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 What are paid ads?

 Why Google Ads?

 Key concepts

 How it works

 Writing great ads

 Ad extensions

 Tools to use

 Tips & Advice

 Summary
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Agenda
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OBJECTIVES
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 Understand what pay per click search advertising 

and paid ads are and why we mean Google 

when we talk about pay per click search 

advertising

 Understand how paid ads work

 Understand the key concepts of Google Ads

 Takeaways to help you maximise your Google 

Ads efforts
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Objectives
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WHAT ARE PAID ADS?
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What are Paid Ads?
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 Google, Bing, Yahoo etc

 Placements at top of page, to the right or at 

the bottom of the page

 Prominent placement

 Clearly illustrated as Ads

 Push non-ads lower down the page and 

need to scroll to find these
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What are Paid Ads?
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WHY GOOGLE ADS?



©
 Z

u
ri

c
h

 I
n

s
u

ra
n

c
e

 C
o
m

p
a

n
y
 L

td

10

Why Google Ads?

Google are the dominant force in Ireland
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Why are Google Ads important to me?

You control how much you spend, only spend what you can afford
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Why are Google Ads important to me?

You control where your ads are seen
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Why are Google Ads important to me?

You control what keywords trigger your ads
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Why are Google Ads important to me?

You can see exactly what you are getting for your spend
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KEY CONCEPTS
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Key Concepts

Keyword
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Key Concepts

Impression
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Key Concepts

Click
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Key Concepts

Click Through Rate (CTR)
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Key Concepts

Maximum Bid
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Key Concepts

Cost per Click (CPC)
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Key Concepts

Average Position
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Key Concepts

Conversion
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Key Concepts

Conversion Rate
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Key Concepts

Cost per Conversion
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HOW IT WORKS



©
 Z

u
ri

c
h

 I
n

s
u

ra
n

c
e

 C
o
m

p
a

n
y
 L

td

27

How it works

Ad Rank & Cost per Click

Ad Rank

Ad Rank = Max Bid x Quality Score

Cost Per Click

Cost Per Click = (Ad rank of next highest bidder / 

Your Quality Score) + €0.01
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How it works

Quality Score

 Improve quality score to get higher ad 

ranking and/or lower costs

 Only use relevant keywords

 Use the same keywords in your ads

 Select landing pages that correspond to your 

keywords & ads
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How it works

Keyword > Ad Copy > Landing Page
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Keyword Match Types: Broad Match,, Modified Broad Match, Phrase Match & Exact Match

Broad Match
Default option with the broadest reach.

Phrase Match

Exact Match
Most targeted audience.

BROAD MATCH

PHRASE MATCH

EXACT MATCH

How it works

Keyword Match Type
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How it works

Keyword Match Type

 Keyword Match Types

- [Exact Match]

- “Phrase Match”

- Broad Match (+Modified +Broad +Match)

- - Negative

For the keyword Insurance Brokers the search 
query:

- Insurance Brokers is an exact match

- Insurance Brokers Kildare is a phrase match

- Insurance Provider is a broad match
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How it works

Negative Keywords

 Use negative keywords to prevent your ads showing for irrelevant searches

 For example, if you are an insurance broker who does not offer travel insurance, 

using the negative keyword travel will ensure you do not show ads for users 

searching for travel insurance related searches

 You will not waste money on irrelevant searches

 You will also improve quality score

– Ad copy

– Landing pages
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How it works

Budget & CPC

 You control how much you spend

 Only spend what you can afford

 You control your maximum cpc bid

 You will not pay more than you maximum cpc bid
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How it works

Example Budget & CPC

 You decide to spend €500 per month

 You set your maximum cpc @ €1

 Your actual cpc will be ~€0.80

 You will get ~625 clicks to your website
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WRITING GREAT ADS
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 Repeat your keyword – Life Insurance Cover

 Have a strong Call to Action – Talk to an Expert 

Advisor Today

 Have a strong USP – Better Peace of Mind

 Link ads through the page that best matches the ad 

- /Life-insurance 

36

Writing great ads

What to include in your ads
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Writing great ads

Identify unique selling propositions

Why do people purchase your products/services?

 Value?

 Credibility?

 Quality?

 Features?

 Convenience?
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AD EXTENSIONS
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 Take up more space, more visible = more clicks

 A Quality Score factor

– Better Ad Rank

– Cheaper clicks

– More clicks for the same budget

 Give your customers more relevant information

39

Ad Extensions

Why they are important
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 Additional links below your ad copy

 Link through to different pages on your site

 Keep the pages relevant to your keyword or your 

customer

40

Ad Extensions

Sitelinks
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 Additional information below your ad copy

 Do not link through to your site

 Information specific to your product or service –

Accidental Damage

41

Ad Extensions

Structured Snippet
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 Additional information below your ad copy

 Do not link through to your site

 Attributes specific to your business, product or 

service – Easy Payment Options

42

Ad Extensions

Callout extensions



©
 Z

u
ri

c
h

 I
n

s
u

ra
n

c
e

 C
o
m

p
a

n
y
 L

td

 Help people find your business by showing your 

ads with your address, a map to your location, or 

the distance to your business

 People can click on the extension and get directions 

to your business

43

Ad Extensions

Location Extension
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TOOLS TO USE - TIPS & ADVICE
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 Google Keyword Planner

 Google Trends

45

Tools to use

Help decide when you should use Google Ads & what Keywords to use
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 You might not know all the keywords that your customers use to find businesses like yours

 Use the keyword planner to analyse potential new keywords to use

 Only select keywords that you are happy with

 You can see how many people are searching for a keyword on mobile devices

 Tells you how many people are searching for a keyword

 You can identify seasonal trends when more people search for a keyword

 Indicates how much you could expect to pay for a keyword

 Bonus: You can use this data to help your SEO and content marketing

46

The Keyword Planner

Identify the right keywords for your business
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The Keyword Planner

How many people are searching for my keyword
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Google Trends

When are people searching



©
 Z

u
ri

c
h

 I
n

s
u

ra
n

c
e

 C
o
m

p
a

n
y
 L

td

 Decide on a suitable budget appropriate to your business

 If your budget is limited only select exact match keywords

 Track everything in Google Analytics

– Measure your results

49

Tips & Advice

Minimise your time & Maximise your results
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 Allow customers to call your business directly

 Schedule during business hours

 Accountability on call volume

50

Bypass Your Website

Call Ads
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 Allow customers to message your business directly

 Schedule during business hours

 Auto-populate the response you want to receive 

 Accountability on call volume

51

Bypass Your Website 

Message Extensions
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SUMMARY
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 Google Ads allow you to drive relevant traffic to your website

 You have full control on how much you spend

 Answer your customer's search with great ad copy

 You can use some alternative ad options to drive calls and text messages for your business

53

Summary

Key Takeaways
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Thank you
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