
step-by-step

The way you set up your account will determine how much control, visibility, and strategic focus
you have. Many small advertisers lose time and money by rushing through setup and choosing
Google's default “Smart Campaign” option. This chapter will instead walk you through a manual

setup designed for full control and clarity.

Creating a Google Ads Account

1. Goto ads.google.com

2. Click on Start now
3. You'll be prompted to create a campaign. Avoid this.
— Look for a small link that says “Switch to Expert Mode” — click it.
4. Choose Create an account without a campaign.
Set your billing country, time zone, and currency. Careful: These cannot be changed later.

Click Submit, and your account is created.

I. You should create a Google Ads account using your business e-mail address. If your
business e-mail is not running on Google, you might encounter some problems. That's because

Google Ads requires a gmail account. To circumvent this,

- Goto google.com
- Click on Sign in and then on Create account

- Choose @gmail address and enter your name and birthday
- Finally, you'll reach Choose your Gmail address. Click on Use your existing email and
enter your business email address.

- You'll now be able to log into and create Google Ads accounts with your e-mail address
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Setting Account Defaults

Once your account is created:

1. Link Google Analytics (GA4)
o Goto: Tools & Settings — Linked accounts — Google Analytics (GA4)
o This allows cross-platform tracking and insights.
2. Set Up Conversion Tracking
o Go to: Tools & Settings — Conversions
o Set up basic actions like form submissions, button clicks, or purchases.
o You'll likely use Google Tag Manager (covered in chapter 7).
3. Disable Auto-Apply Recommendations
o Go to: Tools & Settings — Preferences — Recommendations

o Disable auto-apply. You want full control over changes of bids, keywords & ads.
Setting up billing

You can’t run ads until billing is set up. Options include manual payments (prepay), whereas you
charge the account with funds, and automatic payments (postpay), where Google charges your
card once you hit a threshold. While automatic payments is the default option, we recommend
manual payments for smaller advertisers. This prevents overspending, makes budgeting easiest

to manage and is overall safer for small teams.

¢ Why you should avoid Google's smart campaigns

Smart campaigns are the default setup path Google pushes onto beginners when creating an
account. They promise easy setup, quick results, and minimal effort. However, they offer very
little insights and very little control over keywords, targeting and placements. Instead, you'll rely
entirely on Google’s automation which favors spending, not efficiency. In short: they are built for
convenience, not performance. Always remember: Google’s goals don't align with yours. The

platform’s “instinct” is to spend money whenever it can. But you need to be able to optimize and

HOW TO SUCCESSFULLY SET UP GOOGLE ADS WITH LESS THAN €1000 PER MONTH




control campaigns. That's only possible in Expert Mode with manually created Search

Campaigns.

Preparing your campaign workspace

Before you start preparing any campaigns, you and your team need to align on a few things.

First off, you need to decide what your primary goal is. This will line up with the goal you'll be
choosing during the campaign set up process. You'll be able to choose between Leads, Website
Traffic, Sales, App Purchases and Local Store Visits. For classic B2B businesses only the first

two will be relevant.

1. The primary goal does not define how the goal is reached (by a Conversion). For instance,
you could later optimize a campaign for Calls to your Sales Team. In this case the primary goal

is still Leads, the Conversion is Calls.

I, In most cases Sales is not a suitable primary goal for B2B business. Sales goal setting drives
sales online, in-app, by phone or in store. Think E-=Commerce, not Software Sales. You'll most

likely choose Leads or Traffic as your primary goal.

Next, you need to settle on the main offering, product or service you want to promote on Google
Ads. Starting with a budget of only €1000 does not give you much wiggle room. You might be
able to branch out later on, but for now it's best to stick to one single product or service. Once
you know what you want to promote, you can also see if you already have a landing page that

could serve Google Ads (more in chapter 8).
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1. Do not choose your homepage as a landing page. In a nutshell: When a user clicks on your ad
and visits your website, he needs to feel “picked up” — he needs to find the answer to his Google

search query. A homepage rarely offers enough information to provide a specific answer.

¥ Why you need a naming convention

As your ads setup grows, having a clear naming convention is key for keeping things organized.
A clear structure also makes reporting easier and reduces mistakes during optimization. You
can and should create a naming convention for campaigns as early as possible. Consider what
information different stakeholders — and especially the person managing your campaigns — will

need to see at a glance to distinguish campaigns. Possible identifiers include:

- [Product/Service]

- [Funnel Stage]: corresponding to search intention (see chapter 3)

- [Match Type]: if you plan on testing keyword types (see chapter 7)

- [Platform]: if you're reporting on multiple ad platforms

- [Country] or [Language]: if you're planning campaigns in multiple locations
- [Campaign Type]: like Search, Display, or else

- [Type]: if you want to differentiate between Brand, Non Brand, Competitor and more

“.. Example Naming Format:
[Campaign Type] - [Product/Service] - [Funnel Stage] - [Match Type]
— “S- CRM Software - BOFU - Exact”

I\ A lot of users — even professionals — stitch their identifiers together using “ | “. This makes

" ”

reading campaign names harder than it needs to be. If at all possible, stick to “ — “ or
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¢ Need help? Get in touch with KEMB via e-mail. One of our Paid Ads specialists will be able to

guide you through the process.

o Recap Checklist: Account Setup

By now, you should have:

Created a Google Ads account via Expert Mode
Skipped Smart Campaigns

Linked Google Analytics

Disabled auto-apply recommendations

Set up billing preferences

Defined your primary goal

Identified the main offer, product or service you want to promote
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Choosing the Right Campaign Type

Google Ads offers multiple campaign types on multiple networks. Each one is tailored to a

different kind of user behavior, advertising goal, and budget situation. Choosing the wrong

campaign type for your goal (or worse, trusting Google’s

“

auto” suggestions) can lead your ads

appearing in places you never intended them to (e.g., YouTube or Gmail) and wasted spend on

low-converting traffic. Always remember: Google Ads is serving its own purpose. Let us help you

choose the campaign type that'’s right for your funnel stage, business model, and €1000 budget.

Search Campaigns

Search campaigns are the gold standard for
B2B businesses starting out on Google Ads.
They are text ads shown in Google Search
results when someone types a keyword that
matches your target. These are your best
starting point because they target user
intent directly and you have full control over
keywords, match types, and ad copy, and

you pay only when someone clicks.

Search campaigns are best for BOFU
(bottom-of-funnel) keywords and should be
your primary campaign type when starting
with under €1000.

They're also useful at any stage for: service

providers, local businesses, SaaS tools, or
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consultants targeting people already looking

for what you offer.

Display Campaigns

Display campaigns place banner ads across
Google’s Display Network (GDN), which
includes millions of websites and apps. You
can target both audiences as well as
content and the types of websites you want
your ads to be placed on. Google may
suggest Display ads for “cheap clicks” with
CpCs often below 0.50€.

However, users reached arent actively
searching - they’re only browsing.
Consequently CTRs and Conversion Rates
are much lower while it's easy to burn
through budget quickly. Display campaigns

are best if you're running remarketing



campaigns and use an audience of website
visitors to retarget. And even then, we
recommend you only spend 5% — 10% of

your budget.

I. Google’'s Display Network contains
millions of sites and also contains Apps. It
is not possible to disable a certain type of
site or apps. You might find that loads of
budget is spent on ads on low budget apps.
You can exclude these placements
manually. That makes Display Campaigns
time consuming to manage and not

recommended for beginners.

Performance Max

Performance Max (PMax) campaigns run
ads across all Google channels — Search,
Display, YouTube, Discover, Gmail — using
automation and machine learning. Google
heavily pushes PMax on established and
new advertisers alike. The truth is: PMax is
problematic for small advertisers and

low-budget accounts.

When running PMax campaigns you give
over full control of your budget to Google
and only provide "signals" for targeting
purposes. You get no keyword control, no

control over placements and no tools to
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diagnose what's working or what isn't.
Instead, Google bases their strategy on your
conversion data and testing which is why a
strong tracking setup, high conversion
volume and big budgets are a must. We
recommend Performance Max only for
eCommerce advertisers with great product
feeds or big advertisers with an established
high-converting Search setup and extra

budget to test automation.

1. Considering trying out Performance Max
in the future? Proceed with caution. We ran
PMax campaigns for some of our bigger
clients and achieved good performance on
paper. However, when utilizing external
scripts to evaluate performance we found
that PMax mainly converted via Brand
Keyword — at a higher cost and CPA than
the Brand search campaigns that already
ran. The industry consensus: PMax

campaigns only target “warm audiences”.

Shopping Campaigns

Shopping campaigns display your product
images, prices, and titles directly in search
results. They work well for online retailers

but require a connected Google Merchant



Center, a clean product feed and defined
product categories and tracking. They're not

meant for selling services or software.

Demand Gen

Demand Gen is one of the newer campaign
type offered by Google and the platform’s
answer to Instagram, TikTok & co. Ads
mirror those on Meta with an emphasis on
vertical short-form video and carousels.
This campaign type is exclusively meant for
awareness and therefore shouldn’t be your
first choice when you only have a budget of
€1000.

Video Campaigns

Video campaigns run on YouTube and video
partner sites. They're great for building
brand awareness, retargeting audiences and
connecting more deeply with potential
customers by storytelling. However, they're
not great conversion drivers and advertisers

with small budgets like yours.

1. Google’s newest campaign type is Al
Max. It is not yet available internationally
and the jury is still out on the usefulness of
this new campaign setup that targets

“queries” instead of “keywords”

¢ Why you should avoid Google's Smart Campaigns

Smart campaigns are the default setup path Google pushes onto beginners. They promise easy

setup, quick results, and minimal effort. However, they offer very little insights and very little

control over keywords, targeting and placements. Instead, you'll rely entirely on Google’s

automation which favors spending, not efficiency. Always remember: Google’s goals don't align

with yours. The platform’s “instinct” is to spend money whenever it can. But you need visibility

and control. That's only possible in Expert Mode with manually created Search Campaigns.
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“{ Branching out? If you are ready to scale and start other campaign types to generate broader
reach, targeted traffic or more conversions, get in touch via e-mail. Our Paid Ads specialists at

KEMB can help you plan for success and allocate your budget efficiently.

Campaign Types in Google Ads

Campaign Where Ads Show Primary Use Recommended?
Type
Search Google Search results, potentially  Intent-based Yes
Search Partner Network conversions
Display Banner ads on websites within Awareness, 2 No (initially)
Google's Display Network retargeting
Performance  Google's Display Network, Auto-optimized 2 No (initially)
Max Discover, Gmail, Maps, Search, goal-based ads
Youtube
Shopping Product ads in search results E-commerce For online stores
Video YouTube ads Awareness, branding  X{ No (unless
(YouTube) retargeting)
App Google Play and more App installs Y Niche use only
Demand Gen  Google's Display Network, Awareness > Awareness only

Discover, Gmail, Youtube

HOW TO SUCCESSFULLY SET UP GOOGLE ADS WITH LESS THAN €1000 PER MONTH



mailto:we@wearekemb.com

«* Recap Checklist: Campaign Types

By now you should know to:

Use Search Campaigns for maximum control and targeting

Avoid Display, Video and Demand Gen unless for remarketing or to create awareness
Avoid Performance Max until you have volume + experience

Avoid Shopping unless you're an eCommerce seller with clean data

Skip Smart Campaigns entirely

Align campaign type with user intent
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Campaign Planning, Search Intention

and Funnel Thinking

When you only have €1000 or less to spend per month, random advertising is unaffordable.

Every click must serve a strategic purpose. That's where funnel thinking comes in.

As a marketer you are probably already familiar with the funnel stages. You might also already
know that you won't be able to address all funnel stages via Google Ads — at least not with your
budget. But following a funnel-first approach helps you define clearly who you are targeting,
what your target audiences need to see or hear, what they search for and which keywords can

serve you best.

1. This doesn't mean that you have to end up with clear funnel campaigns. However, it might
help you understand Google Ads. In our experience a lot of marketers are informed by Sales -
especially in small teams and business. Display Ads, Social Ads and Sales are often “active”
formats. You decide what your product or service is — and project that idea outward. But Google
Search is a “passive” format. You need to figure out how potential customers might understand
your product or service and then “catch” them. A campaign structure needs to be informed by
their search queries — not by your own self-understanding. Adapting a funnel thinking might help

you understand your customers’ search behavior better — and build better campaigns.

If you skip the funnel mindset and go straight to launching ads, you risk building traffic with no

conversion path, wasting your limited ad budget in the process.
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The Three Stages of the Funnel

Understanding your funnel helps you match campaign intent to user intent. Here's how the

classic funnel breaks down on Google Ads and how you can map keywords to funnel stages.

Save this page for later!

Funnel Stage

User Intent

Your Goal

Campaign Focus
and / or Content

Google Ads
Campaign Types

Potential Example
Keywords (when
using Search)

Landing Page Setup

TOFU (Top of Funnel)

Awareness & research

Introduce your brand

Broad topics, low
competition keywords,
content

Awareness via Display,
Youtube or Demand
Gen

“What is CRM
software”

Blog or Guide, CTA
promoting Lead
Magnets
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MOFU (Middle of
Funnel)

Comparison &
consideration

Build trust, show value

Retargeting, feature
benefits, email signups

Search, Branded
Search, Retargeting via
Display or Youtube

“Best CRM tools for
small business”

Benefit oriented LP,
testimonials,
Downloads of Lead
Magnets, Newsletter

BOFU (Bottom of
Funnel)

Ready to buy or
contact

Drive conversion

High-intent
keywords, strong
CTA, lead forms

Search, Branded
Search

“Hubspot CRM
pricing” / “CRM
setup agency Berlin”

Product or Service
LP with clear CTA,
contact form / demo




booking / Buy
Button

In an ideal world, you would start at the top and then work your way down the funnel. This is
especially the case considering Google’s retargeting and list options. However, with a small
budget, we recommend starting at the bottom. Work your way up later by adding remarketing

and only test awareness campaigns after ROl is proven.

I If you're taking on a broader perspective of funnel marketing, Google Search might seem
Top-of-Funnel. This is true in the sense that Google Search users searching for non-brand
keywords are cold audiences. You'd collect these audiences and retarget them on Google or
other platforms to warm them up. However, when thinking about “intent” - not “temperatiure” -

Google Search is a BOFU campaign type.

Start at the Bottom of the Funnel (BOFU)

BOFU users already know what they want. They’re searching using specific product or service

n ou 4

terms, they have local intent or they use so-called “action-based queries”, e.g. “buy,” “near me,”

“best,” “quote,” “appointment”. In short: They are the most likely to convert, and therefore, the
most efficient use of your budget. You don’t need thousands of impressions, just the right clicks.
Avoid spending your budget on users who are still browsing or educating themselves, unless

you already have strong BOFU campaigns converting well.
Intro to Google's campaign structure

At this point it's necessary to preemptively go over Google’'s campaign structure. Generally
speaking, each Google campaign has three levels — the campaign, the ad group, and the ad

itself.
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e The campaign level decides which campaign type you're running. Here is also where you will
set bidding strategies, budgets, goals, languages, locations, possible LP domains and ad
schedules.

e The ad group level decides what or whom you target. If you're running a search campaign
each ad group contains a group of keywords. One search campaign can contain many ad
groups. If you're running a Display or similar non-Search campaign, each ad group will
contain an audience target.

e The lowest level contains the ad. Once again, one ad group can contain many different ads.

Google Ads Account

Ad Group 1A Ad Group 1B Ad Group 2A Ad Group 2B
Keyword Keyword Keyword Keyword
Keyword AdA Keyword AdA Keyword AdA Keyword AdA
Keyword AdB Keyword AdB Keyword AdB Keyword AdB
Keyword Keyword Keyword Keyword

How does this impact campaign planning? Before you decide to lump together several ad
groups under one campaign, be sure that you want campaign level settings such as

bidding strategies, goals and schedules to apply to all ad groups.

¥ One funnel stage per campaign

Google's campaign structure is also why you should never mix funnel stages in a single
campaign. You'll most likely report on performance on a campaign level. Mixing funnel stages

will skew campaign metrics.

Furthermore you won't be able to allocate budgets to one ad group or another. Google will utilize
your budget wherever it can generate the most revenue for itself. Mixing funnel stages per

campaign might unintentionally cause one funnel stage / ad group to come up empty. You'll
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also be in danger of delivering confusing ad messaging, mismatched landing pages and
wasting budget on unqualified clicks. Instead, structure your account so each campaign serves

one stage, one intent, and one goal.

Strategic focus areas for small budgets

With under €1000, we recommend you

e Focus on a single product or service

e Choose 1 to maximum 2 BOFU search campaigns

e Avoid multiple geographic targets (more on this during the campaign creation process)

e Choose or create one landing page that converts well instead of spreading traffic across

your site

Think precision, not presence.

¢ Optional: Brand and Non-Brand campaigns

You could also split your budget between one Brand and one Non-Brand campaign. Some
professionals see a Brand campaign as part of TOFU, some as a whole different topic. In our
opinion, that distinction and whether or not a Brand campaign is necessary depends entirely on

your business.

If your SEO is successful you should not need a Brand campaign. However, under the following

conditions a Brand campaign might benefit you.

e Your SEO is still in its early stages

e A competitor or partner is bidding on your brand terms

e Your brand name is not unique

e Your brand name is fairly synonymous to the product or service you want to promote

e You're investing in other marketing measures that could be supported by a Brand campaign

(e.g. you're exhibiting in trade fairs)
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Our recommendation is to check Google Search Console and evaluate your organic ranking. If it

seems necessary, spend 5% - 10% of your budget on a small Brand campaign.

& Recap Checklist:

Funnel-driven campaign planning

By now you should:

Understand the funnel: TOFU — MOFU — BOFU

Start with BOFU, the users closest to converting

Match funnel stage to keywords, ads, and landing page
Know to avoid mixing funnel stages in a single campaign

Keep your structure lean and focused
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Calculating & allocating your budget

When you're working with less than €1000 per month, every euro needs a job. A mistake many
microadvertisers make is letting Google distribute budget “evenly” or “automatically.” In reality,
that often means spending gets spread too thin, across too many campaigns, ad groups, or
even hours of the day. You end with not enough impressions or clicks per campaign, no
statistical significance to optimize with and little to no conversions. Instead, assign your budget

yourself to maximize performance. This is how:

Step 1: Know your total Ad Budget

Your team might plan budgets on a monthly or quarterly basis. Google Ads works with daily
budgets instead. Generally, you set these budgets on a campaign level. Google Ads usually
spends a bit more or less than the daily budget per day — but over the course of a month your

spend will equal your daily budget multiplied by 30.4.

That means you can utilize the following daily budgets on Google Ads based on your monthly ad

budget:

e €1000 per month = ~33€ per day
e 750€ per month = ~25€ per day
e 500€ per month = ~16€ per day

But how much is that really? In our experience a single Search campaign can easily use 20€ to
30€ per day — at minimum. That means €1000 per month are just enough for a maximum of 2

campaigns
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Step 2: Estimate your CpC (Cost per Click)

Remember, Google is a PPC — a pay-per-click platform. That means you get charged per click,
not per impression. How much you pay per click depends not only on your bidding strategy and
ad quality but also on your niche. Before you can estimate traffic, you need to know what a click

costs in your industry or niche.

If you already have your set list of keywords, use the Google Keyword Planner to get
keyword-specific CpC ranges. You can find the Keyword Planner by searching for it in the top bar
or by navigating to Tools — Planning — Keyword Planner — Get Search Volume and Forecast. If

you don't have a list of keywords yet you can instead use industry averages.
“.. Example Calculation:

Let's assume the average CPC in the B2B SaaS industry is around 3.50€. With a €1000 monthly
budget you can afford 285 clicks per month or 9 clicks per day.

Step 3: Define your CpA (Cost per Acquisition) target

The next part depends on your website. Let's assume your landing page converts at 5%. With
284 clicks per month and a 5% conversion rate you could generate around 14 conversions per
month. This would equal a cost per lead of 71€ (= €1000 / 14). If your product or service lead is
worth more than 71€, Google Ads could be viable. If you don't know your conversion rate yet,

start with a conservative 2—5% estimate and test from there.

1. You'll often read online that Google Ads is viable if your cost per lead is lower than the profit
generated per sale or deal closed. This is not always correct. Especially in the B2B business, a
lead does not equal a client. There are many stages a lead goes through until contracts are
signed. Base your calculations on the value you have already assigned to the action you want
users to take. That could be a newsletter subscription or a lead magnet download. It all depends

on you.
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1. Even though you can use an estimated Conversion Rate, you should try to avoid doing so. If
your landing page does not convert organically, it will most likely not convert via paid traffic
either. All too often, Google Ads is expected to magically generate conversions. At the most
basic level, all Google Ads does is provide traffic to your website. Converting them is up to your

content.

Step 4: Allocate budget across campaign elements

For low-budget accounts, you should concentrate spend into the highest-return areas. That
means 70% - 90% of your budget should be allocated to BOFU search campaigns. Optionally or
if you want to increase your spend, you can allocate 10% - 20% to remarketing campaigns and

5% - 10% to brand campaigns.

1. Avoid Display, YouTube, Performance Max and Demand Gen until your BOFU search

campaign is performing consistently.

I, Not all budgets are set at a campaign level. Google also offers “shared budgets” for groups

of campaigns. However, at this point it's better to manually control daily budgets per campaign.
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«* Recap Checklist: Budgeting

By now you should know how to:

Know your daily and monthly limits

Estimate CpCs and what you can afford in terms of traffic
Prioritize BOFU campaigns where intent is highest

Avoid campaign sprawl, focus on one or two strong campaigns

Set individual daily budgets and avoid shared budgets

¢ Download our Budgeting Template

Don’'t Waste
You want to simplify your budget planning? Then
a C I i C k. K n OW download our budgeting template! Our template allows
you to easily compare several campaign setups and
the Value.

Download our download our template, enter your data and see if your
calculator and take )
control of your ad planned campaigns are worth your budget.

even campaigns on different platforms. Simply

spend.

¢ Download here
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Tracking and Conversion Setup

Tracking is the single most important part of any Google Ads setup, especially with a limited
budget. If you don't track conversions — no matter if leads, purchases or sign-ups — you won't
know which keywords or ads speak to your audience and drive results, you won't be able to

optimize and you'll waste money.

What is a Conversion on Google Ads?

A conversion is any action that signals value to your business. The goal is to measure

meaningful actions, not just pageviews or time on site. Typical conversions include:

e A contact form submission

e A phone call from the website

e A newsletter signup

e An eCommerce transaction (if applicable)

e A button click (e.g., “Get Quote” or “Book a Call”)

e A CRM-recorded lead via Zapier, webhook, or integration of Hubspot and similar platforms

1. While phone calls from the website can be tracked via Google, they are typically not a reliable
Conversion. Calls depend on employees to collect critical information and you're usually reliant

on business hours.

HOW TO SUCCESSFULLY SET UP GOOGLE ADS WITH LESS THAN €1000 PER MONTH




The Tracking Stack

You'll need the following tools for a simple but powerful tracking setup:

Tool Purpose
Google Tag Manager (GTM) Deploy tags and tracking scripts easily
Google Analytics 4 (GA4) Analyze user behavior and set conversion goals
Google Ads Conversion Tracking Track ad-specific conversions
Google Ads + GA4 Linking Share data between platforms
(Optional) CRM Integration Measure lead quality post-conversion

You don't need developers for most of this. It's completely doable with copy-paste GTM tags

and a bit of logic.
Setting up Google Tag Manager step-by-step

Go to https://tagmanager.google.com

Create an account and container for your website
Install the GTM container code on your website (usually via CMS or plugin)
Use GTM to add tracking for:

M oD =

o Google Ads Conversion Tag (configuration and conversion)

o Google Analytics 4 Tag (configuration and event tracking)

We recommend downloading the Google Tag Assistant browser extension in Chrome and

testing your tags using GTM'’s Preview Mode.
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Tracking Form Submissions (without a developer)

There are three simple ways to track form submissions. First, you can track the redirect to a
thank-you page. This is the easiest way to track form submissions. In this case you'd set up a

tag to trigger a conversion when the URL matches e.g. /thank-you.

The second option is to track an actual button click. In this case use GTM to create a trigger for

clicks on the “Submit” button.

Lastly, you can create a form submission trigger. GTM can detect successful submissions using
a built-in Form Submission trigger, though some forms (like AJAX) may need additional

configuration.

The option you choose depends on your expertise and tool stack. Remember: you can always
update and improve tracking later but you need tracking in place before you start running

Google Ads.

Setting up Google Ads Conversions

In addition to tracking you'll need to set up Conversions via Google Ads as well.

Go to Tools & Settings — Conversions

Click New Conversion Action

Choose your type (e.g., Website)

Enter the conversion details: name, value (optional), count method
Choose “Use Google Tag Manager”

Copy the Conversion ID and Conversion Label

Add a Google Ads Conversion Tag in GTM using those values

© N o g b~ 0=

Trigger it only when the form submits or the thank-you page loads

Your Google Ads account will now start recording true conversions, not just clicks.
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1. Remember the chapter about a good naming convention for campaigns? The same applies

to Conversion and naming on GTM. Try to create a clear convention and follow it.

¢ Conversion types and calculations

When you create Google Conversions you'll
be able to set them as primary or
secondary. If a conversion is set to primary
then it will be used by Google’s optimization
for conversion. If it is marked as secondary,
it will not be used for optimization but still
be measured. In simple terms, Google will
push your ads to people most likely to

complete primary conversions only.

However, if you include both a primary and a
secondary conversion in your goal settings
during the campaign creation process, both
will be defined as a conversion. This means
that KPIs based on conversion numbers

could be skewed.

“.. Example

You want users to book demos via a form
submission on your website and generate
SQLs. Based on your CPA calculations, this
conversion is worth €40 for your business.

You also want to measure newsletter
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sign-ups, to gauge interest in your product
or service and build a contact list of MQLs.
You create a primary conversion titled
“Demo_FormSubmission” and a secondary
conversion “Newsletter_Signup” and include
both in your goal setting. Google only tries
to generate Form Submission for the Demo.
But the KPI Cost per Conversion will include

both conversions.

You're spending €200 on Ads and generate
4 “Newsletter_Signup” and 2
“Demo_FormSubmission”. The Cost per
Conversion column indicates a Cost of 33€
per conversion, which is great. In reality, the

Cost per “Demo_FormSubmission” is 50€.

Google also let's you choose an actual value
during the conversion creation process.
This value is used when choosing a
Conversion Value bidding strategy. We
recommend you refrain from using this
strategy until you consistently generate

around 30+ conversions per mont



Linking Google Ads and GA4

Apart from setting up tracking via GTM you should also link Google Ads to GA4. This way you
can view and evaluate the users’ post-click behavior via GA4 and collect and later share

audience data for remarketing between the platforms. To connect both platforms:

1. In GA4, go to Admin — Product Links — Google Ads
2. Select your Ads account and link it

3. Enable personalized advertising and auto-tagging

“{ Need support? We get it — tracking can be hard. If you want to set up your own Google Ads
account but lack the GTM expertise to set up your tracking, get in touch with KEMB via e-mail.

Our Tracking experts can support you in creating the right conversion setup for your business.
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«* Recap Checklist: Tracking Setup
for €1000 ad budgets

By now you should have:
Defined what a conversion means for your business

Installed the Google Ads Conversion Tag via GTM and used GTM to simplify all tracking
setups

Tracked all forms, buttons, or thank-you pages to create Conversion actions for your

primary goal (e.g. form submission)

Created your conversions in Google Ads

Tested and confirmed that conversions are firing correctly
(Optional) Linked Google Ads and GA4 to get the full picture

(Optional) Added CRM connections or offline conversion uploads for deeper insights
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Keyword Basics

Now that you've settled on Google Search, planned out your campaigns and budget and tracked

your conversions, it's time to research keywords.

Keywords are how your customers find you. If you start a campaign targeting keywords your
team came up with during a roundtable, you might target keywords that have no search volume,
are too broad or too expensive or you'll burn through your budget on low-intent or highly

competitive traffic.

As you're working with a limited budget, intent matters more than search volume. Focus on
low-volume, high-intent keywords, these users are further down the funnel and more likely to

convert.

1. Remember: On Google Ads what matters is your customers queries, not your
self-understanding. All too often keyword lists are provided by internal teams. Often, these
keywords don’t have any search volume and you will garner little impressions if any at all. On the
flip side, some provided keywords might be way too broad because “your product or service

works for everybody”. In this case, research niche keywords instead.

How to use the Google keyword planner

The Google keyword planner is a tool you'll use to research and evaluate keywords. To find it:

1. Loginto Google Ads

2. Goto Tools & Settings — Keyword Planner
3. Choose “Discover New Keywords”

4. Enter:

o Your product/service
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o Landing page URL or competitor domain
5. Filter by:

o Location (e.g. Germany, Berlin)

o Language (e.g. German or English depending on target)
6. Review:

o Avg. monthly searches

o Competition (Low, Medium, High)

o Suggested bid (important for CPC estimation)

The keyword planner will show you your entered keywords and keyword ideas. Review the
monthly search volume, the competition and suggested bids. When running BOFU campaigns,
look for keywords with commercial or transactional intent (hire, quote, near me, software,
agency), specific long-tail queries (3+ words, CRM software for Real Estate), and

keywords with a reasonable CPC (below 3-4€ if possible for your budget).

You can also check out Google’'s Forecast for estimated KPIs such as Impressions, Clicks and

av. CPA based on your keyword selection and Conversion Rate.

Funnel Stage Keyword Example Intent

TOFU What is CRM Informational
MOFU best CRM tool Comparative
BOFU CRM tools for Real Estate Transactional
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Using competitor research

If you're unsure how potential customers
could be looking for your product or service
and you have competitors that run ads as

well, you can use their keywords as your

If you don't want to commit to another tool
you can uncover keywords by clicking on
competitors’ ads, visiting their landing

pages and evaluating their page titles and

starting point. Utilizing tools like ahrefs or H1 titles. You can also look into what

semrush simplifies this process. Google auto-suggests when you type in their

brand and service / product.

Understanding Match Types

When you add keywords to your Google Ads campaign, you don't just tell Google what you want
to show up for, you also tell it how loosely or tightly to match those keywords to user searches.
You do this by using keyword match types. There are currently three keyword match types
Google Ads offers: Broad Match (BM), Phrase Match (PM) and Exact Match (EM). Let's use the

keyword crm software as an example.

1. Broad Match

BM triggers for variants, synonyms, or related searches for any given keyword. When using crm
software as a broad match keyword your ad might show for what is crm and crm

meaning in sales.

When using BM keywords you should already have a strong conversion tracking and apply lots
of negative keywords to prevent your ads being shown to users who aren’t ready to buy. You
should also invest time in checking and potentially excluding search terms — the actual terms
your ad ends up being shown for — on a regular basis. If these requirements are not fulfilled, BM
potentially gives Google’s algorithm too much freedom and you'll spend money unnecessarily.
On the flip side, using BM you'll discover search terms that you wouldn't have considered as

keywords.
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2. Phrase Match

PM triggers for close variants of your keyword that includes the keyword phrase itself. PM
keywords are denoted using quotes. When using “crm software”as a phrase match keyword

your ad might show for best crm softwareand crm software tool 2025.

PM offers the best balance for beginners. You'll most likely get started with fewer surprises,
balancing decent volume with limited irrelevance. You'll still regularly need to check search term
reports and maintain your negative keyword list — but your time investment will be much lower

than when using BM.

3. Exact Match

EM triggers only for very close variants or the keyword phrase itself. EM keywords are denoted
using brackets. When using [crm software] as an exact match keyword your ad might show
for crm software and crm software tool. It won't show for best crm software or

crm software explained.

EM is suitable for high-intent campaigns and will reduce wasted spent — making it a great
option for advertisers with tight budgets. However, EM keywords may get very few impressions,

especially for niche terms.

For low-budget advertisers Phrase Match or Exact Match is the way to go. If your keywords
show lots of search volume and you're strapped on time, start with Exact Match. If you worry
that there aren't enough searches for your keywords and you're able to check search terms and

results frequently, start with Phrase Match.

1. Google will push you toward enabling Broad Match keywords. We do not recommend this for
low budget accounts. Furthermore, we have experienced Google widening the net when using

Broad Matching since summer 2025. This could be attributed to a move toward Al. Using Broad
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Match will in all likelihood drain your budget by triggering your ads on irrelevant search terms

and clicks.

Building Negative Keyword Lists

Negative keywords prevent your ads from showing for irrelevant searches. You can add negative
keywords on campaign or ad group level and you can even create negative keyword lists that

can then be added to campaigns or ad groups.
“.. Let's use the keyword crm software_as an example.

In this example the goal would be lead gen for people interested in and ready to purchase crm

software. You do not want your ads to show for the following searches:

e free crm software — these users are not ready to purchase
e crm software tutorial — these users have already purchased
e crm software jobs — these users are not buyers

e crm software advantages — these users are not bottom of funnel

Create a negative keyword list containing the words free, tutorial, jobs, advantage and add them

to your campaign. Your ad will then no longer trigger for these searches.

Organizing keywords into ad groups

After you've identified your keywords you need to group them by search intent or theme. This
will keep your campaigns relevant and quality scores high. With limited budget we suggest a
maximum of 2 or 3 ad groups, each with 5 to 10 major keywords. That way the budget is

properly used in each ad group and you have more data to take decisions later.

If one group contains 20 or more keywords, you should split it into two. You'll later need to use
most of the keywords within a given ad group in that ad group’s ad. So make sure the keywords

fit to one another thematically.

HOW TO SUCCESSFULLY SET UP GOOGLE ADS WITH LESS THAN €1000 PER MONTH




@,

., Example Groupings

e Ad Group CRM Tools: Best CRM Tool,CRM Software, CRM systenm, ..
e Ad Group CRM Pricing: CRM cost,CRM Software pricing comparison,..
e Ad Group CRM Real Estate: CRM software for real estate, CRM real estate,

CRM property

I, If you're working with tons of keywords you might want to look at word stems and utilize a
spreadsheet. Cell formatting can help you quickly identify groups. A spreadsheet can also house
all information on Search Volume, estimated CPC, intent and funnel stage, as well as match

types

¢ Evaluating Search Term reports

Once youre campaign has been running a few days and generated some impressions, navigate
to Campaigns — Insights and reports — Search terms. This report shows you the actual search
queries your ad ended up being shown for. Evaluate this report to find out if you need to enlarge

your negative keyword list.
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«* Recap Checklist: Keywords

By now you should know how to:
Use Google Keyword Planner to research keywords using intent, not just volume
Choose long-tail, high-intent, affordable keywords

Use Exact and Phrase Match Types to aim for reasonable scale while maintaining decent

relevance and reasonable scale
Group keywords thematically for clear ad messaging
Build and maintain a strong negative Keyword List

Regularly review Search Term reports
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Landing Page Essentials

By now you've managed your tight budget and researched high-intent keywords. But if your
landing page doesn’t match the user’s expectation or make it easy to take action, your ad spend
will be wasted. Remember, conversions are not created by Google Ads. Google Ads simply
sends the right people to your website where your landing page needs to convert them. In fact,

many campaigns fail not because of poor ads, but because of poor landing pages.

What is a landing page

In an ideal scenario a landing page is a dedicated page built for a specific ad campaign or offer.

It is not your homepage, a blog post or FAQ page, or a general “Services” or “Products” page.

A landing page is designed to convert traffic into leads or customers without distractions and
detours. In reality due to resource constraints a specific service or product page is often used.

But even those should contain the 6 elements of highly-converting landing pages.
1. Keyword-relevant headline

Your headline needs to immediately confirm to the visitor that they’re in the right place. Do this
by matching your landing page headline to the user’'s search intent and the ad copy. This will
also reduce your bounce rate and improve the quality score (an important metric used during

optimization)

“.. Example

Keyword: CRM Software Real Estate

Ad Headline: “CRM Software for Real Estate”

Landing Page: “The Simple CRM Built for Real Estate professionals”
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2. Short and value-focused introduction

Explain what your offer does and why it matters.
“.. Example

X “We are a Berlin-based SaaS company specializing in..”

“Stop wasting hours on spreadsheets. Manage your clients in one place.”

3. Key benefits (not features)

Features describe what the product does. Benefits explain how it helps the user. List 3-5 bullet

points of benefits. Don't overwhelm the visitor.

“.. Example
Features offered: “Email automation”, “CRM dashboard” and “Free trial”
Benefits for users: : “Save 5+ hours per week”, “Always know what your clients need”, “Risk-free,

try before you commit”

4. Add trust elements

Visitors via Google Ads are “cold”. That means you need to gain credibility and build trust
quickly. Do so by including trust elements like reviews, ratings, logos, and testimonials. If you
don't have any feedback or former client database yet, consider money-back guarantees or

similar. Even including photos of real people on your team helps build connections.

5. Strong Call-to-Action (CTA)

A CTA tells users what to do next. It should be clear and action-oriented. Avoid words like
“submit” in favor of “Book a Call” or “Start Free”. You should stick to one CTA per landing page.

But the same CTA should appear at least twice - once in your header and once lower on the

page.
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6. Short and simple forms

Most importantly: Make it easy to convert, whether it be via a short form, a booking platform or
by calling. You'll most likely include a form on your landing page. It's tempting to include a lot of
fields. But you should strip it down and stick to the absolute bare minimum. Every extra field
reduces conversion rate. In B2B business you'll most likely include only the name, e-mail and

company name.

Avoid multi-step forms unless you actually gain more by pre-qualifying leads than you lose by
losing potential conversions. And don't forget to track your form submissions using Google Tag

Manager (see chapter 6).

“{ Need Feedback? Paid Ads are just a tool in KEMB's toolbox. Our end goal: optimizing your
conversion rates. Landing page optimization is part of that process. If you need feedback on

your new landing page, get in touch via e-mail.

Mobile optimization is not optional

Be aware that over 60% of Google Ads traffic is mobile. While you can adjust your bids for
certain devices later, you'll most likely start out targeting both mobile and desktop. The result:
your landing page needs to be optimized for mobile. On a technical level that means it should
load in under 2 seconds, use large tappable buttons, not require pinch-zoom and (if possible)
have a sticky CTA button.

But mobile traffic also has implications for content. Imagine your ideal customer browsing on
their way to work, on lunch break or on the couch in the evening. Their attention span might be
short. So don't write long paragraphs, don't include your full site navigation and don't risk
confusion or information overload. Instead, provide easy skimmable content and make sure to

test your landing page on real mobile devices before launching!
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«* Recap Checklist: Turn visitors

into clients

By now you should know how to:

Build a landing page just for your campaign
Match headline + ad message + keyword intent
Use clear benefits and trust signal

Keep forms short and CTAs focused

Prioritize mobile speed and usability
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Launching your First Campaign

You have made it this far. With your tracking set up and your budget, keywords and landing
pages in hand you can finally start creating and launching your campaigns. We'll walk you

through the whole process from start to finish.

How to create a Google Search campaign

Step 1: Choose your campaign type

Go to the Google Ads campaign view — Click New Campaign
Choose Create a campaign without a goal’s guidance

Select Search as your campaign type

oW N =

Choose your primary conversion goal (e.g., Form Submission, Call, etc.). You can change

this later

o

Select Website visits and enter your business website
6. Enter a campaign name following your naming convention

7. Click on Continue
Step 2: Bidding

1. Select your bidding strategy by choosing what KPI you want to focus on. We recommend
choosing Conversions

2. Do not select a target cost per action at this time.
Step 3: Campaign Settings

e Under Networks uncheck Include Google Display Network and Include Google Search
Partners. These networks can dilute your spend. Focus only on Google Search in the

beginning.
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e Under Locations choose specific locations where your offer is available and where your
offer can be fulfilled (e.g., Berlin, Germany). Select presence only if you want to stick to
targeted locations. This is probably the case for most businesses unless you are in the
travel industry, where you might also want to target people interested in the location.

e Under Languages select the language your ads and landing pages are in (e.g., English or
German)

e Audience Segments (optional) let's you choose audiences to target. At this stage we
focus on keyword-based targeting, not audience signals. However you can select several
segments and observe them. This will not impact your targeting

e Under More settings you can set start and end dates and a schedule. If you're using

campaign level UTM parameters you can enter them here under Campaign URL options

I\ At this point you might get the option to optimize your campaign with Al Max — Don't. This
feature is still in beta (as of August 2025) and hasn'’t yet proven itself. Next, Google will offer

help in keyword and asset generation. Skip this step.
Step 4: Keywords and Ads

This step lets you create your first ad group and ad. Enter all keywords for one ad group and
create the corresponding ad. You can also add ad-level extensions. See the next section for tips

on creating good Search ads and Extensions.
Step 5: Budget

Enter your daily budget for this campaign. The daily budget equals your monthly budget divided
by 30.4.

Step 6: Review and Launch

Review your campaign and launch. Congratulations! You have now successfully launched your

first Google Ads campaign.

HOW TO SUCCESSFULLY SET UP GOOGLE ADS WITH LESS THAN €1000 PER MONTH




Post-Launch: More Ad Groups

The Google campaign creation process is built around creating one ad group with one ad. After

you've launched your campaign you can create more ad groups and ads.
Post-Launch: Negative Keywords

Navigate to Audiences, keywords and content — Keywords — Negative keywords to add your
negative keywords. You can also create a negative keyword list and edit it later by going to Tools
— Shared Library — Exclusions. Depending on your business, you should exclude keywords like

the following from the start: free, jobs, definition, support.

Post-Launch: Ad Schedule and Devices

Post launch you can navigate to Audiences, keywords and content — Ad schedule to enable
and disable your ads at certain times. For instance, you could run your ads only during business
hours (e.g. Mon-Fri, 9-6). Whether or not this makes sense depends on your business. You can

navigate here later to evaluate performance on certain days.

If you want to evaluate performance during certain hours, go to Insights and reports — when
and where ads showed — when ads showed. This can help you weed out late night

informational traffic.

Under Insights and reports — when and where ads showed — Devices you can also adjust bids

on devices.
How to write a Google Search Ads

Google Ads’ current ad model are responsive search ads. You provide a bunch of headlines,
descriptions and extensions and Google cobbles them together in response to a user’s query.
This is a double edged sword. On the one hand, you don't have to create and test dozens of ads.
On the other hand, you can't guarantee that certain elements will show together. Each headline

and description has to stand on its own. Let’s go over the basics.
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URL & more

Up top you enter the Final URL - this is the landing page you have selected. If you have added
campaign level UTM parameters during the campaign creation process you do not need to add

more at this stage.

Under Display Path you'll be able to give users an idea of what to expect on your landing page.
This is optional but recommended. The display path consists of up to two words with 15

characters each that will be attached to your domain, e.g. crmtools.biz/realestate

Headlines

Under Headlines you'll be able to enter up to 15 headlines with up to 30 characters each. At the
top of the Ad creation screen you see a circle indicating Ad Strength. You should aim for an
Excellent or at least Good Ad Strength. This can be achieved by adding enough unique headlines
and descriptions and by including popular keywords in your headlines. This juggling act is also
one of the reasons you should limit your ad group to around 15 keywords. The more keywords

you add, the more you need to use within your headlines to satisfy the Ad Strength indicator.

Adding keywords to headlines also increases ad relevance, improving Quality Score. Quality
Score together with your bids and budgets determines where your ad will show and how much

you'll end up paying for a click.

In conclusion, you're trying to write attractive headlines while simultaneously satisfying the
Google Ad Strength indicator. Our Tip: Use 2 headlines for your Brand and Product, then fill up
headlines with Keyword-based copy until the circle is filled and you've reached a good Ad
Strength. Experiment with how far you can go before Google stops recognizing the keywords

within your ad copy.
“.. Example:

Instead of: “All-in-One Business Tool”

Write: “CRM Software for Freelancers”
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Lastly, add some Benefit-oriented copy. Make sure to lead with benefits for clients instead of

listing features — users only care how your product or service helps them.

“.. Example: .

Instead of: “We offer 7 integrations”

Write: “Integrate Your CRM With Gmail in 1 Click”
Instead of: “This feature simplifies XYZ"

Write: “Save 10+ Hours a Week”

If you can, also add a CTA to tell users exactly what to do next and potentially some social proof

or guarantees. Avoid vague phrases like “Learn More” unless truly appropriate.

“.. Example:

CTAs: “Book a Free Call,” “Try It Now,” “Get a Quote,” “Download Free Guide”, “Get Free Demo”
Social Proof: “1000+ happy clients”, “Trusted by 1,000+ firms”, “Rated 4.8/5 by real users”

n o

Guarantees: “Save 30% annually”, “Cancel anytime”

Avoid vague phrases like “Learn More” unless truly appropriate.

1. There is an option to achieve a good ad strength without using keywords as headlines:

Keyword replacement. We do not recommend using this option unless you're working with BM
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keywords only. You might end up with ad copy that misrepresents your business and product or

service.

Descriptions

Below the headlines you'll be able to add up to 4 Descriptions with 90 characters each. As you
are not required to use specific keywords you can focus on reinforcing benefits and adding

urgency, credibility and CTAs.

“.. Example:

“Example Firm: Our CRM helps small teams close more deals, faster. Try it free for 14 days.”

I. Avoid bait-and-switch ad copy. If ad and destination page are not consistent you'll pay for
clicks but decrease conversions and increase your bounce rate. If your ad says “Free Trial,” your

page must mention the same.

Ad Extensions

During ad creation you have the option to add Extensions to improve ad rank and CTRs. You
can also add them after your campaign is live by navigating to Assets — Assets in your
sidebar. At minimum you should add a Business Name and Logo. These extensions give you

credibility.

There are a few other extensions type that you can add if they are relevant to your business
- Sitelink Extensions are the most important ones. These assets contain links which can
lead users directly to your pricing or contact page and improve CTR.
- Callout Extensions add snippets that call out benefits (“Free consultation”, No Setup
Fee” or “24/7 Support).
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- Structured Snippets list features, services, or types in a list (e.g. “Services: Audits,
Consultation, Strategy”).

- Call Extensions add click-to-call phone number (great for local service businesses).

- Location Extensions show your address for local trust.

- Image Extensions can show of your products

o Recap Checklist: Campaign Launch

By now you should have

Created a Search campaign

Doubled checked your campaign settings
Created at least one Ad Group with PM Keywords
Written a strong Ad with the correct landing page
Enhanced your Ad with extensions

Confirmed that your tracking works
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What's Next?

Once your campaign is live you can expect to wait 24 up to 48 hours until Google approves your
ads. Once the campaign starts delivering, monitor search term results daily and add negative

keywords to cut waste. You’'ll want to watch your CPCs, CTR and Conversion Rate closely.

1. As soon as your campaign is live you'll also receive an Optimization Score. You should
keep this score above 90%. To do so, regularly check the Recommendations. Be aware that
Google might push optimization suggestions that are designed to spend more, not necessarily

perform better. Review carefully and “dismiss” those you want to accept to increase your score.

Depending on your schedule, you should audit your campaign regularly — bi-weekly or monthly
at least. There are a few setting changes you might be able to implement after seeing your
performance. For instance, you might be able to set an ad schedule or limit devices. You should

also regularly check your search term report.

% Serious about optimization? If you want to learn how to monitor your Google Ads and
optimize your campaigns, get in touch via e-mail to gain access to part 2 of our KEMB guide

How to successfully monitor your Google Ads.
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