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INTRODUCTION

What is Quality Score (QS)? 

Quality Score is one of many factors 
which influence the rank and cost of 
a paid search (PPC) advertisement. 
Calculated using a number of criteria 
(which must be satisfied to earn a 
numerical score 1-10), Quality Score 
is unique in that it is a non-financial 
variable in the calculation of ad 
visibility. 

Implemented to improve user 
experience (UX) – by factoring in such 
things as keyword relevance, landing page experience and more – the use of Quality Score in the 
calculation of ad position serves platforms, consumers and advertisers alike by improving the 
experience of digital advertising for all parties involved (fewer low quality ads, better click through 
rates (CTRs), more revenue etc).

Why does it matter? 

In short, Quality Score matters because it improves the experience of the consumers to whom you 
are advertising your products by ensuring that they see relevant, high quality ads. A slightly more 
cynical answer is that it is a method of improving your ad’s position (for a more comprehensive 
look at Ad Rank, see our beginner’s guide) while saving on cost per click (CPC) and more for less is 
always good.

This is part of the benefit of Quality Score – it has benefits to both sides, it can improve ROI for 
advertisers by reducing CPC and it improves the overall user experience (UX) of the consumer.

http://www.click.co.uk/resource/beginners-guide-adrank/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook


5WWW.CLICK.CO.UK

MAKING THE MOST OF QUALITY SCORE

Keyword relevancy 

Keyword relevance is probably the most important aspect as it feeds into a number of the Quality 
Score components. For this reason, do not leave your keyword selection to chance. Use keyword 
planner, study your personas, invest in technology if it’s within budget and take advantage of free 
tools where possible if not.

Look at bidding for intention led keywords – products and services with location, brand or cost 
modifiers:

High purchase intention search via Google

https://www.wordstream.com/keywords?dt=1
https://www.wordstream.com/keywords?dt=1
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Choosing the right keywords

For a more thorough discussion of how to build a keyword list (and why you need to), you can 
download our eBook ‘Developing a Paid Search Keyword Strategy’ here.

Match types

Keyword ‘match types’ allow you much greater control of which searches will trigger your ad. They 
come in four types:

•	 Broad match – will allow your ads to be triggered by more generally related terms and 
synonyms. If you are selling only dress shoes, for example, then broad match could lead to 
your ads showing for irrelevant searches for running shoes.

•	 Modified broad matched – modified broad match would be preferable to the imaginary 
single shoe salesperson, allowing them to add the plus symbol (+) to acceptable alternatives; 
‘shoes for a wedding’ or ‘shoes for evening wear’ for example.

•	 Phrase match – requires the search term to match a full phrase in the right order, but does 
not exclude additional words before or after, allowing the shoe salesperson’s ads to display for 
‘dress shoes for weddings’ and ‘where can I find dress shoes near me’

•	 Exact match – no longer exactly exact, exact match types will allow for ad triggering for 
shuffled keywords and the swapping of function words (to, for, from etc), but still require the 
closest match of all the types.

http://www.click.co.uk/resource/developing-a-paid-search-keyword-strategy/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook
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BUILDING YOUR AD

Upon opening AdWords (if you haven’t yet signed up, you can find out how here) you’re looking at 
creating a new campaign (select Campaigns from the top menu, then the ‘add campaign’ button.

While you can choose your own variety of ad, the rest of this eBook will detail the process for a 
‘Search Network only’ campaign for ease of explanation.

On the new campaigns screen you’ll be 
greeted by the chance to name your new 
campaign and a number of options for you to 
decide the type of campaign you’re building.

Name your campaigns in a manner you’ll find 
easy to distinguish between and which will be 
relevant to the campaign content

https://support.google.com/adwords/answer/6366720?hl=en-GB
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When you have finished customising your ad (the main points regarding extensions etc will be 
dealt with later on), click ‘save and continue’ which will take you through to the following:

We have an eBook detailing how you can improve your keyword research which you can 
download here. If you already have your own ideas, now’s your chance to add them – alternatively, 
to start you off, you can ask for a little help from the right hand box.

This will bring you to part three of the process – the creation of the ads themselves.

WRITING HEADLINES AND DESCRIPTIONS

Done correctly, headlines and descriptions have direct impact on relevance and CTR, both of 
which will contribute to your Quality Score.

http://www.click.co.uk/resource/developing-a-paid-search-keyword-strategy/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook
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Headlines 

Headlines for ads abide by many of the same rules as headlines for news stories – they need to 
catch the eye, convey the necessary information in as few words as possible and they need to 
convince the reader to find out more. In addition to that, however, and most importantly, you 
need to ensure relevance to the keyword or search term. All of this in two lines with 30 characters 
each.

Look at bidding for intention led keywords – products and services with location, brand or cost 
modifiers.

In order to ensure you make the most of the space, think about what you want the headline to 
achieve versus what the consumer wants to achieve and try to find a balance. Here are five key tips 
you should look to implement:

1.	 Think about intent – which search terms are you pitching at? What does the consumer 
want? Try to answer their question or fill a need with your headlines. Make sure your headline 
contains your keyword (or where possible a dynamic keyword if the ad applies to more than 
one product or service type).

2.	 Be specific – if you’re offering a discount, state the specific discount or saving, specificity earns 
credibility and credibility earns clicks.

3.	 Be local – your service might not be located where the searcher is, but so long as you are able 
to provide the service there is an argument for including locations by name (that you service or 
provide to).

4.	 Test – there are likely to be numerous variations of your text, in order to find out what the best 
combination is, you should use split testing of various headlines (see the A/B testing section).

5.	 Repeat – this is important, you can’t rest on your laurels and regular reviews of all ad copy, 
testing etc should be scheduled for review on a regular basis.
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Description

You have 80 characters – as a point of reference, a tweet is permitted 140 characters – to really 
make your conversion. While your headline is there to catch consumer attention, your description 
is where you earn your click and, hopefully, the conversion.

While emphasis on description has diminished since the introduction of various attention 
grabbing extensions and the two line headline, it would be remiss to undervalue its importance.

Use it as a complimentary to the headline, expand on key points and distinguish yourself from the 
competition.

The above returned for the term ‘cycle shoes’ has a tempting promise in the headline and, while 
the description is overshadowed by the extensions, it emphasises the brand’s unique offering (next 
day delivery, free UK returns and delivery) and includes the key term in the description as well as 
the headline.

Calls to action

Ideally this should be the final line of your ad and should provide a next step for your consumer. 
As the term implies, ‘call to action’ is an imperative statement from brand to consumer the main 
question to ask to determine the best call to action is: ‘what now?’ When the consumer has read 
your headline and first line of description, what do you want them to do?

Your call to action should be:

•	 Commanding
•	 Exciting
•	 Should inspire a FOMO (fear of missing out)
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Remember that you are not just trying to capture your consumer’s attention but actively 
competing with other brands in your field.

Five tips:

1.	 Distinguish yourself – you’re up, potentially, against three competitors and shopping results, 
so you need to let the consumer know what sets you apart. 

2.	 Appeal to the key term – ensure that your description answers the search query and caters to 
intent.

3.	 Include offers – as with headlines, be specific, it’s important to state exact offers, sale terms (in 
brief, obviously) and reel the consumer in.

4.	 Include a call to action (CTA) – give the consumer something to respond to. Tell them what 
you want – buy now! Shop Now! Order today for delivery tomorrow!

5.	 Test – as with everything, if the opportunity to test is there, use it and get the most out of every 
campaign.

LANDING PAGE RELEVANCE

While it is technically measured as ‘Landing page experience’ in AdWords, Larry Kim – a doyen of 
the PPC world and former head of Wordstream – tweeted that landing page relevancy is measured 
using a Boolean logic (true/false) so it is safe to assume there are limited measurements being 
made to determine landing page experience and the easiest to control of these will be page 
relevance.

The reason it is the easiest metric to 
concentrate on is that it is the least 
ambiguous; while a page can be 
varying degrees of relevant, it can be 
so in an addressable number of ways. 
For the key term ‘buy cycle helmet’ 
would be served reasonably well by 
a page of cycle helmet reviews – it 
has the key term, it shows some level 
of intent to purchase. It would also 
be slightly better served by a page 
selling a specific helmet for sale, again 
it contains the keyword, and again it 
deals with a level (the right level this 
time) of purchase intent. 
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The first place ad for this term (at the time of writing an ad from sportpursuit.com) would have 
done quite well but for an impossible to remove sign up interstitial (which could cost it position or 
increase the necessary CPC as a negative UX feature), the following Amazon ad, therefore, gets the 
nod: 

While the headline here completely baffles me, it contains the key term (broad match modified?), 
a number of extensions and, importantly, it leads to a page which fits the required search term 
perfectly:

Though the headline refers to men’s helmets, the landing page features unisex and men’s helmets 
and helmets for a variety of cycle related hobbies, has prices and reviews, features the key term 
numerous times and consequently fits the bill (it also as a pro-tip has easily navigable menus and 
the ability to refine the page through check boxes – good practice for UX).
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While we cannot know for sure what the list of pass/fail terms are for landing page relevance, we 
can make educated guesses in order to improve overall score.

Five tips:

1.	 Keywords – ensure you’re selecting keywords for your ad that are referenced (both exactly 
and with synonyms – think latent semantic indexing and natural language search) in your 
landing page.

2.	 Intention – keep your ads pointing to pages that cater to the buying intent of the consumer’s 
search. Information pages will lose points if served by ads targeting a ‘buy it now’ intention 
level.

3.	 Be as specific (or unspecific) as the search term – there is no point serving a hyper specific 
landing page to a consumer that has entered a general search term and clicked on a general 
ad.

4.	 Offer relevant information – as obvious as it sounds, there are plenty of brands that don’t. 
If you’re looking to make a sale, include pricing, reviews and any other information that will 
help the consumer make the sale. If you’re looking to increase newsletter signups or lead 
generation form submission, give the consumer what they need to make an informed choice.

5.	 Don’t use interstitials – a tip coming mostly from the annoyance of today’s searching, an 
immovable interstitial is poor practice at the best of times, but is certainly a bad idea for an ad 
landing page (for more information on interstitials, see our blog).

EXTENSIONS

Like keywords, extensions are not a direct part of the Quality Score, but they do have a 
determinable effect on areas which are (CTR as an example). Extensions are visually imposing 
enhancements to ads which provide consumers with additional information or possible actions – 
ad extensions, according to AdWords, improve click through rate by up to 15%.

http://www.click.co.uk/blog/q-natural-language-search/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook
https://www.click.co.uk/blog/the-iniquity-of-the-interstitial/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook
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The kind of extensions available

Manual vs. automated extensions

Manual extensions require the advertiser to set them up and, while there are no associated costs, 
manual extensions are more likely to be shown to consumers and therefore necessary to drive 
clicks (or your metric of choice) with your ad. Automated ads, alternatively, are automatically 
shown to consumers when AdWords predicts they will make the most impact – though obviously 
useful, they should not be relied upon as a substitute for the correct implementation of manual 
extensions.

Manual extensions

•	 App extensions - For brands with an app available for download, the app extension places a 
download link (either beginning the download or redirecting to the app store).

•	 Call extensions - Facilitating the consumer in contacting you, call extensions allow you to 
place a shortcut button initiating a call with your brand.

•	 Location extension - This extension provides potential consumers with directions to your 
physical premises – making it even easier for walk-in traffic to find you.

•	 Review extensions - Review extensions must provide, according to Google, ‘an accurate, 
current, credible, non-duplicative third-party review of the advertiser’s business’ and are a 
method of allowing your consumers to see what impartial third parties think of your products/
services.
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•	 Sitelink extensions - These offer the consumer something extra – with alternatives to the 
main link providing similar pages or pages with additional information.

•	 Structured snippet – These allow brands to describe features of a specific product or range of 
products or the services their business offers. 

While the advice would always be to only use them when appropriate, extensions are incredibly 
useful to consumers and have a resultant increase in CTR, a key element of Quality Score which 
impacts directly on your ad’s position. So, while we cannot say extensions are causative of 
improved Ad Rank, they are definitely highly correlative.

EXPECTED CLICK-THROUGH RATE

Slightly different to usual CTR. as part of quality score ‘expected click through rate’ estimates the 
likelihood of your ad being clicked when it is shown for selected keywords. It will most likely differ 
from the actual CTR the ad earns (plus or minus, as it’s merely an ‘expected’ CTR), it is the expected 
rate that is used for the Quality Score calculation rather than its actual CTR counterpart.

There are no specific CTR ‘tricks’ to employ, but facets of all the above (and the following) section 
will all enhance the expected click through rate for an ad. There are, however, a few ‘must have’ 
practices to ensure you’re getting the best possible results:

Create strongly themed keyword groups

Multiple keywords per group is still encouraged as best practice (and by AdWords itself), however, 
it is vital that you don’t allow your groups to become too diffuse. Between five and 25 keywords 
per group remains best practice, but remember that you shouldn’t simply have 25 because you 
can, less is more if it means your keywords are closely thematically related.

Make full use of extensions

As mentioned in the previous section, extensions are known to improve click through rate by up to 
15%. Although not every extension is useful for every brand, there will be at least one that can be 
implemented to good effect – and this can be discovered through testing, which we will deal with 
in the next section.

Ensure your bid is competitive

While Quality Score is a facet of Ad Rank and CTR is a facet of Quality Score, there is no doubt that 
your Ad Rank has an effect on your click through rate and that means it’s sometimes necessary to 
increase your bid. Equally, monitor this over time as your competitors will no doubt be doing so.
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Make the most of your space

You don’t get a lot of space for your ad. If you don’t use it to the full you’re letting yourself down. 
This means use both headlines, the full character limit for your description. You wouldn’t take out 
a full page ad in a newspaper and submit a half page ad, don’t make the same mistake online.

Include your keyword in your display URL

You are permitted a display URL for your ads, so ensure you use it to the best effect by including 
your keyword. Were the shoe salesperson I have been using as an example to do so, they would no 
doubt find that the URL www.example.com/dress-shoe-sale would fare better than www.example.
com/sale.

Include a call to action

Tell the consumer what you want them to do. Compel them to buy now, or save now or make the 
purchase of a century. Your ad may well be your first interaction with a consumer – ensure it’s not 
the last by making it compelling (see Compelling PPC for more info).

http://www.click.co.uk/resource/compelling-ppc-create-ads-convert/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook
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A/B TESTING

A/B testing (sometimes called split testing) is comparing two versions of a web page to see which 
one performs better. You do this by showing each to exactly 50% of your visitors at the same time, 
and the conversion data will then show you which works best.

Though this is not specifically a technique specific to improving Quality Score, it is an important 
part of ensuring quality as a whole, which cannot but contribute towards a successful campaign.

Planning your tests

Planning is imperative – not least because without preparation it is impossible to define the 
success of a test, it also contributes to the likelihood of carrying out the right tests. Sometimes, as 
humans we can look to solve problems that are easy to solve rather than problems it is necessary 
to solve and proper planning can overcome this drive.

Planning tips

•	 Keep a wish list of possible changes and enhancements for your campaigns – if you see an 
article with some interesting data or advice, bookmark it or make a note for future test.

•	 Define key performance indicators (KPIs) for each test that will determine a winner, making 
sure that they in keeping with your commercial objectives.

How to set KPIs

Your KPIs will depend on the ad campaign you’re testing – measuring cost per acquisition (CPA) 
may work for lead generation, but not for brand building and CTR may be great for your Quality 
Score but not if overall conversion is poor.

The most important aspect of setting KPIs is to know what you want to achieve and to set up tests 
fairly (using ads with the same goals and the same chance of achieving the KPIs). 

Be patient

Avoid jumping to conclusions – while one ad variety may leap ahead and tempt you to declare an 
early winner, hold fast for the period you set for the test. While it may turn out that the early leader 
wins, you will at least be able to draw valid and informed conclusions from a completed test.

You should look to end your tests or remove a variation when you have:

•	 A clear winner – a variation with 95% ‘chance to beat’ original
•	 A clear loser – a variation with 5% ‘chance to beat’ original
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Build on your victories

Even when you have a clear winner, the testing process cannot end there. Make the winning 
variation a permanent change and begin to consider how you can apply the information gathered 
from testing to your other campaigns. 

The framework we define for this in conversion rate optimisation (CRO) is equally applicable to 
testing your ads:

•	 Learn – Analyse the user behaviour across your site for each variation to learn why the test was 
or was not successful.

•	 Refine – Use the information gathered from the tests to refine your KPIs, removing the 
guesswork and basing it on historical data. If you run multiple tests with similar campaigns you 
can then copy an old test, tweaking it to save time.

•	 Repeat – Keep testing and keep learning.

Build a knowledge bank

Keep a log of all previous tests and document your analysis to serve as a knowledge bank of 
proven best practice for your audience and brand. No test is a failure – even when a test proves 
that an original iteration performs best, it has still had a measurable result and an impact on 
testing in the future. 

Include:

•	 Screen shots of all ad variations

•	 The results of the test (so there’s no way to lose the data)

•	 All analysis and insights
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HOW TO CHECK YOUR QUALITY SCORE

There is a method of monitoring your Quality Score as your campaigns run. In order to access it:

1.	 Select ‘campaigns’

2.	 Then the keywords tab

3.	 Click the ‘columns’ drop down

4.	 Select ‘modify’

5.	 Add ‘Quality Score’

You can add component parts of the Quality Score in the same place by adding:

•	 Landing page experience

•	 Ad relevance

•	 Expected CTR

Great work promoting the Benchmark Search Conference from our guys in PPC for achieving 10/10

http://www.click.co.uk/resource-types/benchmark-search-conference/?utm_source=eBook&utm_medium=eBook&utm_campaign=improve-your-quality-score&utm_term=improve-your-quality-score&utm_content=eBook
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CONCLUSION

While we may never know exactly what points make up the Quality Score calculation, it is possible 
to make learned inferences from past performance and from various releases and updates that 
come directly from Google.

Through consistent testing, time and effort it is possible to achieve great things with Quality Score 
that have direct bearing on a brand’s bottom line. So, what are you waiting for?
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