Search impression share sounds simple on paper. In practice, it is one of those metrics that quietly reveals whether

your paid search program is healthy, constrained, or misaligned with how people actually search.

If your impression share is low, it can mean you are not showing up often enough, even when your keywords are
relevant. It can also mean you are showing, but not frequently, because of budget limits, bids that trail the auction,
weak ad rank, or targeting settings that are too narrow. A strong paid search agency or PPC management
company does not chase impression share as a vanity number. They treat it as a diagnostic signal that points to

specific constraints, then adjust the levers that control eligibility and auction competitiveness.

Below are strategies | have seen work in real PPC accounts, whether you are working with a pay per click agency, a

paid media agency, a paid advertising agency, or building processes inside an in-house team.

What impression share actually reflects

Impression share is not one single thing. In most platforms, it is typically expressed as a percentage of how often
you show divided by how often you were eligible to show (eligibility depends on bids, targeting, and other auction
factors). There are usually additional breakdowns, such as lost impression share to budget, lost impression share to

rank, and sometimes overlap with how close you are to meeting eligibility thresholds.
That matters because “low impression share” can have very different causes:

e |fyou are losing to budget, your ads could be eligible more often, but the account does not have enough

spend to keep pace.

e |fyou are losing to rank, you are eligible, but your ad and landing experience, ad quality, and bid position are

not strong enough to win auctions.

¢ |f your targeting is too restrictive, you might not be eligible as often as you think, even with a healthy bid

strategy.

A good ppc management agency will start by separating these drivers instead of applying generic bid increases
across the board. Jumping straight into higher bids without diagnosing whether the constraint is budget or rank

often improves some metrics while doing damage elsewhere, like profitability and conversion rate.

Start with the constraint, not the keyword list

The fastest way to waste time is to treat impression share as a keyword selection problem. Sometimes it is. More

often, it is a coverage and auction competitiveness problem.
In accounts where impression share is underperforming, | often find one of these patterns:

First, the budget is set in a way that throttles the account before it can gather enough data to refine performance.
Second, the bidding strategy is mismatched to the conversion signal quality, so the algorithm is conservative or
failing to find profitable auctions. Third, the account structure is too fragmented, which makes it hard to evaluate

performance and maintain consistent ad relevance.

An experienced paid search agency approach is to audit constraints across the settings that influence auction
eligibility:
® campaign and ad group targeting,

* match types and keyword expansion controls,



® geographic and device targeting,

budget pacing behavior,

ad schedule rules,

e conversion tracking fidelity and attribution windows.

If impression share dropped after a change, the timeline becomes a clue. If impression share has been low for

months, the issue is usually structural, not incidental.

Fix budget throttling before you widen targeting

Budget is the most misunderstood constraint because it is easy to ignore. Teams say they want to “increase reach,”
but the account budget simply cannot support that. When a campaign is capped too low or pacing is too
conservative, your ads stop entering auctions, then impression share falls, then the team reacts by changing bids

again. It is a loop.

For better search impression share, you want to align budget with the scope of your keyword universe and
conversion capacity. That does not always mean raising budgets blindly. It can also mean reorganizing campaigns

so that high-intent segments get predictable spend.
Here is what a practical diagnosis often looks like:

If the platform reports that a meaningful portion of lost impression share is due to budget, increasing bids alone
will not fix it. You need more available spend, or you need to reallocate budget from underperforming segments to

segments that are eligible and converting.

When working as a PPC management company partner, | usually prefer a controlled budget expansion. Raise
budgets enough to remove throttling, but not so much that the account immediately overspends on low-quality
traffic. Over a couple of weeks, you can watch impression share, click-through rate trends, conversion volume, and

cost per acquisition drift.

Trade-off to keep in mind: when you increase budget, you often widen the auction set. That can lower average
conversion rate if your bids now win in more competitive, less qualified queries. A paid advertising agency should
monitor that drift and be ready to refine targeting or adjust portfolio bids based on real conversion performance,

not just clicks.

Improve ad rank with relevance, not just higher bids

Lost impression share to rank is where a lot of PPC teams get stuck. The temptation is to raise bids until the
problem goes away. That can work in the short term, but it usually increases costs, and it can mask deeper

relevance issues.

Ad rank is influenced by bid, but also by expected click-through rate and landing page experience. You do not

need to obsess over every minor score component, but you do need to maintain tight alignment between:

* keyword intent (or search query intent),
* ad message,
* landing page content and offers.
A paid media agency that manages PPC well will treat ad copy as a mapping exercise, not as a static creative task.

If your keyword theme is “roof repair in Austin,” your ad should reflect “roof repair” and the location and service

area. Your landing page should not be a generic homepage with a contact form somewhere down the page.



One concrete example: in an account | managed for a local services client, we saw impression share limitations on
high-intent queries like “emergency plumbing” and "water heater repair.” The team wanted higher bids. Instead,
we redesigned the landing page above the fold to match the emergency intent, added clearer service information,
and adjusted sitelinks to emphasize 24/7 availability. After that alignment work, the account could compete more
effectively without relying solely on bid increases. Impression share improved alongside conversion rate, which is

the ideal outcome.

That same approach scales. Whether you are an in-house team or a paid search agency partner, the goal is to

raise your effective quality so that the auction becomes cheaper at the margin.

Use match types with intent, then let performance reshape the
coverage

Coverage drives impression share, but coverage without intent harms profitability. The right approach is to

broaden gradually while preserving relevance.

Most accounts start with exact and phrase matches for clarity. Then the team adds broad to chase scale, and

conversion efficiency drops. The fix is not to abandon broad match. The fix is to manage broad responsibly.

A good ppc management agency will do this through query monitoring, negative keyword strategy, and
structured ad group logic. The idea is to let the algorithm explore, but prevent it from wasting budget on clearly

irrelevant queries.

A practical rule of thumb I've used: introduce broader match types in tightly themed campaigns so that ad
relevance and landing page alignment remain strong. Then use search term reports to refine negatives. This is less
glamorous than bidding, but it often produces a meaningful lift in impression share without a proportional

increase in costs.

Edge case: if conversion tracking is delayed or incomplete, broader match exploration becomes riskier because the
algorithm learns from biased signals. In those cases, the first move is to stabilize measurement, then widen match

coverage after you have enough reliable conversion volume.

Rebuild account structure so it earns more auctions

Account structure is one of those things people talk about endlessly, but the best improvements come from very

specific fixes.

When impression share is constrained, | often find that campaigns are arranged in ways that dilute intent.
Examples include mixing unrelated services in a single campaign, or splitting campaigns by small differences that
do not map to meaningful differences in search behavior. When that happens, the platform struggles to match the

most relevant ads and landing pages to the query, which can reduce ad rank and reduce the chance you win.

Reorganization can help impression share because it improves the auction. You are effectively changing the
likelihood that your ad meets expected click-through rate thresholds and that your landing experience is relevant

for that query theme.

A paid search agency with strong operational discipline will also consider how budgets and bids interact with
structure. If too many ad groups share one budget pool, underperforming segments can slow down learning for
the rest. Conversely, if you slice too finely, you may end up with insufficient impression volume for stable

optimization.



So there is a balance: enough structure to preserve intent alignment, enough budget and volume to learn, and

enough flexibility to respond as search patterns evolve.

Use bid strategies that match your conversion reality

Impression share and bidding are linked, but they are not identical levers. A campaign can increase bids and still

not gain meaningful impression share if the conversion pipeline is unstable or if the bidding strategy cannot learn.
There are two common situations | see:

1. Conversion tracking is present, but unreliable. Maybe purchases are missing, or leads are delayed, or there is
no consistent conversion action. In those cases, algorithmic bidding can hesitate or optimize toward the

wrong outcomes.

2. Conversion volume is low relative to the desired reach. If the account does not generate enough conversions

quickly, bidding may struggle to find profitable auctions across a wider search landscape.

A PPC management company should treat conversion tracking quality as part of impression share strategy.
Stabilize conversion events, confirm deduplication, and align bidding goals to the action that actually represents

value.

Then, choose a bidding approach that fits your data. If you are doing manual bidding, you might use portfolio bids
across campaigns to control competitiveness. If you are using smart bidding, you want enough conversion signal

volume to let it work.

Trade-off: increasing impression share often increases traffic that is less predictable. If you optimize toward the
narrowest conversion action but your pipeline has delayed or multi-step behavior, you can end up with a
mismatch. Sometimes you need to optimize toward a proxy conversion action that correlates with real value, then

later filter with offline data or lead quality rules.

Improve landing page experience in measurable, incremental ways

Landing page experience is a silent impression share factor. Even if you do everything else right, if users land on
pages that do not match the query intent, performance degrades. Worse, the platform can infer weaker user

signals, which affects ad rank.
You do not need a full redesign to improve landing page experience. You need relevance and clarity.
What | often see work:

* Make the page content reflect the specific service and intent from the ad.

* Reduce friction for the primary action, whether that is a lead form, a call button, or an appointment booking

flow.
® Ensure fast load time on mobile and that forms are usable on small screens.

* Add proof that helps users decide quickly, like service areas, availability windows, reviews, or pricing context

when appropriate.

In a paid advertising agency engagement, | noticed an account that had decent click-through rate but low
conversion rate and limited impression share gains despite higher bids. The clicks were not the issue. The landing
pages were too generic. After we aligned the page headline and content structure to the query theme, conversion
rate improved, and ad performance supported better eligibility in auctions. Impression share improved without a

runaway cost increase.



A caution: landing page changes should be treated like experiments. If you swap the entire page structure at once,
you lose clarity on what helped. If you only change headlines and form length, you may not move the needle

enough. The sweet spot is a series of focused improvements tied to specific query themes.

Tighten geographic targeting and leverage ad scheduling
Search impression share can be lower simply because targeting settings do not match how customers search.

Sometimes teams limit geographic areas too aggressively, assuming customers will only search inside those zones.
In reality, search behavior can spill over. For local businesses, you may want to target service areas broadly but

adjust landing page content or call-to-action emphasis based on region.

Ad scheduling is similar. If your best conversions happen during certain hours, you might be tempted to restrict
ads to those times. That can increase efficiency, but it can also reduce impression share and slow learning. The

balance depends on whether your impression share goal is tied to volume or to efficiency.

A good ppc management agency will consider the business reality. If you can only handle leads during business
hours, restricting ad schedules might protect conversion quality. If you can follow up quickly, expanding schedule

windows might unlock impression share gains without hurting outcomes.

A practical audit checklist for impression share issues

When | am called in to diagnose a low impression share situation, | start with a short, structured audit. The goal is

to identify the first constraint so you do not fix the wrong thing.
Here is the checklist | use, in plain language:

1. Check lost impression share breakdowns, budget versus rank, and confirm the time period matches the issue.
2. Review budget pacing and campaign budgets relative to the number of active keywords and match types.

3. Audit targeting settings, especially location, device, ad schedule, and keyword match types.

4. Inspect ad relevance by theme, verify ad copy and landing page alignment for top queries.

5. Validate conversion tracking quality and make sure the bidding goal matches the real value action.

If you do only one thing, do this. It turns impression share from a vague problem into an actionable one.

Common mistakes that cap impression share

Even strong teams run into patterns that prevent scale. These are the most frequent offenders | see in pay per

click agency and ppc management agency work.

First, changing bids repeatedly without stable learning windows. When you make large bid changes every few
days, you keep resetting the auction dynamics. That can reduce impression share improvements because you

never let the system stabilize around your bids and relevance.

Second, adding keywords without a corresponding ad and landing alignment plan. You can increase keyword

coverage and still lose rank if ad relevance does not keep up.

Third, building campaigns around internal assumptions rather than actual search query behavior. Search queries
are the real demand signal. If you never review search terms, you will not know which queries are driving

impressions, which are wasting budget, and which are near the profitability edge.



Fourth, letting negative keywords lag behind broad match exploration. This is where wasted spend quietly
increases, and efficiency drops. Even if impression share rises, the account can become less competitive overall

because conversion performance waorsens.

Fifth, underinvesting in the conversion funnel. Impression share is an auction metric, but your ability to compete

repeatedly depends on downstream performance.

How to plan an impression share expansion without burning margin

If you want higher impression share, you need a plan that respects both auction competitiveness and unit

economics. A simple “turn everything up” strategy rarely works.

A better approach is staged expansion. Start with the segments that are already close to winning, then gradually

loosen constraints where you have evidence of conversion quality.

A practical path many paid media agency teams use looks like this: identify keyword themes with decent click-
through rate and conversion potential, confirm landing page alignment, and increase bids or budgets in those
themes first. As impression share rises, monitor conversion rate, cost per acquisition, and the mix of search queries.

Then extend to adjacent themes.

The trade-off is speed versus control. Staged expansion is slower than a big spend increase, but it protects learning
and helps you preserve profitability. When conversion performance is stable, impression share improvements

become sustainable rather than temporary.

Where a PPC management company adds the most value

A pay per click agency can manage bids, but the real value comes from operational rigor and decision-making
discipline. Impression share improvement is not a single tactic. It is the combined effect of measurement, targeting

strategy, creative and landing page alignment, and bidding governance.

A small business PPC agency strong paid media agency will also bring structured reporting that explains what
changed and why. Not just “impressions up,” but “impression share gained because lost to rank decreased in these
themes after ad and landing updates,” or “lost to budget is still high because campaign budget is pacing below

what the eligible keyword set requires.”

That is the difference between reactive and managed PPC.

Measuring success beyond impression share

It is easy to celebrate impression share growth while missing the bigger picture. Your job is not just to show up.

Your job is to show up profitably.
So when you raise impression share, you should also track:

e conversion rate trends by query theme,

® cost per acquisition or lead quality metrics,

® search query mix changes,

® impression share changes by device and location,

* stability of performance over time, not just one-week snapshots.
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Sometimes impression share increases but conversion rate decreases because you are winning in broader or less
qualified auctions. That might be acceptable in the short term if you are generating enough signal volume to
retrain bids and refine negatives. Other times it is a warning that bidding expansion outpaced landing page

relevance.

A good ppc management agency will treat these metrics as one system. Impression share is the reach side. Your

conversion funnel is the value side.

Bringing it all together: make impression share a controllable lever

Better search impression share is achievable, but it is not controlled by one knob. It is a combination of auction

readiness and eligibility, relevance, and budget capacity.

If you want the highest chance of sustained gains, focus on the constraint first. When budget is the limiter, adjust
budgets and pacing responsibly. When rank is the limiter, improve ad and landing alignment, then let bidding
work with better quality. When targeting is too narrow, widen coverage gradually through match type and

structured expansion, backed by disciplined negatives and query monitoring.

Whether you are choosing a paid search agency, a paid advertising agency, a ppc agency, or a ppc management
company, ask how they diagnose the cause of lost impression share and what process they use to iterate. The best
PPC management agency strategies are not just about being more competitive in the auction. They are about
building a system where more eligibility leads to better user experience, better conversion outcomes, and a more

efficient path to scale.

If you want, tell me your current impression share goal and what platform you are optimizing in (Google Ads,
Microsoft Ads, or both). | can suggest a diagnostic approach and a staged expansion plan tailored to how your

account is set up.



