Google Search Ad Writing Prompt

Instructions
1. Complete the bracketed fields [  ] with your information BEFORE pasting the prompt into your AI tool of choice. 
2. Review the headline and description length requirements. You can modify this prompt for other PPC platforms, such as LinkedIn, Facebook, Reddit, etc. 
3. Research and identify your primary keywords using a keyword research tool like Semrush, WordStream, SpyFu, Moz, Ahrefs, or Ubersuggest. 
4. Copy/Paste the full prompt (multiple pages) into your AI writing tool. 

Prompt
Act as an expert PPC strategist and Google Search Ads copywriter. Create a Google Search ad campaign for the business, service, audience, and landing page information I provide below. Your goal is not simply to generate clicks. Write ads designed to attract the right searcher, discourage poor-fit clicks, and drive qualified conversions.

CAMPAIGN INFORMATION
Business/Organization: [INSERT]
Product or Service: [INSERT]
Target Audience: [INSERT]
Audience Problem or Need: [INSERT]
Primary Offer: [INSERT]
Reason to Believe / Differentiator: [INSERT]
Primary Conversion Action:[ INSERT]
Landing Page: [INSERT URL OR PASTE LANDING PAGE COPY]
Primary Keywords: [INSERT]
Geographic Target: [INSERT]

CAMPAIGN FORMULA
Use this formula as the foundation for the messaging:

Audience Problem + Relevant Offer + Reason to Believe + Clear Action

Before writing the ads:
1. Identify the likely search intent behind the provided keywords.
2. Determine whether the keywords indicate informational, commercial, transactional, or navigational intent.
3. Flag keywords that appear too broad, irrelevant, ambiguous, or unlikely to generate qualified conversions.
4. Identify any important information missing from the landing page or campaign brief that could weaken ad performance.
5. Do not invent statistics, awards, prices, guarantees, credentials, or other claims that have not been provided.

Then create the Google Search ad.



HEADLINES
Write 15 distinct headlines.

Requirements:
- Maximum 30 characters per headline, including spaces.
- Incorporate important keywords naturally where appropriate.
- Include a mix of keyword-focused, benefit-focused, problem-focused, differentiator, offer, and action-oriented headlines.
- Avoid repeating the same idea with slightly different wording.
- Avoid vague marketing language.
- Match the searcher's likely intent.
- Do not use clickbait.
- Make each headline useful in multiple combinations when possible.

DESCRIPTIONS
Write 4 descriptions.

Requirements:
- Maximum 90 characters each, including spaces.
- Communicate a specific benefit or value.
- Reinforce the offer and reason to believe.
- Include a clear next step where appropriate.
- Align with the landing-page experience.
- Avoid repeating headline copy unnecessarily.

OUTPUT
Create a table with these columns:
Ad Element | Copy | Character Count | Purpose

For Purpose, identify each item as: Keyword, Problem, Benefit, Differentiator, Offer, Proof, or CTA.

After the table, provide:
1. Search intent assessment.
2. Keywords or searches I should consider excluding.
3. Recommended negative keyword themes.
4. Landing-page alignment issues.
5. Three messaging angles worth A/B testing.
6. The primary conversion action this campaign should measure.
7. Any risks or assumptions I should review before launching.

Finally, perform a quality-control check and confirm that every headline and description is within Google Ads character limits.


Demo Prompt Input + Output
In this demo, I’ve used a construction-focused CPA campaign because the audience, pain point, and search intent are easy to understand. 
· Business/Organization: Summit Ridge CPAs.
· Product or Service: Outsourced CFO and accounting advisory services for construction companies.
· Target Audience: Owners, presidents, and CFOs of construction companies with $10 million to $75 million in annual revenue in New Jersey and New York.
· Audience Problem or Need: Growing construction companies need better financial visibility. Leadership may struggle to understand job profitability, forecast cash flow, manage work-in-progress reporting, and get timely financial information for important business decisions.
· Primary Offer: Complimentary Construction Financial Health Assessment.
· Reason to Believe / Differentiator: Summit Ridge CPAs specializes in the construction industry. Its experienced accounting professionals understand job costing, WIP reporting, cash-flow forecasting, tax planning, and the financial reporting requirements of growing contractors.
· Primary Conversion Action: Request a complimentary Construction Financial Health Assessment.

Landing Page:
Financial Clarity Built for Construction Companies
Growing a construction company requires more than knowing what is in the bank today. You need to understand job profitability, anticipate cash-flow needs, and have financial information you can use to make decisions.

Summit Ridge CPAs provides outsourced CFO and accounting advisory services specifically for construction companies throughout New Jersey and New York.

Our construction accounting professionals help contractors:
· Understand job profitability.
· Improve job costing and WIP reporting.
· Forecast cash-flow needs.
· Build useful financial reports.
· Plan for taxes.
· Prepare financial information for important business decisions.

Start With a Construction Financial Health Assessment
Our complimentary assessment gives your leadership team an opportunity to discuss your current financial reporting, identify areas that may need attention, and determine whether outsourced CFO support could help.

Request Your Complimentary Assessment.

Primary Keywords:
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· outsourced CFO for construction
· construction CFO services
· construction CPA
· CPA for construction companies
· construction accounting services
· construction accounting firm
· construction financial advisory
· CFO services for contractors


Geographic Target: New Jersey and New York.

Output
Google Search Ad Assets

	Ad Element
	Copy
	Character
Count
	Purpose

	Headline 1
	Construction CFO Services
	25
	Keyword

	Headline 2
	CFO for Construction Firms
	26
	Keyword

	Headline 3
	Construction CPA Services
	25
	Keyword

	Headline 4
	CPA for Construction Firms
	26
	Keyword

	Headline 5
	Know Which Jobs Make Money
	26
	Benefit

	Headline 6
	Improve Job Profitability
	25
	Benefit

	Headline 7
	Get Better Financial Data
	25
	Benefit

	Headline 8
	Improve Cash Flow Planning
	26
	Benefit

	Headline 9
	Outgrown Basic Accounting?
	27
	Problem

	Headline 10
	Need Better Financial Data?
	27
	Problem

	Headline 11
	Construction Industry CPAs
	26
	Differentiator

	Headline 12
	Accounting Built for Builders
	29
	Differentiator

	Headline 13
	Free Financial Assessment
	25
	Offer

	Headline 14
	Assess Your Financial Health
	28
	Offer

	Headline 15
	Request Your Assessment
	23
	CTA

	Description 1
	Get clearer job costing, WIP reporting and cash-flow forecasts from construction CPAs.
	86
	Benefit

	Description 2
	Outsourced CFO services built around the financial needs of growing contractors.
	80
	Differentiator

	Description 3
	Improve financial visibility without adding a full-time CFO to your team.
	73
	Benefit

	Description 4
	Request your complimentary Construction Financial Health Assessment today.
	71
	CTA



1. Search Intent Assessment
The keyword set demonstrates primarily commercial and transactional intent.
· Searches such as “outsourced CFO for construction,” “construction CFO services,” and “CFO services for contractors” suggest that the searcher already understands the type of service needed and may be evaluating providers.
· “Construction CPA,” “construction accounting firm,” and “CPA for construction companies” also indicate strong commercial intent, although these searches could represent a broader range of accounting needs.
· The campaign should prioritize keywords that combine the construction audience with a specific accounting or CFO service, because those searches most closely align with the offer.

2. Searches to Consider Excluding
Consider excluding searches related to:
· Construction accounting jobs and careers.
· CFO salaries and compensation.
· Accounting degrees, classes, and certification.
· Construction accounting software.
· Free accounting templates.
· DIY bookkeeping.
· Personal tax preparation.
· Residential contractor licensing.
· Construction estimating services.
· General construction jobs.

These searches may contain relevant words without representing the target buyer.

3. Recommended Negative Keyword Themes
Build negative keyword lists around these themes:
· Employment: jobs, career, salary, resume, internship, hiring.
· Education: course, class, degree, certification, training, school.
· Software: software, app, download, template, spreadsheet.

DIY: how to, tutorial, example, free template.
Consumer tax: personal taxes, tax refund, 1040.
Unrelated construction services: estimating, materials, equipment, jobs, licensing.

Review negative keyword performance regularly using actual search-term data.

4. Landing-Page Alignment
The landing page aligns well with the campaign because it repeats the core concepts a searcher sees in the ads:
· Audience: Construction companies.
· Need: Better financial visibility.
· Service: Outsourced CFO and accounting advisory.
· Expertise: Construction accounting.
· Offer: Complimentary Construction Financial Health Assessment.
· Conversion: Request the assessment.

The strongest opportunity is to add more detail about what the prospect receives from the assessment. For example, explain whether the prospect receives recommendations, a scorecard, a written summary, or another tangible takeaway.

The page could also benefit from credible proof, such as construction industry credentials, experience, client results, or testimonials, if you can verify those claims.

5. Three Messaging Angles to A/B Test
Angle A: Financial Visibility
· Focus on giving owners better information to make decisions.
· Message: Know where your construction company is making money and where financial performance needs attention.
· Potential headline: Know Which Jobs Make Money

Angle B: Construction Expertise
· Lead with industry specialization rather than general accounting expertise.
· Message: Work with accounting professionals who understand job costing, WIP reporting, cash flow, and construction finance.
· Potential headline: Construction Industry CPAs

Angle C: Outsourced CFO Alternative
· Target companies that need more sophisticated financial guidance but may not need a full-time CFO.
· Message: Get CFO-level financial insight without adding another full-time executive.
· Potential headline: CFO for Construction Firms

6. Primary Conversion to Measure
The primary conversion should be: Completed Construction Financial Health Assessment request. Do not use clicks or landing-page visits as the primary measure of campaign success.

Secondary metrics can include:
· Assessment form starts.
· Qualified assessment requests.
· Opportunities created.
· New clients.
· Cost per qualified lead.
· Cost per acquired client.
· Revenue generated from PPC leads.

Connecting the Google Ads conversion to the firm’s CRM will make it possible to evaluate lead quality rather than relying only on advertising metrics.

7. Risks and Assumptions to Review
Before launching, confirm that:
· “Complimentary” accurately describes the assessment.
· The firm can substantiate its stated construction industry expertise.
· Geographic targeting is limited to areas the firm serves.
· Conversion tracking is configured and tested.
· The landing page works well on mobile devices.
· The assessment form asks for enough information to help qualify leads without creating unnecessary friction.
· Search terms are reviewed regularly so irrelevant searches can be added as negative keywords.
· Ad messaging remains consistent with the landing page.

Quality-Control Check
· All 15 headlines are within Google’s 30-character headline limit.
· All four descriptions are within Google’s 90-character description limit.
· The assets include a mix of keyword, problem, benefit, differentiator, offer, and CTA messaging rather than repeating the same message across all headlines.
· No unsupported statistics, awards, prices, guarantees, credentials, or performance claims have been added.
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