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AdWords—How People Search 
 
The world runs on mobile devices. People are cutting the cords to their home phones, nobody 

wants to listen to a voicemail message anymore, and instantaneous information on demand is the 

expectation. Google understands this change in behavior and, therefore, has changed how it en-

gages with searchers and how it makes money.  We often forget that Google is a business too 

and needs to show a profit or its shareholders are unhappy. Ads are one way Google generates 

revenue, and are a fantastic way for a small business to be found. Google has expanded its port-

folio of AdWords choices to better reach people exactly when they are searching for “want to 

know,” “how to do,” and “want to buy” moments.  

 

Regardless of where an ad is found, it is good to keep in mind a few universal items that have 

changed over the last few years. Why? To improve user experience and keep people on Google.  

 

1. Google has cleaned up their ads just like it has cleaned up its requirements for websites. No 

longer can an ad lead to a crappy website with a misleading result. If a person clicks on an 

ad, then that searcher should find quality, solid information.  

2. People no longer look at ads the same way they did in the past because Google has improved 

the user experience and provided beneficial answers to a search query.  

3. If a website does not pass the Google mobile website test it can no longer place an ad with 

Google AdWords.  

4. All the types of AdWords can be targeted to a specific audience within a tiny geographic ar-

ea. Only the people matching the defined targeting will see the ad. Targeted marketing in-

creases the chance of a conversion because it is being shown to the people who most likely 

will use the service being presented in the ad.  

5. Quietly, Google has eroded some of the traditional organic real estate and replaced it with 

paid ads.  

6. Ads can be built to only run when the business is open or on certain days of the week.  

 

Ad locations have changed and grown: Google monetizes spaces on the Google platforms 

that receive the most traffic. It makes sense from a business point of view. More traffic means 

more opportunity for people to click on an ad. Plus, Google has expanded where ads can be 

viewed. Currently, these are some of the most popular areas where an ad can be displayed: 

 

• Mobile Devices —Google has four dedicated ad spaces at the top of a search page and three 

spaces at the bottom. Most people searching from a mobile device never see the ads on the bot-

tom. Companies that “win” the auction will be seen at the top of the page. On a mobile device 

it is difficult to tell what is an ad and what isn’t because the little ad box has changed from a 

solid box to an outline of a box with the word “ad.” Do a search on your mobile device for 

“nearby veterinarians” and see if the results first shown, without scrolling, are all ads. If a 

business isn’t using AdWords, it won’t be seen for this highly popular type of search. 

 

• YouTube—Google owns YouTube. It is 

the second largest search engine on the in-



 

 

 

(877) 244-9322        www.BeyondIndigoPets.com 

ternet after google.com. Google has just started to focus developing its ad machine on 

YouTube. Currently, that makes it a great place to run ads because Google’s cost-per-click is 

lower than other places where ads are seen.  

 
• Display Ads—When a banner ad is shown, this is called a Display Ad. Many website networks 

run Google Ads to make money through Google’s AdSense program. These types of ads can 

be shown in different shapes and sizes. Typically, these ads are the ones that are used most of-

ten for remarketing. For example, ever look at a product online at Amazon and then seen it 

again everywhere you go on the internet? That is a type of Display Ad.  

 

• Desktop Search—Search is being split into two “indexes,” or search engines—one that is fo-

cused on mobile search and the other on desktop/laptop. In the past, these have been one and 

the same. Soon, the results shown on a mobile device will not be the same results seen on a 

desktop. Google will still show four ads at the top and three at the bottom. Which ad gets 

placed where will differ depending on the device used.  

 

• Local and Google Maps—In 2016, Google opened up “real estate” on Google Maps for ads 

and local search. There are ads at the top of a Google Map Search, ads called Promoted Pins 

being beta tested, ads when a local search is conducted, and more.  

 

Within these areas of search, there are multiple options for the types of ads that can be placed. 

Two new ad formats on mobile devices are generating higher conversation rates than other 

AdWords options. They are click- to-

call and click-to-text. In fact, click-to-

text ads are the fastest type of ad to ever 

come out of beta testing because they 

work so well. These ads meet the needs 

of mobile searchers immediately. Peo-

ple want an answer now. That being 

said, these ads should only be run if the 

business can pick up the phone or re-

spond to a text from their computer the 

moment contact is generated.  

 

Gone are the days when running an ad 

was a “nice to have” option. Google has 

made it a mandatory part of a business 

being found. Google makes the rules. 

We have the choice to follow the rules 

or to not play the game. Google rewards 

a business by making their ads success-

ful. If an ad doesn’t work, Google employees have repeatedly responded that the ad was not set 

up correctly, or not monitored and adjusted weekly/daily.  When running an ad campaign, 

Google suggests the following: 

http://google.com/


 

 

 

(877) 244-9322        www.BeyondIndigoPets.com 

 

1. Work with a Google Badged Partner when running AdWords campaigns. Partners take the 

same certifications and training as Google employees. A Badged Partner is a marketing 

agency that is held to high standards on a quarterly basis.  

2. Spend a minimum of $400 a month, but, ideally, $750 a month, which is $25 to $40 dollars a 

day. Otherwise, results will not be seen that are worthwhile to the business.  

3. Make sure to have ads in various ad platforms—not just one place. People search in different 

places. A Google Badge Partner will have recommendations on where, when, and how ads 

should be placed.  

4. If conducting ads without a Badged Partner, make sure to monitor and adjust the ads at least 

once to twice a week. No longer can an ad be set and left.  

5. Expect a minimum of a 1% click-through on an ad. At Beyond Indigo, we are achieving 4% 

click-through on ads on mobile devices and 3% click-through on desktop ads.  

6. Make sure to receive a monthly report from the company conducting the ad campaigns. 

Transparency is the key.  

 

AdWords has become a science and a job in and of itself. It’s complicated, but can increase tails 

through a hospital’s doors. Start working with a Google Badge Partner Today.  
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Search Engine Optimization 
It’s no longer about placing 1st on Google’s Organic Search 

 
Ah, the Good Old Days of 2005, when the world still was about being the first business to be 

listed in Google Organic Search. The Golden Days when a person could take a few minutes and 

tweak a few keywords, and a business site would rise to the top of search. Fast forward 12 years 

and search engine optimization, or SEO, focus has expanded and become a science—an 

extremely technical, number-crunching, trend-watching task that starts at the build of a 

company’s website.  

 
Think of the process of building a new home. First, an architect needs to draft plans of the 

building. Next, consideration is made for what will go inside the house as far as design, colors 

etc. Finally, the house is built. Once the house is built, it will need steady maintenance to keep it 

in good shape. Building a house is akin to SEO these days. First, the structure of the website 

needs to be considered to make sure it follows Google’s rules. If a hospital wants to be found, it 

cannot just whip up any website and throw it up on the web. Google will reject it if it does not 

provide a solid user experience to the searcher. Next, the site needs to be filled with enriching 

content that delivers the information that is desired. Finally, since Google changes at least three 

to five times a day, the website needs to updated at least monthly. 

 

Exhausted yet? The job of a Search Engine Optimization analyst has just started with the 

website. Google, Facebook, Yelp, and other places have all integrated indicators from other 

internet platforms into their individual coding. For example, to list well with Google, then online 

reviews from all over the web need to be doing stellar. Demographic information  (name, phone 

address, etc.) needs to be consistent on all platforms or Google will rank a practice lower. This 

means that, besides monitoring the website, how the business is listed/performing across the web 

needs to be watched as well.  

 

Watching the numbers is crucial. The data tells the story. Typically, the following reports need to 

be reviewed on a monthly basis.  

 

• Placement—A placement report shows where a website is found in organic, local, and mobile 

search. It will notify the analyst if a website has gained or lost traction with Google and other 

search engines. If a website loses real estate it could be an indicator that Google is making 

shifts (FYI Google rarely notifies anyone about updates to its formula). An SEO analyst then 

needs to put on their sleuth hat and track down what Google has been up to lately, and the 

impact on placement.  

 

• Back-Links—Google is death on crappy links connected to a website. This is the Penguin rule. 

Since an owner of a website does not know when a link has been made to it, a report need to be 

run illustrating all connecting links. Then, the report needs to be reviewed and bad links 

removed.  
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• Google Analytics—Google provides this software for free. It’s function is to report what 

happens once a person lands on a website. Where in the property do people burrow? What data 

is the most attractive? How long and how often is the information digested? Coupled with data 

on how people found a website, this report can follow the flow through the website. Then, 

modifications can be made to adjust the flow.  

 

• AdWords Reporting—Ads are sometimes the only way to be seen in Google searches today, 

especially on a mobile device. Understanding how an ad is performing can make an impact on 

how many tails are walking through the door. There are multiple reports that are run to 

understand ad performance. Suffice it to say, please do not set an ad and walk away. Monitor it 

on a weekly basis.  

 

It’s time to refocus and view the process of search engine optimization differently. The goal now 

is user experience and how/when engagement occurs. Was a business website seen at the exact 

moment it was needed on the right device? Google calls this a “micro-moment.” Did the content 

answer the search correctly? Will a searcher have a bad moment trying to click through to an 

establishment’s website? How is Google manifesting changes to reflect human behavior user 

patterns? All of these questions are what is covered in SEO today.  
 


