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A well written advert should ideally mirror the language used on the landing page 
so the visitor feels there is a logical progression from the advert – sometimes 
referred to as the ‘scent’. Once the customer has got the scent of your offer 
then you need to make sure they don’t lose it. If they feel that they have taken 
a wrong turn, they will quickly bounce. They clicked on your ad for a reason, 
so back up that reason – whatever it may be. If you said ‘Free shipping!’ then 
reiterate it on the page, and please make sure that your advert links to the right 
product or service page. 

In a nutshell then:

Be Clear – No jargon, speak directly to the customer in language they will 
understand. 

Be Relevant – Make sure the searcher knows you have what they want 
(and make sure you DO have it!)

Be-nefits - Don’t just fill space, sell your product or service. Tell them what 
you can do for them.

Be testing - Split test your adverts in every ad group; you never know what 
minor change or combination of title and call to action will work. Testing 
adverts is the backbone of a strong PPC account.
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