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BUSINESS & MANAGEMENT MARKETING

BECOME A GOOGLE PRO

• Check the tabs on Google campaigns: settings, ads, 
keywords and ad extensions

• Always run a minimum of three advertisements per area
• You must appear in the top four ads on the page
• Broad match modifier should improve your 

click-through rate and save money
• Consider the extensions that can be added to  

improve response.

Comments to Irish Dentistry
@IrishDentistry

Chris Baker looks at using Google pay-per-click advertising to improve returns

Many practices use the Google pay-per-
click service to drive more traffic to 
their website. If  you are not familiar 
with it, this is a way in which you can 
pay for your advertisement to appear in 
Google search results when a certain 
search term is entered. 

It can be very cost-effective and is often 
used when a new website has been launched 
to keep incoming traffic levels high while 
organic search engine optimisation (SEO) 
kicks in. However, sometimes the returns on 
investment can disappoint – so what should 
you be looking out for?

Once you are in Google and are viewing 
a campaign, there are a number of  tabs 
along the top of  the page – it is these that 
we will be concentrating upon. 

Settings
The first recommendation is to ensure that 
whether you are using a search network 
campaign or video, that you enable ‘all 
features’ to be selected. This will allow us to 
use as many Google features as possible.

The next thing to consider is location. 
Naturally, geography differs from area to 
area, but I would recommend that you set 
the parameters no further than around 25 
miles from your location. You don’t want to 
be paying for people who aren’t realistically 
going to visit the practice. 

In terms of  a bid strategy, my suggestion 
is that you choose ‘maximise clicks’, where 
Google will automatically set your 
advertisement bids to get the best return. 
You can set your own, but you have to be 
some way along the learning curve before 
this becomes the best option.

Ads
The next tab along is ‘ads’. A common 
mistake is to only run one advertisement. 
What needs to be done here is to decide 
upon the areas to promote. These may be 
general dentistry, dental implants or 
short-term orthodontics. Then, you need to 
run a minimum of  three advertisements per 
area. The advertisements also need to have 
the mobile box ticked so that the ad is 
optimised for mobile devices.

A big change occurred on Google in 
regard to the position of  pay-per-click ads 
earlier this year. Now, Google displays four 
ads at the top of  the page and then three in 
the search engine results at the bottom of  
the page. This means that if  your ad’s 
average position is 4.1 or higher, it will 
almost undoubtedly be ineffective. Increase 
your budget or refine your campaign. 

Keywords
As a default, all campaigns are set using 
‘broad match’. This means that if  your 
keyword term is ‘dentist Waterford’ and a 
search is made for ‘dental practice county 
Waterford’, your ad will be displayed. 

Very sensible, but there are a couple of  
ways that we can improve this further still. 

You can add a modifier to your broad 
match keywords to specify that certain 
words must be included in someone’s search 
term to trigger your ads. Since a broad 
match modifier allows you to target searches 
that include at least one of  your keywords, it 
can help increase how relevant your traffic is 
to your ads and thus improve your click-
through rate (CTR) and conversion rates 
(and save money!). To create a broad match 
modifier, just add a plus symbol (+) in front 
of  one or more words in your broad match 
keyword.

Phrase match allows you to use inverted 
commas to determine that only if  that entire 
phrase is used will your ad display. This 
should be used in conjunction with broad 
match rather than instead of, but can enable 

you to target very specific phrases that may 
only get three searches a month, but when 
they do, tend to convert. 

Negative keywords are a type of  keyword 
that prevents your ad from being triggered by 
a certain word or phrase. It tells Google not 
to show your ad to anyone who is searching 
for that phrase. A good example would be to 
make ‘Invisalign Cork’ a negative keyword if  
you are promoting Invisalign in Dublin. You 
would be charged if  the visitor clicked, yet 
there is little chance of  them ever becoming 
a patient.

Ad extensions
Call-out ad extensions let you include 
additional text with your search ads. This 
lets you provide detailed information about 
your business, including the products and 
services that you offer. Call-outs appear in 
ads at the top and bottom of  Google search 
results. Good examples might be: ‘Offer only 
runs until Friday’, or ‘We also offer Six 
Month Smiles’. 

Sitelink extensions show links to specific 
pages on your website beneath the text of  
your ads (and in addition to the main landing 
page), helping customers to reach what 
they’re looking for on your site with just one 
click. Sitelinks appear in ads at the top and 
bottom of  Google search results.

These hints can make a real difference to 
your return on investment. Good luck! 
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