
and your practice

Don’t be daunted by AdWords – there is a lot to look at onscreen as 
it can do so much. You may wish to employ an outside agency to 
manage it on your behalf as most practices do, but even if you do 
so, it is in your interests to understand how it works so that you can 
understand what your monthly reports mean and that you ensure 
you get good value for money. 

This guide to the basics should be useful. Let’s help you with three 
key areas that are so often got wrong:

1. The advertisement MUST appear in the Top 3
Over 90% of all PPC clicked on traffic is one of the three 
advertisements at the top of the page on the left. If you are out of 
the top three then you are wasting money. 

“How do I know if I will appear in the top three?” 
Quite simple – When you go into your campaign you will see the 
normal Campaign Home screen. And, if you click on the ‘Keywords’ 
tab you will see the average position column on the right hand side. 
0 - 2.9 is okay, 3 and above is not.

If you cannot afford to appear in the top three you have two options:
● Rethink your keywords
● Rethink your marketing and move away from PPC

2. Keyword MUST appear in the Ad Headline
The keyword, for which you wish to be found, has to appear in 

the Ad Headline. I speak to many people who seem to think that 
they can run just one or two ads to cover the entire spectrum 
for which you want to be found. Well you can’t. You should be 
running multiple Ad Groups – 20-30 would not be untypical for a 
dental practice. Just think about all the terms that you may want 
to be found for: ‘dentist Hull’, ‘dental practice Leicester’, ‘hygienist 
Hereford’, ‘Orthodontics Bournemouth’, ‘Six Month Smiles Cardiff’ – 
they soon mount up. 

By matching the keyword for which you wish to be found and 
the Ad Headline, as far as Google is concerned you are much 
more relevant. 

“How do I know what keywords to come up for?”
A good (and free) place to start would be Google’s own keyword 
tool. This will give you an idea of the traffic that you can expect 
and what it is likely to cost you.

3. Quality Score
This is one of those areas that I feel Google has gone out of its 
way to conceal from advertisers. In fact, I imagine more than 90% 
of you will not even be aware of it and the cost implications it 
can have. 

Quality Score is the estimate that Google puts on how relevant 
your ads, keywords and landing page are to a person seeing your 
ad. Having a high Quality Score means that Google think your ad, 
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keyword and landing page are all relevant and useful to someone 
looking at your ad. 

“How do Google calculate this?”
Only known to Google but it is through a number of data areas:
● Past Click Through Rate (CTR) – How often the keyword led to 

clicks on your ad
● Past CTR performance on the entire Account
● How relevant the keyword is to the ad – back to point 2
● How relevant you keyword is to the customer’s search
● Geographic performance – how successful the account has 

been in the regions you have been targeting

“Okay, but what does that mean to me?”
● The higher the quality score, the less you pay cost-per-click 

(CPC). Yes you read that correctly!
● Higher quality scores lead to lower first page bid estimates
● Higher quality scores lead to lower top of page estimates
● Higher quality scores mean higher ad positions

The score is based out of 10 where 5 can be considered ‘par’ so 
anything above this is good – anything lower has to be reconsidered 
as you are paying more than you should or need to be.

“How can I find out my quality score?”
This is where Google have been a bit sly! It does not appear as 
standard and you have to add it to your columns. Go to Campaigns, 
click on ‘Keywords’ tab, click on ‘Columns’ and ‘Customise Columns’. 
Then add ‘Qual. Score’ and it will now appear on right hand column. 

“How can I improve my quality score?”
Very simple – improve the relevance of your keyword and ad and 
therefore improve the CTR. And this can be all achieved by following 
the steps in Point 2.

What if you don’t get involved in Pay-Per-Click (PPC) advertising 
but still want to know how Google will be relevant to you and your 
practice? One very important area in which Google can be integral to 
the success of your practice is through its Google Analytics tool.

What is Google Analytics?
Google Analytics is a detailed website analytical package that 
Google provides (free of charge - though there is a premium 
version for a fee) that enables businesses to track web traffic and 
gain insightful information into what visitors are viewing and for 
how long.

It’s a veritable goldmine for a typical small business! The problem 
with almost all kinds of PR and marketing in the past is that it has 
been so difficult to measure whether they have been successful 
or not. There is an old joke in marketing circles that 50% of all the 
money spent on advertising is wasted, but no-one knows which 
50%. Sure, we’ve been able to put codes on adverts and to prime 
team members so that they ask where you heard about us, but it 
has never been an exact science. Until now.

Google Analytics can tell you which site referred the traffic so 
you know if any online advertising is delivering traffic. It will tell 
you which are the popular pages of your site and which could do 
with a little work. It tells you where people leave your site. You can 
even set up goals that allow a number of different processes to 

be carried out before they notch up the goal in question. Through 
the use of landing pages, it can even make your offline advertising 
much more effective.

Figure 1 - So where is it? 

How do I get Google Analytics on to my website?
You gain a small piece of code that your web developer can add to 
the website - it’s very easy to install.

Know Your Audience
As discussed in the last article, you can do degree level 
qualifications in this stuff, so let’s keep it reasonably simple and 
cover some useful basics that you can put into practice on your 
website. You will arrive at a page that looks like Figure 2 and this 
may be a little overwhelming if you have not seen Analytics before! 

The homepage (figure 2) will give you headline data such as total 
number of visitors and average time on the site and this is really 
useful. However, if you are a dental practice in Edinburgh and you 
are receiving a lot of traffic from London or Birmingham, I suggest 
that this isn’t going to translate into a lot of new patients! 

Make sure that whatever promotional activities you are carrying 
out, are locally focused. 

Other key parts of this section include:
● New vs. Returning. Who is coming to the site for the first time 

and who is coming back?
● Engagement – splits the visitors into the time that they spent 

on the site. 
● Are they viewing your site on a mobile device? I would hope 

that your website is optimised for both tablet and smart phone. 
However, when viewing a site on a mobile device, many visitors 
want a different experience – they are just looking for contact 
details, maps, short punchy information.

I am sure that many of you have tried the Pay-Per-Click (PPC) service that Google 
AdWords offers to businesses. You may have had varying degrees of success with it. 
It can be tremendously successful for a dental practice as long as the right protocols 
are followed, says CHRIS BAKER.

Figure 1 – Where is Google Analytics?

Figure 2 – The ‘Homepage’


