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PAID MEDIA

How to build a Google Ads strategy
that scales with your business
Spending more on Google Ads but seeing weaker returns? Review tracking,
campaign structure, search intent and new markets before you scale.

By Aleksandra Olenkova, Head of Paid Media · Aditiser Marketing Limited
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Why returns can fall as you increase Google Ads spend
At some point, adding more to your Google Ads budget stops producing the same return. When managing
Google Ads for growing businesses, you may put in another $10k a month and see revenue go up, but by
less than you expected as your CPA goes up and ROAS falls. That is usually a signal to look at the account
rather than the budget: where the extra spend is actually going, how products are grouped, and whether
you can still tell what is driving the results.

A scalable Google Ads strategy is the ability to add budget, products, campaign types and markets without
losing that visibility. When you cannot see what is working, every expansion makes the next decision
harder than the last.

How to structure your campaigns as your business grows
Accounts often become complicated one addition at a
time: a campaign for a launch, another for a promotion,
and another for a new market. Eventually, Google Ads
budget planning becomes difficult because it gets
harder to see which campaigns deserve more budget.

A useful test for any proposed split: would you give
these products or searches a different budget, goal or
message? If yes, separation may help. If no, another
campaign may only spread data and management time
more thinly. Google recommends creating separate
Performance Max campaigns when there is a business
reason for different goals, budgets or return targets.

When should you separate campaigns?

Structural unit When it applies, and what to watch for

Profit margin Use when profitability varies widely by product. Often overlaps with product categories, but
is not the same thing.

Market Separate accounts or campaigns if you run ads in more than one country or currency.
Watch out for budget starvation in smaller markets.

Intent stage Use when the consideration cycle is long and research and purchase queries are genuinely
distinct. Avoid over-fragmentation and overlap.

Brand vs non-brand A separate brand campaign is not enough on its own. Exclude brand traffic from your
non-brand campaigns as well.

Campaign type Search, Shopping and Performance Max need separate governance. Watch for overlap
and cannibalisation.

More separation gives you more control but less data per campaign. Less separation gives the algorithms
more signal but leaves you less ability to steer. A good specialist keeps that trade-off in mind whenever
adding something new.
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A single-market business with 40 SKUs should not run the same architecture as a three-market retailer with
thousands of SKUs. If your agency has proposed a paid media structure that does not reference your
market split or your profit margins, it has been copied from somewhere else.

Match each search to the right page and goal
At scale, paid search strategy is mostly about deciding what each term is worth. Two searches with similar
volume can carry entirely different commercial value depending on where they sit in the buyer’s journey.
Group your demand into bands and treat each band differently.

Transactional demand
This is someone who knows what they want and is comparing where to buy. These queries convert at the
highest rate, attract the most competition, and should carry your strongest targets and your most specific
landing pages. A customer searching for “buy marine collagen peptides 300g unflavored” knows exactly
what they want, so make sure they land directly on the product page, or at least on a very specific category
page.

Category demand
This comes from people who have the problem, but have not picked a solution. Conversion rates are lower,
and the conversion happens over a longer period. Someone searching for “best collagen for hair and nails”
should land on your collagen category page, where they can compare all the options you offer.

Research demand
This comes from people who are still learning about their issue and possible solutions. They could become
valuable customers later, but they are unlikely to convert soon. Someone searching for “hair thinning
solutions” needs education first. If you have the budget and resources, send them to your blog posts or
knowledge hub. Category pioneers often have no choice: when nobody is searching for what you sell yet,
research demand is where next year’s category and transactional demand gets built.

Most growing accounts run all three types of keywords at the same tROAS goal. That starves category
demand, which is where future transactional demand comes from. Another common error, especially in
large enterprises, is sending a transactional query to a category page. Direct bottom-of-funnel customers
as close to the decision-making page as possible.

Check your conversion tracking before you scale
Tracking errors can go unnoticed for weeks because the numbers still look reasonable. A growing gap
between Google Ads reporting and your store’s sales figures may be the first sign that something is wrong.
If tracking is the cause, you may already have made budget decisions based on inaccurate data, while
Smart Bidding has been using those same figures to decide where to spend.

The fix is to regularly compare reported paid media revenue with your ecommerce platform’s actual order
data. There will always be a gap due to differing attribution windows and reporting time zones, but knowing
the normal level of variation tells you immediately when something breaks. This is where tracking and
automation pay off: an automated check that flags a tag failure within hours is a much better solution than
an end-of-month audit.

https://aditiser.com/automation/
https://aditiser.com/automation/


04aditiser.com

Automation and optimization cadence
What to automate and what to review yourself
Smart Bidding, broad match and Performance Max generally work better on top of a clean structure and
accurate conversion values than as a substitute for them, because automation amplifies whatever inputs it
is given.

Keep three things under human control: what counts as a conversion and what it is worth, the boundaries
the automation operates within, and the decision to change targets. Automate other routine tasks, including
performance reporting, disapproval monitoring and alert tracking, to save your team’s time.

How often should you review your Google Ads account?
Scaling an account means catching and resolving problems quickly while keeping your Google Ads
optimizations infrequent.

Set up daily anomaly notifications for tag failures, disapprovals and feed errors. Check budget pacing and
high-spend search terms weekly, review performance trends monthly, and save large structural decisions
for your quarterly reviews.

Short-term swings are easy to get lost in, particularly if your demand is seasonal. More data means more
noise, and noise makes it tempting to act on a bad week that would have corrected itself. Frequent
changes also disrupt campaign learning, which leads to underperformance that takes time and patience to
correct.

A disciplined cadence that lets the system learn helps an account scale reliably and avoids a cycle of
reactive tweaking.

What changes when you expand into new markets
Google Ads management in several markets pulls you in two directions at once. Copying your existing
structure into a new country rarely fits the demand you find there, but letting every market build its own
version makes the account as a whole impossible to manage.

Product demand, search volume, seasonality and your competitive position all differ from market to market,
and these factors shape where you put your budget and how you bid in each region. Some things need to
stay consistent, though. Without shared naming conventions, structure and report templates, performance
across regions becomes impossible to compare.

An effective international expansion and localization plan tailors campaigns to local search behavior,
competitor pricing and regional buying habits, while keeping the core account structure that suits your
business.

https://aditiser.com/localisation/
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Talk through what your account needs
If your Google Ads strategy works but strains at higher spend, the next step is a conversation about what
the account is built to do. We work with ecommerce and international growth brands on Google Ads
campaign structure, tracking and multi-market management, and with agencies through white-label paid
media delivery.

Send us a message with your paid media spend, your main markets and the part that is bothering you
most, and we will come back with what we would look at first.

Is your Google Ads account ready for more spend?

Talk to our team →

mailto:hello@aditiser.com
https://aditiser.com
https://aditiser.com/white-label-paid-media/
https://aditiser.com/white-label-paid-media/
https://aditiser.com/contact/

