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Why are we here?

• Google platforms can be an amazing marketing tool if it’s 
planned and executed well

• It’s tough to stay up to date with digital marketing
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Today’s Session

• The digital landscape
• Digital Trends
• The Google landscape
• Search Engine Optimisation (SEO)
• Setting up Google Search Ads Campaigns
• Measuring success and optimisation 
• Agency tips and tools
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Matt Cowdell
Managing Director

• Bachelor of Commerce (Marketing & Interactive 
Marketing)

• 15+ years digital experience
• Agency, media and client side
• Currently working with mid – large brands on all 

things digital
• LinkedIn Profile:

– https://www.linkedin.com/in/matt-cowdell

https://www.linkedin.com/in/matt-cowdell
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Hannah Nicholson
Digital Marketing Specialist

• Bachelor of Commerce
• 10 years experience working with various brands 

within the Tourism & Entertainment industries.
• Currently working with various service-based and 

eComm businesses on expanding their digital 
activity.

• LinkedIn Profile:
https://www.linkedin.com/in/hannah-nicholson-
735988a5/

https://www.linkedin.com/in/hannah-nicholson-735988a5/
https://www.linkedin.com/in/hannah-nicholson-735988a5/
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Brands that trust us



The digital landscape & 
trends
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Source: IAB March 2022

We continue to multiscreen
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A quarter of Australians have a smart speaker at 
home (ages 14+)

Source: IAB March 2022
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AI is becoming mainstream– ChatGPT
What does this mean for Google?



Google Landscape
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Google

Google My Business 

SEO (Search Engine Optimisation)

SEM (Google Ads)
Search, Display, Video, Shopping & App 
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SEM

Search
Display
Video
Shopping
App
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Google First Strategies

Google Search captures consumer intent:

Informational keywords — searchers looking for an answer to a specific question or 
general information.

Navigational keywords — searchers intending to find a specific site or page.

Commercial keywords — searchers looking to investigate brands or services.

Transactional keywords — searchers intending to complete an action or purchase.
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SEM - Search
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SEM - Display
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SEM - Shopping
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YouTube Ads
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Google Search Ads

Benefits: 

• Relevance
• Control
• Results



Search Engine 
Optimisation (SEO)



Arthur St |

SEO Basics

Search engine optimisation 
(SEO) is the process of 
growing a website’s organic 
search traffic. 
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1.Keyword research. Find what people search for.
2.Content creation. Craft content for searchers.
3.On-page SEO. Make your content as clear as possible.
4.Link building. Build trust and authority from other websites.
5.Technical SEO. Help search engines find, crawl, and index 
your content efficiently.

5 Main Steps for SEO
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SEO



Setting up Google 
Search Ads
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SEM – Google Keyword Planner
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Ubersuggest

https://neilpatel.com/ubersuggest/
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Keywords

Let’s make a list of all of the keywords that are important to your business.

• Your brand or business name
• Your products or services categories
• Think about adding the location or best to the keyword – best 

accountant geelong
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The auction

Expected click 
through rate
(CTR)

Landing Page 
Experience

Ad relevance
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Ads

URL and Path
Headline : 30 characters
Description: 90 characters
Ad extensions
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Best practice

• 3-5 ads per ad group
• Optimise ad rotation for clicks or conversions
• At least three extensions for each campaign or ad group
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Responsive Search Ads

Google will mix and match 
headlines and descriptions to 
generate results.
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Ad Extensions

Location Extensions
Call extensions
App extensions
Price extensions
Promotion Extensions
Message Extensions
Sitelinks
Callout Extensions
Structured Snippets



Optimisation and 
Measuring Success
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Return on Ad Spend - ROAS
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Get back up to speed on Google Analytics

• Setup GA4
• Configure web events

• Checkout Skillshop for 
courses



Useful Stuff
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AI for Content Writing – Chat GPT
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Think with Google
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Google Skillshop
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Thank You

Matt Cowdell

0448 831 922
matt@arthurst.com.au

grow@arthurst.com.au
West 6 Federal Mills Park,
33 Mackey St, North Geelong
Vic, 3215, Australia

Supported by:
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