
The AdWords 
Beginner’s Guide: 
7+ Mistakes That 
Are Costing You 
Money

[and How You Can 
Fix Them]



Mistake #1
Sending Traffic to Your Homepage

You paid to get this person here - why wouldn’t you send them 
down the path you want them to take?

Unless you have a one page website, your homepage likely 
contains a lot of distractions, including sharing buttons, 
navigation, opportunities to opt in to your email list, etc. 

The average home page I see has at least 50 links on it - that’s 
49 other distractions the visitor has to decide between doing.

“Which of these 49 links would 
you like me to click?”



Mistake #1b
Sending Traffic to Anything but a 

Landing Page

Yet again, you paid to get this person here - why wouldn’t you 
send them down the path you want them to take?

There are very few instances where it makes sense to send 
someone to a blog post or regular page on your site. 

Why not turn that content into a landing page and remove all the 
other distractions of a typical web page?



Mistake #1c
Sending Traffic to a Page That 

Includes Adsense Ads

Did you notice the Adsense ad in the right sidebar?

Let’s break this down:

- you paid for an AD to send someone to a page 
- that page includes someone else’s AD that you likely get 

pennies for if someone clicks

= waste of money

On the plus side, you probably gave Google a good laugh



Mistake #1 - FIX
Sending Traffic to Your Homepage

You paid to get this person 
here - what action do you want 
them to take?

First, decide the goal of the 
campaign. Let’s say you are 
trying to get visitors to fill out 
an appointment form. That is 
the goal of this new page. 

I would create a landing page that includes the following:

○ Who you are, and why I should make an appointment with you, 
rather than the other dentist that’s closer to my home

○ A way to get in touch with you - either the form itself, or a button 
to the form (either one could convert well - sounds like a good test 
to me!)

○ NO other distractions - give them enough to want to be your 
customer, give them a way to be your customer, and that’s all.



Mistake #2
Not Creating Multiple Ad Groups

Relevancy, relevancy, relevancy

Ad groups allow you to target a specific message and experience for a specific 
user intent

● If someone is searching for ski trips in Switzerland, they know where they 
want to go. So why send them to a generic page about all kinds of ski trips?

● On the same token, if someone searches for vacations in Europe, you 
wouldn’t just send them to a page about ski trips in Switzerland. 

● These are two different users looking for very different things. 

● Ad Groups allow you to say “okay, the people searching for Switzerland ski 
trips, will see this ad and go to this landing page. The people searching for 
vacations in Europe see this ad and this other landing page.”

● Customizing their experience by using different Ad Groups provides three 
benefits: 

○ Google will rank you higher, because you’re more relevant

○ you will likely pay less for your ad (your quality score will 
increase)

○ your customer is more likely to convert. 

That is what I call a WIN-WIN-WIN

Where many 
small business 
owners stop.



Mistake #2 - FIX
Not Creating Multiple Ad Groups

Let’s say your site sells shoes and socks

Ad Group #1 can be focused solely on black shoes:

● Keywords such as “Black sneakers”
● Ad the user sees is “Need black sneakers? Save 10%”
● Landing Page they are taken to says “Save 10% off your 

new sneakers today!”

Ad Group #2 can be the same thing but for socks

Sending someone who wants socks to a page about shoes, and 
vice versa is not ideal. This will affect your conversion rate, and 
decrease your quality score if Google thinks it’s irrelevant to 
what the user wants. 

Relevance is KEY - Have multiple groups so you can send them 
to specifically targeted ads, that go to specifically targeted 
landing pages.

Ad groups allow you to show users different ads depending on what they 
searched for, and also let you to send them to a more relevant page to their 
search.

Where many 
small business 
owners stop.



Mistake #3
Ignoring the Data

Some of the most interesting reports you should be using?

● Search terms (what terms are you not specifically targeting that are costing 
you money?)

○ This report allows you to see that your ad for “house cleaning” is actually 
showing when people search for “carpet cleaners.” You can add that term 
as a negative keyword so you’re not paying for traffic that isn’t interested in 
what you have to offer. 

○ Adding negative keywords is a crucial piece to running a successful ad 
campaign - you could be wasting a good portion of your budget. 

● Devices and conversions
○ Which devices lead to the most conversions for you?
○ You might even find some potential issues with site (90% mobile 

conversions, 10% desktop when the traffic is 50/50). 
● Quality Score

○ How relevant does Google find your ad copy and landing page to the 
keywords you are targeting?

○ A low quality score could mean you spend more per click than your 
competitors

Adwords provides 
you plenty of great 
reports you can 
run in a moment’s 
notice, but many 
people don’t use 
them.



Mistake #3 - FIX
Ignoring the Data

Some of the most interesting reports you should be using?

● Search terms (what terms are you not specifically targeting that are costing you 
money?)

a. When logged in, click on Reports in the top navigation
b. Using the “select” drop-down, navigate to “Basic” and then “Search Terms”
c. This allows you to see the terms customers are searching for when they see your ads
d. You can save this report by using the “save as” button in the top right corner

● Devices and conversions
From the same drop-down, select “Conversions”, and then “Conversion Action Name”

a. The report will show you how many conversions, and which ones, happened in the time 
frame selected

b. On the left side, search for “Device” and drag that into the “Add Rows” section
c. This will now show you how many conversions happened per device

● Quality Score (Google’s relevancy score for your ads)
This one is located in a different place than the others

a. Select an ad group, click the keywords tab if you don’t end up there already
b. Click the “Columns” drop-down and click “Modify Columns”
c. You will see lots of options to choose from
d. Click “Attributes”, and then locate “Qual Score” in the options
e. Click the double arrow to add it to your report and hit “Apply”
f. Remember, the 1/10 is the highest you can get, so an 8/10 is not particularly great

g. Tip: new keywords/ads automatically start at a 6/10 until Google can decide your actual 
score

Adwords provides 
you plenty of great 
reports you can 
run in a moment’s 
notice, but many 
people don’t use 
them.



Mistake #4
Not Testing Anything

Wondering whether people 
resonate with one message 
vs the other? 

Test your ad copy!

Wondering if you change the 
text of a button on your 
landing page, you’ll get more 
conversions? 

Test it!

Another free option in Adwords is the ability to “experiment”, or test certain 
aspects of your campaigns

A B

50% of 
traffic

50% of 
traffic

One of the most frustrating and sad things about paid search 
campaigns is most business owners set them up and then hardly 
ever make changes. 

You are literally giving away your hard earned money. 

“Sending traffic to SEM landing pages without A/B testing them is similar to pouring a 
precious liquid (let’s say a single barrel 12.5 year aged straight rye whiskey) from a 
wide glass into a thin bottle without a funnel. It’s a surefire way to spill everywhere 
and waste the sacred (expensive) libations.” - Cara Harshman, Optimizely



Mistake #4 - FIX
Not Testing Anything

Testing within AdWords is pretty simple to 
set up. 

1. Click on the campaign you want to test
2. Click the settings tab
3. Scroll down until you see “Experiment”
4. Then click “Experiment Settings”
5. From there, you can walk through the 

process and set up your test.

Another free option in Adwords is the ability to “experiment”, or test certain 
aspects of your campaigns

A B
50% 50%



Mistake #5
Not Using Ad Extensions

App extensions
Does your business have an app you want to 
promote? Include an app extension to 
showcase this option to mobile users.

Wondering how to get your ads to stand out more on the 
search results page? Try using some ad extensions!

Call out extensions 
Explain why you are the best solution 
for the customer’s problem. What 
makes you stand out?

Sitelinks
Give users the option to visit other 
related pages on your website

Location extensions
Link your Google My Business account to 
Adwords, and you can include a clickable 
address for your business. Mobile phone 
users can get turn by turn directions that 
pop up in their default Maps application!

Call Extensions
Include your phone number in 
your ad and mobile users can 
call you directly!



Mistake #5 - FIX
Not Using Ad Extensions

Wondering how to get your ads to stand out more on the search results page? 
Try using some ad extensions!

1. Navigate to the campaign you want to add these to
2. Click the “Ad Extensions” column
3. Select the type of extension you want to add from the “View: Sitelinks 

Extensions” button
4. Click the +Extension button
5. Depending on the type of extension you are trying to add, Google will provide 

you with options
6. For some of these, you will need a Google My Business account set up with a 

verified address and phone number. 

The good news is that once these are set up, your ad will have much more flexibility 
to the user, and can often result in more conversions for you.

Once these are set up, you can come to this place in the future to find reports on 
how they are performing. 



Mistake #6 - FIX
Not Using Location Settings

Location Settings
Does your business only serve a certain area of the country? 
Add those locations into the settings area so you are only targeting the 
most qualified people.

Do you find that people from a certain region of the country don’t stay 
customers for very long? 

Add those locations in the Excluded Locations section

You can also start setting up campaigns for specific regions, so your offer is more 
relevant. Do you have free shipping in Georgia, but not New Jersey - create a new 
campaign for that!

This is one of the fastest updates you can make to your 
campaign, that will provide such an enormous return.



Mistake #7
Showing Your Phone Number in 

Ads When You’re Closed

This goes for call 
extensions and call-only 
ads
Logically, we all know it doesn’t 
make sense to include an option 
to call when your store is closed. 
However, many parts of 
campaigns are often overlooked.

If your ad includes a phone 
number, either via call extension 
or call-only ads and someone 
clicks on it, you will be charged 
for that call.

But hey, if it makes you feel any 
better, even the big companies 
do it (don’t be like them).

Yes, I called the number in the ad, 
and yes, they were closed. 



Mistake #7 - FIX
Showing Your Phone Number in 

Ads When You’re Closed

This is an easy fix for a call-only campaign:
1. Open the campaign you want to set a schedule for
2. Click on “Settings”
3. Select “Ad Schedule”
4. Enter the times and days you want to show your ads

If you are using a call extension, there are more steps involved:
1. Open the campaign you want to set a schedule for
2. Click on Ad Extensions
3. Select “View: Call extensions” in the drop-down menu
4. Locate the number you want to edit
5. Click the pencil/edit icon on the right when you hover over that number
6. Click the pencil/edit icon from the selected number
7. A pop-up will appear (pictured below)
8. Click on Advanced
9. Find the “Scheduling” section and enter the times/days you want your 

number to appear


