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INTRO

Pay Per Click and the Buying Cycle

More than an advert
When creating a PPC advert it’s important to take into consideration what 
happens after the person has clicked through to the website. Specifically, 
what kind of information the person finds there. You might, understandably, 
be thinking “well, I sell wedding dresses” or “I sell art” or “I sell <insert your 
product here>”.

Of course, the main goal might be giving your customer the thing that they want 
at a time they want to buy it, but when we realise that more than 70% of website 
visitors that land on pages through search are not ready to buy yet.  That’s 70% 
of your PPC advert budget potentially lost when they click off the site after 
browsing. 

This guide will show you how to attract and engage with the 70% in a way that 
can help increase conversions from your pay per click advert. 
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1.  RESEARCH

Part 1 . Research: Phrasing tells us 
their intentions...
Research the kind of search phrases your target market is using. What are they 
typing into the search engine when looking for a product or service like yours? 
Are they:

1. Seeking information?
Example: Types of wedding dress (4400 searches per month).  The potential 
customer is in the research stage and probably not ready to buy yet.

2. Seeking a specific product?
Example: Wedding dress size 16 (880 searches per month) The potential 
customer is in the Research and Comparison stage and may be closer to making 
a purchase. 

Is the search...

3. Based on a location?
Example: Wedding dress shop Exeter (210 searches per month) The customer is 
looking to visit a local shop possibly to see the product up close.



NEED EXPERT HELP?

Get in touch with Vu to 
discuss your digital marketing 
strategy.

REQUEST A CALL BACK

1.  RESEARCH (CONT.)

4. Based on price?
Example: Wedding dress sale UK (1300 searches per month).  The customer is 
ready to make a decision and is searching for the right product at the right price. 

If you’d like a quick way to find 
monthly search volume simply 
install the Keywords Everywhere 
plugin for Google Chrome 
Browser. 

TOP TIP:  GOOGLE ADWORDS 

KEYWORD PLANNER

It’s important to experiment 
with language - for example, 
some people might type ‘cheap 
wedding dress UK’ (This has 
an additional 6,600 searches 
per month).  You can use 
Google Adwords Keyword 
Planner to find out this 
information in depth. 

Once installed, this shows 
the search volume for each 
search phrase alongside it’s 
Cost Per Click(CPC) value and 
competition level. See example 
image below. 

Want to read more about finding keywords? click here to find out.
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Once you have the popular keywords written down and you know what people 
are searching for, you can then choose the keyword that most closely matches 
the goal of your PPC advert.

5. Help your customer find you
By doing this, you are more likely to get people clicking on your advert who are 
looking for your exact product, thereby increasing your chance of making a sale.  

  

2.  KEYWORDS

Part 2. Keywords: making the right 
choice for your business

Choose a keyword that most resembles 
your product and you will ensure that most 
people who click through to your website are 
interested in vintage style wedding dresses. 
In this case the keyword “vintage wedding 
dress UK” attracts 2900 searches a month. 

TOP TIP

Example:  If you’re selling 
vintage-style wedding 
dresses and choose the 
keywords “wedding dress 
UK” you will attract a 
very large amount of 
clicks as 49,500 searches 
a month take place using 
this phrase. 

The problem is that 
because it’s a very general 
search term, most of 
these clicks won’t lead to a purchase even though you would pay a lot of money 
for your advert to appear for this term.  Want to read more about PPC?
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Part 3. Ready to buy or not to buy - 
that is the real question
A good rule-of-thumb approach is to create an offer that is helpful to your 
potential customer no matter what stage they’re at in the buying cycle.

What is the buying cycle?...

There are four stages in the customer buying cycle. For each stage the customer 
will be seeking different kinds of information: These are outlined below:

6. Awareness

3.  BUYING CYCLE

Blog articles
Youtube video
Social media updates, and even 
Newsletters if they are a previous 
customer.

HELPFUL CONTENT AT THIS STAGE

Your potential customer has a 
desire to be on the look-out for a 
particular product type or service. 
They might come across you on 
social media or find you in search.  
At this stage it’s important for 
your potential customers to be 
able to access quality, helpful 
information that will support 
them in their buying journey.
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3.  BUYING CYCLE

7. Research
They’re finding out more about the product, to see if it’s exactly what they want. 

Content that is helpful for the research stage:

Ensure there is in-depth detail and appropriate uniqueness in the product 
description.
Examples of other content that will engage the prospective buyer here can be:  
An ebook - Using the examples above - this could be a Free Guide to Buying the 
Perfect Wedding Dress or a Lookbook for Visuals. Webinars are also good if the 
product is information-based. Infographics and white papers are also suitable, if 
it’s appropriate for the product on sale. 

8. Comparison
Content that is helpful for comparison stage: 

Trustworthiness is key so testimonials, case studies and reviews are important 
here, as are any SSL certificates displayed on your ecommerce shop. Product 
demos are also valued at this stage, if they’re suitable. 

9. Decision
They’re ready to buy - and will buy from those who make the process as 
transparent and as easy as possible for them. 
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3.  BUYING CYCLE

Content that is helpful for the decision stage: 

Clearly displayed trust certificates SSL and payment gateways. 
A logical and easy checkout process is a must. 

Find out more info about optimising your checkout here.

Part 4. Pay Per Click Goals should 
match the customer’s intentions 

10. Does the page content match the content 
of the advert? 
The PPC advert should always be relevant, for example if an advert says:

Refurbished iMacs. All come with 12 month warranty. Prices start from £299! 
Buy Now!

This ad will show up for someone who has most likely typed in the search 
phrase “refurbished iMac”.  “Customers Intention...”  Given the specific nature 
of this search term, they may be already in either the research, comparison or 
decision-making stage.)

Using the example above, to ensure the potential customer gets what they’re 
looking for immediately, the web page the PPC advert links to should display the
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4. GOALS & EXPECTATIONS

following information clearly: 

• The words “refurbished iMacs” 
• Images of the iMacs that are available for purchase
• Prices of the iMacs should start at £299 
• Items are in stock and available to buy now. 

Part 5.  Your PPC goal reflected on 
your webpage

Your goal should always be promoted with an 
appropriate call to action. 
Depending on your PPC adverts goals there should be an appropriate call to ac-
tion that reflects this on the landing page. Take a look at the examples below:

11. Make a purchase
Using the iMac example above, the customer was taken to the iMac shop page - 
the call to action could be ‘buy now’ to purchase the product, as this is what the 
PPC advert was promoting. 
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5. PPC GOALS

12. Generate Leads
However, if the goal of the PPC advert is to generate qualified leads through 
building an email list,  then after landing on the page the potential customer 
could be engaged with a free giveaway in return for their email address.

Sometimes using this format you can collect more information such as job role 
or industry type. This would enable the possibility of tailoring your email mar-
keting, increasing your chances of serving them better and giving them exactly 
what they need. If you can master this, then the Return on Investment on your 
PPC advert increases by over 70%.  Yes, that same 70% who would usually click 
off the page because they weren’t ready to buy. 

Top tip: Read more about email marketing best practice here.

13. Advertise a Service
Similarly, If the goal of the PPC advert is to advertise a service then there could 
be a call to action to schedule a callback, receive a quote or sometimes a free 
giveaway if that is appropriate.
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CONCLUSION

Lets wrap it up...
When all’s said and done, it’s whatever works for you and your customer group 
in particular. Of course, you will only know that through research and testing.  
As long as you think through your keyword choices and track their success (or 
lack of it) then you are learning what does or doesn’t work.

Often the response to falling sales is to up budgets.  This blanket approach 
means that the working keywords will give you benefit but you are wasting 
budget on all the rest.

If you need any help with this or want to know more about how Pay Per Click 
advertising and understanding the customer buying cycle can be used for your 
business, why not schedule a free consultation call back with one of our team 
here at VU.

Or if you want to read further, you can access the following resources:

Tips on PPC.

Finding keywords.

Email marketing best practice.

Optimising your checkout.


