
Why Google Search Ads Management Matters for
Local Businesses
When I first started working with contractors in the Chicago suburbs, many of them told me the
same thing: they tried Google Ads once, spent a few hundred dollars, and got nothing but spam
calls. It is a common story. The problem is rarely the platform itself. It is almost always a lack
of proper google search ads management. You can throw money at keywords all day, but
without someone tuning the campaign, measuring the data, and cutting what does not work,
you are basically gambling.

Paid search is not a set-it-and-forget-it tool. It is more like a garden. You have to water it, pull
the weeds, and shift things around as the seasons change. For a small business owner,
especially someone running a contracting company or a local service shop, there is already
enough to manage. Learning the ins and outs of bid strategies, negative keywords, and quality
scores is not a good use of your time. That is where working with someone who understands
the nuances of google search ads management becomes valuable.

What Makes Paid Search Different for Local Businesses
National brands can afford to bid on broad terms and see what sticks. A local plumber or
electrician cannot. If you are a roofer in Des Plaines, you do not need someone in Florida
clicking your ad. You need a homeowner in your service area who is searching for "roof repair
near me" right now. That kind of targeting requires a careful setup. You have to layer location
settings, schedule ads during business hours, and use call extensions to make it easy for
people to reach you.

I have seen campaigns where someone set up ads for "Chicago roofing" and got clicks from
people all over the metro area, including neighborhoods that were two hours away. That is
wasted money. A good campaign narrows the radius and uses the right match types. It also
uses negative keywords to filter out searchers who are not ready to buy. For example, adding
"DIY" as a negative keyword keeps your ad from showing to someone who wants to fix their
own roof.

View the location on Google Maps

Common Mistakes in Campaign Setup
Over the years, I have audited dozens of accounts that were underperforming. The same issues
keep coming up. Here are a few:
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Using broad match keywords without any negative keywords, which leads to irrelevant
traffic.

Not setting up conversion tracking, so the business has no idea which clicks turned
into leads.

Sending all traffic to the homepage instead of a dedicated landing page that matches
the ad copy.

Ignoring the search terms report, which shows what people actually typed before
clicking.

Running ads 24/7 even though the business only answers calls during the day.

Each one of these issues eats up budget. Fixing them does not require a complete overhaul.
Sometimes it is just about spending an hour a week reviewing the data and making small
adjustments. But most business owners do not have that hour. They would rather be on a job
site or talking to a customer.

How to Know If Your Campaign Is Working
I talk to a lot of people who check their ad account once a month, see a high click-through rate,
and assume everything is fine. Click-through rate alone tells you very little. You need to look at
the cost per lead and the quality of those leads. For a contractor, a phone call that turns into a
quote is a lead. An email signup from someone who just wants a brochure is not.

Setting up call tracking is one of the smartest moves a local business can make. It connects
the ad click to the actual phone call. Without it, you are flying blind. I worked with a painter in



Evanston who thought his ads were failing because he was not getting many form fills. Once
we added call tracking, we saw that most of his leads came through phone calls. The
campaign was actually working well. His perception was just based on incomplete data.

Budgeting Realistically for Local Search Ads
There is a myth that you need a huge budget to see results from Google Ads. That is not true
for local service businesses. A small budget of five hundred to a thousand dollars a month can
work if the campaign is focused. The key is to start small, test a few high-intent keywords, and
scale up once you see which ones convert.

I have seen campaigns succeed on three hundred dollars a month when the targeting was tight
and the landing page was clear. The mistake people make is spreading a small budget across
too many keywords. You are better off bidding on five well-chosen terms than fifty random
ones. Each click costs money, so make every one count.

The Role of Landing Pages
Your ad can be perfect, but if the page someone lands on is slow, confusing, or not relevant,
they will leave. That is called a bounce, and it costs you money. For local businesses, the
landing page should do a few things clearly: state what you offer, show that you serve their
area, and give them an easy way to contact you. A phone number at the top, a short form, and a
few sentences about your service. That is enough.

I have tested landing pages with long sales copy against short, simple pages. For local service
ads, the short version almost always wins. People searching for a plumber or an electrician
want a fast answer. They do not want to read three paragraphs about your company history.
They want to know if you can come to their house today and how much it costs.

Ongoing Management vs. One-Time Setup
Some agencies offer a one-time campaign setup and then hand the keys over to the client.
That is like planting a garden and walking away. Campaigns need ongoing attention because
search behavior changes, competitors enter the market, and your own business evolves. A
seasonal business like a snow removal company needs to ramp up ads in November and
pause them in April. A roofer might see more demand after a storm. A good manager watches
for those patterns and adjusts the budget accordingly.

That ongoing work is what separates effective google search ads management from a simple
ad account that collects dust. It is the difference between spending money and investing it.
When someone manages the account weekly, they can pause underperforming ads, test new
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ad copy, and shift budget to the keywords that are actually bringing in calls. Over a quarter,
those small changes add up to a much better return.

What to Look for in a Partner
If you decide to hand over the reins, look for someone who asks questions about your business
before they touch the account. They should want to know your typical job size, your service
area, your busiest season, and how you prefer to be contacted. If they jump straight into
keyword research without understanding your business, that is a red flag.

Connect with us on YouTube.

Transparency matters too. You should be able to see what is happening in your account. A
good manager will share a simple monthly report that shows how many clicks, calls, and leads
came from the ads, and what your cost per lead was. If the numbers look good, you keep
going. If they do not, you talk about what to change. It is a partnership, not a magic trick.

Lemur Marketing, a digital marketing agency in Des Plaines, IL offering web design, local SEO,
and paid advertising services tailored to contractors and local businesses in the Chicagoland
area, is located at 1574 Henry Ave, Des Plaines, IL 60016, USA, and can be reached at +1 630-
551-8493.

https://www.youtube.com/@lemurmarketing

