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GOOGLE ADS
FOR SMALL BUSINESSES





Introductions

Jackie Michie Emily Hines



In this session

• What are Google Ads and how 

do they work

• Types of Google Ads

• Tips for Small Business Owners

• Google Ads Set Up Walk-

through

• Where to go for more 

information

• Question Period



H O W  D O  G O O G L E  A D S  W O R K ?



HOW DO GOOGLE ADS WORK?



Your website and Ad 
quality have a huge impact 

on the cost of your 
Google Ads and their 

effectiveness

HOW DO GOOGLE ADS WORK?



Impressions

• Number of times Google Shows your Ad

Pay-per-Click (PPC)

• Google only charges you when someone clicks on your Ad

Quality Score

• How closely your keyword relates to your ad and how closely your Ad relates to 
your page content

HOW DO GOOGLE ADS WORK?



T Y P E S  O F  G O O G L E  A D S



SEARCH VS. DISPLAY ADS



Brand Awareness

Brand Recall

Consideration

Conversion

Loyalty

Display Ads

Display Ads

Smart Ads

Pros: Less expensive & 

allow for photo and 

video support

Cons: Usually less 

relevant and less likely 

to lead to a conversion

Display Ads

SEARCH VS. DISPLAY ADS



Smart Campaigns Google Ads

Build simple automated campaigns Build customized campaigns

Easy to use & low maintenance More difficult to use & high 

maintenance

Write ads and set a daily average budget Write ads and bid on keywords

Great for small business owners Better for big organizations

SMART CAMPAIGNS VS. GOOGLE ADS

We will focus most of the presentation on Smart Campaigns – an ad solution for small businesses



SMART CAMPAIGN DASHBOARD

Focused on ease-of-use, simplicity and a high-level view of the ad and its results



GOOGLE ADS DASHBOARD

Focused on granularity and customization of every part of the campaign and its results



FACEBOOK/INSTAGRAM ADS 
VS. GOOGLE ADS



G O O G L E  A D S T I P S  
F O R  S M A L L  B U S I N E S S  O W N E R S



• Switch to Smart Campaigns – create a new 

Google Ads account if you have to

Smart Campaigns Search Campaigns

X

SMART CAMPAIGNS ARE EASIER TO USE



Set a realistic budget

• $10-$15 a day minimum

• Pause low performing ads

• Pause ads when you’re out of stock/can’t perform 

services in lockdown

• Turn off irrelevant keywords

MAKE THE MOST OF YOUR BUDGET



Typical Cost Per Click:

- Google Search Network: $1-$2

- Google Display Network: <$1

MAKE THE MOST OF YOUR BUDGET



Remove unnecessary keywords

• Business Name

• Vague or too broad

• Double Meanings

CAREFULLY CHOOSE YOUR KEYWORDS



TRACKING YOUR KEYWORDS

You can gather this information from SEM Rush or Keyword.net



Carefully follow the Character Limit when writing your Ad Copy

Field Character Limit

Headline 1 30 Characters

Headline 2 30 Characters

Headline 3 30 Characters

Description 1 90 Characters

Description 2 90 Characters

URL Path 15 Characters Each

KEEP IT SHORT AND SWEET



Run Alternate Ads

• Run similar Ads to try out A/B Testing without 

having to create another campaign (and allocate 

more budget)

• Better performing ads will be shown more over 

time

• Save money and make your ads more effective

DON'T PUT ALL YOUR EGGS IN ONE BASKET



Create ads that target specific use cases or specific types of customers

• Avoid language that is too general or vague - try to solve a very specific 

problem for a very specific target customer rather than trying to be all things 

to all people

• Give customers a reason to click on your ad (instead of competitors)

• Use the words Your, Free, Now, Get, Online, Our, Save, Best, Shipping, and You in the 

ad copy (shown to be very effective!)

WRITE TARGETED ADS



Make specific landing pages for each of your Ads

• Promotion/Product/Service/Need/Use-Case Specific

• Don’t waste money on irrelevant clicks

• Create an integrated buying experience

LEAD YOUR CUSTOMER TO THE NEXT STEP



Measure your Results and Make Changes

• Set reminders to check in on Google Ads 

results periodically

• Use insights from Google Analytics & Search 

Console to create and update Ads

• Don’t let your Ads sit

DON'T "SET IT AND FORGET IT"



A  S H O R T  W A L K -T H R O U G H



ESTABLISHING YOUR GOAL



ADDING YOUR INFORMATION



WRITING YOUR AD



WRITING YOUR AD: EXAMPLE



ADDING YOUR KEYWORDS



DEFINING YOUR AUDIENCE



SETTING YOUR BUDGET



PAYMENT AND CONFIRMATION



A D D I T I O N A L  R E S O U R C E S



Additional Resources

• Google Skillshop – learn more about Google Ads

• Google Ad Settings – see what Google knows about YOU

• Google Trends – see what search terms are trending

• Keyword Planner – Free tool to help you choose keywords

• Google Analytics – Measure your Results

• Google Search Console – See what people are searching to find you

https://skillshop.exceedlms.com/student/catalog
https://adssettings.google.com/authenticated
https://trends.google.com/trends/?geo=CA
https://ads.google.com/home/tools/keyword-planner/
https://analytics.google.com/analytics/web/provision/#/provision
https://search.google.com/search-console/welcome


Want To Learn More?

Digital Main Street:

www.digitalmainstreet.ca

1. DMS Courses:

https://digitalmainstreet.ca/dms-courses/

2. Digital Service Squad Sign-Up
info@digitalmainstreet.ca

3. ShopHERE:

https://programs.digitalmainstreet.ca/shophere-signup

4. DMS Tools:

https://digitalmainstreet.ca/tools/

http://www.digitalmainstreet.ca
https://digitalmainstreet.ca/dms-courses/
mailto:info@digitalmainstreet.ca
https://programs.digitalmainstreet.ca/shophere-signup
https://digitalmainstreet.ca/tools/


Q U E S T I O N S ?
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