
Choosing a bidding strategy is harder when an account has limited conversions. Smart Bidding can use auction-
time signals to adjust bids, but it needs meaningful conversion data to learn reliably. Manual bidding gives you
more direct control, but it takes regular attention and does not automatically account for every signal available at
auction time.

There is no universal rule that manual CPC is always best for small accounts—or that Smart Bidding will fix weak
results. The right choice depends on conversion volume, tracking quality, campaign structure, budget, and how
much time you can spend managing bids. Before changing anything, ask: what changed last week? A sudden
performance shift might come from tracking, budget, landing-page availability, or search demand—not the
bidding strategy.

What counts as a low-volume account?
“Low volume” is not a fixed Google Ads category. It usually describes an account or campaign that produces too
few reliable conversions for its bidding system to identify stable patterns. A business might receive only a handful
of qualified leads each month, or it might have enough website actions but very few completed sales.

Conversion count alone is not enough to judge readiness. Check whether conversions are:

Accurate: The tag or imported conversion is firing once for the right action.

Relevant: A real lead or sale is counted, rather than a page view or low-intent interaction.

Consistent: Tracking has not recently changed or stopped working.

Useful for optimization: The conversion action reflects the outcome you want the campaign to produce.

For example, a B2B advertiser may generate many form submissions but only a few sales-qualified leads. If the
bidding strategy optimizes for every submission, it may find more form fillers without finding more valuable
opportunities. Where possible, import qualified lead or sales outcomes from a CRM and confirm that attribution
and conversion values are configured sensibly.

How manual bidding works
Manual CPC lets you set maximum cost-per-click bids yourself, usually at the ad group or keyword level,
depending on campaign type and settings. You decide where bids should be higher or lower based on factors such
as performance, intent, and budget constraints. Actual CPC may be below your maximum bid.

Advantages of manual CPC

Direct control: You can adjust bids for specific keywords or ad groups without waiting for an automated
strategy to respond.

Less reliance on conversion volume: Manual CPC can remain workable when conversions are sparse,
provided the account has another way to judge traffic quality.

Useful during diagnosis: It may be easier to isolate the effects of changes when the campaign has a
straightforward structure and bidding rules.

Trade-offs

Manual bidding does not mean “set it once and forget it.” It requires a repeatable review process and enough
information to make sound adjustments. With very few conversions, it is easy to overreact to noise: one good lead



can make a keyword look like a winner, while one quiet week can make a productive campaign look broken.

Manual CPC also does not use the full set of auction-time signals that Smart Bidding may consider. You may have
useful control over base bids, but you are not individually adjusting for every combination of query, device,
location, time, and other available context.

How Smart Bidding works
Smart Bidding uses machine learning to set or adjust bids for each auction based on signals and the conversion
goal selected. Common strategies include Maximize Conversions, Target CPA, Maximize Conversion Value, and
Target ROAS. Their suitability depends on the account’s objective and the quality and volume of its conversion
data.

Advantages of Smart Bidding

Auction-time adjustments: Bids can respond to signals for an individual auction rather than relying only on
a static keyword bid.

Less manual bid maintenance: The system manages bids toward the chosen goal, which can be useful
across large or complex campaigns.

Potential to learn across patterns: Automated strategies can use account and auction signals that are
difficult to evaluate manually.

Trade-offs for limited conversions

Smart Bidding is not a substitute for good measurement. If conversions are missing, duplicated, low quality, or
defined too broadly, the system can optimize toward the wrong outcome. With limited conversions, results may
be volatile, and the strategy may not have enough recent information to make stable predictions.

After a substantial strategy change, a campaign may enter a learning period. Performance can fluctuate while the
system adapts. The length and impact depend on factors such as conversion volume, conversion delay, and the
size of the change; there is no guaranteed number of days after which results will be “fixed.” Avoid stacking
multiple changes during this period. Otherwise, it becomes difficult to tell which change affected performance.

Manual CPC vs. Smart Bidding: a practical comparison
Consideration Manual CPC Smart Bidding Bid control More direct human control over bids Automated bid
decisions toward a selected goal Conversion data Can be used with sparse conversion data, but requires other
quality checks Benefits from accurate, relevant conversion signals and sufficient data Maintenance Requires regular
review and disciplined adjustments Reduces hands-on bid adjustments, but still requires strategic oversight
Primary risk Overreacting to small samples or missing auction context Optimizing toward poor tracking or
expecting the strategy to solve weak demand Best use case Testing, controlled campaigns, or accounts where
conversion signals are not yet dependable Campaigns with a suitable goal, reliable measurement, and enough
evidence to support optimization

How to choose for an account with limited conversions

1. Audit tracking before bidding



Check conversion actions, tag firing, consent settings, attribution, call tracking, CRM imports, and duplicate events.
Confirm that the main conversion is the action the business actually values. If a change was made last week, verify
its effect before switching strategies again. A bidding experiment cannot compensate for a broken measurement
setup.

2. Separate lead quantity from lead quality

Review what happens after a conversion. Are leads reachable? Do they match the service area, budget, or buyer
profile? If lead quality is not visible in Google Ads, connect a CRM or create a regular process for feeding qualified
outcomes back into the account. Otherwise, a campaign may appear efficient while generating few genuine
opportunities.

3. Look at the whole campaign, not just the last few days

Small samples create noisy results. Evaluate enough history to account for normal conversion delay and day-to-
day variation. Compare spend, clicks, search terms, conversion rate, cost per qualified lead, and sales outcomes. A
weekly snapshot can help, but it should be dated and include its reporting window and any recent changes—not
just a screenshot without context.

4. Match the strategy to your ability to learn

If conversion tracking is reliable and the campaign has enough relevant activity for Google Ads to work with, test
an appropriate Smart Bidding strategy. Choose a goal that reflects the business objective and set targets based on
actual performance, not wishful thinking. If conversions are extremely sparse, consider whether a more frequent,
trustworthy signal is available, but do not promote a low-intent action to “primary” simply to make the conversion
count look bigger.

Manual CPC may be a reasonable temporary choice when you need tighter control, are gathering baseline data, or
are repairing tracking. It should still have a clear review cadence, bid limits, and a plan for deciding when to test
automation. The https://www.marketing91.com/investing-in-specialist-google-ads-management point is not to
stay manual forever; it is to avoid automating an unverified setup.

Build a controlled test



When the account is ready to compare strategies, make the test as interpretable as possible:

1. Record a baseline: Note the date range, spend, conversions, qualified leads, conversion delay, and any active
promotions or site changes.

2. Choose one meaningful change: Do not simultaneously rebuild the campaign, change the landing page,
alter conversion actions, and switch bidding.

3. Set a realistic evaluation window: Allow for the campaign’s conversion lag and enough data to make a
decision. Do not end a test because of one unusually good or bad day.

4. Protect budget: Set sensible daily and campaign-level constraints, and check for sudden spend shifts.

5. Judge business outcomes: Compare qualified leads, sales, and cost per valuable outcome—not clicks or raw
form submissions alone.

Campaign experiments can reduce the risk of comparing strategies during different market conditions. However, a
test with very few conversions may still be inconclusive. “No clear winner” is a valid finding; it is not a reason to
claim that one strategy has definitively won.

What a 410 Gone error has to do with paid search
A bidding strategy cannot send a visitor to a useful destination if the landing page is gone. A 410 Gone HTTP
status means the server is saying the requested resource has been intentionally removed and is not expected to
return. A 404 Not Found means the server cannot find the requested resource; it does not, by itself, make the
same explicit statement that the removal is permanent.

Search engines may treat these statuses differently as they recrawl and update their indexes, but neither status is a
ranking penalty. A 404 is not automatically an SEO problem, and a 410 is not automatically an SEO improvement.
The right response depends on whether the page has a relevant replacement, backlinks, organic traffic, or active ad
traffic.

Replace a dead marketing resource thoughtfully

If an ad, email, or search result points to a dead guide, report, webinar, or product page, first confirm that the
removal was intentional. Then review analytics, search-console data, backlinks, and active campaign URLs. If a
genuinely equivalent resource exists, redirecting the old URL to that replacement may preserve a useful visitor
journey. Do not redirect every dead page to the homepage; an irrelevant redirect can frustrate users and may be
treated as a soft 404.

If there is no suitable replacement, serve an honest 404 or 410 page with clear navigation to current resources.
Update ads, sitelinks, email templates, and internal links. For an active Google Ads destination, check that the final
URL works on mobile, loads reliably, and gives the visitor a relevant next step. A broken destination can waste paid
clicks regardless of whether bids are manual or automated.

Technical checks can include reviewing server logs and response headers. A team running web services on Apache
or Ubuntu can use its normal deployment and monitoring tools to confirm which status the server returns and
whether redirects behave as intended. These tools are infrastructure references, not substitutes for checking the
page from a user’s perspective.

Evaluating Google Ads specialists and agencies



An agency should be able to explain its recommendation in plain language, show dated reporting with clear time
ranges, and describe how it validates conversion tracking. Ask who owns the account, who implements changes,
how often search terms and lead quality are reviewed, and what the team does when conversion volume is too
low to draw a firm conclusion.

Be cautious of anyone promising a guaranteed cost per lead, claiming Smart Bidding always beats manual bidding,
or recommending a strategy without asking about tracking. Request specific examples of prior work, but expect
results to be presented with context: budget, market, conversion definition, date range, and constraints. A
resource such as Marketing91 may help readers become familiar with marketing concepts, but an article or
agency pitch cannot replace an audit of your own account and its data.

Bottom line
For low-volume accounts, the central decision is not “manual or automated?” It is whether the account has a
trustworthy signal and a clear process for evaluating results. Manual bidding can provide control while you
establish a baseline or repair measurement. Smart Bidding can be worth testing when conversion tracking is
accurate and the selected goal reflects valuable outcomes—but limited conversions may make results less
predictable and extend the learning period.

Start with tracking, landing-page health, and lead quality. Document what changed last week. Then test one
bidding approach at a time and judge it on business outcomes. If the data cannot support a confident conclusion,
say so—and collect better evidence before making a bigger change.


