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WHY GOOGLE ADS STILL MATTER IN 2025

With all the hype around social media, influencers, and shiny
new platforms, it’s easy to forget about the tried-and-true
giant: Google Ads. But here's the truth: in 2025, Google Ads is
still the most effective way to get in front of people who are
ready to take action. No swiping. No guessing. Just search
Intent.

Whether you're a chiropractor, florist, dog trainer, or online
shop owner — Google Ads gives you precision targeting with
measurable results.
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UNDERSTANDING THE GOOGLE ADS ECOSYSTEM
IN 20253

Google Ads is now powered by even more Al than ever. Here's
what's changed:
« Performance Max (PMax): Uses machine learning to
optimize across all Google platforms.
« Responsive Search Ads (RSAs): Automatically mix and
match headlines and descriptions.
. Visual Search Influence: Search queries now include more
visual prompts (think: product images, local photos).
2025 isn’t just about text ads - it's about being seen
everywhere, in every format, all the time.



CHOOSING THE RIGHT CAMPAIGN TYPE FOR YOUR BUSINESS

Search Ads - Best for lead generation & services.

Performance Max - Best for scaling across all networks.

Local Search Ads - Best for driving in-store traffic.

Display Ads - Best for brand awareness.

Call Ads - Best for businesses with urgent services.

Remarketing Ads - Best for recovering lost traffic and conversions.

CRAFTING CLICK-WORTHY AD COPY

The robots may run the platform, but humans still read the ads. Tips:
. Use numbers and stats ("Rated #1 by 500+ clients").
« Create urgency ("Only 3 spots left this week!™).
- Be benefit-focused ("Finally, pain-free mornings").
- Add personality ("We fix websites. We don’t wear suits.").

Always test multiple ad variations to find what resonates.




BUILDING HIGH-CONVERTING LANDING PAGES

The ad gets the click, but the landing page seals the deal. Your
landing page should:

« Match the message of the ad.

. Load fast (under 3 seconds).

« Have ONE clear CTA (book, call, buy, etc.).

« Be mobile-optimized.
Avoid distractions. Keep the focus on converting.
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TARGETING: KEYWORDS, AUDIENCE SIGNALS & LOCATION

Don't waste money on the wrong clicks. Here's how to stay
laser-tocused:
« Use long-tail keywords ("best family lawyer in Toronto™).
« Apply negative keywords to block irrelevant traffic.
« Use custom audience signals in PMax campaigns (based on
Interests, past site visitors, etc.).
« Geotarget with surgical precision - think city-level, not
country-wide.




THE POWER OF REMARKETING & RETARGETING

/0% of users won’t convert on their first visit. Remarketing
brings them back.
« Use Display remarketing ads to remind users who visited
your site.
. Create specific ads for cart abandoners.
« Use YouTube or Gmail remarketing to stay visible.
People need reminders. Be that reminder.




BUDGETING LIKE A PRO (EVEN ON A SMALL BIZ BUDGET)

Don’t have $10K/month? No problem. Use these tips:
. Start with $10-$30/day.
« Focus on high-converting keywords.
« Use manual bidding or maximize conversions.
« Don’t spread too thin — one campaign done well > five done
poorly.
Track ROI ruthlessly. Adjust as you grow.




TRACKING, MEASURING & OPTIMIZING YOUR
CAMPAIGNS

IT you’re not tracking conversions, you’re playing darts in the
dark.

« Set up Google Tag Manager and Google Analytics 4.

« Enable conversion tracking in Google Ads.

« Monitor Quality Score, CTR, and Cost per Conversion.

« Optimize based on real data - not gut feeling.
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COMMON MISTAKES TO0 AVOID

Broad match everything: disaster.

No landing page: missed opportunity.
Ignoring mobile users: rookie move.

Forgetting about ad extensions: wasted visibility.

Setting and forgetting: Google Ads is not a slow cooker.




YOUR FIRST 30 DAYS:

WEEK 1

Define Your Campaign Objectives:
Are you after leads, calls, online
purchases, or in-store visits?
Choose a clear goal. Pick the Right

Campaign Type: Based on your goal,

decide on Search Ads, Performance
Max, Local Ads, or a combination.
Conduct Keyword Research: Use
tools like Google Keyword Planner,
Ahrefs, or SEMrush to find high-
intent keywords with solid search
volume. Set Up Google Ads
Account: Make sure billing, time
zones, and admin access are all in
order. Connect Google Analytics &

Tag Manager: Set up GA4 and link it

to your Google Ads account for
performance tracking.

WEEK 2

Write at Least 3 Ad Variations: Mix
and match headlines and
descriptions to let Google’s Al
optimize. Design or Finalize
Landing Pages: Each ad group
should have a dedicated,
conversion-optimized page that
matches the ad messaging. Use Ad
xtensions: Add callouts, sitelinks,
location extensions, structured
snippets — everything that adds
visibility and credibility. Set Daily
Budgets: Start modestly (e.g., $20-
$50/day) based on your goals and
expected CPC. Define Audience
Signals (PMax only): If using
Performance Max, include past
visitors, email lists, or interest-
based data to guide Google’s
automation.

WEEK 3

Write at Least 3 Ad Variations: Mix
and match headlines and
descriptions to let Google’s Al
optimize. Design or Finalize
Landing Pages: Each ad group
should have a dedicated,
conversion-optimized page that
matches the ad messaging. Use Ad
—xtensions: Add callouts, sitelinks,
location extensions, structured
snippets — everything that adds
visibility and credibility. Set Daily
Budgets: Start modestly (e.g., $20-
$50/day) based on your goals and
expected CPC. Define Audience
Signals (PMax only): If using
Performance Max, include past
visitors, email lists, or interest-
based data to guide Google’s
automation.

SETUP & EXECUTION CHECKLIST

WEEK 4

Pause Low-Performing Ads: Focus
spend on the ads, keywords, and
audiences that are driving ROI.
Refine Landing Pages: Use session
recordings, heatmaps, and A/B
testing tools to improve conversion
rates. Segment Campaigns: Create
separate campaigns for high-
performing areas or product
categories. Evaluate ROAS or CPL:
Decide what’s worth scaling and
where to pivot. Plan for Month 2:
Prepare a scaling plan — more
budget, more locations, new offers.



WORK WITH US: WHY DIGITAL B
MARKETING EXPERTS IS YOUR .
SECRET WEAPON 12K 528

Google Ads in 2025 isn’t a guessing game — it’s a performance machine.

Conversion Rate & Cost

IT you want:
« Campaigns that convert

« Copy that clicks
« Targeting that’s razor-sharp
« And a team that actually gives a damn

We’re it. Let’s build a Google Ads strategy that grows your business like |
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THANK YOU!

(416)848-7692
INFOCDIGITALMARKETINGEXPERTS.CA
WWW.DIGITALMARKETINGEXPERTS.CA
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