
Build your Business 
with Paid Ads
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Some of the best 
stories never get told.
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Why are we here?

• Marketing can be difficult
• “Half the money I spend on advertising is wasted; the 

trouble is I don't know which half…?”
• Many SMEs don’t have a strategy
• Results through organic social media continue to decline
• It’s tough to stay up to date with digital marketing
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Today’s Session

• Industry shifts and challenges
• Digital Strategies & Tactics for 2023
• Goal setting for your brand/ business
• Overview of Meta and Google Ads across all of their platforms.
• How to measure effectiveness & Return on Ad Spend
• Tips and Tools



Arthur St | 5

Your name

Your business

Anything in particular you would 
like to learn?

Quick around the virtual room
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This is me.
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Matt Cowdell
Managing Director

• Bachelor of Commerce (Marketing & 
Interactive Marketing)

• 15+ years digital experience
• Agency, media and client side
• Currently working with mid – large brands 

on all things digital
• LinkedIn Profile:

– https://www.linkedin.com/in/matt-cowdell

https://www.linkedin.com/in/matt-cowdell
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Brands that trust us
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Community

We believe companies are 
powerful vectors to create 
positive change. 

Supporting our community is 
important to us. Team board appointments

Pro bono work and volunteering



Behavioural shifts & 
trends
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We are on mobile even more now 

of global consumers say they’re spending 
more time on their smartphone since the 
start of the COVID-19 outbreak 

70%
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Digital marketing is getting more difficult
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What are your greatest 
Digital Marketing 
Challenges?
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• New social media platforms
• Consumers turning to mobile more than ever before
• Expectations on customer experience 
• The rise of AI
• More competition 

Industry Shifts 
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AI is becoming mainstream– ChatGPT



Marketing Strategies
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POEM      Paid, Owned, Earned Media
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Tactics for 2023 and 
beyond
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Influencer & Micro-influencers

93% of marketing professionals 
use influencer marketing to:

• Increase brand awareness
• Build trust
• Reach their target 

audience
• Drive conversions
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Livestreaming and Vertical Video Content

Tik Tok – Content and Ads 
(depending on your target 
audience)

Instagram Reels – Strong organic 
reach and now Reels Ads
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Review your Customer Experience

Customers expect a 
polished/ tailored.

- Develop a Customer Journey 
Map to understand 
opportunities for better 
connection and 
communication.

- Look at your landing page 
experience and optimise for 
conversion rate.
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Google First Strategies

Google Search captures consumer intent:

Informational keywords — searchers looking for an answer to a specific question or 
general information.

Navigational keywords — searchers intending to find a specific site or page.

Commercial keywords — searchers looking to investigate brands or services.

Transactional keywords — searchers intending to complete an action or purchase.



Google
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Google

Google My Business 

SEO (Search Engine Optimisation)

SEM (Google Ads)
Search, Display, Video, Shopping & App 
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SEM

Search
Display
Video
Shopping
App
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Google Ads success stories

Source: https://ads.google.com/intl/en_au/home/success-stories/bliss/
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SEM - Search
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SEM - Display
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SEM - Shopping



Arthur St |

SEM – Google Keyword Planner
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Ubersuggest



Meta (facebook)



Arthur St | 36

The Meta Family
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Case Study – Adventure Park
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Meta ad types
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Facebook & Instagram Ads
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organic
vs boost
vs ads

Organic Post Boosted Post Facebook Ads

Appears on 
facebook page

✅ ✅ ❌

Location Targeting ❌ ✅ ✅

Age & Gender 
Targeting

❌ ✅ ✅

Interest Targeting ❌ ✅ ✅

Language Targeting ❌ ❌ ✅

Ad Scheduling ❌ ❌ ✅

Call to Action 
Button

❌ ❌ ✅

Optimised Bidding ❌ ❌ ✅

Multiple Images ❌ ❌ ✅
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Website interactions
- Viewed content (any)
- Viewed product page
- Adds to cart (ATC)
- Visitors by time spent (top 25%)
- Initiated checkout
- Visited contact page
- Purchased

Page/ ad/ video interaction
- Watched 75% of videos
- Engaged with ads
- Opened but didn’t submit lead forms
- Messaged page

Events
- Responded interesting or going
- Did/ didn’t purchase tickets.

High Value Intent Audiences



Measuring Success
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Return on Ad Spend - ROAS
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Get back up to speed on Google Analytics

• Setup GA4
• Configure web events

• Checkout Skillshop for 
courses
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Facebook Pixel & Events Manager
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Use The Events Setup Tool



Useful Stuff
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A one page marketing plan template:
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AI for Content Writing – Chat GPT
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Marketing School Podcast 
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Facebook/Meta Blueprint
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Google Skillshop



Arthur St | 53

More Training

Google Search Ads Practical 
Workshop
Learn how to develop Google advertising strategies, 
design campaigns, setup tracking to measure 
campaign outcomes, and maximise return on 
advertising spend.
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Questions?
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Thank You

Matt Cowdell

0448 831 922
matt@arthurst.com.au

grow@arthurst.com.au
West 6 Federal Mills Park,
33 Mackey St, North Geelong
Vic, 3215, Australia
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