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Introduction

In today’s digital landscape, accounting
firms must compete for visibility and
attract clients in a crowded
marketplace. Pay-per-click (PPC)
advertising is among the most effective
tools for reaching targeted audiences
quickly and driving measurable results.

This Playbook is designed specifically
for accounting firm leaders and
marketing professionals looking to
leverage PPC campaigns to enhance
their firm’s online presence, attract
high-quality leads, and ultimately, grow
their business.

Accounting Firm Leaders

For accounting firm leaders, this
playbook offers insight into how PPC
can fit into your overall marketing
strategy, allowing you to make informed
decisions about where and how to
allocate resources. It will guide you
through the essential components of a
PPC campaign, from setting realistic
goals to choosing keywords that
resonate with potential clients in
specific industries.
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Accounting Marketing Professionals
For accounting marketing professionals,
this Playbook serves as a compre-
hensive resource to create, execute, and
optimize campaigns tailored to your
firm’s unique needs. With step-by-step
instructions, practical tips, and industry-
specific examples, you'll have everything
you need to build high-performing PPC
campaigns. By following these best
practices, you'll not only improve ad
performance but also deliver a strong
return on investment for your firm,
ultimately contributing to client growth
and retention.

This Playbook aims to demystify PPC
and empower you to execute campaigns
with confidence and precision.

Let’s get started on the path to creating
impactful, cost-effective PPC campaigns
that make your accounting firm stand

out in today’s competitive market.

Happy Campaigning!
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Campaign Overview
& Goals

Setting clear campaign goals is essential for any successful PPC initiative. For accounting firms,
these goals often center on lead generation, brand awareness, or client onboarding. By
establishing objectives from the outset, you can align your ad strategy, budget, and performance
metrics effectively. Campaigns should focus on attracting clients who seek specialized accounting
services, such as tax preparation for specific industries or financial consulting.

Defining key performance indicators (KPIs) like click-through rate (CTR), conversion rate, and
return on ad spend (ROAS) provides measurable outcomes that help in gauging the campaign’s

SucCcCess.

KPIs vary by objective. The following chart displays objectives and the KPIS you'd use to measure
their effectiveness.

To Enlarge: https://penheel.com/wp-content/uploads/2021/02/Social-Media-KPls-Cheat-Sheet.pdf
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Keyword Research

Keywords are the backbone of any PPC campaign, helping you connect with users actively
searching for services. Start by identifying industry-specific terms that potential clients might
use, such as “tax planning for law firms"” or “CPA for healthcare professionals.”

Utilize keyword research tools like Google Keyword Planner, Semrush, or Ahrefs to uncover
keywords with optimal search volumes and low to moderate competition levels. Focusing on a mix
of broad and long-tail keywords can improve ad reach while keeping costs manageable. Regularly
updating keywords based on performance metrics ensures you stay aligned with audience search
trends and maximize ROI.

Tips:
« Target keywords with a mix of search volume and low to moderate competition.
« Avoid overly broad terms; focus on targeted terms for better ROI.
« Refine the list based on monthly performance.

Example
Keyword Avg. Monthly Searches Competition Level CPC
“tax services NYC” 1,000 High $7.23
“CPA for dentists” 300 Medium $8.95
“real estate accounting firm” 150 Low $6.60

In this example, you will be drawn to the highest average monthly searches, but that may not be
the best option. Why? Because the competition level is also very high, meaning you will be
competing with a lot of firms for the same phrase, and it will be harder to stand out in search. Also,
the budget for highly competitive terms is much higher than the middle to low level terms
because you will have to spend more to get the return on investment.

Rather, consider the more targeted terms, especially if your objective is lead generation or
revenue. In this example, “CPA for dentists” and “real estate accounting firm" are targeted to a
specific audience. Using terms like these has lower competition and should cost less than the
high-competition terms.

Why would this require a lower budget, even if the CPC is higher? Because fewer people search

for it; but those that do are in a transactional frame of mind versus an information-gathering
mindset.
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Ad Copy

Effective ad copy is essential for capturing attention and driving clicks. For accounting firms, the
copy should clearly communicate:

« The service benefits,

« Target the audience'’s pain points, and

« Include a strong call-to-action (CTA).

Craft engaging headlines that integrate target keywords and match the user’s search intent. Keep
the description lines concise yet informative, focusing on your unique selling points like
experience, specialization, and trustworthiness. Tailoring ad copy to your audience increases
relevancy, encourages interaction, and sets the stage for a higher conversion rate.

Search Intent Types
There are four types of search intent, including:
l.Informational: Users are looking for information or answers to a question, e.g., "Tax deductions
for small businesses” or "How to choose the right accounting firm."
2.Navigational: Users are looking for a specific website or page, e.g., [Accounting Firm Name]
bookkeeping.
3.Transactional: Users are looking to make a purchase e.g., "CPA firm near me" or "Tax preparation
services'
4.Commercial investigation: Users are researching a product or service before making a
purchase, e.g., “best accounting firms for small businesses”.

Example - Keyword search phrase “tax services NYC”
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Ad Copy

Headlines Want more tips?

Focus on engaging and benefit-driven Watch our six-minute video “Crack the Code
language. Headlines should grab attention of Paid Search Success: Al Tricks for

and match the search intent. Al is a great Unbeatable Ad Campaigns.”

resource to help you craft unique and
engaging headlines copy.

Remember to:
¢ Use keywords within the headline for
relevancy.
e Limit headlines to 30 characters,
including spaces, (for Google Ads).

Example Headlines:
e Expert Tax Planning for Contractors
e Specialized CPA Services for Dental
Practices
e Real Estate Accounting Done Right

Description
Showcase unique selling points (USPs) such
as industry experience or tailored services.
e Include a call-to-action (CTA), e.g., “Get
Your Free Consultation Today!”
o Keep it less than 90 characters,
including spaces, for Google Ads.

Example Descriptions:

e Need reliable bookkeeping for your
construction business? Contact us
today!

¢ Customized tax solutions for healthcare
professionals. Schedule your
appointment!

(c) 2024 Penheel Marketing 201.785.7840 https://Penheel.com 7


https://www.youtube.com/watch?v=a20DKE8VTs0
https://www.youtube.com/watch?v=a20DKE8VTs0
https://www.youtube.com/watch?v=a20DKE8VTs0

THE ULTIMATE PPC CAMPAIGN PLAYBOOK

PENHEEL MARKETING

Image Guidelines

Images play a vital role in PPC campaigns,
particularly for display and social media
ads. Quality visuals capture attention,
support your messaging, and reflect your
brand'’s professionalism. For accounting
firms, select images that convey trust and
expertise, such as financial documents,
professional office settings, or images of
satisfied clients. Adhering to platform-
specific image size guidelines ensures
your visuals display correctly and
maximize engagement. When creating
images, keep text to a minimum to
enhance readability and ensure
compliance with ad platform guidelines.
Branding elements, such as your logo, can
also add a polished, cohesive look.

Remember to use clear, high-quality
images that resonate with accounting and
professional services.

Image Sizes

In this section are images based on the
best Google Ad images sizes for 2024.
Keep in mind, there are more image ad
sizes than this. These are the most
common and effective. These sizes cover
a range of placements on websites and
mobile apps, maximizing the reach and
effectiveness of your display campaigns.
For the best results, consider creating
multiple sizes of the same ad to increase
visibility across various devices and
screen placements.
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Rectangle and Square Sizes

« 300 x 250 (Medium Rectangle): One of the
most popular sizes; works well on both
desktop and mobile.

« 250 x 250 (Square): Great for smaller
placements where space is limited.

« 336 x 280 (Large Rectangle): Larger than
the medium rectangle, offering more space
for visuals and text.

e 200 x 200 (Small Square): Useful for smaller
spaces and mobile devices.

Examples:

https://Penheel.com 8
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Image Guidelines

Skyscraper Sizes (vertical rectangles)

« 160 x 600 (Wide Skyscraper): Performs well on sidebars
of desktop sites, giving room for vertical content.

« 120 x 600 (Skyscraper): A narrower alternative, useful for
vertical spaces.

« 300 x 600 (Half Page): Provides significant vertical
space and is visually impactful.

« 300 x 1050 (Portrait): A large, vertical ad that stands out
on desktop screens.

Leaderboard Sizes (horizontal rectangles)

« 728 x 90 (Leaderboard): Best for banner placements on
top of desktop screens; not ideal for mobile.

» 468 x 60 (Banner): Slightly smaller than the leaderboard,
fitting well in tighter horizontal spaces.

e 970 x 90 (Large Leaderboard): Great for large, impactful
banners on top of web pages.

» 970 x 250 (Billooard): Excellent for brand awareness
campaigns where you want maximum visibility.
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Image Guidelines

Mobile-Specific Sizes

e 320 x 50 (Mobile Leaderboard): Ideal for
small mobile screens, typically appearing at
the top or bottom of a page.

e 320 x 100 (Large Mobile Banner): Slightly
larger than the mobile leaderboard, allowing
for more impact.

e 300 x 250 (Medium Rectangle): Common on
mobile devices and is versatile across
device types.

Responsive Ad Sizes

Google's responsive display ads adjust automatically to fit available ad space. They work by
uploading multiple images, headlines, descriptions, and logos, and letting Google design and
optimize the ads based on space and performance. The downside is you have little control over
the design and message combination. The upside is Google changes the design and message
based on searchers’ clicks.

For these, upload high-quality images with a 1.91:1 aspect ratio (e.g,, 1200 x 628) and a 1.1 aspect
ratio (e.g., 1200 x 1200) to cover most placements.

Image Best Practices:

e Avoid excessive text; keep
it to 20% or less of the
image.

¢ Include subtle branding
elements like logos.

e Use professional imagery
that reflects the accounting
industry (office
environments, charts,
financial statements, etc.),
and

e Ensure the message is on
brand.

(c) 2024 Penheel Marketing 201.785.7840 https://Penheel.com 10
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Targeting Parameters

Knowing your audience allows for precise targeting that maximizes the effectiveness of your PPC
campaigns. Define your audience based on factors like demographics, geography, industry, and
interests. Your buyer persona(s) will come in handy here.

For instance, you might target construction companies, dental practices, or real estate firms
based on your firm's service specialization. Geographic targeting can also help narrow down your
audience to those most likely to need local accounting services. Promoting solutions to common
industry pain points is another tactic that works well with PPC campaigns.

By customizing your audience segments and refining targeting parameters, you ensure your ads
reach the right people at the right time, enhancing the likelihood of conversions.

Audience Checklist:
1.Industry-specific (e.g., construction, dental, real estate).
2.Location-based (e.g., 25-mile radius around NYC).
3.Interests related to accounting, bookkeeping, tax services, etc.
4.Utilize re-targeting to reach users who've visited the website but haven't converted.

(c) 2024 Penheel Marketing 201.785.7840 https://Penheel.com 1
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Search Ranking Tips

Optimizing your ads for search rankings
improves visibility and ensures they reach
your target audience. Using keywords
naturally in the headlines and ad descriptions
makes your ads more relevant and appealing.
High relevancy scores can also lead to lower
costs per click.

Additionally, the landing page should reflect
the ad’s content to create a seamless user
experience.

By incorporating targeted keywords into your
landing page URL, headlines, and meta
descriptions, you signal to search engines
that your page is aligned with the user’s
query, which can help improve your ranking
over time.

A high relevancy PPC score is generally
considered to be 7 or higher.

A score of 10 is excellent, while a score of 1is
the worst.

A high relevancy score also indicates that
your ad is strongly relevant to your keywords,
has compelling ad copy, and has a well-
optimized landing page.

Search Ranking Checklist

1.Optimize ad copy with target keywords.

2.Focus on landing page relevancy by
matching it with ad content.

3.Include keywords in URL paths, headlines,
and meta descriptions.

4.Use keywords at the beginning of
headlines when possible.

5.Avoid overstuffing keywords on your
landing page and aim for natural inclusion.

6.Regularly refresh your keywords based on
campaign performance data.

Source: https://www.searchenginejournal.com/ppc-guide/quality-score/

(c) 2024 Penheel Marketing

201.785.7840
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Landing Page Best

Practices

The landing page is where the conversion happens,
so it should be carefully optimized to deliver on the
promise of the ad. Ensure your landing page
provides a cohesive experience, with a headline
and content that match the ad copy. Strong, clear
CTAs above the fold encourage immediate action,
while trust signals, like testimonials and industry
certifications, build credibility. Design your page to
be mobile-responsive, as many users access ads
on mobile devices. Keep forms brief and
straightforward to encourage lead capture without
overwhelming the user. A well-optimized landing
page can significantly boost conversion rates.
Ensure the landing page aligns with the ad for a
cohesive experience.

(c) 2024 Penheel Marketing 201.785.7840

Landing Page Checklist:

Keep CTAs above the fold (e.g, “Get a
Quote,” “Schedule a Consultation”).

Use trust signals, such as client logos,
testimonials, or case studies.

Optimize for mobile viewing.

Include a brief form to capture lead
information.

Avoid click bait by aligning the ad with the
landing page copy.

https://Penheel.com 13
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Budgeting & Bidding
Strategy

Budgeting and bidding are key components of a well-managed PPC campaign. Start with a modest
budget to gather data, then refine it based on performance insights. This approach allows you to
allocate resources to the best-performing keywords and targeting groups. Automated bidding
strategies, like Target CPA (Cost Per Acquisition), can help you stay within budget while
maximizing conversions. Adjusting your bids regularly based on campaign performance,
seasonality, and competitor activity ensures you're paying an optimal price per click, which can
improve ROl and help you reach your campaign goals.

Example

Using Semrush’s Keyword Magic tool and the phrase “accounting firm real estate,” the cost per
click for this keyword phrase over the past 4 weeks is $6.60 per click. There are 30 searches in
the USA each month, and it has a keyword difficulty (KD) score of 27/100, which means it doesn’t
have a lot of competition. Finally, the intent is “I,” which means it's informational. For more about

intent, review the Search Intent Types under the Ad Copy section.

Budgeting and Bidding Tips
» Start with a modest budget to test ad performance.
« Adjust bids based on the success of specific keywords and targeting groups.
« Use automated bidding strategies initially, such as Target CPA (Cost Per Acquisition).
« Allocate higher budgets to top-performing keywords.
 Regularly evaluate bid strategies to maximize CTR and return on investment (ROI).

(c) 2024 Penheel Marketing 201.785.7840 https://Penheel.com 14



THE ULTIMATE PPC CAMPAIGN PLAYBOOK

PENHEEL MARKETING

Tracking & Reporting

Continuous monitoring and reporting are
essential to refining your PPC strategy. Track
key metrics, such as impressions, CTR,
conversion rate, and CPC, to understand how
well your ads are performing. Tools like
Google Analytics and UTM (Urchin Tracking
Module) parameters provide insights into
user behavior post-click, helping you see the
entire conversion path. Regular performance
reviews allow you to spot trends, identify
areas for improvement, and make data-
driven decisions for future campaigns. By
keeping a close eye on these metrics, you
can fine-tune your approach to maximize
impact and drive better results over time.

A UTM code is a piece of text added to the
end of a URL to track the performance of a
digital marketing campaign. UTM codes can
help marketers understand where website
traffic comes from, how different audiences
perform, and which platforms and content
are performing best. UTM codes can include
up to five parameters such as campaign,
source, medium, content, and term.

Example URL with UTM Parameters
https://MyAccountingFirm.cpa/real-estate-
accounting?utm_source=
google&utm_medium=cpc&utm_campaign=
real_estate_accounting&utm_content=real _
estate_adl&utm_term=real_estate_account
ing_services

(c) 2024 Penheel Marketing 201.785.7840

UTM Parameter Breakdown

By including these parameters, you can
track the performance of this specific ad in
your website analytics and see how well it
drives traffic to your web page. This data is
valuable for optimizing future PPC
campaigns and understanding which ads
resonate most with your target audience.

utm_source=google (specifies Google as the
source of the traffic.)

utm_medium=cpc (indicates that the traffic
is coming from a cost-per-click (CPC)
campaign.)

utm_campaign=real_estate_accounting
(identifies the campaign name or objective,
i.e, “real_estate_accounting.”)

utm_content=real_estate_adl (helps you
differentiate between different ads in the
same campaign. For example, you might
have multiple ads with different headlines or
images, so you can use “real_estate_ad1”
here to identify the specific ad version.)

utm_term=real_estate_accounting_service
s (tracks specific keywords related to the
ad. This parameter is particularly helpful for
identifying which keywords are driving the
most traffic.)

https://Penheel.com 15
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Tracking & Reporting

Using Google’s URL Builder, https://raventools.com/marketing-reports/google-analytics/url-
builder/, you can create UTM codes with ease.

Metrics to Track Checklist

Impressions: Gauge ad visibility.

Click-Through Rate (CTR): Measure engagement level.

Conversion Rate: Assess how many clicks led to valuable actions.

Cost Per Click (CPC): Monitor the cost-effectiveness of your ads.

Use tracking tools such as Google Analytics and UTM parameters to follow user behavior from
ad to conversion.

Schedule weekly and monthly reviews of performance metrics to refine strategies.
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Optimizing Campaigns
for Success

Campaign optimization is an ongoing process aimed at improving ad performance and increasing
ROI. Implement A/B split testing to find the best-performing ad variations, including headlines,
images, and CTAs.

Experiment with different targeting options, bids, and ad formats to find the most effective
combination for your audience. Rotating ads and refreshing content regularly can prevent ad
fatigue and keep your audience engaged.

Monitoring competitor activity can also provide valuable insights into industry trends and
highlight opportunities for keyword expansion. Semrush is a good tool for this. By consistently
optimizing your campaigns, you'll improve engagement, increase conversions, and drive
sustained success for your accounting firm clients.

Ongoing Optimization Checklist
« A/B test headlines, images, and CTAs for improved performance.
» Regularly adjust targeting parameters to stay aligned with audience shifts.
« Rotate ads to avoid ad fatigue and maintain engagement.
» Review competitor ads to identify industry trends and potential keywords.

Example of Ad Optimization

If “construction accountant” has a high CPC but low conversion, consider revising the ad copy to
better match search intent or adjust the bid for that keyword.

\
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In a rapidly evolving digital world, having a well-crafted PPC strategy is essential for accounting
firms seeking to expand their reach, attract new clients, and maintain a competitive edge. This
Playbook has equipped you with a step-by-step guide to creating, executing, and optimizing PPC
campaigns tailored to the needs of the accounting industry. By following these best practices,
you're setting up your firm for sustained success in the online advertising space.

Ready to elevate your accounting firm’s digital marketing efforts?
Dive into the world of PPC with confidence, armed with the insights from this Playbook. Start
planning your first campaign today and watch your firm’s visibility and client base grow.

For additional support, reach out to Penheel Marketing to discuss tailored strategies that align with
your firm'’s unique goals and industry focus.

—""\

Penheel Marketing helps CPAs and accountants build marketing muscle to increase their online
search factor, digital marketing presence, and social media credibility.

Our marketing firm attends to client needs virtually, which allows us to spend our time working
on your projects with some of the most creative minds in the profession. We provide exceptional
service, personalized client care, and dedicated professionals.

Our Core Values

— Committed to creative solutions for your firm.

— Honest and transparent services.

— Keep learning and adapting to new technologies.

Have a project in mind?
We listen to your needs and help you to find the solution that best suits your budget, time frame,
and goals.

Let’'s work together to reach your goals.

If you are looking for an agency that'll help you build a strong online presence and bring in more
conversions and revenue, we are right here!
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