
PAID SEARCH WORKSHEET

SURGEUNLIMITED

Google Ads
Waste Audit
A 20-minute worksheet to find preventable budget leaks before increasing spend.

A practical workbook for service businesses
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SECTION 01

Record the baseline
Use a recent 30-day period. If lead quality varies significantly, use 60-90 days and note seasonality.

Metric Current result Target / note

Spend

Clicks

Tracked enquiries

Qualified leads

Booked calls / quotes

Sales

Cost per qualified lead

Lead-to-sale rate

The number that matters
Cost per click describes traffic. Cost per qualified lead and cost per sale describe business impact. If those figures

are unknown, fix measurement before making aggressive budget decisions.
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SECTION 02

Search-term waste test
[ ] Export actual search terms, not only the keywords selected in the account.

[ ] Mark searches showing the wrong service, location, customer type or buying intent.

[ ] Add clear recurring themes as negative keywords at the correct account or campaign level.

[ ] Check broad-match keywords for irrelevant expansion and duplicated traffic.

[ ] Separate brand searches from non-brand searches before judging campaign performance.

[ ] Investigate high-spend terms with no qualified leads before raising budgets.

Negative keyword themes / exclusions
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SECTION 03

Campaign structure and intent
CHECK 0 1 2

Services are separated by commercial
priority

Mixed into one campaign Partly separated Clear service ownership

Locations match where work can be
delivered

Too broad / unclear Some controls Explicit targeting

Ad promise matches landing page Generic mismatch Mostly aligned Strong message match

Budget follows qualified demand Even / arbitrary Manual judgement Quality-led allocation

Brand and non-brand reporting Combined Can be filtered Clearly separated

Device and schedule performance Not reviewed Occasional review Actioned routinely

Score guide
0-4: restructure before scaling. 5-8: repair the weakest sections. 9-12: focus on marginal gains and lead quality.
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SECTION 04

Conversion tracking reality check
[ ] Submit every live form and confirm the CRM, notification and Google Ads conversion all fire.

[ ] Test phone tracking on mobile and desktop, including calls from ads and landing pages.

[ ] Choose a primary conversion set that represents genuine enquiries, not page views.

[ ] Remove or demote duplicate conversion actions that inflate reported results.

[ ] Pass campaign and click identifiers into the lead record wherever practical.

[ ] Record qualified, quoted and sold outcomes so optimisation can move beyond raw leads.

Tracking faults / owner / fix date
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SECTION 05

Decision page
Choose one action in each category. Do not change bids, targeting, ads and landing pages simultaneously if you

need to learn what worked.

Category Keep Stop Test next

Keywords / searches

Campaigns

Ads

Landing pages

Tracking

Want a second set of eyes on the account?
Surge Unlimited can review search terms, conversion tracking, landing-page alignment and lead

quality, then turn the findings into a prioritised improvement plan.

surgeunlimited.com.au/contact


