
How to plan and run effective pay-per-click
campaigns
Running a pay-per-click campaign can feel like a balance between spending and results. Many
businesses start with a clear goal, only to find that clicks do not turn into customers. The
difference often comes down to how the campaign is set up and managed from the start.
Getting the structure right makes everything else easier to monitor and improve.

A well-organised campaign starts with grouping keywords into tightly themed ad groups. Each
ad group should contain keywords that share a clear intent. For example, instead of lumping all
services into one campaign, separate them by product type or location. This approach lets you
write ad copy that matches what the user is searching for, which often leads to a better quality
score. A higher quality score can lower your cost per click and improve your ad position. It is
one of the few levers that directly affects both visibility and cost.

Keyword research and negative keywords
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Choosing the right keywords is the foundation of any paid search effort. Broad match
keywords can bring in a lot of traffic, but much of it may be irrelevant. Phrase match and exact
match give you more control over who sees your ads. That said, even exact match can trigger
for close variants, so you still need to review search terms regularly. A good rule is to start with
a smaller set of high-intent keywords and expand once you have conversion data to guide you.

Negative keywords are just as important as the ones you bid on. They prevent your ads from
showing for searches that are unlikely to convert. For instance, if you sell new furniture, you
might add "used" or "second hand" as negatives. Over time, reviewing the search terms report
and adding negatives can save a significant portion of your budget. This is a task that many
campaigns neglect, yet it directly improves return on investment.

Ad copy that works
Writing compelling ad copy is a skill that combines clarity and persuasion. Each ad should
include the target keyword, a clear benefit, and a call to action. Since character limits are tight,
every word must earn its place. Including a unique selling point, such as free delivery or a
satisfaction guarantee, can help your ad stand out from competitors. Responsive search ads
now allow you to pin headlines and descriptions, so you can control which parts of the ad
appear most often.



Testing multiple ad variations is standard practice. Run at least two ads per ad group and
compare their click-through rates. After a few weeks, pause the underperforming ad and test a
new variant. This cycle of testing and refining keeps your copy fresh and responsive to what



your audience responds to. Over time, you will develop a sense of which messages resonate
best for each segment of your market.

Landing page optimisation
Your ad brings people to a page, but that page decides whether they stay or leave. A mismatch
between the ad and the landing page is one of the most common reasons campaigns fail. If
your ad promises a specific product or offer, the landing page should immediately reflect that.
Generic homepages or pages that require too much navigation will lose visitors quickly.

Good landing pages load fast, work well on mobile, and have a clear next step. That next step
could be a form, a phone call, or a purchase button. Minimise distractions on the page. Remove
navigation links that lead away from the goal. Keep the form fields as short as possible. Every
extra field reduces the chance of conversion. Also, make sure the page has been tested across
different devices and browsers before you spend money sending traffic to it.

Google Ads management is not just about the account settings inside the platform. It also
involves understanding how your landing page performs and making changes based on real
data. A strong campaign pairs well-targeted ads with a page that continues the conversation
the ad started.

Conversion tracking and measurement
Without proper tracking, you are flying blind. Conversion tracking tells you which keywords, ads,
and campaigns actually lead to valuable actions on your site. Setting up conversion tracking in
Google Ads is straightforward, but you must define what counts as a conversion for your
business. A purchase is an obvious conversion. A newsletter sign-up or a phone call might also
be valuable, depending on your goals.
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Make sure your tracking is working correctly from day one. Test it by completing a conversion
yourself and checking that it registers in the platform. If you use a CRM or ecommerce
platform, check that the data flows accurately between systems. Small tracking errors can lead
to wrong decisions, such as pausing a campaign that actually performs well or increasing
spend on one that does not.

Campaign structure and ongoing optimisation
How you structure your campaigns affects how easy they are to manage and optimise. A
common approach is to separate campaigns by match type, product category, or geographic
location. This makes it easier to adjust budgets and bids for different segments. For example,
you might have a campaign for branded terms, another for non-branded terms, and a third for
competitor terms. Each can have its own budget and bidding strategy.

Ongoing optimisation involves regular checks of key metrics. Look at click-through rate,
conversion rate, cost per conversion, and quality score. Make small changes and observe the
results before making further adjustments. Bid management can be done manually or with
automated rules. Manual bidding gives you more control, while automated strategies can save
time and react faster to changes in the auction. The right choice depends on your account size
and how much time you can dedicate to management.



Common pitfalls to avoid
One mistake is setting and forgetting a campaign. Paid search is not a set-it-and-forget-it
channel. Competition, seasonality, and user behaviour change over time. Regular reviews are
necessary to keep performance on track. Another mistake is overspending on broad match
keywords without monitoring the search terms report. This can drain the budget on irrelevant
traffic. A third mistake is ignoring the search terms report altogether, which is where you find
new negative keywords and opportunities for exact match keywords.

Many businesses also underestimate the importance of ad extensions. Sitelinks, callouts, and
structured snippets can improve your ad's visibility and click-through rate without extra cost.
They give users more reasons to click and more information before they arrive on your site.
Make sure you use the extensions that are relevant to your business and update them regularly.



Effective Google Ads management requires attention to detail and a willingness to test and
adapt. It is not about launching one campaign and hoping for the best. It is about building a
system that you monitor, measure, and refine. The businesses that do this well see a steady
improvement in their results over time. Those that treat it as a one-off task often end up
frustrated with the returns.

If you are running your own campaigns, start with a clear structure, strong negative keyword
lists, and compelling ad copy. Check your tracking, test your landing pages, and review your
data regularly. With a methodical approach, you can turn paid search into a reliable channel for
growth, rather than a source of unpredictable costs.


