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Executive Summary

Paid search remains the most powerful customer acquisition channel for HYAC contractors.
When someone searches for "emergency AC repair" or "furnace replacement near me," they
have immediate intent and high value. Appearing at the top of these search results,
consistently and profitably, is the difference between a business that struggles and one that
thrives.

But the paid search landscape has transformed dramatically. Google's Al now makes most
bidding and targeting decisions. Privacy changes have limited tracking capabilities.
Competition has intensified and costs have climbed. The tactics that worked three years ago
often fail today, wasting thousands of dollars monthly for contractors who haven't adapted.

This whitepaper provides a comprehensive, updated guide to paid search for HVAC
contractors in 2026. We focus specifically on Google Ads since it dominates the search
advertising market and delivers the best results for home service businesses. You'll learn
how to structure campaigns for maximum profitability, leverage Al effectively, optimize for
conversions, and scale your advertising without destroying margins.

The contractors succeeding with paid search in 2026 share common traits: they understand
their unit economics precisely, they embrace Al tools rather than fighting them, they optimize
for actual customer acquisition not just clicks, and they maintain disciplined testing and
refinement processes. This whitepaper shows you how to join them.

Introduction: Why Paid Search Matters More Than Ever

When an HVAC system fails, homeowners don't browse slowly through options. They search
Google urgently, click on the top results, and call the first contractor who seems reliable and
available. This moment of high intent is where paid search shines. You're not interrupting
someone's day or hoping they notice you. You're appearing exactly when they're actively
looking for what you offer.

The economics are straightforward. If you can acquire a customer for less than they're worth
to your business, you should spend as much as possible on that acquisition. Paid search,
done right, offers this opportunity at scale. Unlike organic search that takes months to build
or social media that requires long-term relationship building, paid search can deliver
customers tomorrow.

But there's a catch. Everyone knows paid search works, so competition is fierce. The
contractors winning aren't just running ads. They're running sophisticated, data-driven
campaigns that continuously optimize toward profitability. They understand match types,
quality score, conversion tracking, bid strategies, and landing page optimization at a level
most contractors never reach.

This whitepaper closes that knowledge gap. Whether you're new to Google Ads or running
campaigns that aren't delivering expected results, you'll find actionable strategies to improve
performance and profitability.

Campaign Structure: The Foundation of Success

How you structure your campaigns determines how effectively you can optimize and scale.
Poor structure makes it nearly impossible to identify what's working and what isn't.

Campaign Types and Purposes

© 2026 HVACDM.COM | Page 2



Different campaign types serve different purposes. A well-structured account typically
includes:

» Emergency services campaign (24/7 scheduling, high bids, urgent keywords)

» Service-specific campaigns (AC repair, furnace installation, heat pump service, etc.)

* Brand protection campaign (your company name and variations)

* High-intent general campaign (HVAC contractor, AC company, etc.)

»  Competitor campaign (carefully targeting service comparisons, not trademark
infringement)

Each campaign should have a clear purpose and target keywords with similar intent and
value. Don't mix emergency repair keywords with maintenance or installation keywords in
the same campaign.

Ad Group Organization

Within each campaign, organize ad groups by specific themes:

*  Group tightly related keywords together
* Create ads that specifically match the ad group's keywords
« Direct traffic to landing pages relevant to the specific service

For example, in an AC repair campaign, you might have separate ad groups for "AC not
cooling," "AC making noise," "AC leaking water," and "AC won't turn on." Each addresses a
specific problem with relevant ads and landing pages.

Geographic Targeting
Target only your actual service area, but be strategic about it:

Use radius targeting around your location or specific zip codes

Exclude areas you don't service to avoid wasted spend

Consider separate campaigns for different service areas if bids vary significantly
Set location options to "Presence: People in or regularly in your targeted locations"

Scheduling Strategy
Run different campaigns at different times based on your service model:

» Emergency campaigns: 24/7 if you offer emergency service

* Regular service campaigns: Business hours, possibly with reduced bids
evenings/weekends

» Installation campaigns: Business hours when people are researching (they rarely
need immediate installation)

Avoid paying for clicks when you can't answer calls or respond to inquiries. Unanswered
leads convert poorly and waste money.

Keywords: Capturing the Right Intent

Keyword strategy determines who sees your ads and how much you pay. In 2026, this
means balancing Al-powered broad targeting with human-guided precision.

Match Types in the Al Era

Google has simplified match types, and broad match works much better than it used to
thanks to Al improvements. Here's how to use each:
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Broad Match - Keyword: AC repair

Shows for related searches including synonyms and variations. In 2026, broad match
powered by Google's Al often performs well, but requires strong negative keyword lists and
conversion data to guide the algorithm.

Phrase Match - Keyword: "AC repair"

Shows for searches that include the meaning of your phrase. More control than broad, less
restrictive than exact. Often the sweet spot for HVAC contractors.

Exact Match - Keyword: [AC repair]

Shows for searches that match the intent of your exact keyword. Still allows some variation
but most restrictive. Use for your highest-value, most specific keywords where you want
maximum control.

High-Value Keyword Categories
Focus on keywords that indicate clear intent and urgency:

* Emergency/urgent terms: "emergency AC repair," "AC broke," "furnace not working"
* Problem-specific: "AC not cooling," "furnace making noise," "thermostat not working"
* Service-specific: "AC repair," "furnace installation," "duct cleaning"

* Location-modified: "AC repair [city]," "HVAC contractor near me"

* Replacement intent: "new AC unit," "replace furnace," "heat pump cost"

Negative Keywords: Essential Cost Control

Negative keywords prevent your ads from showing for irrelevant searches. This is critical for
controlling costs and improving campaign performance.

Common negative keywords for HYAC contractors:

* DIY terms: "how to," "DIY," "myself," "tutorial"

+ Job seekers: "jobs," "careers," "hiring," "salary"

* Education: "school," "training," "course," "certification"

* Parts only: "parts," "supplies," "wholesale"

* Free: "free," "cheap," "discount" (unless you specifically want to attract price
shoppers)

Review your search terms report weekly and add negatives aggressively. This ongoing
refinement is essential for campaign profitability.

Keyword Research Process
Don't just guess at keywords. Research systematically:

Use Google Keyword Planner to find related terms and see search volumes
Analyze competitor ads to see what keywords they're targeting

Review your search terms reports to find valuable queries you're missing
Ask your team what problems customers call about

Monitor seasonal trends and add keywords before peak demand

aobronN=

Ad Copy: Getting the Click

Your keywords get your ad shown. Your ad copy gets the click. In HVAC search, where
competition is intense and costs are high, effective ad copy makes a substantial difference in
both click-through rate and conversion quality.
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Responsive Search Ads: The Standard

Responsive Search Ads let you provide multiple headlines and descriptions, then Google's
Al tests combinations to find what performs best. Use all available space:

* 15 headlines (maximum 30 characters each)
* 4 descriptions (maximum 90 characters each)

Headline strategy:

* Include your primary keyword in at least 2-3 headlines
* Lead with your strongest differentiator (24/7 service, same-day appointments, etc.)
* Add urgency where appropriate ("Available Today," "Emergency Service")
* Include location if relevant ("Serving [City] Since [Year]")
* Mention credentials ("Licensed & Insured," "Factory Certified")
* Add trust signals ("5-Star Rated," "Family Owned")
Ad Extensions: Maximizing Real Estate

Extensions make your ad larger and more prominent while providing additional information.
Use all relevant extensions:

Sitelink Extensions

Add links to specific service pages. Examples: "Emergency Repair," "Schedule
Maintenance," "Request Quote," "Our Service Area"

Callout Extensions

Short snippets highlighting benefits. Examples: "24/7 Emergency Service," "Licensed &
Insured," "Free Estimates," "Same-Day Service Available"

Call Extensions

Your phone number clickable on mobile. Essential for HYAC where many customers prefer
to call.

Location Extensions

Shows your address and distance. Links to your Google Business Profile.
Structured Snippets

Highlight specific aspects. Examples: Services (AC Repair, Furnace Installation, Duct
Cleaning), Brands (Carrier, Trane, Lennox, Rheem)

Writing Compelling Ad Copy

Effective HVAC ad copy follows these principles:

+ Match search intent (emergency searchers want immediate help, not maintenance
plans)

» Lead with your strongest differentiator

* Address the specific problem or need

* Include clear call-to-action

* Mention qualifications and trust signals

+ Use local references when relevant

Test multiple variations continuously. What works in your market might differ from general
advice.
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Bidding Strategies: Smart Automation vs. Manual Control

Bidding strategy determines how much you pay per click and how aggressively you
compete. In 2026, this is largely controlled by Al, but you still make critical strategic
decisions.

Understanding Smart Bidding

Google's Smart Bidding uses machine learning to optimize bids in real-time based on
conversion likelihood. It considers factors like device, location, time of day, audience signals,
and more. Smart Bidding works well when you have sufficient conversion data (generally
30+ conversions per month per campaign).

Recommended Bidding Strategies by Campaign Type

Choose your bidding strategy based on campaign goals and data availability:

Target CPA Maximizing conversions at 30+ conversions/month
target cost

Maximize Conversions Getting most conversions in 15+ conversions/month
budget

Target ROAS Achieving specific return on ad Conversion value tracking
spend

Manual CPC Testing new campaigns Limited conversion data

Setting the Right Target

When using Target CPA bidding, start with your actual historical cost per acquisition and let
the algorithm optimize from there. Don't set an unrealistically low target hoping for magic.
The Al needs realistic goals.

Give Smart Bidding time to learn. Performance often dips initially then improves after 2-3
weeks as the algorithm collects data. Don't panic and switch strategies after a few days.

Bid Adjustments in the Al Era

With Smart Bidding, Google automatically adjusts bids based on signals. However, you can
still influence strategy through:

+ Budget allocation (giving more budget to better-performing campaigns)
» Target adjustments based on performance
» Seasonality adjustments for known conversion rate changes

Quality Score: The Hidden Multiplier

Quality Score determines how much you pay per click and how often your ads show. Two
advertisers bidding the same amount can pay dramatically different prices based on Quality
Score. Understanding and improving it is essential for profitable campaigns.

The Three Components
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Quality Score is based on three factors, each rated as below average, average, or above
average:

Expected Click-Through Rate

How likely people are to click your ad when it shows. Improve with relevant ad copy, strong
calls-to-action, and appropriate ad extensions.

Ad Relevance

How closely your ad matches search intent. Improve by creating tightly themed ad groups
with specific ads for each keyword theme.

Landing Page Experience

How relevant and useful your landing page is. Improve with fast load times, mobile
optimization, relevant content matching the ad, and clear calls-to-action.
Improving Quality Score

Systematic approaches to better Quality Score:

* Tighten ad group themes so ads closely match keywords

* Include target keywords in ads

» Create service-specific landing pages

* Improve landing page load speed

* Remove low-performing keywords dragging down ad group Quality Score
» Test ad copy variations to improve CTR

Conversion Tracking: The Foundation of Optimization

You can't optimize what you don't measure. Proper conversion tracking is absolutely
essential for profitable paid search campaigns.

What to Track
Track all the ways customers can convert:

» Phone calls (using call tracking or Google forwarding numbers)
* Form submissions

+ Click-to-call on mobile

* Online booking if available

* Live chat conversations

For HVAC contractors, phone calls are typically 70-80% of conversions. If you're not tracking
calls, you're missing most of your data and flying blind.
Conversion Values

Not all conversions are worth the same. A call about a system replacement is worth far more
than a maintenance inquiry. When possible, assign conversion values:

+ Use actual revenue if you can track it through your CRM
* Assign estimated values based on average job size
* Value replacement leads higher than repair leads

Conversion values let you use Target ROAS bidding and help the Al optimize toward your
most valuable conversions.
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Offline Conversion Tracking

The ultimate measure of campaign success is closed jobs and revenue. Import offline
conversions by:

* Using Google's offline conversion import
* Integrating your CRM with Google Ads
* Using Google Click ID (GCLID) to match form submissions to closed sales

This gives Google's Al the ultimate feedback loop: which clicks turned into actual revenue.

Landing Pages: Where Conversions Happen

Your landing page can make or break campaign profitability. Even perfect campaigns fail if
landing pages don't convert.

Mobile-First Design Requirements

Most clicks come from mobile devices. Your landing page must work flawlessly on phones:

* Load in under 3 seconds

* Large, easy-to-tap call button at the top

+ Simple forms (name, phone, zip minimum)
* Readable text without zooming

* Clear value proposition above the fold

Message Match

Landing page headline and content must match the ad that brought visitors there. If your ad
says "Emergency AC Repair - Available 24/7," your landing page headline should echo that
exact promise.

Mismatched messaging confuses visitors and kills conversion rates. People bounce when
they don't immediately see what they were promised.

Trust Elements

Build credibility quickly:

* Real photos of your team and trucks

* Customer reviews with names and photos
» Licenses and certifications displayed

* Years in business and local focus

* Guarantees and warranties explained

* Industry affiliations and awards

Clear Calls-to-Action
Make it obvious what visitors should do next:

« Primary CTA: Large, prominent call button or form

» Action-oriented language: "Call Now," "Schedule Today," "Get Your Free Quote"
* Multiple CTAs throughout the page

+ Emergency scenarios: "Available 24/7" prominently displayed

A/B Testing for Continuous Improvement

Never stop testing landing page elements:
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* Headlines and value propositions

» CTA button text and placement

* Form length and fields

* Trust element placement and types
» Page layout and information order

Campaign Optimization: Continuous Improvement

Setting up campaigns is just the beginning. Profitable paid search requires ongoing
optimization and refinement.

Weekly Optimization Tasks
These activities should happen every week:

* Review search terms report and add negative keywords
» Check campaign performance against targets

* Identify and pause low-performing keywords

* Add high-performing search terms as keywords

* Monitor daily budget pacing

Monthly Analysis and Adjustments
Monthly deep dives identify larger optimization opportunities:

Analyze performance by campaign, ad group, and keyword
Review conversion rates through entire funnel

Compare cost per acquisition to targets

Adjust budgets based on campaign performance

Test new ad copy variations

Analyze device, location, and time-of-day performance

Seasonal Adjustments
HVAC demand fluctuates seasonally. Adjust your strategy:

* Increase budgets during peak seasons

» Shift keyword focus (cooling in summer, heating in winter)
* Update ad copy for seasonal relevance

* Prepare campaigns before season starts

Common Mistakes That Waste Money

Not Using Call Tracking

Most HVAC leads come through phone calls. Without call tracking, you don't know which
keywords and campaigns drive calls. You're optimizing blind.

Sending All Traffic to Homepage

Generic homepage landing pages convert poorly. Create specific landing pages for each
service and campaign that match ad messaging.

Ignoring Search Terms Reports

Your campaigns trigger searches you didn't intend. Regular search terms review catches
wasteful spending on irrelevant queries.
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Setting and Forgetting

Markets change, competitors adjust, and costs fluctuate. Campaigns need ongoing attention
to maintain profitability.

Running Ads When You Can't Answer Calls

Paying for clicks during hours you can't respond wastes money. Unanswered calls rarely
convert.

Not Testing Ad Variations

Always test multiple ad variations. Small improvements in click-through rate and conversion
significantly impact profitability.

Conclusion: Building Your Paid Search Machine

Paid search success for HVAC contractors isn't about secrets or hacks. It's about systematic
execution of proven principles: understanding your economics, structuring campaigns
properly, writing compelling ads, bidding strategically, tracking conversions accurately,
optimizing landing pages continuously, and refining performance relentlessly.

The contractors winning with Google Ads in 2026 treat it as a precision instrument, not a
magic button. They know their numbers cold. They embrace Al while maintaining strategic
control. They test continuously and optimize based on data. They understand that paid
search is an investment that compounds through better Quality Scores, improved conversion
rates, and refined targeting.

Start with the fundamentals covered in this whitepaper. Set up proper tracking so you know
what's working. Structure campaigns logically. Write ads that match search intent. Create
landing pages that convert. Then optimize week by week, improving each element
incrementally.

Paid search isn't easy, but it's predictable. When you acquire customers profitably, you can
scale confidently. That's the position successful contractors reach: not worrying about lead
generation, but managing capacity to serve all the customers their advertising brings in.

This whitepaper gives you the roadmap. The execution is up to you. Done right, paid search
becomes your most reliable, scalable customer acquisition channel.

About HYACDM.COM

HVACDM.COM provides marketing resources, education, and strategic guidance for HYAC
contractors looking to grow their businesses through digital channels. We specialize in
helping contractors master paid search, optimize campaigns, and achieve profitable
customer acquisition.

For more insights, tools, and resources to grow your HVAC business, visit hvacdm.com or
contact us at dominate@hvacdm.com.

© 2026 HVYACDM.COM | Page 10


mailto:dominate@hvacdm.com

Authorship

Henry Hernandez
Founder & CEO
HVAC Digital Marketing

Rana Jayant
Lead Strategist & Research
HVAC Digital Marketing

This whitepaper is developed by the HVAC Digital Marketing and authored by its leadership
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