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7 Google Ads
Message ¥
Checklist . -,

| ‘ 20 questions to ask “i
before spending more on clicks g&

Most businesses running Google Ads focus

on budgets, keywords and bid strategies. ®
But one of the most consistently \
@ underestimated problems is simpler :

than that: the message itself.

The wrong message to the right person

OP§O! still loses the click. The right message H ow to
m at the wrong stage of the buying journey E = -
Y still loses the conversion. And an ad that use thIS gl."de
L sounds like every other ad in the search
results is invisible, regardless of how well
everything else is set up. Work through each section. For every
guestion, answer honestly based on how
. This checklist is not about creative your ads are actually set up right now,
/ opinion. It is about the specific, practical not how you intend them to work.
Queshopsthatseparata ges !iat sam Each question includes an explanation
I I clicks for the right reason from ads that i .
earn clicks by accident, and the questions of why it matters and what to do if the :
that reveal whether those clicks have any answer points to a problem. 0:0"

real chance of becoming customers.
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BEFORE THE CHECKLIST - 'f?'

WHY THE MESSAGE IS THE MULTIPLIER.

Every pound you spend on Google Ads buys you one thing: the
opportunity for someone to read your ad. Whether they click, whether
they convert and whether they become a customer is determined almost
entirely by the message, what you say, how you say it and whether it
matches where that person is in their decision-making process.

This is why two businesses can spend identical budgets on identical
keywords and see dramatically different results. It is rarely the targeting.
Itis almost always the message.

' THE BUYING STAGE PROBLEM

Not everyone searching the same keyword is at the same point in their decision.
Someone searching “accountant for small business” might be in early research mode,
comparing options, or ready to pick up the phone today. These are three completely
different conversations, and an ad that only speaks to one of them will either waste
clicks from the others or fail to convert the ones who were ready.

THE BUYING JOURNEY BROADLY MOVES THROUGH THREE STAGES

0
0

g

AWARENESS 9 CONSIDERATION ,f"ij DECISION |

STAGE STAGE ’ STAGE

They know they have They understand They have made up

a problemn but are not their options and : @ their mind on the

yet sure what the === are evaluating S— solution and are

solution looks like. They providers. They % choosing between

are researching, q want reasons to providers. They need

comparing and choose, credibility, clarity, urgency and

learning. proof and ©o o a low-friction
differentiation. _ next step.

Most Google Ads treat every searcher the same way, with the same headline,
the same CTA and the same landing page. The checklist that follows is designed
to help you identify where your messaging is creating unnecessary friction,
where it is failing to match what the searcher actually needs to hear, and where
stronger, more specific language could make a meaningful difference to the
results you are already paying for.

“The right message at g stage still loses.

ng me J& WITHh The t1ust w
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The 20 Questions
at a Glance

These are the questions the full guide walks through in detail.
Use this page as the summary, then work through each
section for the explanation and next step.

@ Message & Search Intent (9 The CTA & Buying Stage

[_] 1. Does each ad clearly reflect | | 4. Isthe CTA specific enough?
what the person searched for? »

| | 5. Doesthe CTA match the
person's buying stage?

D 2. Are the headlines too generic?
D 3. Are you tailoring the message

to early-stage and ready-to-
buy searches?

@ Persuasion & Proof (@ Testing & Learning

D 6. Are your ads helping
qualify the right people?

[] 7- Are you using benefits, not | |12. Areyou testing assumptions,
just features? zghrj;:ha" [t eepping
[ ] 8. Are you explaining why g | |13. Are you blindly following
someone should choose you? ) - @ ad strength?
& 17 T D 9. Are authority signals included |_|14. Areyou givi‘ng (}oogle too
where they matter? many combinations and

too little data?
I | /15 Are you reviewing asset

@ @ @. D 10. are testimonials, ratings or

..‘ proof points being tested? ) performance properly?
[ ]11. are you testing price, trust, |_|16. Do you know which
speed, quality or convenience? message actually wins
customers?
@ Measurement & Signals (@ The Full Journey
I:l 17. Are you measuring the o : D 19. Are your landing pages
right outcome, not just CTR? continuing the same
message?
llll | ]18. are lower-value and ' g' -
higher-value conversions D 20.  Are sitelinks supporting
being treated differently? the journey?
_a —
Answer honestly based on how your ads are set up right now. [ 0/‘
Small improvements in more of these areas = better clicks and better conversions.
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Message &
Search Intent

Does your ad say what the
searcher needs to hear?

/4

------

The single strongest signal that an ad is relevant is that = S 1 B
it reflects the language and intent of the search that -
triggered it. Google calls this message match, and it E -
affects not only whether someone clicks your ad, but
how much you pay for that click. Ads with stronger —
relevance to the search term typically achieve higher
Quality Scores, which lowers your cost per click and m [ ——
—

improves your position in the auction.

e 606 60 0 U

But message match goes deeper than repeating a
keyword in the headline. It means understanding what
the searcher is actually looking for, the problem they
are trying to solve, the outcome they want. and
speaking directly to that.

Does each ad clearly reflect what the G e
) Review if NO
person searched for?
e) Are the headlines too generic? Review if YES
) Are you tailoring the message to early-stage Review if NO
and ready-to-buy searches?

What to look for

Pull up your search term report and look at the three most common searches
triggering each ad group. Then read your headline. Would a person who typed
that search feel like your ad was written for them specifically, or would it feel
like a generic response?

For the buying stage question, look at whether your campaigns separate
high-intent searches such as buy, near me, cost of and hire from research-
stage searches such as how to, what is and best way to. If they are all going to
the same ad with the same message, the early-stage searcher is seeing a CTA
they are not ready for, and the decision-stage searcher is not getting the

urgency and specificity they need. g

The fix is not always more keywords. Often it is better ad group organisation,
grouping searches by intent and writing a more specific ad for each group. Fewer,
tighter ad groups with more relevant messages consistently outperform broad
ad groups with generic headlines.

The Google Ads Message Checklist | Page4




SECTION 2

The CTA &
Buying Stage

ALL ASPECT MEDIA

Are you asking for the right action T L
at the right moment? ' :
&

The call to action in a Google Ad is not just
a button label. It signals what happens next,
and whether that next step feels like a
natural progression or an uncomfortable ol
leap. A person in the awareness stage does =~ AWARENESS
not want to be asked to buy now. A personin  Discovering
the decision stage does not want to learn AfieRg
more, they want to know exactly how to
get started.

LEARN MORE

Low commitment
Builds understanding

BOOK A CALL

The CTA also plays a role in qualifying traffic. r::UNiDERAT!ON
An ad that says get a free quote will attract Exploring
different clicks than one that says view solutions
pricing. Neither is inherently better, the i
right one depends on who you want clicking
and what the next step in your sales

process actually looks like. DECISION

Medium commitment
Starts a conversation

GET A QUOTE

Higher commitment
Evaluates specifics

Ready to
Review take action

if NO o

/| Is the CTA specific enough?

Does the CTA match the Review <
person's buying stage? if NO

Are your ads helping Review
qualify the right people? ifNO

| What to look for
Look at each of your current CTAs and ask: what is the person ~ ‘ ‘ _'.\

being asked to do, and how much commitment does that ask .
require? Get a Free Quote is relatively low friction, Book a The bESt CTA Is not

Consultation is higher. Buy Now is highest. the one that gets the

The friction level of the CTA should match where the searcher

is in their decision. most clicks.

the right type of enquiry. If you are a premium service provider . .
getting lots of leads from people who baulk at your prices, your QEtS the .".'ghf C" leS.

CTA might be failing to qualify out the wrong audience. Adding \_ _y
language like for businesses with X or from £X can reduce . , ,
volume but dramatically improve lead quality.

For qualification, think about whether your CTAs are attracting \ It is the one that |

The Google Ads = Checklist




PERSUASION
& P

Are you giving people
a reason to choose you?

ﬂ“"““h

*‘m__ggﬁ |.|

Google Ads appear in a list. Your potential
customer can see your ad, the ad above it and
the ad below it in the same glance. The question
they are answering, often subconsciously and in
under two seconds, is: which of these looks most

WHAT TO LOOK FOR

likely to solve my problem?
- Read your current headlines as if you
, ;f;f Features tell people what a product or service ' were the customer. For each one, ask:
U, does. Benefits tell them what it does for them, . so what? If the answer is not
~’ the outcome, the feeling, the problem solved. & / immediately obvious, the headline is
Proof tells them that it has done it for others. a feature, not a benefit. Sume-day
service available is a feature, Back to
normal by this evening is the benefit
Are you using benefits, Review of that feature.
not just features? if NO
N 4 For proof, look at whether your
-
Are you exp!amlng Why Review el | campaigns are using review
someone should if NO @ & @ | extensions, seller ratings or callout
choose you? \@@RW  ,:cnsions to surface social proof.
" = These can appear without using up
Are authority signals B headiine space and often have a
included where they £ NO significant effect on click-through
matter? rates.
Are testimonials, ratings it
or proof points being if NO ~7 __ . Fortesting, ask whether you are
tested? I actively testing whether 10 years’
- - experience outperforms 4.9 stars
Are you testing P':'CE- Boviauw A on Google, or whether a price
trust, speed, quality or £ NO anchor outperforms a quality claim.
convenience?
\ S/
A USEFUL FRAMEWORK
1. WHAT DO .../"- = ™, 2. WHY DOES THAT 3. WHY US RATHER
WE DO? > i MATTER FOR YOU? > 0 THAN SOMEONE ELSE?
State your core ‘.f Show the cutcome, Prove credibility, trust
offer clearly. S benefit or transformation. and differentiation.

MAKE IT CLEAR. MAKE IT RELEVANT. MAKE IT BELIEVABLE.

PAGE 6 e Checklist
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Better clicks. Better conversions. Better business.
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SECTION 4

(‘ There is a significant difference between testing and
tinkering.

Tinkering is when an ad is changed because it feels stale,
because someone had a new idea or because perfarmance
dipped for a week, Testing is when a specific hypothesis is
formed, a controlled change is made and the result is measured
against a clear metric over a sufficient time period.

use it to inform the next decision.

Testing & Learning .

Are you learning from your ads,
or just changing them?

Are you testing assumptions,

Mest Google Ads accounts tinker. Very few test properly.

This matters because without proper testing, you accumulate

changes without ever truly knowing what made the difference,
which means you cannot repeat it, cannot scale it and cannot

: _ Review
brather than just swapping £ NO
words?
Are you blindly following Review
ad strength? if YES
Are you gl\gng (?‘soogle :’oo Reriai
man?f combniations an £ VES
too little data?
Are you reviewing asset Review
performance properly? if NO
Do you know which message Review
actually wins customers? if NO

What to look for

Google's ad strength indicator is designed to encourage you to add more

headlines and descriptions. Excellent ad strength does not mean excellent
performance, it means you have given Google many options. Use your own
performance data, not Google's rating system.

For proper testing, change one variable at a time, one headline, one claim,
one value proposition, and leave it long enough to accumulate meaningful data.

Ad strength tells you what Google prefers.

Conversion data tells you what your customers respond to.

They are not always the same thing.

The Google Ads Message Checklist

)9

For asset performance, review your RSA assets and look at the performance
labels. Anything consistently rated Low should be replaced. But the more
valuable question is: of the assets rated Best, why are they winning?




SECTION 5

& Signals

Are you measuring what actually matters? , , ,

Click-through rate is easy to improve and easy

to misread. You can write a sensational headline
that earns thousands of clicks from people who
have no intention of buying. CTR tells you whether
your ad is getting attention. It does not tell you
whether that attention is from the right people,

or whether it is producing anything useful for

your business.

The same problem applies to conversion counting.
If every form fill, page visit and phone call is
treated as an equally valuable conversion, Google's
algorithm cannot distinguish between a tyre-kicker
and a high-value prospect. It will optimise for
volume, not quality.

Measurement

1
IIIII

/I}_

Are you measuring the right outcome, Review
not just CTR? if NO
Are lower-value and higher-value conversions Review
being treated differently? if NO

List every conversion action currently being tracked in your account.

For each one, ask: does a conversion here represent something commercially
meaningful? A phone call that lasted four seconds is probably not a genuine
lead. A contact form fill from someone asking about a price point you do not
serve is not a qualified enquiry.

For conversion values, consider whether you can assign different values to
different types of conversion, a phone call versus a form fill, or a high-value
service enquiry versus a general query. Even approximate value assignment
helps Google’s smart bidding understand which outcomes are worth more.

The algorithm is only as good as what it learns from.
If you are feeding it weak signals, you will get weak results
at scale. Improving the quality of your conversion data is
often worth more than increasing your budget.

20 QUESTIONS TO ASK BEFORE SPENDING MORE ON CLICKS




The Full Journey o i

Does the EXpEI‘iEHCE hold CUSTOMER
together after the click? " “
SEARCH Ad

The ad earns the click. Everything that Q ‘ = B 0
happens after the click determines whether . O 0 6 <
that click becomes a customer. Yet most "' " - = = ﬁ‘@
Google Ads audits focus almost entirely on e ‘“ ==
the ad itself and ignore the fact that the ﬁ&
landing page, the sitelinks and the extensions A consistent message.
are all part of the same message. A stronger result.

b 8,

YOUR
‘ A SEECES LT wponst CONTALT

When someone clicks an ad and arrives on

a page that does not continue the same Get More Qualified g:‘am?;‘;
conversation, trust breaks immediately. The Leads That Convert Leads That

Convert

Stratogic Googhe Ads
management that
drbves neall Burtingss
et

DO A TR RV
(2
Dbt
el

Strategic Google Ads management
that drives read business growth,

page might be well-designed. It might even
be technically optimised for conversion. But

BOOK A FREE REVIEW

if the headline on the page says something
different from the headline in the ad, the
searcher’s subconscious registers a mismatch.

.| Are your landing pages continuing Review
| the same message? ifNO
o g . Review
Are sitelinks supporting the journey? i NO

What to look for . 66

For each of your main ads, click through to the landing
= page it sends traffic to and read the first thing a visitor | The ad starts the
!:""'e sees. Does it feel like a continuation of the ad, conversation.

or a non-sequitur? The headline on the page should s

speak to the same intent as the search that started The land INng page

the journey.

has to continue it.
| If the message

For sitelinks, look at what you currently have and
ask whether they are helping the right people find

the right thing faster. Generic sitelinks like About Us cha nges between
and Contact add very little. Specific sitelinks like

See Client Results, View Our Packages or How We the tWO, the

Work give the searcher more ways to self-gualify conversation ends.

and more reasons to engage with your offer.

M 4

g )  The Google Ads Message Checklist | Page 9



Reviewing Your Results
What your answers are telling you. @’

MOSTLY CLEAR
Your messaging is
largely well-considered.
The opportunity is in

/
= ,r[I

There are specific areas The messaging is working

where the message is against the account’s

not aligned with what ability to perform.
the details. sharper the searcher needs to Addressing it is not a J
testing, stronger proof hear. These are fixable cosmetic improvement,
points and better and will likely have a it is a fundamental part |
conversion signal quality. meaningful impact on of making the budget

conversion rates. work properly.

Whichever picture emerged, the next step is the same: decide which of the
questions flagged is most likely to be costing you the most right now, and
address that one first. Trying to fix twenty things simultaneously is how you
end up with an account full of half-finished changes and no clear read on what
worked.

Start with the message-to-search-intent match, because everything
downstream depends on it. If the ad is not relevant to the search, no amount
of CTA optimisation or landing page testing will recover the conversion. Once

the message is right, work outward, to the CTA, to the landing page, to the
proof points and the testing approach.

Messaging improvements compound.

A 10% improvement in click-through rate + a 10% landing-page lift
produces 21% more leads from the same budget. The message is the multiplier.

Need a Second Opinion? Book a Google
Ads Review with
All Aspect Media

If any of these questions made you uncomfortable, let’s talk.
This checklist shows where problems are likely to be. O

A Google Ads review goes further: it looks at your account,
search terms, ads and landing pages, then shows what is

working, what is wasting budget and what should change first. info@allaspectmedia.co.uk

www.allaspectmedia.co.uk
01425 511479

THE GOOGLE ADS MESSAGE CHECKLIST . ALL ASPECT MEDIA ALL ASPECT MEDIA '



