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PPC Audit and Outlining Program Goals

Brafton was contacted by [Company XYZ, hyperlinked], one of the top business cloud security companies, to audit and 
provide recommendations surrounding their current Google Ads account. Brafton’s PPC Audit will detail the following 
elements of your Google Ads account with data analysis, followed by a presentation of our approach. Areas covered in this 

Brafton Consulting audit product include:

● Review of PPC account performance data from multiple timeframes 
○ Comparison of results to industry benchmarks
○ Analysis of your goals and conversions with 

recommendations
○ Current keyword audit along with researching new 

opportunities 
● PPC Competitor Analysis for 5 major players in Company XYZ’s 

industry
● Campaign, Targeting and Ad Copy analysis with recommendations
● Our high-level strategic recommendations to improve your PPC over 

the next 3 months



Performance: Previous 90 Days                           
○ Conversions

■ 298 (488)
○ Spend

■ $161,019 ($109,400)
○ CPA

■ $540 ($436)
○ Clicks

■ 11,382 (10,657)
○ CPC

■ $14.15 ($17.57)
○ CTR

■ 2.22% (1.78%)
○ Impression Share

■ 13.54% (17.81%)

Data is October 1, 2021 - December 31, 2021 
performance (stats compared to prior period).

Performance: Previous Month                           
○ Conversions

■ 143 (72) 
○ Spend

■ $89,892 ($38,400)
○ CPA

■ $629 ($540)
○ Clicks

■ 4,871 (2,751)
○ CPC

■ $18.44 ($13.92)
○ CTR

■ 2.14% (2.39%)
○ Impression Share

■ 10.98% (14.68%)

Data is January 1 - 31, 2022 performance lookback 
(stats compared to prior period).

Performance: Previous Year                           
○ Conversions

■ 1,460 (1,242)
○ Spend

■ $603,910 ($597,290)
○ CPA

■ $413 ($355)
○ Clicks

■ 42,004 (86,600)
○ CPC

■ $14.35 ($6.90)
○ CTR

■ 2.00% (1.26%)
○ Impression Share

■ 16.68% (22.25%)

Data is January 2021 - December 2021 performance 
(stats compared to prior period).

PPC Search Campaign Performance - Historical 
Comparison

Current Goals: Demo Requests, Sales Contact, Webinar Views, Content Downloads



Industry Benchmarks & PPC Search
 Campaign Goals

Company XYZ’s 2021*

                           
○ Click Through Rate

■ 2.00% 

○ Cost per Click
■ $14.35

○ Conversion Rate
■ 3.47%

○ Cost per Acquisition
■ $413.37

*Data is January 1, 2021 - December 31, 
2021 from the PPC account-wide 
performance (search campaigns only).

Industry Benchmarks*                           

○ Click Through Rate
■ 4.72% 

○ Cost per Click
■ $4.90

○ Conversion Rate
■ 6.77%

○ Cost per Acquisition
■ $62.18

*Wordstream Google Ads PPC Benchmarks, 
Business Services (closest comparable 
industry, can’t directly compare with SaaS 
performance), updated in December 2021.

2022 Goals*

                           
○ Click Through Rate

■ 4.00% (+2.00%)

○ Cost per Click
■ $8.00 (-$6.35)

○ Conversion Rate
■ 5.00% (+1.53%)

○ Cost per Acquisition
■ $250.00 

(-$163.37)

 *Goals for 2022 are based on a combination 
of the Industry Benchmarks and internal stats 
(these are more aligned with Company XYZ’s 
SaaS industry).



Current Paid Marketing Insights 

Conversion Trends and Potential

○ Upon inspection, we can confirm that the conversion goals currently set up 
in the Company XYZ Google Ads account are aligned with the overall 
strategy discussed during our discovery call. To add value, we recommend 
layering in additional conversion goals and metrics to help increase the 
overall marketing funnel. 

○ The next step would be to determine the monetary value to assign to each 
separate conversion goal, based off internal business objectives and ROI. 
This more granular tracking will allow for more detailed reporting and 
strategic optimizations going forward.

Google Display Network (February Campaign)

○ Because there was a recent addition of a GDN ad campaign, we took a look at the layout and performance 
(three week time-period); analysis and recommendations are located at the end of the audit. 



Structure (Search and Display Campaigns)

○ Currently there are 38 active Search campaigns, yet only ten or so are drawing in meaningful conversion 
numbers. We see opportunity to further optimize the top performing campaigns while researching ways to 
begin obtaining conversions from half of the other 20 (see next slide for a screenshot of this); our 
recommendation would be to pause the other 10 to save and adjust monthly ad spend for ROI.

○ Based on the PPC Audit, Brafton recommends Company XYZ continue investing in the display and video 
campaigns that are running: They are structured to create brand awareness and are performing well.

Keywords and Budget

○ Out of the 1,096 keywords currently running in your Paid Search campaigns, less than 10% of those are 
resulting in actual conversions. Brafton recommends narrowing the budget in your Google Ads account and 
focusing on new keywords (along with adding negative ones), helping to draw in more qualified customers.

Current Paid Marketing Insights 



Google Ads Campaigns by Cost 

✓ Above is a view of all Search campaigns that spent more than $10,000 and had 5 or more conversions over 
2021 (total averages on top line). Brafton recommends using this type of overarching data to make campaign 
optimization decisions monthly resulting in Company XYZ saving wasted budget and impacting the bottom line.



Keyword Strategy Recommendations

● To improve the overarching keyword strategy, we recommend an adjustment of keyword match type. We 
recommend reducing (but not eliminating) Broad match efforts and increasing Phrase and Exact match 
keywords. We also specifically recommend the creation of the following campaigns, defined by match 
type:
○ Competitor brand terms - exact
○ [Client Name 1] - phrase
○ [Client Name 2] - phrase
○ Company XYZ - exact + phrase (A/B testing both as separate campaigns)

● Less than 10% of your current keywords are using Broad match, which is great (although we do 
recommend reducing further). However, these keywords account for a disproportionate amount of the 
overall budget. This is concerning as it suggests that we are driving lower-intent traffic, and likely paying 
for unwanted clicks. Specific concerns we identified:
○ More than 50% of the entire budget was used up by Broad Match keywords
○ Only 37 of the 182 currently enabled keywords drove ANY conversions
○ The highest CPA was seen in Broad Match keywords, as high as $3000.00



Keywords by CPA (last 90 days)

Above is a view of the Company XYZ PPC Keywords, sorted by Cost per Conversion, that averaged a CPA of more than 
$1,000. We recommend optimizations around this list specifically because of the very high cost/conv. Other 
opportunities around this list relate to improving the quality score, which we anticipate would reduce their CPA. 



Paid Keyword Analysis

● To the right, you will see major keywords in your 
space relating to your offerings. However, the vast 
majority of these keywords have a high competition 
score and high CPC. Bidding for these terms would be 
very expensive - we believe your competitors are 
overspending on these, as shown later in the audit.

● While potentially relevant, there are multiple keywords 
enabled in your PPC account that have very 
high-volume search traffic on Google, which can eat 
up the monthly budget. These keywords can also be 
overly generic, bringing in unqualified traffic 
regardless of the CPC.

● Going forward, we recommend avoiding generic 
search phrases or keywords in favor of a more 
precise, targeted keyword-based approach in both 
services and competitor PPC campaigns.

Getting to the point, literally:



Ad Copy | Recommendations/Optimizations
Company XYZ’s ads are structured well, but we recommend 
optimizing using the below, best-performing structure to increase 
performance:

● Headline 1: Add the keyword you are focusing on (Limit: 30 
characters).

● Headline 2: Add content with a value proposition 
(Limit: 30 characters).

● Headline 3: Add a call to action (Limit: 30 characters).

● Display Path 1: Add first part of the keyword you added in 
headline 1 (Limit: 15 characters).

● Display Path 2: Add second part of the keyword you added 
in headline 1 (Limit: 15 characters).

● Description 1: Add expanded content with a value 
proposition (Limit: 90 characters).

● Descriptions 2: Add content with a value proposition and a 
call to action (Limit: 90 characters)



Our Example | Optimizing ETA Ads (for A/B 
testing)*

* Google announced that beginning in July 2022, advertisers will no longer be able to create new ETAs or edit existing ETAs 
(these will continue to run and can be used for optimization of future ad creation); because of this we recommend that you have 
at least one responsive search ad in every ad group by June 30, 2022.

https://support.google.com/google-ads/answer/11031467


Callout + Sitelinks and 
Extensions
● Upon inspection Brafton sees opportunity around 

leveraging Sitelinks and Extensions more at the 
point of ad-engagement for your more tech-savvy 
audience as conversion from this category take 
place before the user ever sees a landing page. 

● We also recommend the creation and testing of new 
extensions.

● Going forward, Company XYZ should strategically 
focus on specific extensions (see next slide) that 
drive conversions at a lower CPA.



Callout Extensions by Conversion Rate (last 90 days)



Landing Page Recommendations

● A significant amount of budget has been spent driving 
traffic to low-converting landing pages. Most notably, one 
landing page had nearly $50,000 in paid traffic while 
producing fewer than 5 conversions.

● Of the top 10 most-costly landing pages, only 4 had a 
conversion rate above 3%.

● We discovered that some of your landing pages did not 
include copy containing any of the account’s top 10 
highest search volume phrases or keywords.

● We recommend adding images or video to educate users 
and provide a better user experience (underneath the 
CTA).

● Add logos of companies that Company XYZ has worked 
with in the past, current certifications or awards, and 
customer testimonials to further improve conversion rate.



Landing Page Recommendations (Cont.)

Above is a screenshot showing your landing pages that had less than 5 conversions during the year 2021, sorted 
by cost to Company XYZ. The total amount of budget these landing pages cost for last year was $52,142.44.



Landing Page
Recommendations (Cont.)

● Create new landing pages for different topics 
and/or services that Company XYZ is 
focusing on for 2022. New campaigns should 
be created for these landing pages to test 
conversion results.

● Create duplicates of the top 3 performing 
landing pages and repurpose and optimize 
for use on other Company XYZ Campaigns.

● We recommend removing landing 
pages that are not converting and begin 
testing the removal of those with less 
than 5 conversions. 



PPC Competitor Analysis

1. competitor1.com - The approximate amount spent on paid traffic in January 2022 was $115,000 across 3,800 keywords, of 
these 60 (paid) and 800 (organic) were in common with Company XYZ - *changes monthly

2. competitor2.com - The approximate amount spent on paid traffic in January 2022 was $250,000 across 2,600 keywords, of 
these 165 (paid) and 2,600 (organic) were in common with Company XYZ - *massive spender

3. competitor3.com - The approximate amount spent on paid traffic in January 2022 was $170,000 across 1,900 keywords, of 
these 114 (paid) and 302 (organic) were in common with Company XYZ - *targeting our keywords

4. competitor4.com - The approximate amount spent on paid traffic in January 2022 was $160,000 across 1,100 keywords, of 
these 52 (paid) and 4,100 (organic) were in common with Company XYZ - *major player in SaaS

5. competitor5.com - The approximate amount spent on paid traffic in January 2022 was $18,000 across 311 keywords, of 
these 32 (paid) and 380 (organic) were in common with Company XYZ - *trending upwards fast

The below competitors were discovered during our deep-dive of all companies using Google Ads to target similar audiences and the 
actual brand term “Company XYZ” (and variations); the overlap of common keywords are some of the highest performing keywords 
found throughout the PPC audit. Our recommendations would be to increase the number of paid keywords that are related to these 
companies, find new opportunities to gain paid search impression share from market competitors, and go after new “low-hanging 
fruit” keywords in the space.



PPC Competitor Analysis (Cont.)

We ran a query using the search keyword “mdr” (and its 196 variations) as an example competitorX or competitorZ held the #1 
spot for 90% of all searches done in December 2021. This data only improved slightly when looking at January 2022, so our 
recommendation is to analyze competitor data as it tracks month over month, and make adjustments in high-performing 
keywords maximum CPCs to help Company XYZ stay in competition of those top ranking spots each month. We also 
recommend going after new and constantly changing keyword opportunities that are untapped by Company XYZ or any of its 
competitors.



PPC Audit Recommendation Summary

Brafton recommends continuing to optimize current Google Ads efforts while also launching a 
data-focused paid search campaign ramp-up strategy - to feature/include the following:

● Budget (Campaigns and Ad Groups)
○ Brafton recommends going forward with a slightly lower monthly PPC budget - where this strategy will use optimized the 

data to keep Company XYZ ads in front of consumers when most interested - holding onto your authority in the industry.

● Keywords
○ We recommend the addition of keywords that show high search volume for “cloud security” and “cyber security” based 

searches; Google and SEMRush data both show a trend of increases in searches for similar keywords; this strategy will 
be in addition to increasing both Company XYZ branded and competitor keyword targeted campaigns.

● Extensions and Callouts
○ Brafton recommends implementing more Google Ads extensions and callout-based sitelinks to increase ad 

authority (and increase CTR) within the engine, as well as giving users more ways to become part of the 
marketing funnel.

● Discovery Campaigns and New Paid Media Opportunities

○ Discovery ads represent a new awareness opportunity, to drive improved ad performance across the YouTube Home 
Feed, Gmail, and Google Discover Feed - all of which are targeted with Audiences, not keyword-based search intent 
targeting. 



What’s Next for [Company XYZ] and Paid 
Search

The Present

● Solid fundamentals, but room for improvement: Because of 
information provided during our initial discovery call with the 
team at Company XYZ we were well aware that performance 
of your Google Ads account was going well. And while we 
found that this was absolutely the case we are very confident 
that there are areas of improvement to be made and new 
areas to explore.

● A need for greater innovation:
During the time spent exploring the practices and current 
results of your Paid Search efforts we found the industry (and 
your competitors are trending forward quickly), thus the need 
for an ongoing relationship with your Paid Search Specialist 
at the Brafton agency would be beneficial on multiple levels - 
conversion increase, filling the marketing funnel, optimization 
of spend, exploring new media markets, and a data-driven 
exploration of ROI.

The Future

● Tactical improvements:
Thanks to our initial discovery call and the opportunity to audit 
Company XYZ’s Google Ads account we have come up with a 
number of optimizations that will lower your monthly spend 
(allowing for a better ROI when including agency management 
costs) without decreasing the number of leads or conversions 
coming in from the PPC efforts.

● New experiments and testing: 
Because of our working relationship with Company XYZ, our 
Paid Search Specialist will have a better understanding of the 
overall marketing strategy, both current and future, setting the 
way for driving more revenue to your business.

● Ongoing monitoring, analysis and optimizations:
Our in-depth reporting will allow for monthly PPC 
improvements.



www.brafton.com

https://www.linkedin.com/company/brafton
https://www.facebook.com/Brafton?mibextid=9R9pXO
https://www.instagram.com/brafton/?igshid=MzRlODBiNWFlZA%3D%3D
https://twitter.com/Brafton?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
http://www.brafton.com

