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Nailing The Heartbeat 
Of Your Google Ads



LET’S DIVE IN...



KEYWORD RESEARCH IS THE HEART OF 
YOUR CAMPAIGN
This, by far is the most important factor in your Google Ads and it takes the biggest 
amount of time.

This is the part where you dial in on the exact terms that your prospects are using in 
Google to get to you.

It is absolutely critical that you get this right.

Get this wrong and you are toast and you’ll throwing money down the toilet at lighting 
pace in no time.



KEYWORD INTENT

The most important factor about a 
keyword is determining the exact intent 
of a searcher when they type in that 
keyword.

There are research keywords, and there 
are buying keywords. 

Make sure that you match each type of 
keyword to the relevant funnel stage of 
your prospect.

For example:
1. For the top of the funnel (TOFU) 

target research keywords.
2. For the bottom of funnel (BOFU) 

target more buying keywords.

So it’s first important to look at a whole 
list of keywords and separate them 
according to their intent.



KEYWORD RESEARCH TOOLS

There a several places keyword research 
can be done. 

The best and the most accurate location 
is Google it self.

Use the Keyword Planner Tool to do 
research.

Some other tools that are e ective and 
should be considered are:

SEMRush
Ahrefs
Moz
Optmyzr



REFINING KEYWORDS
Once you have a solid set of “intent based” keywords, then they need to be refined over time.

There is never enough work to be done on keywords.

New keywords and appearing on Google all the time and the only way to capture them is doing continual 
research.

Search Term reports in Google Ads is a great place to to do this.

We recommend that you do keyword at least a very light audit every 2 weeks to make sure on top of the 
Keyword game.



NEGATIVE KEYWORDS

Just like there are keywords you want to rank for, there are also keywords that you DON'T want to rank for.

These are called NEGATIVE keywords.

If a campaign is not setup with e ective negative keywords, it will waste a lot of money. So this step is crucial.

A potential example of a negative keywords would be “free”. 

It is very important that over time, more and more negative keywords are added to the campaign.

The rule is that for every positive keyword, there should be at least one negative keyword.



CONTINUOUS MONITORING

It is critical to make sure that both positive and negative keywords are monitored and 
adjusted regularly.

With di erent language and trends that are happening at any one time, there is 
always more terms popping up for both of these categories.

This is the heart of the campaign - so get this dead accurate!



Don’t Want The Headaches Of Managing Your Own Google Ads Account?

BOOK IN YOUR GOOGLE ADS AUDIT AND 
STRATEGY SESSION.

WARNING: This is for serious business owners only. Owners who are looking to seriously automate their marketing to 
growth at violent scale. And we are not in the business of creating conflicts of interest. For this reason, we only take on 
ONE SERIOUS BUSINESS PER NICHE. We will be helping them absolutely own that niche with the high paying clients 

they are looking to land on a consistent basis. To do all this they must be willing to spend at least $1,000 per month on 
Google Ads. If any of that creeps you out, then we are not a good fit and that’s totally ok.

In the other hand, if you are excited by all that and want to take your business to the next level bursting with the big money 
jobs and you are willing to do whatever it takes to do that, then you should...

BOOK YOUR FREE STRATEGY SESSION NOW

https://calendly.com/chaz-robusq/your_google_ads_audit_and_strategy_session
https://calendly.com/chaz-robusq/your_google_ads_audit_and_strategy_session

