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We are the UK’s 
largest news publisher 
with more than 42 
million users visiting 
our online network 
every month. That’s 
81% of the total UK 
digital population.

Our focus is on delivering 

business-changing results for 

ambitious clients, whilst 

sharing our knowledge 

amongst the wider industry 

and to reach more people, 

more often, more 

meaningfully.

Working collaboratively, we 

offer fresh perspectives and 

solve tough problems that 

drive the bottom line, 

attracting and retaining 

customers.

For more info, visit 

local.reachsolutions.co.uk

MORE THAN 42M USERS ONLINE EVERY MONTH.

SOURCE: COMSCORE | SEP 2020
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? What is it, and
why do I need it?

Put simply, paid search is a pay to play 

advertising service that allows you to 

feature at the top of a search listing based 

on keywords. 

The most widely used form of paid search 

is the pay per click model, as the cost of 

the advertising depends on how many 

clicks to site it generates. 

It has been found that 93% of all online 

experiences start with a search, so it’s 

really important to get your business to 

the top. 

In short: it pays to invest in your paid 

search advertising.



Many businesses 
lose custom every 
minute by not 
being easily found 
at the top of a 
search engine.

We live in a world where 

convenience is 

paramount, and we 

know that customers do 

not enjoy endlessly 

searching for what they 

need. For this reason, 

businesses must remove 

the guesswork for 

consumers and pay to be 

as visible as possible.

If consumers can’t find 

your business, they can’t 

use your services - it 

really is that simple.

A simple Google search 

for ‘Hairdressers in 

Manchester’ results in 

over 2.5 million options, 

which goes to show how 

easy it is for your brand 

to get lost amongst the 

noise.

It has been found that 

most people tend not to 

go beyond the first page 

of search results, with 

websites on page 1 of 

Google getting a 

whopping 91.5% of 

traffic compared to 

page 2 with just 4.8%. 

This decreases even 

further with page 3 

reaching only 1.1% of 

traffic.

Therefore, it has never 

been more important to 

work on your search 

engine visibility, and paid 

search advertising is the 

fastest and easiest way 

to rise to the top.
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Although paid search 
campaigns are 
relatively simple to 
build yourself, there 
are many minor 
mistakes that are 
easily made and can 
cause your 
advertising to suffer 
from the ‘leaky 
bucket effect’.

As with any type of 

marketing campaign it is a 

good idea to create a clear 

strategy before you begin 

your paid search advertising. 

Here are some of the reasons 

your paid search campaign 

might be leaking your well 

invested money away:

Keywords

It is impossible to run a 

successful paid search 

campaign without the right 

keywords. It is important to 

track and monitor your 

keywords throughout the 

campaign to find the optimal 

keywords for future 

campaigns.

Conversion Tracking

In order to properly assess 

your paid search campaigns 

and ensure you are not 

wasting money on 

unnecessary clicks you must 

have a conversion tracking 

strategy in place. Be sure to 

track keyword performance 

as well as customer 

conversion rates once they 

click on your website.

Remarketing

Double your chances of 

converting a lead by 

including remarketing in your 

paid search strategy. Many 

consumers don’t actually 

make a purchase on their 

first visit to a website, so 

prompting them later with 

targeted display ads is a 

strong and effective strategy.

Landing Pages

Make sure that you’re 

reducing campaign wastage 

by ensuring your advert leads 

to the correct landing page. 

Sending clicks to irrelevant 

landing pages will cost you 

conversions as consumers are 

likely to give up the search. 

Once you are using different 

landing pages for different 

keywords in your campaign 

you can try A/B testing to 

boost your conversion rates.
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The key to any 
successful paid search 
campaign is 
conducting enough 
thorough keyword 
research to ensure 
clicks and conversion.

This is in part down to 

knowing your target 
customer well and predicting 
their search behaviours, but 

there are some additional 
keyword rules you should 
also.

Brand Terms
These are keywords that are 

only relevant to your brand 
including your company 
name and any specific terms 

you may have trademarked.

Generic Terms

These broader terms refer 
specifically to the products or 
services that you offer.

Relevant Terms
These terms require more 
thought as they don’t directly 

refer to the products or 
services you offer, but are 
relevant terms that your 

audience might be searching 
for.

Competitor Terms
These keywords refer directly 
to your competitors brand 

name. These are often 
expensive and not always 
necessary to run a successful 

campaign. 

We recommend using a 

generous mix of these 
keyword types to ensure 
you’re covering a variety of 

search terms and increase 
your campaign visibility.
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s. Once you have your 
keywords refined it is 
important to turn your 
attention to ‘negative 
keywords’.

Negative keywords are 
specific search terms that 
you don’t want your paid 

search ad to be associated 
with. 

This is important as it 
protects your brand from 
being aligned with terms that 

may be offensive, damaging 
or  irrelevant. For example, if 
you are trying to position 

your brand as high end then 
including terms such as 
‘cheap’ and ‘budget’ in your 

negative keywords would be 
beneficial.

Negative keywords can be 
used to ensure that you are 
not wasting your advertising 

budget and avoiding the 

‘leaky bucket effect’ by 
avoiding terms that are 
similar to your offering but 

not relevant.

It is important to monitor 

your search query reports and 
update your negative 
keywords as the campaign 

develops. If you spend a little 
time each week assessing 
what is working, what isn’t 

and what you don’t want 
your ad showing up against 
your campaign will go from 

strength to strength.

Another area of keyword 

research that is often 
forgotten about is misspelled 
words. Search engines don’t 

always account for human 
error and spelling mistakes so 
it is worth creating a 

separate keyword ad group 
for misspelled words that 
may crop up during your 

campaign
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With only 25 
characters available 
for your headline, 
the structure and 
copy of your paid 
search ad is 
paramount.

Despite paying to 

advertise, you may still be 
sharing search space with 
other relevant 

competitors, so you have 
to get creative in order to 
stand out and generate 

traffic.

Something to consider 

when writing your headline 
is to speak to the 
consumers ‘end goal’. We 

know the consumer is 
interested in your services 
as they have searched 

using relevant terms, so 
use this to your advantage 
by instantly letting them 

know that you can do 
what they are looking for 
in the headline.

With such strict character 
limits you must be specific 

about what you can do for 
the consumer. It is also 
proven that keeping your 

copy current improves 
conversion rates.

For example, if you are a 
solicitors you could include 
copy such as  ‘...34 cases 

won in January alone’ to 
add a personal, timely 
element that will stand 

out against competitors. 

You might find that A/B 

testing two types of copy 
would be beneficial when 
just starting out in order 

to determine what works 
best for your industry.



To ensure you’re 
reaching the right 
audience with your 
paid search ad you 
need to be specific 
with your targeting 
options.

If you offer a localised service 

you will want to think about 

targeting by postcode, city or 

radius to avoid wasted clicks.

Google Adwords gives you the 

option to target your paid 

search ad using ‘In-Market 

Segments’. This is a great way 

to reach customers who have 

previously visited websites 

offering similar products and 

services to you.

You can also refine your 

advertising and turn clicks into 

conversions with remarketing. 

Once a customer has visited 

your site, you can remarket 

your advertising to them to 

remind them of your services.

This is especially important as 

the consumer journey is not 

always a simple one, and you 

want to be visible will multiple 

touch points along the way.0
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If you’re finding that 
you’re getting the 
clicks but your 
conversion rate is low, 
you will want to take a 
look at what you can 
do to close the 
conversion loop.

First take a look at your 
landing page and ensure that 
there are no loopholes that 

could be losing you 
customers. Make sure that 
the sales process is smooth 

and that check out or 
booking forms are problem 
free.

Next you will need to assess 
the quality of your leads. 

Remember that the quantity 
of leads coming through is 

meaningless unless they are 
relevant and converting to 
sales. To increase lead 

generation quality you will 
need to be vigilant on your 
keyword and targeting 

settings. Continuously 
monitor what works and 
what doesn’t in order to build 

your campaign into a 
successful one, and don’t be 
afraid to change if something 

isn’t working.

Finally, set up a remarketing 

campaign targeting your 
shopping cart abandoners. 
Consider running this 

campaign with a limited time 
offer to encourage 
transaction completion and 

create urgency. 
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As we have established, 
running a successful 
paid search campaign 
relies on being able to 
interpret your results in 
order to understand 
what works and what 
doesn’t.

We’ve broken down the key 
metrics you’ll want to pay 
attention to below:

Impressions
This is the total amount of 

times your paid search ad has 
been seen. It is worth 
remembering that the same 

person could see your ad 
multiple times and be 
counted as an impression 

each time. 

Click Through Rate

This is where you can really 
see if your ad is pulling in the 
customers. The click through 

rate (often referred to as 
CTR) is the percentage of 
customers that are clicking 

on your ad after viewing it. 

Don’t be disappointed if the 
figure seems low though, 
Google recommend aiming 

for a 2% CTR as standard.

Cost Per Click

This will determine the 
financial success of your 
campaign and is important to 

keep an eye on. Generally 
speaking, the more clicks your 
ad generated the lower they 

will cost meaning better value 
for money. Be sure to monitor 
your ROI by tracking your 

conversions.

Quality Score

This is a Google metric that 
rates your ad based on the 
relevancy of your keywords. If 

you have a low quality score 
think about what you can do 
to increase this in order to 

rank higher amongst your 
competitors who may also be 
advertising with paid search.
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Higher quality ads can 
lead to higher ad 
positions and a lower 
cost per click for your 
campaign.

Therefore, it’s worth doing all 
you can to increase your 
quality score throughout the 

duration of the campaign. 

Your quality score is 

determined by how relevant 
your ad copy, landing page 
and keywords are to the 

users. If the right people are 
finding your ad you will 
receive a higher quality score.

In order to determine the 
relevance and generate your 

quality score Google pays 
close attention to your click 
through rate, so it is 

important to have a strong 
call to action in your paid 
search ad.

If you have a low quality 
score consider any copy or 
keywords in your campaign 

that may not be directly 
relevant to the audience you 
are targeting.

Be specific in your ad copy 
with what you are offering, 

highlight your USP to stand 
out from the crowd and 
ensure your leading clicks 

through to the correct 
landing page.

There is no easy way to 
improve your quality score, 
but it is worth putting in 

effort over the duration of 
the campaign to develop the 
relevancy of your ads in order 

to boost ROI.



Make yourself visible

 With 93% of all online 

experiences starting 
with a search, it has 
never been more 

important to be found 
easily through a search 
engine

 Paid search advertising 
is the fastest and 

simplest way to get 
your brand found at 
the top of a relevant 

search through 
keywords and 
audience targeting

Build your campaign 
strategy

 Keep your copy and 
keywords relevant to 
the audience you are 

trying to attract

 Be specific in your ad 

copy. Include a strong 
call to action that 
speaks to the 

consumers ‘end goal’.

 Use negative keywords 

to strengthen your 
brand positioning and 
avoid unwanted 

traffic.

Make your campaign 
work for you

 Monitor your 
campaign 
continuously and be 

willing to adapt when 
things aren’t working

 Consider a 
remarketing campaign 
to close the conversion 

loop and generate 
sales

 Keep a close eye on 
your quality score and 
click through rate 

throughout the 
campaign and think 
about how relevant 

your keywords and 
copy are to your target 
audience
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Remember, a higher quality score leads to a lower 
cost per click, and in turn a greater return on 
investment!



For more
information.

local.reachsolutions.co.uk/insights

Follow us on Twitter 

@_ReachSolutions

Reach Plc is the UK’s largest news publisher in the UK, 

with national and regional news brands and online 

outlets including the Mirror, Express, Star, Ok!, New!, 

Daily Record, Manchester Evening News, MyLondon, 

Birmingham Live, Bristol Live, Liverpool Echo, and 

other leading regional brands.


