
A Google Ads account can look tidy and still be poorly structured. Campaign names may be consistent, ad groups
may be neatly arranged, and reports may be full of activity—yet the account might not show whether advertising
is helping the business reach its goals.

The point of account structure is not to create the most campaigns or the smallest ad groups. It is to make useful
decisions easier: where to invest, which searches attract the right customers, and what to change next. Whether
you are reviewing an existing account or planning a new one, look for a structure that connects business goals to
targeting, messaging, measurement, and follow-up.

This guide explains what to look for in campaign segmentation, ad group strategy, and keyword themes, along
with the business context and tracking that should come before spend. It also covers a common limitation when
reviewing an account: without pricing, retainer, ad spend, or CPA figures, you can assess the logic of the structure,
but you cannot judge its financial performance.

Start With Commercial Goals, Not Vanity Metrics
Before reviewing campaigns, ask what the business needs advertising to accomplish. “More traffic” is not a useful
goal on its own. Traffic only matters if it brings people who are likely to take a valuable next step, such as making a
purchase, requesting a qualified quote, or booking a relevant appointment.

Clarify the commercial outcome first. An ecommerce business may care about profitable orders, product
categories, or customer acquisition. A local service business may care about qualified enquiries, booked
appointments, or completed jobs. Those differences should shape the account rather than being treated as
reporting details added later.

Then check whether the account’s primary conversions reflect those outcomes. A click, page view, or time on site
may help with analysis, but it usually should not stand in for a sale or a meaningful lead. If Google Ads is
optimizing toward an easy-to-record action instead of a valuable business result, the campaign can appear busy
while bringing in low-quality prospects.

Ask what success means: Is the business aiming for sales, qualified leads, bookings, or another outcome?

Separate activity from results: Clicks and impressions describe what happened in the ad account; they do
not prove business value.

Check the conversion definition: Does the tracked action represent a genuine step toward revenue?

Agree on the next decision: What would the team do differently if performance improved or declined?

This is where a useful review differs from a report that is only tables and screenshots. The numbers need to lead to
a decision. A running list of metrics with no decision attached may make a report look comprehensive, but it does
not help the business choose its next move.

Look for Campaign Segmentation That Reflects the Business
Campaign segmentation is the way an account separates different advertising priorities. A sound structure gives
the team enough control to manage meaningful differences without fragmenting the account into so many pieces
that each one becomes difficult to evaluate.

Depending on the business, campaigns may need to be separated by product or service category, location, brand
versus non-brand searches, language, or a distinct business objective. The right divisions are the ones that change



how the account should be targeted, budgeted, messaged, or measured.

Useful reasons to separate campaigns

Different commercial priorities: Product lines or services have different values, margins, or sales goals.

Different geographic coverage: Locations have separate service areas, availability, or operational needs.

Different search intent: Brand searches and broader category searches need distinct oversight and analysis.

Different landing pages or offers: People need a different path depending on what they searched for.

Different measurement needs: The business needs to understand outcomes separately to make a sound
decision.

By contrast, a campaign should not be split merely because someone wants more rows in a report. If two
campaigns have the same audience, message, destination, goal, and management approach, ask what decision the
separation enables. If there is no clear answer, the added complexity may not be useful.

Check whether campaign names are readable and consistent. A name should help someone understand the
campaign’s purpose without decoding internal shorthand. Consistent naming also makes it easier to compare
performance and spot gaps when several people work in the account.

Review Ad Group Strategy and Keyword Themes
Within a campaign, ad groups organize related keywords and ads. A practical ad group strategy groups searches
by a meaningful theme and gives the business a chance to respond with relevant messaging. The goal is not to
put every keyword in its own ad group. It is to create clear connections between what a person searches, what the
ad says, and where the click lands.

For example, a business offering several distinct services may need separate keyword themes for each service if the
searches call for different ad copy or landing pages. But splitting minor wording variations into lots of tiny groups
can create extra maintenance without improving relevance or decision-making.

Questions to ask about keyword themes

Does each theme describe a clear product, service, or type of intent?



Can the ads speak directly to the searches in that theme?

Does the landing page match the searcher’s likely need?

Are irrelevant or ambiguous searches being excluded where appropriate?

Can the team tell which themes are attracting useful enquiries or sales?

Review search terms as well as the keywords the account is set to target. They are not the same thing: actual
searches can reveal unexpected interpretations, unrelated needs, or new opportunities. A well-organized list of
keywords is not enough if the resulting traffic does not match the business.

Also check how match types and negative keywords are being managed. These settings influence which searches
may trigger ads, so the account should have a clear process for checking relevance and excluding unwanted traffic.
There is no universal keyword list that works for every company. The right choices depend on the offering,
customer language, and sales process.

Judge Lead Quality, Not Just Lead Volume
For lead-generation campaigns, a higher number of form submissions does not automatically mean better
performance. Some enquiries may be incomplete, outside the service area, unrelated to the offer, or unlikely to
become customers. If the account treats every submission as equally valuable, its results can tell an incomplete
story.

Ask how the business defines a qualified lead and how that information reaches the people managing Google Ads.
A CRM (generic reference) can help connect advertising activity with what happens after someone submits a form,
such as whether the lead was contacted, qualified, booked, or converted. The exact setup varies, but the important
principle is to close the gap between the ad conversion and the business outcome.

Check whether the tracking distinguishes valuable actions from weaker signals. For instance, a completed enquiry
form may be a useful early signal, while a confirmed appointment or qualified opportunity may provide stronger
evidence of lead quality. The business should decide which actions matter and make sure reports do not present
them as interchangeable.

In a review, ask: “What would you do differently next week?” If the answer depends only on the total number of
leads, the team may need better quality feedback. Useful answers might involve changing a keyword theme,



improving the landing page, refining an offer, or investigating why leads from a particular area are not
progressing.

Understand the Business Before Restructuring
Good onboarding gives the account manager the context needed to make sensible choices. Before proposing
campaign segmentation or changing ad group strategy, learn how the company sells, serves customers, and
evaluates a successful outcome.

Useful onboarding questions include:

Which products or services are the commercial priorities?

Which customers are a good fit, and which are not?

Where can the business operate, deliver, or provide service?

What questions or concerns commonly come up before a customer converts?

How long is the sales process, and who handles incoming enquiries?

Which periods, inventory constraints, or operational limits affect availability?

How does the business identify a lead or customer as valuable?

This context affects decisions throughout the account. A search that appears relevant in isolation may be
unsuitable if the business cannot serve that location. A popular product may not be a priority if it is unavailable.
An enquiry may look like a conversion in Google Ads but be a poor fit once the sales team reviews it.

Companies such as Zeka Design (Zeka Graphic) and ClickSlice (clickslice.co.uk) may be encountered while
researching design or paid search support. Whatever provider or in-house team is involved, the same principle
applies: account recommendations zekagraphic.com should be grounded in the business’s goals and operating
reality, not just in platform settings.

Check Measurement and Tracking Before Spend
Measurement should be checked before scaling or substantially changing spend. If tracking is broken, duplicated,
or aimed at the wrong actions, performance data can encourage the wrong decisions. Establish what is being
counted, where the information comes from, and whether it agrees with what the business sees in its own
systems.

For Google Ads, review whether conversion actions are clearly named and whether the primary actions represent
meaningful outcomes. Check for duplicate counting, missing tracking on important forms or purchase steps, and
conversions that may be recorded without a genuine completed action. For lead generation, ask whether the team
can connect an enquiry back to its later quality or outcome in the CRM.

Do not assume that installing a tracking tag completes the measurement job. A proper check also considers how
the website works, what happens after a form is submitted, and how consent or privacy choices affect data
collection. If the tracking setup is uncertain, resolve the uncertainty before using conversion reports to justify
bigger decisions.

Before increasing spend, the team should be able to explain which business actions are measured, how reliable the
data is, and what it will use the results to decide. More activity cannot fix a measurement problem.

What You Can and Cannot Conclude Without Financial Figures

https://www.zekagraphic.com/how-to-get-the-most-from-a-google-ads-agency


A structure review can identify whether campaigns have clear purposes, whether keyword themes match the
business, and whether conversions appear to represent meaningful actions. But without financial context, it cannot
establish whether the account is profitable or whether its results are commercially sustainable.

No pricing, retainers, ad spend figures, or CPA numbers are provided here. That is intentional: those figures
depend on a particular business and account, and should not be invented to make a general guide sound precise.
A CPA, or cost per acquisition, also needs context. The same cost can be acceptable for one business and
unsuitable for another depending on customer value, margins, sales rates, and capacity.

When reviewing a real account, request the financial and operational information needed to interpret performance.
Then evaluate the structure alongside the business’s actual economics and lead quality, rather than treating a
platform metric as a verdict on its own.

A Practical Google Ads Account Structure Checklist
1. Confirm the business goal: Identify the commercial outcome the account is meant to support.

2. Validate conversions: Make sure tracked actions reflect genuine value and are not duplicated or misleading.

3. Review campaign segmentation: Look for divisions that support different goals, audiences, locations, or
decisions.

4. Inspect ad group strategy: Check that each group has a coherent theme that can be matched to relevant
ads and pages.

5. Check keyword themes: Compare targeted terms and actual search terms with what the business sells and
serves.

6. Connect leads to outcomes: Use business feedback and, where appropriate, CRM information to assess lead
quality.

7. Agree on the next action: Make sure each recurring report or review helps the team decide what to do next.

Account area What to look for Question to ask Campaigns Clear separation by meaningful business need What
decision does this campaign separation enable? Ad groups Related searches, relevant ads, and suitable landing
pages Does the message match the searcher’s intent? Conversions Reliable tracking of important actions Does this
action indicate real business value? Lead quality Feedback beyond raw submission volume Which leads become
qualified opportunities or customers? Reporting Metrics tied to clear decisions What would we do differently next
week?

The Best Structure Makes Better Decisions Easier
A strong Google Ads account structure is not defined by how complicated it looks. It is defined by how clearly it
connects commercial goals with campaign segmentation, ad group strategy, keyword themes, and trustworthy
measurement. It should help the team see whether advertising is attracting the right people and what to improve
next.

Start with business context and tracking, then evaluate the structure. Keep useful distinctions, question
unnecessary complexity, and look beyond traffic or lead totals to the quality of the outcomes. When every major
part of the account supports a real business decision, the structure becomes more than tidy organization: it
becomes a practical tool for managing growth.


