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Introduction

| didn't start out in digital marketing. |
began as a journalist, moved into PR, then
INto marketing where | was handed a
Google Ads account spending £18,000 per
month... with zero experience. | told my
boss that.

He said:; ‘Learn fast then.’

Well, | did — and | became mesmerised
by the power of the platform. That
business spent £18k/month... and made
£75k back. It was just a website, me, an
admin — and the golden key: Google Ads."
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What is Google Ads?

Key Points:
* [t's Google's paid advertising
platform

|t allows businesses to show up on
Google Search, YouTube, websites,

and apps

* You only pay when someone clicks
(PPC - Pay Per Click)

e |t's fast, scalable, and results-driven

G
OOg/e A "
S




Instant visibility: You're at the top of search
Immediately

Precise targeting: Show ads only to people actively
searching for your product or service

Flexible budget: Start from £3/day, scale up
Transparent ROI: You can track every click, call, and

conversion




PPC vs SEO

Not a Battle, a Partnership

PPC

Google Ads gives you instant
visibility — you can appear at
the top of search results
iImmediately, driving traffic
and leads from day one.

Spread Your Focus

Used together, PPC and SEO
create a powerful growth
engine — PPC drives
iImmediate results and
Insights, while SEO builds
lasting presence and reduces
long-term costs.

A

SEO

SEO is a longer-term strategy
that builds organic visibility
and trust over time,
generating free clicks and
sustainable growth.




Types of Google

Ad Campaigns

Type

Search

Display

Video (YouTube)

Shopping

Performance Max

Pros

Intent-based, high ROI

Great for awareness

Engaging, low CPM

Perfect for eCommerce

All-in-one automation

Cons

Competitive, high CPCs

Lower intent, spam

Needs good creative

Limited to products

Less manual control

Google Ads

Display

Run different kinds of ads across the
web

Discovery

Run ads on YouTube, Gmall, Discover,
and more

Shopping

Promote your products with
Shopping ads



Google Tag Manager

Tracking & Data:
Why It Matters

With Google Tag Manager, you can
track numerous events including:

 Add to Basket

 Begin Checkout
 Purchases

 Lead form submissions
« Phone calls

« & much more

Summary:

That means you know exactly what your ad
spend delivers.

Compare that to TV, radio, print —
powerful, but hard to track.



When Google Ads
~ Doesn't Work

Sometimes campaigns flop!

* Industry CPCs are too high (e.g. legal

iIndustry, software)
« Not enough search volume (bespoke

products/services)
 Website isn't converting (slow,
unclear CTA, slow checkout)
 Ads not optimised or strategy
misaligned

But the beauty?

You'll have data to inform next steps.
Data beats opinion.




Case Study

After limited success with Search, Display, and Shopping campaigns, we launched a Performance
Max campaign in January. With an ad spend of £425, the campaign generated 33 sales and a total
purchase value of £2,070, resulting in a strong ROAS of 4.87. This demonstrated the value of
leveraging automation and Al-driven targeting for efficient customer acquisition.

Impressions *
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Month 2

Following a strong start in January, we slightly increased the budget in February to £664. The
campaign generated £4,710 in purchase value, maintaining stability while improving ROAS to
7.09. This highlights the benefit of gradual scaling, where small, strategic budget increases can
yield stronger returns without disrupting performance.

Clicks * Impressions ¥

1.34K 39.1K
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Current Trends & the
_ Future of Google
~  Ads

Key trends to watch:

« Al & Automation: Smart Bidding, Performance
Max, and Responsive Search Ads

* First-Party Data: owning your customer data is
becoming essential.

* Local Service Ads: Expanding across more
sectors, ideal for service-based businesses.

* Voice Search Ads: In early testing, but likely to
grow.

Interesting Prediction

By 2026, over 80% of Google Ads campaigns
will use Al-driven automation as their primary
optimisation method.




FINAL ADVICE =

e Start small, but smart. )

» Realistic objectives

« Let PPC and SEO grow together for (\/
long-term impact.. /—L/

« Be cautious with Google Advisors —
their focus is often on your ad spend, SUVIMARY
not necessarily your results.

« Keep testing. The platform is ever-
changing
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