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How to Lower CPA in
Google Ads
A proven framework with $56M in ad generated revenue.

The exact six layer system we run on live ecommerce and

lead gen accounts to bring cost per acquisition down.

$56M
CLIENT REVENUE GENERATED

6 Layers
21 PROVEN PLAYS

Up to 78%
CPA REDUCTION DELIVERED

Prepared by The Snow Media

Paid media for ecommerce & lead gen thesnowmedia.com



S TA R T  H E R E

CPA is engineered, not forced

Cost per acquisition is not a setting you turn down. It is the output of one equation, and the only real

ways to lower it are to pay less per click, convert more of the clicks you already buy, or feed the

algorithm cleaner data so it bids toward profit.

CPA = Cost Per Click ÷ Conversion Rate

Underneath both sits the quality of the signal you feed Google's algorithm. The framework ahead is six

layers and 21 plays, in the exact order we fix a live account. Work it top to bottom, because every layer is

built on the one before it.

Know your real number first

Ecommerce Search CPA $45.27 (Shopping ~14% cheaper) Store Growers / WordStream

Lead gen CPL (all industries) $70.11 average WordStream / LocaliQ

B2B / Tech CPA $116 to $134 Store Growers / WordStream

Branded vs non branded CPL up to 4.4x cheaper branded SearchLight Digital

The average account wastes 26% of its budget on traffic that never converts. If you report one blended CPL, cheap

branded clicks hide the real cost of new customers. Split them apart first.

1
Fix the measurement
Smart Bidding trains on whatever lands in your Conversions column. Wrong data, wrong bids on every click after it.

1. Kill double counted conversions. A native Google tag and a GA4 import firing for the same event

inflates conversions 2x to 3x. Pick one primary source. Often corrects CPA 30% to 50%

2. Make only real outcomes primary. Purchases, qualified leads, and confirmed calls belong in the

Conversions column. Set lead actions to count "One," not "Every."

3. Turn on Enhanced Conversions for web. Recovers conversions lost to cookies and cross device

journeys, at no cost. Google reports a 5% to 17% lift

4. Import the real outcome for lead gen. Feed booked jobs and closed deals back to Google so it

bids on customers, not cheap form fills. ClubExec Auto: 10% lower CPA



2
Cut the waste
In neglected accounts, 25% to 40% of budget goes to zero conversion search terms.

5. Mine search terms weekly and add negatives. Accounts with negative keywords convert at 2.8x

the rate of accounts without them. Yet 25% of accounts have never added one.

6. Start on exact match, expand to broad with guardrails. Exact match delivers lower CPA in 71% of

accounts. Run broad only with Smart Bidding plus a maintained negative list.

7. Turn off the default leaks. Uncheck the Display Network on Search campaigns, audit Search

Partners, and set location to "Presence," not "Presence or interest."

Fixing location can cut CPA 23% to 43%

8. Split branded from non branded. Blending them tricks the algorithm into overbidding on cold

traffic. Separation alone cuts non branded CPA 15% to 30% in four weeks.

BMS Moving: 58% lower CPA · Black Halo: 16% lower

3
Bid smarter
Most CPA damage here comes from the wrong strategy for your maturity, or targets that strangle the algorithm.

9. Match the bid strategy to your conversion volume. Maximize Conversions under 30 per month,

Target CPA at 30 plus, Target ROAS at 50 plus with order values.

10. Set Target CPA above your average, then step it down. Start 10% to 20% above your 30 day

average and cut in 10% to 15% steps every two weeks. Can lower CPA 30% to 40% · HBOT: 27% lower CPA

11. Fund the algorithm and protect the learning period. Daily budget should be 3x to 5x your target

CPA. Any change over 20% resets learning and spikes CPA for a week.

12. Bid for value, not volume. Assign real economic values to each lead stage and let Google

optimize for value. +14% conversion value (Google) · Williams Athletic Club: 78% lower CPA

4
Win the click for less
Moving Quality Score 5 to 8 cuts CPC roughly 28% to 37%, an identical CPA drop when conversion rate holds.

13. Fix the weakest Quality Score component. Expected CTR and Landing Page Experience each

carry about 39% of the weight, so most accounts work on the wrong lever.

14. Build RSAs that perform, not ones that score "Excellent." Partial pin only, write in sentence case,

run three ad angles per group. Sentence case moved CPA from $27.47 to $7.46 (Optmyzr)

15. Deploy every ad asset. Sitelinks, callouts, images, business name and logo all feed Ad Rank

without raising bids. Name + logo add 8% conversions (Google)



5
Convert more of the clicks you buy
The highest leverage layer: doubling conversion rate halves CPA with no change to bids.

16. Match the message. The landing page headline should echo the ad and the search intent.

30% to 50% conversion gains · Vault Light: 58% lower CPA

17. Use dedicated pages, short forms, one call to action. Dedicated pages convert 65% better than

general site pages, and four form fields convert 120% better than eleven.

18. Fix Core Web Vitals. Target page load under 2.5 seconds. 53% of mobile users abandon a page

that takes more than 3 seconds.

6
Steer the algorithm at scale
Let automation scale, but point it at profit instead of the easy wins that inflate your reported numbers.

19. Control Performance Max. Apply brand exclusions so it stops claiming credit for branded

searches, and set revenue actions as the goal.

+24% incremental revenue, 40% lower new customer cost · Waxxpot: 42% lower CPA

20. Optimize the Shopping feed (ecommerce). Front load titles, add GTINs, segment by margin.

Title work: +147% impressions, +67% clicks · Grant Stone: 33% lower CPA

21. Use first party data and stack channels. Exclude existing customers and feed Customer Match

lists. For local service businesses, run Local Services Ads and Search together: LSA leads cost $53 vs

$149 for non branded Search, and a 95% answer rate cuts cost per booked job from $400 to $167.

ACACIA: 17% lower CPC · Bitty & Beau's: 96% lower cost · GymTonic: 25% lower CPL

Bonus, prove it. Validate every change with a Google Ads experiment before you call it a win. A

good week is not a trend.



T H E  R E C E I PT S

Real results from this exact system

CLIENT RESULT NICHE

Williams Athletic Club 78% lower CPA, 431% ROAS Ecommerce

BMS Moving & Storage 58% lower CPA in 30 days Lead gen

Vault Light 58% lower CPA, 302% higher AOV Ecommerce

Waxxpot 42% lower CPA Lead gen

Grant Stone 33% lower CPA Ecommerce

FragranceBuy 30% lower CPC, 205% higher ROAS Ecommerce

Health & Wellness with HBOT 27% lower CPA Lead gen

GymTonic 25% lower cost per lead Lead gen

Benchmarks: WordStream/LocaliQ, Optmyzr, Store Growers, SearchLight Digital, Unbounce/Foundry CRO, Triple Whale, Google Ads

(2024 to 2026). Client results pulled verbatim from published The Snow Media case studies. Tap any client name to read the full case

study.

https://thesnowmedia.com/case-studies/williams-athletic-club/
https://thesnowmedia.com/case-studies/bms-moving-storage/
https://thesnowmedia.com/case-studies/vault-light/
https://thesnowmedia.com/case-studies/waxxpot/
https://thesnowmedia.com/case-studies/grant-stone/
https://thesnowmedia.com/case-studies/fragrance-buy/
https://thesnowmedia.com/case-studies/health-wellness-with-hbot/
https://thesnowmedia.com/case-studies/gym-tonic/
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Want us to find the wasted
spend in your account?
Book a free Google Ads CPA audit with The Snow Media. We will run

your account against this exact framework, show you your real

unblended cost per acquisition, and hand you a prioritized list of

the changes that will move it most. You keep the findings either

way.

Book your free CPA audit →

"Working with Snow has been a great experience. We were dealing with unclear

reporting and declining performance before, and Snow helped bring structure,

transparency, and confidence back into our paid media efforts. From fixing

tracking issues to building a more intentional, segmented campaign strategy,

the impact was clear both in performance and decision-making. Overall, a

strong partner who understands both the technical and strategic side of

growth."

T. Touayba, Marketing Director, FragranceBuy

https://calendar.app.google/oKVFUyzRxCnQN8ZP9

