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1. WHAT IS GOOGLE ADS? 

Google Ads is an online advertising platform, where you can bid to display 
brief advertisements, service offerings, product listings, or videos to web users. 
It can place ads both in the results of  Google Search (the Google Search 
Network) and on non-search websites, mobile apps, and videos (the Google 
Display Network).

Many associate Google Ads only with one ad type - search ads. The ads you 
see when searching on Google. But Google Ads account offers way more. 

Within the account, you can create eight types of campaigns:

 › Search
 › Display
 › YouTube
 › Shopping
 › App
 › Performance Max
 › Demand Gen
 › Hotel
 › Retargeting

Some people separate retargeting campaigns into their own type. Still, it’s not 

a different type. It’s the same Display campaign with another targeting option. 

We’ll talk about it later on.

Let’s briefly go over all of the campaigns.
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1.1 SEARCH ADS

Search Ads appear when you search for something on Google. They might not 
always appear, but you should see them most of the time.

The main idea behind Search Ad campaigns is that they are based on keywords 
or search queries that people enter into Google search. Your ads will be shown 
only on the Google search results page. 

Here are a few examples:

Ads on Google Search are always marked with an Ad icon near the website 
name. However, Google likes to experiment with the design of this icon, so 
don’t be too attached to it.

1.2 DISPLAY ADS

Display ads are different. Think of them as banners that you see across all 
websites, which are part of the Google Display Network (GDN). The difference 
is that the ads are not shown on the Google search results page but on other 
websites called placements (where your ad is placed).
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These ads are not based on what users search but on the audience you target. 
You can either use a Google-defined audience in the account or create your 
own custom audience based on your website data. With display ads, your goal 
is to find (create) an audience more likely to be interested in your product or 
service. 

You can recognize if the ad you’re seeing is from a Google Ads account. You 
see the x and a triangle in the top right corner. This means that these ads were 
created through Google Ads.

1.3 YOUTUBE ADS

This is where you launch your video ad campaigns. It’s what you see before or 
during almost any video on YouTube. And I would assume you’re not the biggest 
fan of those ads, as they can be annoying. We all wait for that “skip” button.
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YouTube ad targeting is quite similar to Display ads. You also have to target an 
audience. However, since people can search for things on YouTube, you can 
also use keywords that people enter. So it’s a mix of Search and Display ads. 

1.4 APP ADS

The name says it all. It’s a great way to promote your mobile app. Be it iPhone 
or Android. It allows you to promote app store links and count downloads as 
conversions.

What is different about this type of advertising is that ads can appear anywhere. 
You can spot them on Google search and see them while playing games on 
your phone, other apps, YouTube, and basically on all properties that Google 
owns or has access to.
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1.5 SHOPPING ADS

If you have an e-commerce website, you might have heard about them. Ads 
specifically designed to promote your e-commerce store products. It works with 
the Google Merchant Center account that feeds your products into your Google 
Ads account, making it possible to display prices and pictures.

You can see products with pictures, names, brands, ratings, and prices below. 
In the top right corner, it says Sponsored.

1.6 PERFORMANCE MAX

It’s a fairly recent addition to the Google campaign family. Performance Max 
campaigns are a goal-based campaign type that will help you find more 
converting customers across all channels (Display, YouTube, Search, Gmail, 
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Maps, etc.). It will automate the process with Smart Bidding and optimize your 
campaign performance in real time.

These campaigns use machine learning models to help you get more 
conversions or conversion value for your goals. But for it to work, you need 
to provide good inputs, like customer data, and assets like high-quality text, 
images, and videos. 

1.7 DEMAND GEN

Google Demand Gen Ads launched in 2019. They were called Discovery Ads. 
At that time, they looked different from any other campaign type. Google has 
a lot of properties where it can show ads, so it wasn’t a big surprise that it 
launched Demand Gen Ads with the goal of monetizing that inventory. 

Google Demand Gen Ads are a type of native ad format that allows advertisers 
to serve visually rich ads to users across three main Google properties: Google 
Discover, YouTube, and Gmail. Since no one likes ads and most people quickly 
develop ad blindness, Demand Gen ads are designed to match the look and 
feel of the content surrounding them, making them less intrusive and more 
engaging for users.

Here are Demand Gen Ads in the Promotions and Social tabs, allowing 
advertisers to reach users as they check their emails.

Even though Google says it can boost sales, it’s mostly used for reaching 
new audiences and doing brand awareness campaigns. Both of which rarely 
translates into a lot of sales. At least directly.
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1.8 HOTEL ADS

As the name suggests, these ads are tailored for Hotel bookings. You can 
either be the owner, or just a manager of the hotel, as longs you have control 
over bookings.

This campaign type lets you bid for hotel ads that appear when a traveler 
searches for a hotel on Search or Maps. These ads appear in a specially design 
hotel booking module that can show photos of the hotel, amenities, prices, and 
a link to book the hotel.

1.9 RETARGETING

This is not a type like the others but is frequently used or shown as a different 
campaign type. 

The reason is that whether you do Search, Display, or YouTube retargeting, all 
will be based on your website audience.



Retargeting shows ads to people who have already visited your website, which 
is why it is referred to as a different type. These campaigns require a different 
strategy. You have to create retargeting audiences and only then apply them to 
one of the campaign types. 

For example, create an audience that visited your Women’s clothing section 
and then create a separate campaign that targets only these users.

We will get into the hows and the whats later in the book.
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2. UNDERSTANDING THE BUSINESS

Before you start planning anything, you must ensure you understand the (your) 
business. This is true whether you’re a freelancer, employee, or even a business 
owner doing ads for yourself.

Many people don’t think about it as they are in a hurry to provide a service. But 
without this step, you’re putting your campaigns at risk.

It sounds like common sense, but trust me, I have seen many accounts where 
campaigns were created without a clear understanding of how the business works.

 › Who is your audience?
 › How would people search for your services or products?
 › What is the pricing? Is it a high-end product or an impulse buy?
 › Is there seasonality for the business?
 › Do you have sales already, or are you just starting?

These are just a few questions to ask before you start planning your campaigns. 

As always, there might be exceptions, when you don’t have to spend a lot of time 
to understand the product or the business. All you need to do is set up campaigns 
and just go with it.

I will provide some guidelines to get you started. Later (with more experience), 
you will adjust everything to your liking.

But one of the most important rules - is always to listen. Let them (business 
owners) tell you everything about the business, whether you’re starting a new 
company or freelancing with a client. Write it all down.

Geography
What country does the business operate in? Does it have a few languages? If 
so, campaigns have to be in both. The same goes for landing pages.
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Take the USA for example. In the state like Florida, I would probably want to run 
campaigns in English and Spanish. Depending on the product, of course. But 
I know that there is a big population of spnish speaking people. I don’t want to 
miss them as clients.

If the countries have different currencies, the page must also have them. People 
need to see the price in the way they are used to.

Demographics
Try to understand age, gender, social status, etc.

This will inform you who the people looking for that product are and the language 
you can use in your ads. Younger people respond to a different language than 
older people. Sometimes, you might use more straightforward language to connect 
with your audience, and sometimes, more sophisticated, maybe even technical.

This is also important as you can use gender, age and other demographic 
settings to adjust campaign targeting.

Products or services
This part is very important when talking about ROI and profitability. 

What is the business selling? Is it cheap or expensive? That informs who is looking 
for in products or services. With more affordable items, you usually concentrate 
on Direct sales, using prices in the ads and targeting specific keywords. 

With more expensive items, You might want to avoid mentioning the price in 
the ad. 

You also have to understand why they need the product or service. What 
makes them choose your product? Is it the features or the price? How the 
company positions the product. This will help you choose better keywords and 
write better ads.

Seasonality
Does seasonality impact the company or the products/services they sell? If 



yes, you might structure campaigns differently and be prepared for upcoming 
holidays. You will learn how to check if seasonality impacts the search volume 
of your keywords later in the book.

This is also a great insight for the business to know. And it should come from 
you as an expert.

Even though keywords stay the same, ads must be changed during holidays. 
Also, bidding strategies change due to seasonality, and you must be prepared.

Discounts
Does the business offer sale promotions and significant discounts? Does it 
happen often? This impacts the strategy because conversions (revenue) can 
spike or decrease depending on a discount. 

So you have to account for it. Make sure you understand why it went up or down. 

Suppose the strategy heavily relies on discount promotions. In that case, you 
should think about different structures, separating specific discount keywords 
into their campaigns and writing ads that support the discount and are direct.

We will talk in detail about campaign structure. But the more you know the 
easier it will be to create the best performing structure.

Landing pages
Landing pages are the first impression of the company and they are crucial 
for campaigns success. Always ask what landing pages can be provided and 
constantly review them, as they might contain information that will can help you.

Ideally, you have to have dedicated landing pages for your Google Ads 
campaigns. If there are more products or services, they also have to have 
separate landing pages. This helps to improve campaign performance.

This is just a start to getting the ball rolling. You will have more questions once 
these are answered. And a lot more will happen after the campaigns start running.



15

3. GOOGLE SEARCH ADS

Search campaigns are the most popular campaign type in Google Ads. They are 
also more difficult to manage compared to others. There is just more to them. 

That is why this chapter is the biggest one in this book. 

I think Search ads need no introduction. If you have searched for something on 
Google, chances are you saw an ad like the one below. 

You can see two ads on top of the organic results. Ads are also displayed 
lower, what used to be the bottom of the page. Now, when Google doesn’t have 
pages, they just appear after you scroll a certain amount.
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It is essential to understand that organic results and Google ads do not impact 
each other at all. This is a separate system. If your ads are on top, this does not 
mean your organic search results will improve, and vice versa.

Another important thing is that you can only show text ads on search results. 
We will talk about ads in detail later. But this is a clear distinction between other 
ad types. Not only that, each line has a limited amount of symbols.

3.1 USER INTENT AND PSYCHOLOGY

Let’s step back and discuss a vital but often forgotten part. Why do people 
search?

To find an answer. 

The most significant difference from other channels is that Google search is not 
used to browse. People don’t come here to hang out. They come for a specific 
purpose - to find answers to their questions. It might be a song, a product, or 
anything else.

That’s why people who search on Google have a higher intent.

What does this mean? People who search for “Mercedes winter tires” probably 
have a high interest in that product. Compared to someone scrolling down on 
Facebook and noticing a shoe ad or those tires because they did not search 
for that product. They just saw it in their feed. They did not express any need 
for that product.

Users who search for something have a higher chance of performing an action 
than those who just randomly see an ad. That’s why, on other platforms, a lot 
depends on the visual part of the ad - to entice people to click.

No one searches just for fun; they need something or want to know something. 
On Facebook or similar display channels, you have to guess which audience is 
more likely to be interested in your product. On Google search, people tell you 
what they want. All you have to do is give it to them.
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But it’s not as easy as you would think. There is something else at play at the 
exact moment when you enter your search - expectations. We might have 
different expectations depending on what we search for.

Let’s look at a simple exercise. What do you imagine when you hear the word 
“table”? Think for a few seconds about what pops into your head. What image 
do you see? I assume some kind of table. Maybe it’s the one at your home or 
office. Some images will always form in your head. 

Now, look at the picture.

Did you see a similar table in your head? Well, what happened here is that 
your expectations were met with reality. You might have imagined something 
similar to this table. In this case, I managed to meet your expectations. But if 
you imagined something different, then I failed. Can you guess if people would 
take any action if I did not meet their expectations? Probably not, right?

The same thing happens when you enter a search. Your brain has formed an 
expectation of what will be shown in search results.

In the example below, you have two searches: “led TV” and “winter men’s 

shoes.”
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Just by quickly looking at the ads, you can tell if they match what users expect 
to see. There is one ad that misses the mark. Can you spot it? If you did, great, 
you’re catching on quickly. If not, don’t worry. After this chapter, you will.

Imagine this scenario. Your TV broke, and you can’t turn it on. It’s Friday. What 
do you do? How would you search on Google?

 › You might enter “fast TV repair services” since it’s Friday and you want it 
done before the weekend.
 › Or maybe “Samsung warranty shops near me,” since you still have a 

warranty and want to find out if there is a shop around your home.
 › What about describing what you see, “tv light blinking, but the screen is 

black”? A specific description of the problem. You want to see if anyone else 
had this problem and maybe was able to fix it.
 › Or just “TV repairs in Chicago,” similar to the last one, but here you 

specify the city, neighborhood, or street name.
 › You can also buy a new “Samsung TV online with same-day delivery.” 

You just want to get it today.

There are many other combinations of searches for the same problem. Your 
job is to understand the differences and match these searches to your ads.

Your ad is the answer to their question—that’s it. That is the primary purpose of 
your ad. The better the answer, the more likely you will meet their expectations 
and the more likely they will click your ad instead of your competitors.
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Your ad must answer questions, not create new ones. Our brains are constantly 
in scan mode, and no one has time to read through everything. The quicker and 
better you hit those expectations, the more likely your brain will stop reading 
the ad and click.

3.2 KEYWORD RESEARCH

Keywords are the bread and butter of your Search campaigns. You can’t have 
successful campaigns without selecting the right keywords for your business. 
To do that, you have to spend some time researching keywords.

If you’re planning to run Search ads, then you know that your ads appear when 
someone searches for specific keywords. That is called a search query. I just 
call it a question because it is easier to grasp. Each time someone enters 
something into Google search, they are basically asking Google for help. They 
might not write it in the form of a question, but it is still a question.

For example, people can just type “leather men’s shoes” into Google, but most 
likely, they are thinking, “I want to buy leather men’s shoes”, or “Where can I 
get a decent pair of leather men’s shoes”,

Another example:

“I need an email marketing solution so I can send newsletters to my 
subscribers.” 

Some people will enter the whole sentence, and some only a word or a phrase. 
The broader the keyword, the harder it is to understand what people want.  

While researching keywords, you have to think about your business goals. 
You don’t just want  clicks, you want people to buy or sign up (whatever your 
goal is). 

There are many ways tvo get the list of keywords, and they all are great as long 
as the keywords that you find can attract traffic, that will bring you value.
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I made this simple Google sheet to guide you from keyword research to creating 
a structure. You can download it from here. 

3.2.1 USING YOUR BUSINESS TO GET KEYWORDS
The first stop is your website, product, or service. I will use those interchangeably 
because you need a website to run ads. It’s where the user will go after clicking 
the ad.  No matter what you have on that website, it is something you want the 
user to get. Right?

Since you know your business better, it’s always the best place to start. Even 
Google does not know more about the business you’re in than you do. Keep 
that in mind.

Let’s take a local gym for example.  We need to find keywords that people 
would search for. You can ask a business owner, and if you’re the one – how 
would you search for it on Google?

Probably:
“Gym near me,”

“Gym price”

“Gym in the (insert city/neighborhood/street)
“Affordable gym”

“Cheap gym”

“Gym with trx” (or any other equipment)
“Gym with x classes” (yoga, meditation, etc.)

You know your gym and the people who go there. So start with that. Some 
keywords might not work for you. Maybe you don’t want to be associated with 
a “cheap gym” or maybe you do.

The goal here is to start listing keywords that you think best reflect what you 
have to offer. Here’s what I would do:

I would explore bidding on location keywords, like “Gym near me”, and “gym in 

the (area name).” I think that since it’s a local gym, I would have more success 

https://docs.google.com/spreadsheets/d/1MchePfEzZEl3EWPljLxAM-paMt8X-3j7_x-q45Cy4WU/edit?gid=655553815#gid=655553815
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with people around my area. At the same time, I can highlight that in the ad as 
well. It becomes a benefit.

Don’t worry about making it right at the start. It will take some time and some 
mistakes as well.

If you take a service, like a phone or TV repair, it’s similar. Ask yourself how you 
would search for this service.

“Tv repair”

“Tv repair near me”

“Tv repair (inser location)
“Sony tv repair” (or any brand).

You pick the ones aligned with your business and services and ignore the rest for 
now. You can either go with location keywords or maybe with keywords that have 
a brand (Sony TV repair). Depending on your budget, you can focus on both.

This way, list as many keywords as you can. 

3.2.2 GOOGLE KEYWORD PLANNER
Keyword planner is your go-to source for new keywords. It allows you to check 
how many people search for your keywords and find additional keywords you 
might have missed but would be willing to bid on. You can find it in your account 
under Tools > Planning.

At first, you will be presented with two choices:
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You have to select the one on the left “Discover new keywords”. There, you can 
enter one or several keywords to get new keywords that people search along 
with their data. Let’s take our gym keywords and enter “gym near me”:

Don’t forget to select your location and language. I’ve randomly selected 
Manhattan Beach in California. 

These are the results:
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There is not a lot of volume because I chose a specific location. You can add 
more locations or just select the city. But we can see interesting keywords, 
like “24-hour fitness near me”. This not only gives me a different perspective on 
the keywords I use but also a feature I could have in my gym – 24hrs access.

I also see that a lot of people type “fitness” instead of “gym”. And I see competitors 
that I could bid on. 

You can do it with all the keywords you listed before and check if there is 
anything you can add to the list. Or maybe remove it. Also, you will see if 
people in selected areas search for the keywords you have. If they don’t, then 
just remove them from your list. There is no point in having them, as you won’t 
get any impressions of your ads and clicks.

3.2.3 SEARCH TERMS REPORT
Search Terms report can be found in your account and only works if you already 
have traffic. So if you’re starting out, you can skip this part. Otherwise, read on.

The search term report shows all the keywords exactly how people entered 
them when your ad showed up. As you know, your ad might show up when 
users’ search matches your keywords. But that match does not have to be 
exact. For example, if you have the keyword  “gym near me”, your ad might 
show up for the search “fitness near me”. 

In your account, you will see data next to your original keyword. But you can get 
insights into those other terms. This is where you use the Search term report.

All you have to do is select your keyword and click on Search terms.
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You will get a list of keywords here:

As you can see, even though I have the keyword “ai ads” in my ad group and 
bidding on it. I get traffic from other related keywords. And the more traffic you 
have, the more keywords you will see on this list.

I would recommend going through this list and picking the keywords that show 
potential, but you’re not bidding on them. You can see all the data near each 
keyword so you can compare it. Does this keyword have better or worse CTR? 
Does it convert? And so on.

It might give you a totally different perspective on how people search for it. Take 
that list and then run it through Keyword Planner to get even more insights 
into related terms. You will have a bunch of new keywords you can bid on that 
maybe your competitors are missing.

3.2.4 STEALING KEYWORDS FROM COMPETITORS
Since keywords have been a part of SEO and Google Ads strategy for a long 
time, of course, there are tools to help you with that. You can analyze your 
competitors and check if there are keywords you can ethically steal.

There are a lot of tools that help you with this. Some of them focus more on 
SEO, but in the keyword research phase, this doesn’t matter. As long as you 
get the keywords, that might work for you. Some of the tools I used in the past:
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 › SpyFu.com
 › KeywordToo.io
 › SEMRush.com
 › Ahrefs.com

Most of the tools are paid, but they do have a free trial or allow you limited 
access, like Spyfu.com. Let’s use it as an example and look at what the tool 
might show us.

Enter your competitor’s website. I chose GymShark.com. You will get a 
basic overview, including organic traffic. There are a few data points that are 
interesting to us.

First, it’s the paid competitors.

You can get an understanding of how competitive the landscape is. Also, you 
will have additional competitors to check with the tool as well.

Then, you can scroll down and check the keyword recommendations from 
Spyfu.com.

http://SpyFu.com
http://KeywordToo.io
https://www.semrush.com
https://ahrefs.com
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Take this information with a grain of salt as this is just their opinion. But it can 
be something useful for you.

If you change the above tab to PPC research, you will get more information on 
various keywords they are bidding on. You can use these keywords to enrich 
your original list.

In the free version, you get only a few keywords and most likely it will be useless 
to you. But you can get it for a month and then cancel your membership. You 
don’t have to keep it for a year.

But with the paid version, you will get more keywords and more insights. Cross-
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check the keywords with your existing list and add if necessary. Don’t just bid 
on keywords because your competitors are doing it. Always have your business 
goals in mind.

3.2.5 IDENTIFYING KEYWORD GAPS WITH AI
Yes, you can use AI to help you with keyword research. In fact, you have to use 
AI. It’s a new source and might add insights you would have never considered.

This works great if you already have a list, the one we started with. But you can 
try starting with AI first, and then use other ways. It’s up to you. The goal is to 
have a complete list of keywords, that can bring you traffic and sales.

Let’s use chatGPT and the keywords we already have about the gym. We 
must submit a prompt for AI so it knows what we want and how to present the 
keywords.

Here’s what you can start with:

You are the best Google Ads expert, and you need to develop keyword ideas 

based on the keywords I already have. The keywords are for the gym I own, 

which is located in the Manhattan area of New York. The keywords I have are 

divided into 3 categories:

Category 1

“Gym near me”

Category 2

“Gym in the (insert city/neighborhood/street)”

Category 3

“Fitness near me”

I need to expand the list for each category with at least 50 keywords. You can 

exclude any keywords related to classes or personal training.

This is the result:
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I won’t post all the keywords as there is no point in it. You can see that it 
generated various keywords that we had not found before. That doesn’t mean 
they have searches, but it’s still worth checking them with the Keyword tool.

Sometimes, it is worthwhile to expand your target location to include keywords 
with low competition or the ones that you think might work great. Sure, it might 
be further than the user might have expected, but users might decide to go the 
extra mile just for that if it’s something unique or different.

You can always adjust the prompt to better reflect your business. You might get 
even more specific or go the other way.

In either case, it’s worth checking out AI, or at least getting into the habit of 
doing it, as I believe it will soon become a default step.  Generative AI  has 
been a game-changer, helping me boost the effectiveness of my ads. As the 
consumer Search experience evolves, I’m right there with it, thanks to AI
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3.2.6 PUTTING ALL OF IT TOGETHER
If you’re using my sheet, after you go through all of the sources, you will have 
something like this:

You may not always have as many and may not always check all the sources. 
That is fine, and it’s not the goal. Your task is to find keywords that you’re willing 
to bid on. 

Keywords can be added later, so you don’t have to worry about it. It’s actually 
part of your job: continuously finding new and optimizing existing keywords.

Let’s go on to the next step. 

3.3 WORKING WITH KEYWORDS

Now that we have a list of keywords you want to bid on, we need to group them. 
Before we do that, let’s discuss how your Google Ads account is structured.

It will help you understand why we need to group keywords.

3.3.1 ACCOUNT STRUCTURE
In your Google Ads account, you can create campaigns of any type, as I 
mentioned. Within those campaigns, you create ad groups, which contain your 
keywords and ads. This is what the hierarchy looks like. 
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There might be a campaign with just one ad group or ten ad groups. The same 
is true for keywords; it might be an ad group with just one keyword or 10. You 
will learn what the best way for your business is.

If you need a more familiar reference, you can look at songs to understand the 
structure and hierarchy. You have an artist, an album, and songs. The artist 
creates albums that contain songs. So, with Google ads, the campaign is your 
artist, ad groups are your albums, and keywords + ads are your songs. You 
don’t mix albums and artists. 

Some settings you set at the campaign level also impact your account structure. 
The main ones are:

 › Country
 › Daily budget
 › Bidding strategy
 › Language

For example, if you want some of your keywords to have a different budget, 
you have to separate them into a different campaign. 

And even though you can target several locations in one campaign, it is 
recommended to separate them into different campaigns. We will get into that 
later.
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You need to remember that creating a good and clear structure is very important 
to get the maximum results.

Now, we need to group the keywords. We need to understand how many 
campaigns we will have and how many ad groups. Which keywords go into 
what ad group or campaign, and so on. You can’t just have one ad group where 
you have all your different keywords.

3.3.2 SORTING KEYWORDS
Google Search is based only on what people enter into the search and what 
keywords they use. There is a lot you can learn from each search. 

As I mentioned above, if people search for something, it means they need it (or 
need answers). But that could range from a generic search, such as “shoes,” to 
a very specific search, like “24/7 fitness club with showers near me”.

You would agree that the later search unveils a lot more information about what 
a person wants. This helps you write the ad and select the landing page.

You would also agree that whoever is behind that search is probably a lot more 
willing to sign up for a gym than a person who just entered “shoes” into Google.
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I like to imagine a pyramid. This helps you narrow the keywords and focus only 
on what matters to your business.

Look at the keywords; as you can see, they run from specific to broad. The 
broader the keywords, the more searches (search volume) they have, which 
means more clicks. That’s why they resemble a pyramid, as the bottom of 
it is the widest. It has the most volume, the same as with keywords. It also 
goes broader with users’ intent, not only volume, which means the broader the 
keyword, the lower the users’ intent to make a purchase.

At the top, you have specific (narrow) keywords with fewer searches, but since 
they are pretty specific, users who search for them know exactly what they 
want. And we can assume they are more likely to buy.

That’s the general rule. Some keywords can be narrow by meaning, but be 
very popular in search.

Let’s break it down.

If you sell only women’s shirts, you can exclude the bottom two keywords, as 
they will not be relevant. You don’t know if users searching for “shirts” or “white 
shirts” have women’s shirts in mind. They could be looking for men’s shirts.

So you are only left with the top 3. If you don’t have D&G women’s shirts, you 
can forget this keyword, too. 

You’re left with “women’s shirts” and “white women’s shirts,” which is still 
pretty broad. If you have a wide selection of women’s shirts, you can bid on it. 
Otherwise, you need to narrow it down using another modifier like color, brand, 
size, style, etc.

This is a generic example with just one keyword to get the point across. 
Obviously, you will have more keywords. But you will need to decide which 
ones to use.

If you have a limited budget, you start from the top. If you want to capture more 
traffic, more different people, and cover more volume, you start at the bottom. 
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What does that mean?

With a limited budget, I’d instead bid on specific keywords to capture those more 
willing to buy rather than waste it on broad keywords. Broad keywords are not 
bad and might attract people who buy from you. But it might take longer, and 
there might be more considerable competition, translating into larger spending.

On the other hand, if you have bigger budgets and your goal is to start strong, 
advertising all your product categories, you can start from the bottom of the 
pyramid. With bigger budgets, it matters less how you start because you will 
eventually have many different keywords in your account—perhaps even all 
the keywords relevant to your business.

With smaller budgets, you want that ROI fast. And you want to know what 
keywords convert without spending a fortune.

In the previous chapter, we worked on the keywords list. You did the research 
and now have a list of keywords you want to bid on. It doesn’t matter how many 
keywords. It can be just two as long as they reflect what you offer.

Let’s look at an example.

Imagine we sell iPhone cases. I will list several keywords; you can list even more. 
It’s up to you. For this exercise, we will skip the other sources for more keywords.
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You can add a search volume of those keywords from the Keyword Planner. 
But remember that search volume does not necessarily indicate if the keyword 
is broad or narrow. You will see why in a second.

After listing, you can reorder them, placing the more specific ones on top, just 
like this.

This is what you should get if you use my template:

The keywords that contain the iPhone model are all at the same level. The 
keyword “iPhone 15 cases” is on the same “broadness” level as “iPhone 14 
cases”. It’s just the iPhone model is different. 

But everything changes once you reach the “iphone cases” keyword. This 
one is broader than the ones above. Look at this picture. I color-graded the 
keywords to make it easier to understand.
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If I were selling iPhone cases, I would remove the keyword “phone cases” as 
it is too broad. People might want other phone cases, not just iPhones. The 
same goes for different keywords that do not contain the word “iPhone.” I can 
return to these keywords later once I know I can profit from the ads.

Remember, we only have iPhone cases to sell. Always think about what you 
have to offer.

This works excellent for campaigns with smaller budgets because you first 
focus on the keywords that have a higher chance of converting and a lower 
search volume. These people who search for them have a higher intent—they 
search for something specific.

And they go from specific to broad (top to bottom), just like the pyramid. But 
you may notice that the keywords “iPhone cases” and “iPhone 14 cases” have 
the same search volume. Even though “iPhone 14 cases” is a more specific 
keyword, it has a model number. But in this case, people who search just for 
“iphone cases” might have in mind the newest model (or the model right before 
the newest). So, the intent behind the search can be the same. But I would not 
have them in the same ad group, and you will learn why in the later chapters.

3.3.3 GROUPING KEYWORDS
We have sorted the keywords, you have a better understanding of their search 
volume, and now let’s group them together to lay the foundation for our campaign 
structure. 

Let’s say we chose to focus on these keywords:
iphone 15 cases
iphone 14 cases
iphone 14 pro max case
iphone 14 pro case
iphone 13 case
iphone 11 case
iphone 13 pro max case
iphone cases
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We have an emerging theme of keywords. We can group by model. And then 
leave other keywords in a separate ad group.

Having this setup helps you see if the keyword belongs in the correct ad group. 
You will understand why it’s important when we create ads.

We can call this campaign iPhone cases, as all the ad groups are dedicated to 
specific models, and then we have a generic one. 

You have to group all your keywords like this. If you want to make things 
easier, imagine you have only one campaign; just focus on ad groups for 
now. If you’re using my template, it might not be very convenient to have 
many campaigns in one sheet. You can clone the sheet and use it for 
separate campaigns. The template is mostly to teach you the process of 
creating a structure. 

Once you get the hang of it, you can skip steps because most of it will be in 
your head. It’s like in that movie where the main hero starts seeing the world as 
a Matrix. At some point, you will look at the list of keywords and see keyword 
themes, ad groups, campaigns, etc. 

Now, we have ad groups containing keywords with the same theme. Let’s look 
at how to create ads.

3.3.4 KEYWORD MATCH TYPES
We talked about how keywords can be broad or specific. For example, the 
keyword “shoes” is very broad, as we have no idea what a user wants—it 
can be anything. But the keyword “mens brown leather winter shoes” is quite 
specific. Someone searching for that keyword knows precisely what they want. 
The first keyword will have many searches, and the second will have fewer.
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I hope that by now, you understand how keywords work and their role in Google 
ads Search campaigns. Everything starts with a search on Google. And the 
essence is in how you select your keywords, bid on them, and structure your 
account.

This brings me to another critical part about keywords—match types. Before, 
we talked just about the length of keywords and their specificity. A keyword 
could be just one word or several. We also used the pyramid technique to sort 
the keywords.

But one thing is at play here: how Google matches your keywords. This might 
get a bit confusing, but please bear with me.

We talked about how ads are shown based on keywords, but how can google 
decide what ad to show if there are several words, for example, “new Sony LED 

TV”? Let’s deconstruct this search. 

We have:

 › the Sony brand name
 › LED, a type of TV screen
 › TV, which is all televisions
 › And the word new.

Obviously, you would think that if someone searches for “new sony LED TV”, 
Google will “understand” what that particular person wants. But it’s not that 
simple. Google’s job is to present results after the search, and its algorithms try 
their best to make those results as precise as possible. And on top of that, we 
have many advertisers who bid on the same or similar keywords. So, Google 
has to somehow “know” when to show your ads and what phrases you want to 
use to trigger your ads.

If you bid on the keyword  “new sony LED TV” and someone else on the keyword 
“LED TV,” should Google show both ads? Is that the same search? Do users 
want the same thing?
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A while back, Google mostly used syntax matching, which means it matched 
specific words in users’ search queries.

With new technology, especially AI, Google started to better understand how 
people search, and they added an additional layer of semantic matching. Basically 
looking at what those searches mean. This gives Google a broader understanding 
of each search and that means that the keyword you bid on can match a broader 
spectrum of searches. It has a downside, but later, I will talk about that.

Even though Google “understands” your keywords, it does allow you to specify 
how broad or narrow they can be. For that purpose, Google has keyword match 
types. In other words, you tell Google how its algorithms should perceive each 
keyword.

There are three types:

 › Broad match
 › Phrase match
 › Exact match.

Let’s look at each of them separately.

Broad match
As the name indicates, this is the broadest match. This means that Google will 
treat your keyword in the broadest way possible. Look at this keyword below. 
If you just leave the “gym” keyword in your ad group, it might match all of 
these users’ searches. Because it’s a broad match, in Google’s eyes, it can be 
everything related to the gym.



39

This could be a problem because you usually don’t want your ad to match such 
a broad spectrum of keywords. You might not have anything to offer to people 
who click on your ad after searching those keywords. Sometimes you do want 
to use broad keywords, we will come to that later.

If, instead of one word keyword, like “gym”, you have a longer keyword such 
as “mens brown leather belts,” most clicks will be from that phrase. Google 
does understand what the keyword is. However, since it’s a broad match 
type keyword, you leave Google to decide what other searches fall under this 
keyword. A search like “mens black leather belts” can also trigger your ad. 
This is because Google will “think” that the difference is only in color and both 
searches are something you are looking for. It’s great if you have both belt 
colors, but not so much if you have only one color. Since you just paid for a click 
that won’t buy from you.

A broad match is good because it captures searches you haven’t considered. 
However, there is also a downside. Maybe you don’t want other searches.

That’s why we have a Phrase match, which lets you narrow the keyword.

Phrase match
This type only matches your specified phrase in the users’ search. This match 
type is marked by using quotes like this “keyword,” as seen in the table below. 

I said that your ads will not be shown with the searches in the right column. This 
might not be true. Phrase match is not what it used to be. Google will match 
more searches because of that semantic layer. But in this case, it will not be 
that broad.
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You’re more in control with phrase match compared to broad match.

You still have to keep an eye on how people find you. I will show how you in the 
later chapters when we talk about campaign optimization.

Exact match
The last type, which, as you guessed, is the most precise, hence the name. It 
is expressed in brackets [keyword]. 

This is where you want your ad to be shown only when users search for precisely 
(almost) what you have specified in your keywords. These keywords leave little 
room for Google interpretation, so they get less traffic. Sometimes, they are 
even cheaper, but that also depends on other factors.

This match is the easiest to understand as you see what keywords will trigger 
your ad. You can also start with only the exact keywords in your ad groups.

Let’s review all the match types and see how they compare:
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There used to be more stricter differences between them, but now it’s more like 
a scale. It’s not black and white anymore.

At first, it might be hard to think about what keywords to select and, on top of 
that, decide what match type they should be. My recommendation is just to 
stick to one match type. If you are starting at the top of the pyramid, just use 
phrase match on all your keywords.

There are different strategies you can start with, and we will discuss them in 
the later chapters. 

Negative keywords
Negative keywords are words you don’t want your ad to appear with. You 
might wonder why we talked so much about targeting the right keywords. The 
reason, as I mentioned above, is that Google might match more searches even 
though you have an exact match type. 

Negative keywords can help you control what searches your ad matches to 
even further.

No matter what match type you use, you might get your ad shown for related 
(semantic) searches. Sometimes it’s great because someone who searched 
for your business has found it.

Other times it is not, as your ad was shown with a search or something you 
don’t have. Google thought it’s the right call, but you have nothing to offer for 
that person who clicked the ad.

In this case, you want Google to know that a particular search is not relevant, 
and you don’t want your ad to be shown with that keyword anymore.

For example, if you have the keyword “women’s shoes” as a phrase match, 
your ad might show up if someone searches “blue women’s shoes.” If you have 
blue shoes, great. But what if you don’t and still want to keep your phrase 
match keyword? You want the ad not to show up when someone searches for 
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anything with the word “blue.” In this case, you use the negative keyword “blue” 
in your ad group (or even campaign)

You can add negative keywords at the start of your campaign or later on. 

Negative keywords can be added to an ad group or a campaign level. Or you 
can use a negative keyword list to simplify management. Lists can be added to 
all campaigns in a few clicks.

3.3.5 APPLYING MATCH TYPES
Now that you know what each match type is, you can apply it to your structure. 

However, this is optional, as you can change the match type in the account. 
In fact, it’s even easier as you select all keywords in the ad groups and then 
change the match type.

You can create your campaigns and ad groups with broad match keywords and 
once the campaign is done, then go in and change the match type of all keywords.

I will show you how to do it later when we talk about how to create your first 
campaign.

The question usually is, what match should I use when starting out? There 
is no one answer as it depends on many factors.

Usually, I recommend starting with phrase match. It’s sort of the middle ground 
and fits most of the businesses.
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However, with a larger budget and conversions set up, you can start with a 
broad match combined with automated bidding strategies. You will go broader. 
Google’s algorithms will keep you on track by learning what keywords convert.

If your budget is limited, or you are in a very competitive niche, you might be 
better off with manual CPC and phrase or even exact match keywords. This 
way, you will have more control over your spending and might get a better ROI.

A few things to note:
 › You don’t have to use an exact match and phrase match in the same ad 

group for the same keyword. It used to work a while back, not so much now. 
Phrase match will do the job of capturing needed searches.
 › You can have an ad group with all exact matches. This is in case you 

want to really control the traffic, you’re on a strict budget, phrase match 
keywords don’t work, and so on. There could be many reasons, but you can 
do it.
 › Don’t have the same keyword with different matches in different ad 

groups. Again, it’s an old strategy that will not work.

3.4 RESPONSIVE SEARCH ADS

Making sure a potential customer sees your ad is just the beginning of an 
effective campaign - you must also capture that person’s attention and convert 
them into a click. To do this, we carefully selected keywords as they trigger ads 
in search results; however, it requires much more than keyword optimization to 
make someone take action!

When you search, you usually see a couple of ads and then organic results. It 
used to be that ads appear above the organic results. Not anymore. Ads can 
appear in between organic results. 

Organic results are the outcome of SEO (Search Engine Optimization) and 
have nothing to do with ads.

You can see an ad because it has the word Sponsored just above it.



44

In any case, you are competing with other competitors who run ads and organic 
results. Because to users, all the search results are the answers to their search. 
You have to make sure that it is your ad that they click on. 

Do you think these ads are good?

At first glance, they look great. But look at what I searched for: “Mercedes 
summer tires”. There is one qualifier “summer”. None of the ads mention that.
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Is it important? It’s hard to tell, but it could be. If I mentioned “summer” in the 
ad as well, it would most likely get more clicks, as it answers my query better.

You will write many ads and test even more. Your job is to listen to your customers 
and see how they react to your ads based on the clicks and click-through rates.

3.4.1 YOUR AD HAS TO A.C.E IT
We have been talking about keywords and how it is important to group them 
accordingly. However, grouping keywords into ad groups is also essential for 
another reason. You have to write ads for those keywords in the ad group.

I mentioned briefly that ads in the ad groups are shown with all the keywords 
in the same ad group. If there are five keywords and two ads, those ads might 
be shown with any of the keywords. If there is one ad only, it will be shown with 
any of the keywords.

We also talked that the ad is the answer to what the user searched. And to write 
a good answer you have to match it to the “question” (keywords). And you can 
do it only if the keywords in the ad group are closely matching or if there is only 
one keyword.

Hence, the whole structuring of campaigns, grouping of keywords, etc.

Your ad’s “real” job is to A.C.E it or to:

 › Attract users’ attention
 › Get a click
 › Set expectations

Attention. Click. Expectations. If you remember this, you won’t have a problem 
creating a great ad.

This is also important as you don’t have enough space in the ad to fit whatever 
you want. You can create up to 16 headlines and 4 descriptions. But the 
maximum headline length is 30 symbols and 90 symbols for description. You 
have to be short and precise.
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In the Excel template you downloaded, you might have noticed numbers near 
each ad line. Those numbers measure length. It’s a simple Excel formula that 
helps you stay on point and not exceed the limit.

Let’s get back to our iPhone cases example. We have grouped keywords into 
ad groups. We know what the user wants. We grouped keywords so that the 
ad group only contains the ones that are very closely related. 

With these keywords in separate ad groups, it is easier to write specific ads that 
answer users’ questions (their search query). We have to write the ad around 
what they search for.

This way, you will:

 › Attract attention as your ad talks about what person has searched
 › Get a click because you match the search
 › And set correct expectations so that when users click on the ad, they 

know what to expect on the website.

Notice how a good structure makes it effortless to create a great ad that matches 
users’ search and intent.

Let’s write ads and add them to our campaign structure. We’re almost done. 
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In my template I’m not using maximum allowed headlines just to save some space. 
Google requires minimum of 3 headlines and 2 descriptions. it is recommended 
to write more, but you don’t have to write the maximum required number.

What I like about this template is that you can see your keywords while writing 
ads. Your ads have to match those keywords. You have to answer those queries 
with specific answers (ads). 

There is one last part, often overlooked - a landing page. When you create 
an ad in the account, you will have to specify where people will land after they 
click on your ad. I have a separate chapter about landing pages if this is new 
to you. For now, you have to pick a link on your website and match it to the ads 
and keywords. 

In our imaginary store I added a few links, that represent a category for each of 
the iPhone cases. I would assume this is how a website would be structured. 

Usually, you will have categories and sub-categories or breakdowns by service. 
Always select the most specific page.

Don’t worry if you don’t have a page for each of your ad groups. Just pick the 
one that resonates the most with that keyword theme and your ad. Your goal is 
to keep users heading on the right path and not to confuse them by selecting a 
landing page that has nothing to do with what people want.

Writing ads can be a tedious task, especially if you haven’t done it before. And 
the text limit does not help. So I’ve compiled some tips that work great for me. 
This should help you get started faster.

3.4.2 12 TIPS TO MAKE YOUR ADS STAND OUT
To get you started, I will share some tips on creating great ads. I tried most of 
them, and all of them work. Obviously, not for all businesses.

I hope in the short term, it will help you to get the hang of it, but later with more 
experience, you will develop your tips, tricks, and secrets.
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But whatever you do, don’t lie in the ad. Don’t exaggerate too much. Firstly, 
users will form wrong expectations and be disappointed when they click 
through. Secondly, Google might not like it and either disapprove of the ad or, 
worse, you might get banned.

Let’s dive in.

Be unique
Use anything in the ads that others don’t have and emphasize that in your ad.

This advertiser uses two things. First, the sneakers are handmade, which 
differentiates your ad and implies high quality. Second, it says from Venice, 
which is in Italy, where everyone knows Italian craftsmanship. A big punch 
packed only in the first headline.

Use the word “free”
It is still one of the best marketing words out there. So if you have something 
free, then say it proudly. Usually, people use “Free shipping” when possible in 
the ads, which greatly helps. “Free trial” is also very popular.
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User numbers
Numbers are great as they can tell a lot more than words. Use any kind of 
numbers: discount, price, quantity, percentage, etc.

Here you see a discount being advertised. Of course, the discount amount is the 
main hook in this case. But it works even if the discount is smaller. Sometimes, 
even saying something like “Prices range from $19” makes a difference.

Repeat your main keywords
This one is quite an old trick. It comes from a time when keywords were 
highlighted in the headline, so if you have several keywords in the ad, they 
would all be highlighted. Now, the headlines don’t do that. The keywords 
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are highlighted within the description. But it is sometimes good to repeat the 
keyword throughout the ad. For example, you can mention it in the headline 
and then again in the description. But don’t overdo it. Don’t add the same 
keyword in each headline and description.

Instead, notice the keyword in the headline and then again in the description. 
And the one in the description is highlighted.

Time-based words
Words like “now,” “Today”, and “soon” have an impact on clicks. They create 
a sense of urgency and, therefore, might attract more clicks. I bet you have 
seen many use cases, especially of the word “now”.
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We have seen this ad with the discount, but it also says “now.” So it combines 
two tricks. You can do it too. Mix and match to create an even stronger headline.

Use the word “download”
People love to download stuff. Be it ebooks, brochures, or a guide. Whatever 
you like. You can even combine “free” and “download” to make it more potent.

“Unlimited” works as well. It’s not always possible to use it. If you have nothing 
for people to download, don’t use it. There are plenty of other words you can 
use. Never lie.

Use “?” or “!”
Question mark evokes curiosity and gets attention. Remember, when I said 
that a user search is a question, you can frame your ad in a way that reconfirms 
the user’s question.
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This is great because a user might think, “Yeah, Am I building my email program,” 
and you increase your chances of getting a click.

The word “buy”
That is a great word, but be careful. It can nudge people in the right direction 
if they are ready to buy. This depends on how they searched for something. A 
good tip is to use this word in the ad when bidding on keywords that have “buy” 
or “price.” For example, “where can I buy ….” or “iPhone 12 pro price”. This 
usually indicates they are more likely to buy.

If you use it too early, then you might scare people off. For example, searches 
like “Brown mens shoes” do not show any purchase intent. That doesn’t mean 
users won’t buy. But in this case, you don’t know if a person is just browsing, 
comparing prices, etc. Or do they want to buy? Pushing too hard might just 
have the opposite reaction.

Use “Get” more often
Who doesn’t like to get things? You can use it even instead of “buy”.
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Use ™
It’s a Trade Mark icon or symbol, you should have it on your keyboard (option+2 
on Mac). There is something about it that attracts people. Looks more official, 
and legit. Probably they used to see it on almost every product. ™ or Trademark 
has no legal backing.

Use ®
Same as above. But in this case, a Registered Trademark has legal backing. So 
be careful how and when you use it. If you can use it, do it; it works like magic.

Usually, you will see it near the big names. But you can use it with your brand 
ads.

Use the word “official”
It’s not always possible to use it, and it also not always makes sense. But this 
word just sounds so official (pun intended).
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Usually, just like ®, it is used with your brand ads, like “Official website.”

You don’t have to use them all; not all will work for you. I have this in the back 
of my mind when creating ads. Sometimes, you get stuck because you need to 
create a few hundred ads, and these tips come in handy.

Now, we have explored the table of structure for keywords and ads. If you 
want a better understanding, feel free to review these parts again! The most 
excellent way to practice is by using your website or any other eCommerce 
site that stands out in your mind – start adding some keywords and setting 
up campaigns and ad groups with advertisements so you can see it all come 
together.

3.5 CAMPAIGN STRUCTURE

3.5.1 REAL-LIFE EXAMPLES

E-commerce store

Let’s look at the typical eCommerce example. Imagine you have an online 
store with several categories, like Men’s clothing, Women’s clothing, etc. The 
easiest thing to do is always look at your store structure and create campaigns 
mimicking that structure.
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The website helps you visualize your structure. Which categories do you want 
to advertise and which do not? You can promote all of your items. It will be a 
lot of work, but eventually, you will succeed. But let’s forget about the whole 
website for now.

Let’s focus on something more specific. If you can do that, then creating 
campaigns for the whole website is just repeating the same process over and 
over.

Let’s start with women summer shoes. It’s the keyword people enter into 
Google search, and it’s a product category that you have on your website. 
This is a quite specific category. When you look at your website, most likely 
womens summer shoes will be in the Shoe category, under Women’s shoes. 
Because websites are usually structured from broad to specific, right? So you 
have Shoes > Women’s shoes > Women’s summer shoes. Or something to 
that extent. You can clearly see which category is broader.

Having this in mind, we can create a campaign called Women’s shoes. The 
reason is that we might advertise more categories that fall under Women’s 
shoes, like “womens winter shoes” or  “high heel shoes”, etc.  You won’t need 
to create a new campaign. A new ad group will be enough. 
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Once you know that you want to advertise womens summer shoes, this 
particular ad group can not contain any other keywords. This is very important. 
The ad group name is not as important as the keywords. The ad group name 
is for you to understand what keywords are there. 

So, we have a specific ad group that focuses on womens summer shoes. You 
can add more keywords to this ad group, but they must closely match this one 
as possible. So womens shoes are a no-go. But womens shoes for summer are 
good. You could also add “ladies summer shoes.”

Why is it important to have keywords in one group that match closely? Because 
you will have to write ads that match ALL of those keywords. Look at the ads. All 
of these ads match all of the keywords. No matter what keyword was entered, 
that will make sense with it.

You can do a simple exercise to ensure you have the correct keywords in the 
ad group. We talked about how the search that the user enters is a question. 
This is what the user wants and has some expectations. So, read each keyword 
out loud as if it were a question and then each ad as if it were an answer. They 
all have to “answer” or make sense to the user. Match the expectations as 
precisely as possible.
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Let’s look at a bad example. I’ve added two extra keywords to this ad group.

Does the ad address all of these keywords equally? No. Because the two 
keywords I added don’t have anything to do with summer shoes. So why would 
anyone click the ad if that is not one searched for?

Local gym
Now let’s look at another example, a local gym. It does not matter what services 
it provides as long as it’s a service.

The process is the same. We need to find keywords that people would search 
for. Let’s say we picked these:

“Gym near me,”

“Gym price”

“Gym in the (insert city/neighborhood/street)

“Affordable gym”

“Cheap gym”

“Gym with trx” (or any other equipment)

“Gym with x classes” (yoga, meditation, etc.)
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You know your gym and the people who go there. So start with that. Some 
keywords might not work for you. Maybe you don’t want to be associated with 
“cheap gym” or maybe you do.

The goal here is to start bidding on keywords most likely to bring clients. So you 
can go with the top 3. Then, proceed to create ad groups and ads. 

Here’s what I would do. I would explore bidding on location keywords. I would 
have an ad group that targets keywords such as “gym near me.” I might have 
a separate ad group when someone searches for “gym in the {area name}.” In 
the example, you see this keyword in the same ad group. You can start like this, 
but if there are a lot of searches with the area name or street name, I would 
consider separating those keywords into different ad groups, as you want to 
mention that area in the ad as well.

Don’t worry about getting it right at the start. It will take some time and some 
mistakes. You can always separate keywords later.

As for the ads, it’s easy when you have the keywords above. Just make sure 
to focus on the area, the advantages of being in the neighborhood, special 
discounts, memberships, etc.
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Repair service
We can use another service, like a phone or TV repair.

“fast tv repair”

“Sony tv repair” (or any brand).

You pick the ones aligned with your business and services and ignore the rest 
for now.

Here’s what it might look like:

You see two ad groups. One focuses on speed, the other on brand. I assume 
people want a fast service or search for a specific repair brand. Both seem like 
higher-converting keywords, so I would start with them and expand if I have the 
budget or if these keywords don’t work.

I understand that it might feel overwhelming. And it should. You are learning a 
new skill. Of course, in the beginning, there are a lot of questions, you make 
mistakes, and everything feels like a daunting task. It will get easier.
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3.5.2 CAMPAIGN STRUCTURE BEST PRACTICES
I have mentioned that the campaign structure can be changed. You don’t have 
to get it right on your first try. 

You have a starting structure that you can use to add more keywords or ad 
groups two. When adding something new, the same rules apply as when 
creating a campaign structure. Nothing changes.

There might be cases when you see that an ad group or maybe even a keyword 
might do better in a separate campaign. Or you might combine two campaigns 
into one. That’s a part of working with Google Ads.

Usually, it is better to keep more data under one campaign.  All the machine 
learning algorithms work on the campaign level. If you have too many campaigns, 
you might be slicing it too thin. There won’t be enough data within each campaign.

However, there are a few reasons why having separate campaigns is better:

Different locations. If you target different locations, it is better to have different 
campaigns for each location. Unless those locations are small and your ads 
and your landing page are the same. Otherwise, you might want to emphasize 
the locality in the ad or on a landing page. 

Different goals. One account can have different conversions. You might be 
targeting one set of keywords for leads and the other set of keywords for sales. 
In this case, have them in a separate campaign.

Different profitably. This is more common with e-commerce stores, but you 
might have products or services that are different and profitable. This means 
different CPA or ROI. Since the daily budget is assigned on a campaign level, 
you might want to bid more for high-margin products or services, and that 
means a different campaign.

If there isn’t a good reason to create additional campaigns, don’t do it. You 
don’t want to end up with many campaigns and spend time managing them.
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3.6 LANDING PAGES

Landing pages are an essential part of Google Ads campaigns but are often 
overlooked. Each of your ads must have a link. You have to direct users 
somewhere after the click. The page you choose is your landing page.

But why should you care about landing pages when running Google ads 
campaigns?

Google ads are just a tool to get traffic to your website. Period. What kind of 
traffic you get is up to you. But once the ad is clicked and the user is on your 
website, that’s it. The Google ads part is done. Your landing page or website 
takes over and has to guide the user until the end – a conversion.

And this goes for all advertising platforms. They are not magic platforms. You 
can target various users, get them to see your ad, and even click on it. You can 
have the best ads and the biggest budgets, but if your page sucks, you will fail 
with your marketing campaigns. And this is not Google Ads’ fault. You will have 
to fix your landing page.

And this is why it’s so important to understand what is a good landing page, 
and how to create one for your Google Ads campaigns.

As I mentioned above a landing page is just a simple page where you direct 
your traffic from marketing campaigns. 

In general, any page can be a landing page. Even the home page, although not 
recommended. 

But any page is not a good landing page. Usually, landing pages are created 
for a specific purpose, like your Google Ads campaign. In fact, there are usually 
several if not dozens of landing pages depending on your audience, product, 
marketing goal etc.

That’s why landing pages play a crucial role in digital marketing, as they are 
optimized for a specific purpose. Better than our regular web pages.
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Let’s look at one landing page. I googled “living room couch,” and this is the ad 
I got:

Honestly, it’s not a good ad, but let’s ignore it and click. This is the landing page 
that I get:

Would you say you’ve ended up where you expected when clicking the ad? 
Some of you might say “yes” since you see a big picture of the couch. You also 
have two headlines. For some reason, they say the same thing, but they are 
about living room furniture. All in all, it’s not too bad.

Below the picture, there was a list of couches to buy.

This is basically a website category where the business decides to land users 
after they click the ad. Even though it’s just a regular page, in this instance, it 
also serves as a landing page.
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I assume you wouldn’t be happy if you landed on the home page, right?

That’s why you need to create(pick) landing pages for each of your ads. And I 
would say the key benefits of a landing page are:

Conversion Focus. Unlike general web pages, landing pages are specifically 
designed with a single call to action (CTA) in mind. This focus helps to guide 
users towards a specific action, such as signing up for a newsletter, downloading 
a whitepaper, making a purchase, or registering for a webinar.

Targeted Messaging. Landing pages allow you to craft targeted messages for 
specific audiences or marketing campaigns. This relevance can significantly 
increase the likelihood of converting traffic into leads or sales.

Testing and Optimization. This is my favorite. You can’t always test and 
optimize your general pages, but with landing pages, it’s a totally different story. 
Landing pages are ideal for A/B testing different elements such as headlines, 
images, copy, and CTA buttons. This way, you can test your way to a better-
performing landing page.

Ad Campaign Relevance. This is similar to the targeted messaging I mentioned 
above, but I wanted to mention this in the context of ads. You can tailor landing 
pages to specific campaigns (images, texts, CTAs), especially for Google Ads, 
where your landing page is also taken into consideration when determining the 
Quality Score.

Fast to produce. Landing pages can be created relatively quickly. Besides, 
there are plenty of  SaaS businesses where you can easily create your landing 
page. I will expand on this later.

Since we know how important landing pages are, let’s dig in a bit deeper.

3.6.1 KEY ELEMENTS OF AN EFFECTIVE LANDING PAGE?
Landing pages can be very different, created for various products or services. 
There is no one golden rule what should be included in the landing page. But 
there are elements that help make it a lot more effective.
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When reading, try to imagine your product or service, and you will notice that some 
things can be applied, and others just won’t make a lot of sense for your offering.

Clear and compelling headline
Headlines are the first thing users read when they land on a page. If your 
headline is too vague or not compelling enough, people might just leave the 
site. You can’t afford that since you just paid a few dollars for a click.

This is not the place to be creative. Just tell people what you have or confirm 
that they landed in the right place.

Take a look at these two landing pages:
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In both cases, the headlines are clear. But on the second landing page, they’re 
even more to the point. The 1040 is a tax form in the US, so they include that 
in the headline. As a visitor, I know instantly what the page is about and what I 
will get. There is no question.

Can you imagine if you went with a more creative headline? Something like 
“We make your life easier”. In a way, it’s true, right? Helping me fill in the tax 
form does make my life easier. But the headline would be too vague. You would 
have to read further to understand if this is what you were looking for.

You would end up like this headline:

It’s unclear what they do. You have to know the brand to get it or read the 
subtitle, which a lot fewer people will decide to read. No one has time to read, 
and there are plenty of competitors.

Understanding the target audience
This is important in marketing in general. You’re running ads, creating images, 
posts, text ads, you should know who is your target audience. Same goes 
for landing page. Your visuals and your copy has to be catered towards the 
audience you want to attract.

If your audience is people working in big companies, then your copy has to be 
formal, your images clean and “office-like”. I’m generalizing, of course, but this 
is just to get my point across. First impressions count.
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If you’re targeting the same audience, check out your competitors. If they are 
succeeding, you can copy them and optimize them later. There is no reason to 
reinvent the wheel every time.

Here are two pages that sell clothes. Can you guess which one sells more 
expensive brands?
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I’m sure you guessed right. The images tell a lot, and when people land on the 
page, they can see if the page matches their expectations. They can even see 
if they can afford products on a page or if the products are right for them without 
even looking further.

High-quality images or videos
I don’t know if I need to include this at all, but I still see landing pages with 
poorly cropped stock images or low-quality videos. I know that everything costs 
money, but this is where you can’t afford to save it. As I mentioned above, first 
impressions count—a lot.

There are plenty of sites where you can get premium-quality videos and stock 
images: Unsplash, Pexels, and Canva. To name a few.

Engaging and concise copy
I know how much you love your brand, your product, or your service. And we 
all want to brag about it. We think that others like to read about it as well. Well, 
not so much. There is one sort of rule about the length of texts (or content in 
general) on the landing page. The more expensive the product or service, the 
more convincing has to be done.

So, if you sell car oil, which costs about $30, how much convincing do you have 
to do? Probably not that much, right? People know what car oil is. They know 
they need it, and they just need to know why they should buy it from you. Usually, 
in this case, you use marketing tricks like free shipping, discounts, bundles, etc.

But if you sell a more expensive oil, let’s say it costs $150, you need to tell 
people why it’s so expensive. This means laying out everything about it: how 
it’s made, why it’s so special, how it helps your car engine, and so on.

Be short and to the point if there is no need for long texts. Otherwise, use simple 
language that anyone can understand. Bonus points if you can make long texts 
more engaging. Also, if there is a lot of information that has to be presented, 
think about a video or images. Images and sound can help you communicate 
your message a lot easier.
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Write and rewrite many times until the landing page contains just the right 
amount of information, which is useful for the visitor but not overwhelming.

Strong call-to-action (CTA)
It’s probably one of the most important elements on the page. A CTA, or call 
to action, is how you direct users to take an action that is important to your 
business. Whether it’s buying, downloading, or signing up, people need to 
know and see what to do next.

You can revisit some of the screenshots above to see that they have a good 
CTA, especially the landing page about taxes.

If possible, try to keep it above the fold, meaning it is visible without scrolling 
down. As with your copy and headlines, don’t be too creative here, either. Use 
simple, understandable, and short phrases.

I would avoid names like “Star your journey” (unless it’s a service where you 
plan your journey) or even more creative ones like ” Fulfill your dreams.”

It sounds like a good emotional CTA, but what happens when I click it? This is 
a good rule to follow: The CTA has to reveal what will happen next. With “Fill 
the form,” “Get your book,” or “Sign up,” you know what will happen next, so 
you are less hesitant.

Remember, the CTAs are important, hence are tested a lot. If you see a creative 
CTA, there is a chance it has been tested and works for that business. You can 
copy it, of course, but there is a risk that it won’t work for you. That’s why I 
would start with simple, clear and direct CTA, and then, if there is a possibility 
test different versions.

Layout and the use of white space
I was hesitant to include this one as it’s more for designers, so I will keep it 
simple. Don’t try to cram everything into a small space. White space is needed 
between images and text for better comprehension. As I say, give it some 
space. Let it breathe. Make it easy for the eyes to view and read your content.
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Put the most important things at the top of the page, and then the rest can be 
below the fold.

Mobile responsiveness and cross-browser compatibility
This is a technical element, but your landing page has to work on any brows-
er and on any device. This shouldn’t come as a surprise. It is your responsibil-
ity to check if your landing page works correctly, so before launching a cam-
paign, visit your page on at least a few browsers and both your computer and 
phone. This doesn’t take a lot of time.

Make sure to go through the order or sign-up process or whatever your 
conversion is.

Using testimonials and social proof
This is obviously optional element, but became a big part of any landing page. 
If your product is new you probably won’t have user reviews or ratings. At least 
try to get some of your friends to write a review.

Testimonials make it easier on visitors to trust your product or service and 
convince them to buy. If your business is unknown, there as to be something 
people can rely on. Comments, star ratings, testimonials (especially video 
ones) are a great way to show that your service or product is used and liked.

3.6.2 TOOLS AND RESOURCES FOR LANDING PAGE CREATION
There are a bunch of these. I will list just a few to get your started if you’re not 
aware at all. The rest can be googled as competitors to the ones I mentioned. I’m 
not affiliated with any of these, just some services I use now or used in the past.

Unbounce.com
It’s been around for a while and is a robust landing page platform. It’s not a 
cheap one (it starts at 89€/month), but it has a lot of great features. What I like 
is that you can add your domain so the users still see your main domain and 
have as many custom landing pages as you want. They even have a dedicated 
page for  PPC landing pages. It has some templates and a drag-and-drop 
editor for people like me who don’t know how to code.

http://Unbounce.com
https://unbounce.com/solutions/use-case/ppc/
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Leadpages.com
This is one is similar to Unbounce but cheaper. Also, has pre-built templates 
and drag & drop editor. The differences are minor and will probably become 
visible once you start using one or the other.

Thrivethemes.com
It’s a WordPress plugin. I have been using this solution for a while. The biggest 
difference is that the pricing is not based on usage, you just pay yearly fee. And 
there is no limit on traffic. You also get things like pop ups and quizzes and a 
bunch of other stuff for the same price.

Landingi.com
If you have even smaller budget, here’s one for you. Haven’t tried this one but 
it seems very similar with pre-built templates, editor and etc.

Carrd.com
No money? No problem. Here’s a simple one-page builder for free. There aren’t 
a lot of features, but you get the most important one – your landing page, which 
works.

Each tool has its upsides and downsides and it depends mainly on what you 
need on what is your budget. But here are the main points to check for:

Your own domain. Ideally, you want your landing page to be on the same 
domain. Either landing.yourdomain.com or www.yourdomain.com/landing-
page.

Integrations with other tools.  Most like you will have forms, payments, 
email collection. Make sure the software you choose easily integrates with 
other tools you use or will want to use. Like Paypal or Stripe for collecting 
payments.

Drag & drop editor. If you’re like me, you don’t want to make changes in the 
code. A nice editor makes things a lot easier. You need to be able to quickly 
change things on a landing page.

https://www.leadpages.com
https://thrivethemes.com/solutions/landing-pages/
https://landingi.com/
https://carrd.co/
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Page Speed. Make sure that the tool provides fast landing pages. They usually 
brag about this on their website, but you can also write to support and ask 
about it.

Pre-built templates. Those can be optional, but templates are great if you 
want to start fast. You can start with one and then customize it to your needs, 
saving loads of time.

A/B testing and pop-ups. This is a great feature to have but it will be available 
with more expensive solutions. It’s is great to have a built-in testing tool, 
because if you’re serious about your business you will be testing your landing 
pages. And pop ups are great for collecting emails or promoting special deals 
on the website. Again, if they are available in the tool, that is very convenient 
and saves you money from opting to another tool to get the pop ups working.

3.6.3 COMMON MISTAKES TO AVOID
Overloading with information.  This is for all content, if it does not add 
additional value to the user, it does not belong on the landing page. The only 
information that belongs on the landing page is the one that helps user make a 
decision to click your CTA.

Neglecting mobile users.  I’ve mentioned above that you need to test your 
landing page, at least on your phone. But also, don’t forget about user behavior 
on a mobile device. If your site works fine on mobile, that’s great. But how 
does it look? Is everything visible clearly on a smaller screen? Does your CTA 
move below the fold? It’s important not only to make it work but also to make it 
convenient for mobile users to convert.

Weak CTAs. I have this exercise that I sometimes use to define the text on my 
CTA. I use the sentence “I want to …..” and then insert the CTA phrase. For 
example, “I want to sign up” or “I want to download the ebook“. This helps you 
see it from the users perspective and avoid vague CTAs.

Ignoring analytics and feedback. Having a separate landing page allows you 
to track it and get user feedback. Not only you can see all the click statistics 
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and heat maps, you can also ask survey question right on the page. There is 
no way you can create a great landing page on your first try. You will have to 
improve and optimize, and you need data to do that.

Page speed. This is important for users as no one likes slow-loading pages. 
But Google hates it also. If you have a slow page, it can impact your Google 
Ads Quality Score, and that could increase your CPC and overall cost. Google 
has a free tool for page speed insights. Try it on your page, and if you see a 
lot of red, talk to your developer.

(Don’t) use your home page as a landing page. Usually, you don’t use your 
home page as your landing page. The biggest reason is that it is not designed 
for a specific action, audience, or purpose. It is usually generic. Also, you can 
really test it and make changes, as this is your home page. It might hurt other 
teams or products/services. An exception can be if you have one product/
service, and your home page is your landing page. There is nothing more. Take 
a look at this page. It’s a screenshot tool. So, their home page can be used as 
a landing page because there is nothing else besides that tool. They can have 
separate landing pages, but if they don’t, it’s not a big deal.

3.7 BIDDING STRATEGIES

When we created our first campaign, we used the default bidding method, 
which is most likely some type of automated bidding.

I do not recommend using it at the beginning. There are cases that it might be 
fine, especially if you have bigger budgets and a lot of traffic. But in general, 
I recommend starting with manual bidding. It gives you a chance to get your 
hands dirty and better understand the whole bidding process. At the same time, 
it forces you to focus on one keyword at a time, which again gives you a lot 
more experience.

When creating a campaign, Google only gives automated bidding options:

https://pagespeed.web.dev
https://xnapper.com/
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You can select to focus on conversions, clicks, conversion value, or impression 
share. However, once you create your campaign, more bidding options will be 
available.

Select your campaign and go to Settings.

Find Bidding and click on it. You should see the link to change the bid strategy.
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You should see a drop-down, but you won’t find all of the bidding types. Google 
hides them under another link below select a bid strategy directly.

And only then you will get the list.

I don’t know exactly why it is so hard to reach other bidding options, but it might 
have something to do with Google’s push toward automated bidding options. 
Let’s hope they won’t remove other options altogether.

Now you know how to reach all bidding options. Let’s talk about each of them.
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3.7.1 MANUAL CPC
This is the basics. Old school. You go from keyword to keyword and set your 
bids for each of them. Don’t worry; there are ways to set bids for all keywords 
at once if you want them to have the same bid. It will save you time.

I would recommend using it when you have:

 › new account and no conversions
 › low daily budget (varies per country, but lower than $50)
 › when you want to learn
 › when you want to outsmart your competition

3.7.2 ENHANCED CPC
You can also use Enhanced CPC. Available as an extension of manual CPC. By 
ticking the check box, you will tell Google to adjust your bid to get more conversions. 
This is a great way to transition to more automated bidding strategies.
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You will need to set up conversions in the account, otherwise, this feature will 
not work.

Once you opt-in to eCPC, your bids can be increased or decreased by about 
20% (by Google), depending on how likely Google thinks this click might result 
in a conversion.

It seems simple but trust me, under the hood, you have a powerful Google 
algorithm working its ass off.

I would also recommend waiting until you accumulate some conversions so that 
the algorithm can pick on them as soon as you switch. For the best performance, 
make sure your campaign has at least 100 conversions per month.

You’re still responsible for all the bids for keywords, meaning you set them. An 
increase or decrease happens on Google’s side of the algorithm. The actual 
CPC that you see in your account does not change.

If you have an account with conversions, I see no reason not to have eCPC 
enabled.

When I would recommend it:

 › when you have at least 100 conversions per campaign per month.
 › when you want to have control over bids, but you want some help from 

Google.

3.7.3 MAXIMIZE CLICKS
This strategy does what it says. For your given budget, it will try to get as many 
clicks as possible.

Here you are no longer in control of your individual bids. You can’t adjust bids 
on the keyword level, Google does that for you. And this is a small downside. 
You can, however, tell Google what is your CPC maximum limit if you don’t 
want Google going bonkers with the cost per click.
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I don’t like this strategy, and I will explain why. Clicks are not created equal. 
Using this strategy, you tell Google that you don’t care about the click quality 
as long as you get a lot of them.

Sure, Google will still look at your keywords, but if you have more than one 
keyword, Google might decide to bring clicks from certain keywords just because 
they get more clicks. But that does not mean they will convert on your website.

Let’s try with an example. Say you have a store and sell kids’ clothes. Your 
audience is basically moms, that buy clothes for their kids. I know dads buy 
clothing too, but for the purpose of this example, let’s assume only moms do. 

But even here it’s not all moms. You don’t want to pay for all moms coming to 
your site, because not all moms will like your selection, or pricing or anything 
else. You want moms who would buy, not the moms who just come to the store.

Same with clicks, you don’t want any clicks, even if they are from your keywords. 
You want clicks from your keywords, that buy. However, this is not the goal for 
Google under this strategy.

On the other hand, sometimes, all you need is to get traffic. Keep in mind that 
Google will still show ads based on your keywords. It’s not like the clicks will be 
random. But it will try to optimize the ad position, time of day, day of the week, 
etc., to get you the most clicks.

This does work, but I recommend it when you are sure that your website 
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converts (engages people) well. Meaning that those clicks will not be wasted. 
And measure results by looking at conversions or revenue, not traffic.

When I would recommend it:
 › almost never.

When you might try it:
 › When you need to get targeted traffic, it’s very easy to engage with your 

site. Like entertaining websites or news.

3.7.4 MAXIMIZE CONVERSIONS
It’s the same as with clicks, but this time Google will work hard to get you the 
most conversions within your budget. You can also set the maximum price for 
the conversion.

If you have already conversions flowing in, based on your previous strategy 
(probably CPC), then you can test at least one campaign by switching to this 
bidding strategy.

Works better for conversions with a fixed value, for example, leads, registrations, 
and email signups. For e-commerce, not that often because each conversion 
has a different sale value. 

Unless you sell one product at one price, then it’s OK.

The reason for this is the same as with maximize clicks. Not all conversions 
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are equal. So Google might optimize towards conversions that are, cheaper 
products, but you make less money from those products, hence your revenue 
suffers.

If you do try it, make sure to keep an eye on the total conversions and the cost 
per conversion. If you have different offerings, make sure it’s not leaning more 
toward the least profitable options.

When I would recommend:

 › when you have a lot of conversions in the account
 › ideally, your conversions do not fluctuate often
 › your offering has one price rather than a lot of different ones.

When you need to try different strategies:
 › I would go for CPA bidding in this case (coming up later)

3.7.5 TARGET IMPRESSION SHARE
This strategy is great when you want to get more impressions. You can select 3 
targets for this strategy: anywhere on the search page, top of the results page, 
and absolute top of the results page.
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Anywhere on the page means that it will get you an impression in any of the 
positions. It could be the top or bottom. Top of results means 1 of 4 positions 
above. And absolute Top means it will strive for number one at the top.

Then, you can also select Percent (%) impression share to target. There is 
a limit to how many impressions each keyword has. Think of an impression 
share like a pie. It’s limited. So what percentage piece of that pie do you 
want?

Google automatically adjusts your bids depending on the chosen target. And 
having your budget in mind will try to get the most impressions. Most often it 
will mean more clicks, so watch out for your total spend and of course impact 
on your conversions.

If you’re afraid to spend too much, limit the budget for that campaign or limit the 
max CPC.

This strategy is quite good if you want to outrank some of your competitors, and 
conversions are a secondary goal.

When I would recommend:
 › never, unless your boss wants to see your ad above your competitors. 

Yes, I had similar requests. Not conversions or sales. Just to beat the 
competition. Crazy.

When you might try it:
 › maybe with branding goals in mind. But even then, there are better 

options.

3.7.6 TARGET CPA
Now we’re moving into automated bidding strategies. First up is the target 
CPA, which means cost per acquisition, or how much are you paying for your 
conversion. Conversion can be anything from a sale to an email subscriber.
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I always advise using it when you have more conversions, so it’s not very good 
at the beginning of your campaign. Try to get 100-150 conversions per month 
per campaign. Then, the algorithm catches on quickly and is more precise.

I know Google, and some experts recommend starting with 30 conversions. 
Don’t listen. The only time it works is if the conversions are coming in quickly. For 
example, you started your campaign and within a week you have 30 conversions. 
Then you can move into CPA bidding and see if you can scale it even more.

Google does recommend the price based on historical metrics, but in general, 
you should know how much you can pay for each conversion.

Quick tip: if you are on manual CPC, you are paying $30 for conversion, but you 
can easily pay $50 when switching to target CPA, increasing it by 20%. In other 
words, $30 + 20%, $36. This way you will give more room for the algorithm to 
play. Once it catches on, you can slowly reduce the target back to $30.

I always recommend setting a target CPA. Otherwise, Google might take it too 
far with the conversion price. You might get more conversions, but the price will 
be too high, meaning that you will be losing money on each conversion.

When I would recommend:
 › 100+ conversions per month per campaign
 › want to see if AI (machine learning) can help you scale faster.
 › Large budget accounts
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3.7.7 CONVERSION VALUE + TARGET ROAS
This strategy is good when you have dynamic values for your conversions, like 
an eCommerce store. Your products are priced differently so obviously you can 
pay a different price to acquire them.

This strategy uses Return on ad spend (ROAS), meaning that you specify what 
return you want to get in percentages from your spend.

Say you spend 100$, and you want to get a return of 5x, you specify 500%.

It is a bit confusing as you most likely will have to specify a number in the hundreds 
and sometimes thousands. Also, you have to know how much money each sale 
or conversion brings. Ideally, you have your tracking set up so that the value is 
taken into Google Ads on each sale dynamically. So, in the account, you see all 
the value (or revenue) from the sales, and you see how much you spent.

Again, this is not for beginners. I would recommend it at a later stage and only 
if you have many differently priced products.

Besides having conversions and tracking set up properly. There is another thing. 
Google will focus on the total value if you don’t specify the Target ROAS. But don’t 
forget that Google does not know your margins and other costs. When the value 
increases, so might the spending. You have to watch if the return on spend is 
positive. Otherwise, you might spend 5000$ to get 5500$ in value (revenue). The 
value is increased, but the campaign itself, in terms of profit, is not performing.

Always set Target ROAS or keep an eye on the performance.



83

3.8 WHAT IS NOT ALLOWED ON GOOGLE ADS?

Before you create ads and promote your products, you should know that not 
all things are allowed to be promoted. Usually, this shouldn’t be a problem, but 
I recommend having at least a glance to ensure you’re not wasting your time 
creating campaigns.

Here’s a link to a Google Ads policy section 
https://support.google.com/adspolicy/answer/6008942?hl=en.

You don’t need to know everything by heart. But in general, you should know 
what might not be allowed. Let’s skim through it quickly.

Prohibited
 › Counterfeit goods
 › Dangerous products or services
 › Enabling dishonest behavior
 › Inappropriate content

Prohibited practices:
 › Abusing ad network
 › Data collection and use
 › Misrepresentation

Restricted
 › Adult content
 › Alcohol
 › Copyrights
 › Gambling and games (certain kinds, depending on the country)
 › Healthcare and medicine (certain medicine is allowed,  

documents might be needed, etc.)
 › Political content
 › Financial services (strict and must comply with local laws)
 › Trademarks
 › Legal Requirements

https://support.google.com/adspolicy/answer/6008942?hl=en.
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The restrictions may vary per country. And there might be times when Google  
“thinks” you are violating their policy. Don’t panic. You can always write to them 
explaining everything in detail.

For example, in some languages, the word “tablets” is the same as “drugs” 
as in pharmaceutical drugs. So, I had some issues with cleaning tablets. But 
it was fine as soon as I wrote to them. There is a way to ask for an exception 
during the ad creation after you see a violation warning. In this case, someone 
reviews your ads again to ensure no violation.

The most important thing to remember is not to repeat violations. Once your 
ad is rejected, ensure you understand why before resubmitting. Read through 
every policy or Google for answers. Repeated violations might get your account 
suspended.

3.9 CREATING YOUR FIRST CAMPAIGN

Now that we have a structure ready, we can create our first campaign. Let’s 
take one of the examples we had and create a campaign for iPhone cases. We 
have a campaign called “iPhone cases” and 3 ad groups.

You should have an account by now; if not, just sign up at ads.google.com. 
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If you don’t have an account and will be creating one, Google will first create a Smart 

campaign account. This sort of express account creation is to get you running 

campaigns fast, but they suck. So what you do is you just get on with the steps 

filling out anything, and once you’re done, just pause the campaign, go to settings, 

and choose an advanced campaign. Then, you will see what I see in the account.

In the account, go to All Campaigns and find the big plus icon. This icon is used 
to create new campaigns, ad groups, ads, etc. So just remember it, and when 
I say click on create a new ad, this is the icon I mean.

You should see a template that Google has built around your objective. Each of 
these objectives has pre-defined settings to save you time. I never use it, and I 
prefer to select my settings. Since you are learning, I recommend doing the same.
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Select to create a campaign without any guidance, the last option.

Here, you can select your campaign type. Remember earlier we talked that 
Google Ads has many types, including Youtube, Display, shopping, etc. We 
now focus only on Search campaigns.

Once you select Search, you will see additional options appear below.

These are the conversion goals you have in your account. You might see none 
since your account is new. In the future, if you have several, you can remove 
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them from this particular campaign by clicking on the three dots on the right. This 
removes the goal from the campaign but does not delete it from the account.

If you don’t see anything, don’t worry; you can create (and we will) a conversion 
later.

After clicking Continue, you will see yet another set of settings. You can skip the 
first part and go to your campaign name. Since we have it in our structure, we 
can name it “iPhone cases.” Otherwise, skip it and rename the campaign later.

Next, you will have to select a bidding type or bidding strategy.

I have a separate chapter on bidding, where we dive deep into each strategy. 
For now, just select anything you want. Only automated strategies are available 
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when creating your campaign. If you want to use manual CPC, you will have to 
create the campaign, then go into Settings and change the bidding type there.

Next, you have network selection and locations. Even if you have selected the 
Search campaign type, you have to unselect the Display network here. It’s a 
bit confusing, but search ads can appear on some placements in the display 
network, so you can either allow it to happen or not. And you should not. 

These are two different networks, and you should never mix them.

I would also recommend removing the check box that includes Search partners, 
especially if you have a smaller budget. Ideally, you should test if having this 
checkbox has an impact on your metrics. And I would insist that you do.

Moving on to locations. Simply select the area in which you want your ads to 
be shown. Usually, it’s a country. There is a way to target states and cities, but 
we will discuss it in the advanced optimization.
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In the languages section, just target all languages. I would say this should 
be your default setting for now. The rest of the settings you can skip for now, 
leaving them as they are.

After clicking Next, we’re going into creating an ad group. This is where we 
look at the structure again and just paste everything from there. Your ad group 
name and keywords. You can add more keywords later as well and rename the 
ad group if needed.
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After this, we’re going to do the same with the ads.

You have everything in the structure just copy/paste it here. Remember that at 
least 3 headlines and 2 descriptions are mandatory.

You may be asked to add assets, but you can skip it. We will talk about it later, 
and you will be able to add them to your campaign.

Next is the budget. You will get some recommendations from Google. You might 
use them, but you should rely less on Google and more on your business. 
Select custom budget and enter your average daily budget.

And finally, review and publish your campaign. That’s it. Well, at least the easy 
part.

The campaign is created, and your ads are in review. This might take several 
minutes or even a couple of days. Depending on your products or services.

What we have done is gone through all the steps of creating a campaign. That 
was a lot easier since we had our campaign structure planned out in the excel 
table earlier.
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The steps of creating a campaign are the same and given some time you will 
move through them effortlessly.

After the ads are approved, the campaign will start running. Your keywords will 
start receiving impressions and clicks. But this is just the beginning, so I would 
not recommend leaving this campaign as it is.

Since we’re going to talk about other settings and we will be adding additional 
information, you may want to pause the newly created campaign for now. 
Click on all campaigns and the the green dot near your campaign. Then select 
Pause.

You can also run it on a small budget and get your first clicks. Having some data 
will help you better understand the advanced features that we will cover later.

If you don’t see your paused campaign, then change what campaigns you can 
see. Click on the campaign status and select the last option.

3.10 AD ASSETS
When creating a campaign, we skip a part about ad assets. I wanted to talk 
about them separately and explain each in detail. You can add assets to your 
campaigns at any point in time.

We know that search ads have a symbol limit for the headline and description. 
Meaning that you can’t put all the information that might be useful in the ad. 
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Google also knows that and they introduced ad assets (extensions originaly). 
It’s like a piece of information that you can add to your ads, that enriches it.

Here, we have an ad that has a few assets.

Ideally, assets not only add additional information but also help increase clicks 
as the ad becomes more informative and, hence, more attractive. But Google 
also introduces a plot twist. Those assets don’t appear with every ad, every 
time. It’s based on ad rank. 

There are 12 currently available assets to add. From links to pages or categories, 
your phone number and location to forms and images. Today assets can really 
enrich your ad. So that is the reason you should always have them.

Depending on the account and the country, you may add these assets:
 › Image
 › Business name
 › Business logo
 › Sitelink
 › Callout
 › Structured snippet
 › Call
 › Lead form
 › Location
 › Price
 › App
 › Promotion
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I’ve mentioned that not all assets are shown all the time. In fact, your ad 
might not have assets at all. This depends on various reasons. In general, 
Google selects which of your assets should be shown in each Google search. 
That’s why you need to create all of them and leave Google to decide what 
to show.

For the asset to show up with your ad:
 › The asset is predicted to improve your performance.
 › Your ad’s position and Ad Rank is high enough for assets to show.

AdRank combines your bid, the quality of your ad and landing page, Ad Rank 
thresholds, the context of the person’s search, and the expected impact of 
assets and other ad formats. Google Ads requires a minimum Ad Rank before 
showing additional assets with your ad. What it means is that you may need to 
increase your bid or your ad quality (or both) in order for your additional asse`ts 
to show.

The position of your ad on the Google search results page. Assets show up 
only if your ad is in the top 4 positions, as there is limited space above search 
results. Ads in lower positions generally will have fewer assets added than ads 
in higher positions. Plus, the Google Ads system generally won’t allow ads in 
lower positions to get more incremental clicks from assets than the incremental 
clicks they’d get from moving up to a higher position. To show ads in higher 
positions, generally, you need to increase your ad quality, bid (no surprise 
here), or both.

Other assets  you’ve enabled. That’s why you have to create as much as 
possible (but relevant to your business). In each auction, Google will show the 
best-performing assets.

All assets are in the same place, and the process of adding them is similar. It’s 
on the left menu. What is confusing is that they are called assets, but for some 
reason, the drop-down (marked) says Associations. But you’ll get used to it. 
Google changes things and renames stuff constantly.
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If you press the blue button, it will drop down all available assets in your account. 
Select the asset you want and input the required information. Now you know 
where to find assets and how to add them. Let’s look closer at each asset and 
what you need to know when creating them.

3.10.1 SITELINKS
This is the most common asset. It’s basically adding additional links to your ad, 
enriching it, and helping users find what they are looking for.

When creating site links, I recommend having 4-6 in the campaign. And although 
you can create them on the ad group level as well, in the beginning, I would 
recommend just staying at the campaign level. When you are more familiar with 
sitelinks, you can then decide to have totally different ones for each ad group 
and not only the campaign. This just takes more time and a bit more planning.
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The best way to think about site links is like an asset to the theme of your campaign. 
Your campaign is about women’s clothes; try to add sitelinks that are related to 
that category. Like adding links to shoes, shirts, skirts, jeans, and so on.

As I mentioned, you can add them at the campaign level, ad group, or event 
account level. In the beginning, I would suggest using only the campaign level.

The sitelinks are just that, links. You add a sitelink text, add a few lines of 
description (recommended) and input the URL. Similar to ads, but simpler.

Once you create a sitelink, you don’t have to create the same sitelink again. It 
will be available from the dropdown if you select Use existing instead of create 

new.

Note that descriptions are not always visible. It depends on a few factors, 
including your ad position. So don’t be surprised if you don’t see them, but I 
would recommend adding descriptions all the time.

3.10.2 CALLOUT
Use callouts like short promotional phrases. Like “Free Shipping”. It can say 
anything you want, but obviously, don’t lie.
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They appear right here and, as you can see, make an ad look bigger.

Similar to sitelinks I recommend adding them to the campaign level. Unless 
you have only a few campaigns and there is no point in having different callouts 
for different campaigns, then you can have it on the account level. In this case, 
all your campaigns will have the same callout asset.

Once you click add new, you will see this:

Callouts have a symbol limit so usually you try to write something that applies 
to your whole account. Like “Free Returns” or “Money-back guarantee”. Most 
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advertisers write their benefits, but you can be as creative as you want. As you 
can see from the preview, Callouts appear after your ads description.

3.10.3 STRUCTURED SNIPPET
Structured snippets are also very useful if you want to enhance your ad with 
additional information. Google give you several categories to select from. All of 
them are self-explanatory and only good with specific campaigns. For example, 
if you’re promoting educational business you might use the Degree programs 
asset to list your programs.

For an e-commerce store, you might add styles:

Select a category that fits your business, otherwise it might not make sense for 
the user.
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The most often used categories are brands, styles, and types. But you will 
have to decide which ones are suitable for your campaigns. And business.

Make sure to select the right language and category. The list whatever you 
need as values. On the right you see how they will look in the ad.

3.10.4 CALL
Probably the easiest asset. It’s just your phone number in the ad.

Usually, you can have it on the account level, as most small to medium 
businesses have one general business phone number. Of course, you have 
to decide if the phone number should be advertised at all. Don’t create a call 
asset just for the asset itself. 

But in case you have a local office in different countries or states you can have 
this asset on the campaign level, and then adjust to a particular location.
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The biggest benefit is that a user can click to call on the ad if it contains a Call 
asset. Very convenient if most of your business is conducted via phone.

Depending on the country, you might have call reporting turned on. In that 
case, you can also select your conversion. Usually, it will be “Calls from ads”

3.10.5 LEAD FORM
This asset allows you to collect leads without directing users to your website. 
When you click on the asset in the ad, a small form appears, and users can 
fill it out without leaving Google search results. This is very convenient if your 
business is all about collecting leads.

If you ever saw or created any form, it will be a piece of cake to create this asset 
as well. When you click create, you will see a selection of fields you can use:
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It’s up to you to decide what information you need from prospective customers. 
But the more you ask, the less likely users are going to fill out the form. Make 
sure you only ask for vital information.

You can also notice, that near some fields it says “pre-filled”. This means that 
this field can be pre-filled by Google if the information is known.

Although the call to action has a limited selection, you can add additional text 
just below it.

This is not a widely used asset. I’ve used it once as a test, wasn’t anything 
special. Usually the business wants people visiting their landing page and filling 
out the form there. But it might be useful f a business does not have a website, 
or a form on the website and wants to collect leads.

3.10.6 LOCATION
Location asset is designed to show your location address in the ad. Obviously, 
not all businesses would want to display that. But if you have a local barber 
shop, you probably want your location in the ad.
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If you want to show your business location, all you have to do is link your My 

Business  account to Google Ads. Obviously, first, you need to have my Business 
account, which is free to set up https://www.google.com/business/

Once you link your accounts, you will see your address in the drop-down when 
creating this asset. No other inputs are required.

Again, you can have several locations, so you will probably want to add them at 
a campaign level if your campaigns are based on different locations, like states 
or countries. Otherwise, just have an asset at the account level.

Remember, that location assets are not always shown as this depends if Google 
knows users’ location to make it relevant to the search results.

3.10.7 PRICE
Price assets are excellent if you advertise a business with pricing plans. This gives 
you the opportunity to showcase them all, including a free plan if you have one.

Here, you see the first plan and then a small drop-down that reveals more.

https://www.google.com/business/
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You can use price asset for any business, but it can’t have just one price tier, 
so it has it’s limitations.

Price asset has a bit more options.

You will have to select Product tiers, like services (gearbox repair, windshield 
change) or product categories (baby strollers, diapers, etc.)

And then you have to select a Price qualifier, like “from” or “up to”. Below you 
have to specify the price, add a description, and a URL.

If you are advertising service pricing plans and all of them are on the same 
page, it is fine to specify the same URL for all the assets here.

Obviously your currency and the price it self. And you’re set. As you will find 
out it is not supported in all countries. So if you can’t see your currency in the 
drop down, most likely it won’t be approved. I did, however, had some luck, 
passing through Google’s eyes with the US currency and English language for 
the country that does not support it. But not for a long.

3.10.8 APP ASSET
This is only good if you have an iOS or Android app to promote. And the asset just 
requires you to add a link to the app store and that’s it. All the information is pulled 
from the store. You can only add a CTA, which in my case is “Download now”.
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So if you do have an app this is a great way to get more exposure. But it only 
shows on mobile devices.

3.10.9 PROMOTION ASSET
Promotion assets are designed for you to use for specific promotions. Be it 
New Year’s, Mother’s Day, or Back to school. It can even be your ordinary sale.

Google gives you a list of almost all occasions. You just have to choose one or 
neither.

You can also choose if it’s a percentage or monetary value and many more 
options.
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What I like is that you can wither specify the promotion code in the text or have 
it on the website. And the best part is that you can schedule promotion assets 
to appear on a certain times. Less management.

3.10.10 IMAGE ASSET
This asset allows you to have an image near your ad. Although there are many 
requirements for the image itself, it is still worthwhile as it does make your ad 
stand out.

You might see images near organic search results as well. So it’s the same with 
ads. And in the example above you see how it makes the first ad way more 
noticeable than others below it.

Adding images is the same as adding responsive display ads. You upload your 
image, you crop it according to Google’s specifications, and you’re done. Since 
the images appear, make sure that you use high quality and focus on one 
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single object (product, person). If there are too many elements in the image, 
they just won’t be visible.

You can add several images and just leave them and decide later when you 
see the results.

3.10.11 BUSINESS NAME
It’s your business name that appears near the ad, like here:

Maybe it doesn’t seem like a lot, but it does make a difference. Personally, I 
think the ad looks more professional with the company name in it.
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It’s quite easy to add it.

But you will have to complete Advertiser verification process. And once you’ve 
done it your name has to match the name you used to verify your account. Just 
like with other assets Google does not guarantee that your business name will 
be shown even though you competed your verification.
You can have only one business name in your account.

3.10.12 BUSINESS LOGO
Business logo is basically the same as the name. You upload the logo and it 
appears in your ad instead of the default icon.

Just like with business name, you can have only one logo. Make sure it is clearly 
visible and fits. This is a small downside as your logo look best if it’s square. If 
you have a long logo then it might not fit and therefore can be rejected. In some 
instance you can use just a symbol instead of the whole name.
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This is what I mean. My logo is just the name, and it does not fit into a square. 
I could try using just the PPC part. Or maybe just the circled graph icon.

Once you add the logo, it won’t appear immediately. It will take some time for it 
to appear. Don’t be alarmed. Give it some time.

3.11 CAMPAIGN STATISTICS

After creating your campaign you will start seeing various statistics around your 
campaigns, ads, and keywords. I know how numbers can be boring, especially 
if you’re not sure what are you looking at. Let’s address that, shall we?

If you’re the one responsible for campaign performance, there is no other way 
around it. You have to understand what these numbers (metrics) mean and, 
more importantly, how you can improve them.

After some time, you will see numbers for each of your campaigns. 
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First of all, you can customize which columns you see. Each column contains 
a certain metric, with some exceptions. So, when you first create your account 
and campaign, you will most likely see default columns. Let’s change that.

On the left, just above the columns, find an icon named “Columns”, click on it 
and select Modify columns. This is what you get:
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On the left, you see a list of all the possible metrics (columns). Click on any to 
expand. At first, you will probably click around a lot to find what you want. If you 
are good at remembering the name of the metric, you can use the search right 
above the list.

On the right, you see columns that have already been added. You can either 
remove them by clicking on the “x”, or rearrange them by clicking on the two 
horizontal icons and dragging the metric up or down.

This is what I usually use:
 › Clicks
 › Impressions
 › CTR
 › Avg. CPC
 › Cost
 › Search impression share
 › Conversions
 › Cost/conversion
 › Conversion rate
 › Search impression share

This gives me a high-level view of my campaigns. Let’s go over each metric.

Clicks
When someone clicks on your ad, you will see it here. Remember that clicks are 
not unique users. These are just total clicks on all the ads in a particular campaign.

Impressions
How many times was your ad shown when someone searched for the keywords 
you have in that campaign?

CTR
It’s short for Clickthrough rate. It shows how often people click on your ad after 
it has been shown. 10% means that if the ad was shown 100 times, you got 10 
clicks.



110

Avg. CPC
The average cost per click shows the average cost of one click for that campaign. 
You will have many keywords, and each keyword might have a different cost 
per click. So, if you’re looking at a campaign or ad group level, it will give you 
an average for all keywords.

Cost
This is the total amount that you spent on ads within a selected period. It is 
shown for each campaign and summarized at the bottom.

Conversions
This is your sales, orders, leads, or whatever action you specified as a 
conversion. More on this in the later chapters.

Cost/conversion
How much do you pay each time someone converts? Again, depends on your 
conversion type, but this metric is one of the most important ones.

Conversion rate
Similar to CTR, it shows how often people convert. The higher this number, the 
better.

Search impression share
It’s a great metric to understand how many impressions you are getting from 
the total amount you could get. Sort of like your market share. If it shows 100% 
(which is very rare) that means your ad is shown for all the searches that are 
related to your keywords in that campaign or ad group. It is based on your 
budget and bid, devices, country, and many other factors.

I won’t get into all the metrics that are available, because you don’t need to 
know all of them at the beginning. It also depends on your budget, product or 
service, and campaign goals.

We’re going to focus only on the ones you need. You can always explore the 
column section anytime you want. There is nothing there that can impact your 
campaign performance, so you can add as many columns as you wish.
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Another important thing to remember is that different columns can be set for a 
Campaign view, an ad group, or a keyword view.

For ad group columns, you can have the same as for the campaign. But for 
keywords, I always add a few additional columns:

Est. first position bid
This shows how much I should bid for my ad to appear in the first position. That 
is not 100% guaranteed as the spots fluctuate, but if you bid this amount, for 
the most part, your ad will be in the first’ish position.

Est. top-of-page bid
This one is similar to the above but shows how much I should bid to be in one 
of the top positions. 

Landing page exp.
This shows how relevant and useful my landing page is to users who click on 
my ad. It helps me understand if there are any problems with the keywords 
related to my landing page.

Ad relevance
Similar to the landing page but shows how closely my keywords match ads. If 
you follow the structure we created it shouldn’t have any problems.
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Quality score
There is a whole chapter dedicated to Quality Score. For now, just remember 
that you can add it as a column near each keyword.

These metrics tell you everything you need when starting out. You will have to 
wait several days, maybe even a week, to see more clicks. That depends on your 
target location, budget, and keywords. In any case, don’t make any changes 
unless there is no activity at all. Meaning you don’t get any impressions or clicks.

If that’s the case, check if there are any notifications in the account. Usually, if 
something is wrong, Google will have a notification.

Otherwise, double check:
 › If the keywords have a high enough bid (you might see the message 

“below first-page bid”)
 › Check your campaign settings (location, languages, bidding, etc.)
 › Check if your ads are approved or still in review.

This is where most of the problems happen. If everything is fine, give it a few 
more days. Once the clicks start to come in, wait until there is a decent amount. 
At least 50-100 clicks per keyword. But this is just a ballpark number. Depending 
on your keywords, you might get less and already see that it is not a good fit. 
The key thing to remember here is that in order to draw any conclusions, you 
need a fair amount of data. What can you tell about the keyword that has 7 
clicks? Probably nothing.

3.12 DYNAMIC SEARCH ADS

Let me show you a secret setting that helped me generate a lot of sales in 
the past. This is a feature that is buried in the settings, and many people miss 
it. It’s called dynamic search ads. Ads that Google generates itself based on 
the content of your website. You only write descriptions of the ads. The rest is 
generated automatically, including a landing page.
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WHAT ARE DYNAMIC SEARCH ADS (DSA)?

In your search campaigns, you have to add keywords to an ad group. Then, 
you have to write ads based on those keywords and select the landing page. 
That’s a usual process of creating search campaigns.

With dynamic search, you don’t have to do that. You only have to write 
descriptions. The headlines and the landing page are generated from your 
content. Along with the keywords your ads will target.

Look at this dynamic ad. For the regular search ad, you had to enter all the 
headlines and select the landing page based on your keywords in the ad 
group.

With dynamic ads, you only have to write these description lines. That’s it. The 
rest is taken from your website. You don’t even have to select keywords.

Dynamic Search Ads (DSA) are a type of Google Ads campaign (well, more 
like an ad group) that automatically generates ad headlines and landing pages 
based on the content of your website. DSA matches your ads to relevant 
search queries, ensuring that users see the most appropriate ads for their 
search intent.

This is how Google describes dynamic search ads:
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Dynamic Search Ads are the easiest way to find customers searching on 
Google for precisely what you offer. Ideal for advertisers with a well-developed 
website or a large inventory, Dynamic Search Ads use your website content 
to target your ads and can help fill in the gaps of your keyword based 
campaigns. Dynamic Search Ad headlines and landing pages are also 
generated using content from your website, which keeps your ads relevant 
and saves you time.

In this description, you might notice two downsides of dynamic search ads.

First, you need a well-developed website. What does this mean? It means 
that in order for the ads to work great, Google needs to “understand” your 
website. You have to have a well-indexed website, friendly URLs (no dynamic 
ones), image ALT descriptions etc. Basically, you need to do an SEO for the 
site because everything that Google generates is from your website.

Second, a large inventory. Dynamic search ads work best for eCommerce 
sites. The reason is simple – a lot of products. Each product page becomes a 
keyword and a landing page. Google has a lot of content to work with. Having 
said that, I had success using dynamic search ads with content websites such 
as blogs. But you still have to have a lot of content. Dynamic search ads won’t 
work on, say, a B2B website with several pages.

Key components: targeting, ad content, and bidding
Let’s quickly explore the key components of this campaign type. Although, I 
have to say that it’s not a campaign type per se. It’s an ad group type. But we 
will get back to it later when talking about how to create dynamic search ads.

Targeting
One of the most crucial aspects of a successful DSA campaign is accurate 
targeting. You can target specific categories or web pages on your website, 
depending on your marketing goals. Google’s algorithms then match your ads 
to relevant search queries, ensuring that they are displayed to users interested 
in your products or services.
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Ad Content
The ad content in DSA consists of automatically generated headlines and 
manually written ad descriptions. Google’s algorithms create headlines based 
on the content of your website and the user’s search query, increasing the 
likelihood of clicks and conversions. The ad descriptions, however, must be 
crafted by you, the advertiser, to provide additional context and encourage 
users to click on your ad.

Bidding
If you have run any search campaign, then the bidding part won’t be a problem, 
as the same strategies apply to dynamic search ads as well. You can choose 
between manual bidding, where you set the maximum cost-per-click (CPC) 
for your ads, or automated bidding strategies like Target CPA or Target ROAS, 
which optimize your bids based on your desired cost per acquisition or return 
on ad spend.

BENEFITS OF USING DYNAMIC SEARCH ADS (DSA)

Improved ad relevance
One of the coolest things is that you don’t have to write headlines, since they 
are generated based on your content and search query. This makes the ad 
highly relevant to the users, thus increasing the chance to get a click. In turn, 
this also increases conversion probability and higher ROI.

Time savings
Creating ads usually takes some time. You have to write at least 5-6 headlines 
and 2 descriptions, even for a small campaign that might take hours. Not only 
that, but you don’t have to think about the keywords either. DSA takes care of it 
for you. This allows you to focus on other aspects of your marketing campaign, 
such as crafting compelling ad descriptions and optimizing targeting.

Increased ROI
By improving ad relevance and reducing the time spent on keyword management, 
DSA can significantly increase your return on investment. Additionally, the use 
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of automated bidding strategies can help you optimize your bids and maximize 
your campaign’s performance.

Filling gaps in keyword coverage
One of the best things I like about DSA, is that it helps identify and target 
search queries that may not have been covered by your traditional search ads. 
This additional coverage can drive more traffic to your website and potentially 
lead to increased conversions. Most of the keywords are long-tail and convert 
a lot better.

Scalability
Scaling search campaign is no joke. However, DSA campaigns can quickly 
adapt to changes in your website’s content, ensuring that your ads remain 
relevant and up-to-date. This scalability makes DSA particularly useful for 
businesses with large or frequently changing product catalogs.

HOW TO CREATE DYNAMIC SEARCH ADS (DSA

Make sure you have a lot of inventory because Google scans your website, 
and it knows all the pages and keywords. This means the more information it 
has, the better targeting it can select.

You can start by just targeting all your website pages. This means that you’re 
telling Google to take all your products and try to match them to Google 
searches. This gives you a broad reach, so make sure you always keep an eye 
on the spending and conversions.

I mentioned that this is more of an ad group type than a campaign. So, you start 
with creating a regular search campaign. Then, find a place where it says More 
settings. Expand it and find Dynamic search ads setting.
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After you click here, you will be asked to select your website language and 
input your website URL. 

Then, just skip creating ad group, adding keywords and ads. We will do that 
later. I should mention that you can create dynamic search ads in the existing 
campaign. But it is best to keep them in the separate campaign.

Once you create you campaign and publish it will be without any ad groups. 
Navigate back to this campaign go to ad groups and select to create new ad group. 
Right at the top you should see a drop down. Click on it and select Dynamic.
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Scroll down, and you will see that some settings have changed compared to a 
usual ad group.

Let’s unpack what we see here. First of all, you can input URLs, that you want to 
target. In my example, I enter the “Baby” category on the Target.com website. 
After you enter your URL, don’t forget to click add. You can also adjust the bids 
for each category. Or you can use the default ad group bid for all targets.

You can also create rules that target a combination of pages. This is a more 
advanced setting, but you can explore it on your own.

You can target your entire website. But do that when your website is not that 
big. I wouldn’t do that for a site that is similar to Target.com as it is too big to just 
target all pages. In general, if you have a big eCommerce website that houses 
a lot of categories, I would not advise starting with all pages. 

Even though you don’t have to think about the keywords and their themes, 
you still have categories on your website. This means that you can control 
which categories are subject to dynamic ads. And at the same time, exclude 
the categories that you don’t want to bid on. The reason for this is that some 
categories will not convert. So you can either downbid or exclude together. Most 
likely, after some time, you will have just a few categories that convert well.

You can have both search and dynamic campaigns running together. Let the 
revenue be the decision-maker here. Just don’t leave it running for a long time 
without reviewing them.
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After that, you will have to create ads. Not the whole ad, as mentioned above. 
Just the descriptions.

To make it faster and easier just copy descriptions from your Search ads. And 
that’s it. You have your DSA ready. Just don’t forget to check on it after a day or 
two, just to see if it’s getting traffic and if it needs any adjustments.

DYNAMIC SEARCH ADS’ BEST PRACTICES
Dynamic search ads can be a life saver. Especially for eCommerce owners 
with limited time on their hands. These ads don’t require a lot of attention and 
if done right can be a huge source of sales. However, I’ve seen people making 
a lot of mistakes when using DSA. Let’s make sure you are on the right path 
form the get go.

Ensure website content is well-structured and up-to-date: DSAs rely on 
Google’s ability to crawl and index your website. Make sure your website has a 
clear structure with relevant and updated content, as well as meta tags, titles, 
and headers to improve indexing. In other words, if you’re doing your SEO 
correctly, you shouldn’t have problems with DSA campaigns.
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Use negative keywords wisely: with DSA campaigns you don’t select 
keywords, this is done for you by Google using your websites content. However, 
you can exclude irrelevant search queries and avoid targeting low-converting 
or off-brand keywords. Continuously review and update your negative keyword 
list to optimize your DSA campaign performance.

Create ad group themes: I mentioned that before, but structure is very 
important. Use similar structure I recommend for search campaign. Segment 
your DSA campaigns into ad groups based on common themes or categories. 
This allows for better control over targeting and budget allocation, as well as 
more specific ad copy and landing pages.

Optimize landing pages: I know what you’re thinking: “Landing pages are 
selected by Google automatically.” That’s correct. But they are pages on your 
site, like product pages. A good product page will convert better, no matter the 
campaign.

Test different targeting options: Experiment with different targeting settings, 
such as using categories, URL, or page content. Regularly review and adjust 
your targeting settings to refine your campaign’s performance. Sometime 
targeting all pages works, sometimes it does not. It’s for you to find out.

Monitor performance and adjust bids: That should be a no brainer. Regularly 
review your campaign’s performance and adjust bids based on the results. 
Focus on optimizing for conversions. You don’t need just clicks, those are easy 
to get.

Leverage automation: DSA has the same bidding strategies as regular Search 
campaigns. Use that. Start with manual CPC, then move on to automated 
bidding strategies, such as Target CPA. This can save time and improve 
campaign performance.

Regularly analyze and optimize: Continuously review your DSA campaign 
performance and make necessary adjustments to targeting, bids, ad copy, and 
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landing pages. This iterative approach helps you fine-tune your campaigns and 
achieve better results over time.

I’ve used DSA campaigns mostly for eCommerce businesses as it makes more 
sense. You have a lot of products and each product can become a keywords, an 
ad, and a landing page. I can put all my products in front of users in a matter of 
hours. If you follow what we talked about, you should see results immediately. I 
would say this feature is one of the best ones. I’m always surprised that Google 
does not promote it that much.

I also had some success with content. If you have a blog with a lot of (50+) 
articles, it can be a great way to cover those long-tail keywords that you would 
not cover otherwise. It is a bit trickier to track results as you don’t sell anything. 
But you can make email subscribers your primary goal.

I would not recommend DSA for a small website or B2B website as it will lack 
the content needed for dynamic search ads to work.

3.13 QUALITY SCORE

We talked about how important it is to meet users’ expectations to show them 
exactly what they want to see. That’s why we spent a lot of time on the structure 
so that the ad would match the user’s search query as much as possible.

Google is crazy about that too. The goal of Google Search is to give exactly 
what users are searching for. That’s why they have complicated algorithms 
that work for organic search. Google’s point of view on this is simple: if users 
find what they are looking for, they most likely will come back. So far, that has 
helped Google to become the biggest search engine.

Google does not care if the search results are paid or free (organic). The goal 
is the same. That’s why Google has a Quality Score (QS).

Even though Google ads are based on auction, meaning that you bid on a 
keyword for it to appear on the search results. There is another side to it. 
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Depending on your quality score, you might pay more or pay less than your 
competitors. If your keywords have high-quality scores, you might pay up to 
80% less than your closest competitor. This means that even a little guy can be 
on the top of the page with a smaller budget if that little guy spends more time 
managing and optimizing their campaigns.

This is good for everyone. For the searcher, it’s good because you get the 
most relevant results; thus, you are more satisfied and more likely to click. For 
business, it’s good because whoever clicks is a more relevant audience for the 
business, which means a higher chance of purchasing. And for Google, if both 
sides are happy, then they will use search engines to find what they are looking 
for, and businesses will keep advertising.

So, is it worth working on increasing your Quality score? 100%.

The score is measured from 1 to 10, 10 being the highest. The higher the 
score, the better for you since you are rewarded for your efforts. You may pay a 
lower CPC compared to your competitors, your ad might rank higher, and your 
assets will show up more often. On the other hand, you are also punished for 
not having a good quality score, from 5 and below.

Each keyword has a quality score. It appears as soon as you start advertising. 
I have already mentioned in the previous chapters how to add a column that 
displays the quality score. This is how it looks:
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You see only one keyword, which is a 6. The rest are 7, 8, and 10. This is a 
good score overall. You won’t avoid lower scores, especially if you work with 
thousands of keywords, like in the account above.

The more keywords you have, the more different they are, and the harder it is to 
make them relevant to your ads and landing pages (remember the pyramid). And 
it’s fine. But if most of your keywords have a low score, you need to increase it.

What can you do to increase the quality score if it is low?
 › Make your ads relevant
 › Increase your CTR
 › Create great landing pages

If you were paying attention when we talked about the structure, your ads 
should be relevant to your keywords. And at the same time, your landing page 
should be relevant to the ad and the keywords.

With CTR what you can do quickly is to increase CPC to gain a higher position 
at the start. A higher position means a better CTR and your quality score will 
adjust because of that. This might cost a bit more than you expected but if you 
plan to advertise for a while then in the long run it is worthwhile.



As for the landing pages, you might not have a lot of control over them due to 
many reasons, like not having a developer. Just make sure that it loads fast 
and is mobile-optimized. Which most of the pages are. So you should not have 
trouble here.

I want to stop here because I don’t want you to make it your mission to have a 
score of 10 for all keywords. This is not needed and is sometimes impossible. 
Only do something if your main keywords have a low-quality score, and then 
try to see what you can do.

Your number 1 priority is getting conversions (sales or leads, whatever). And 
you can get that even with lower Quality Score. So don’t obsess about it.
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4. DISPLAY CAMPAIGNS

Google Display Ads is a different campaign type that is available in your Google 
Ads account. It is also often called Google Display Network or GDN, hence 
GDN ads.

These ads are not based on what users search for but on many different criteria, 
such as topics, interests, website usage, affinity audiences, etc. With display 
ads, you’re trying to find an audience that is more likely to be interested in your 
product or service.

You might compare it Facebook ads, where you select your targeting and create 
various visual ads. Although, oftentimes it performs worse than Search Ads. 
The main reason is that you target people that are not necessarily interested in 
your product or looking for one. In marketing we call it a “cold” audience. And it 
takes a lot of effort to convert it.

That does not mean you should ignore it. If you can’t expand on your Search 
Ads and you’ve hit the ceiling, you can always try to expand your audience with 
Display ads. You will have to try harder, but the rewards could be huge. You 
might find an audience that otherwise would not have found you.

The main thing you should focus on is the audience and your visuals (ads). 
Since here you’re targeting an audience that is not necessarily interested in 
what you have to offer. 

Your first task is to decide what audience you need to target. Display campaigns 
can empty your budget in a matter or hours. So you have to be really careful of 
not going too broad.

Let’s review what kind of targeting options you have to reach your audience.
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4.1 SHOULD YOU DO DISPLAY ADS?

Display ads are not as effective as Search ads and are a lot more expensive. 
It’s easy to get hung up on getting clicks, especially if your Search Ads are not 
getting a lot of them. Or your CPC is high.

I see a lot of advertisers making the mistake of going into display campaigns 
because they see lower CPCs and think they can outsmart Google.

The CPC is not the main metric.

So, should you do display campaigns?

Usually, no. Unless you have mastered search, you’re generating ROI from 
your ads and looking to experiment with additional campaign types. 

But when you are just starting out, I would avoid it.

Think of Display or even YouTube Ads as TV ads that your would run for a 
week, and ask yourself if TV ads that run for everyone in the whole country are 
useful for your business at this stage. 

Yes, I know TV ads are more expensive, and they do have a big upside of 
adding credibility to your brand. A lot of people still think that if it’s on TV it 
must be true.

However, considering the cost and performance, TV ads are not the best options 
for many businesses. TV ads effective depends on the time the campaign runs. 
That’s why most big  companies run their ads for a a few months or even a 
year. Running a TV ad for a week, it;s just waste of money.

Same with Display ads. Most of the time,e youthrowh it at the wall and see 
what sticks. It takes a lot of time, which translates into money, to figure out 
what works. 
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4.2 DISPLAY TARGETING OPTIONS

When creating your display campaigns, you will have several targeting options. 
You can target each separately or combine them together, which adds even 
more targeting “recipes”.

Let’s go over each of them and see how we can use it to our benefit.

This is what you can use to target your ads:

Audience segments
Here, you will have your audience along with in-market and affinity audiences.
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Affinity audience is based on users’ interests and habits. It means that Google 
will try to create some sort of “user profile” for each user it can reach. For 
example, if I often browse various car-related websites, Google will tag me as 
an auto enthusiast. And it will show me ads related to cars no matter where I 
browse. Remember this last part.

The in-market audience is similar but targets people on a specific website that 
corresponds to your selected audience. Users must be on that website, which 
is the difference between affinity and in-market audience. Affinity is based on 
user’s interests, and ads can be shown on any website, even if the website 
doesn’t have anything to do with that interest. The in-market audience will see 
ads only on that particular website. So if I browse some car-related websites, I 
will see the ad. But I won’t see it if I go to any other website.

I know it might be pretty confusing. Just remember that the Affinity audience 
is broader than the in-market audience. So first try targeting an in-market 
audience and only then expand to affinity.

Demographics
This one is simple, you have your gender, age, income (in some countries), 
and parental status. You might think about where Google gets this information 
from. Well, from your browsing mostly. Of course, if you have your Google 
account and specify your birth date or any other information, it will use that. But 
otherwise, it will construct your profile from your browsing and behavior. This 
means that it is not 100% accurate, far from it. Have this in mind.
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Keywords
You are probably thinking, “What keywords? This is not a Search campaign”. 
You’re right; it is not. But you can target keywords, but not those that people 
enter into Google search. These keywords define websites that have content 
similar to those keywords. The approach is similar to Search campaigns. You 
target a closely related group of keywords, but here, you have to be a bit 
broader (remember our pyramid). If you use keywords that are too specific, 
Google might not find websites with content related to those keywords. Also, 
keyword match types don’t apply here.

Topics
Think of these as the old-school in-market audience. Google has categorized 
all websites it has access to into specific topics. You pick the topic, and your 
ads appear on any website classified as a part of that topic. Google is trying 
to phase out this targeting, replacing it with the in-market audience. I think 
that the in-market audience has some artificial intelligence behind it, that’s 
why it might be a better option.
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Placements
Placements are just websites where your ads are shown. If any website is a 
part of the Google network, meaning they agreed to show Google Ads, then 
these websites can be a placement for your ad. In this targeting setting, you 
can specify on which websites you want your ads to be shown. You can even 
select Businessinsider.com. As far as I know, they have Google ads as well. 
Big websites usually sell out their ad spots (inventory) separately and only fill 
out unsold impressions with Google ads. This is okay, but you might get fewer 
impressions, or your ads can be shown in positions that are not visible to users. 
In any case, it is still worth trying out.
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It is very important to think about what audience you want to reach. Focus on 
people who are most likely to engage with your brand or, ideally, convert. 

If you sell car tires, you could start with in-market audience about vehicles, 
limiting it only to males. Additionally, you can limit the geo to a state or city. 

Start small and then expand.

The other important part is the ad it self. Since it’s a display ad and can contain 
images and/or videos, you have to match it the audience you’re targeting.

4.3 DISPLAY ADS

When it comes to Display ads, you have much more freedom. You have two 
options: create responsive ads filled with texts, images, and videos. Or upload 
your ads created by a designer.

Of course, there are image requirements when creating and uploading your 
ads. I recommend first reading through all the requirements. You can find them 
when you click Upload display ads.

If you don’t have a designer, you can create ads yourself. And the performance 
is either similar or better. Let’s look at how to create display ads.

When you click to create a responsive display ad, you will get a similar view to 
search ads with just more additional fields. Let’s say we want to create ads for 
an eCommerce store.
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You input your landing page, the same as with search ads, and then a business 
name, usually your domain name.

Below, you can add images, logos, and videos. This is where it gets incredible. 
When you click to add pictures, you can do several things. Upload your images, 
scan your website or browse stock photos.
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You will also see previously uploaded images, so you don’t have to upload 
them twice if you want to reuse them.

The magic starts with the Website or social tab. You can input your URL, and 
Google will scan images from your website to use in the ad. Is that amazing, 
or what?

As you can see from the above example, I see several images containing 
products and a few promotional pictures. If I like them, I just click on them, 
and Google will crop the images to the needed format and size. This is what 
I get:

It’s not ideal, but you have to admit that it looks good. It’s free, and I did it in a 
few minutes. Google will show you a preview of all the ad formats on the right. 
If you select more images, Google will rotate them to find the best-performing 
ones.

Next, Google even added some headlines and descriptions, along with 
additional suggestions that you can apply with one click.
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Adding headlines and descriptions is the same as with Search ads, so you 
should be good here. Since we don’t target keywords here, you can be much 
more creative with texts.

You can also add videos. It’s not mandatory, but if you have excellent product 
or marketing videos, you can add them here. The beauty of responsive display 
ads is that Google will rotate various images, texts, and videos to find the best 
combination.

Once you’re happy with what you have, just save ads, and that’s it. Usually, you 
create ads with different categories on your website, like “women’s clothing” or 
“men’s clothing.”

You can upload your images if you don’t have an eCommerce store or an 
image-heavy website. You just have to select a different tab called Upload. 
Make sure the image is high-quality. It is your brand we’re talking about, right?
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Once uploaded, click on the image to ensure that Google has correctly cropped 
your image.

Click on both versions to see where the image is cut off, especially in the 1:1 
format. Adjust if needed.

No matter the business, you can always find pictures on your website or on 
the internet. Don’t use copyrighted material, but plenty of websites offer high-
quality images for free. Just have to Google a bit.

When creating ads, think about the message they convey. You don’t want just 
clicks, you need to to show people that what you have is amazing, but at the 
same time filter out those who are not ready to commit. 

For example, you might show nice shoes, which might get a lot of clicks. But I 
would also add a price if it’s expensive, to filter out those who can’t afford it and 
they were just curious.

Same with any service. People might be clicking just because your ad might be 
nice, funny, shocking and etc. But your goal is not to get clicks, your goal is to 
get new buyers.
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4.4 CREATING A NEW DISPLAY CAMPAIGN

Creating a Display campaign is the same as creating a Search campaign. The 
only difference is the targeting and the ads. Even bidding options are the same, 
with one additional option called viewable impressions. We will get to that later.

We talked about targeting options and the ads, so let’s go over the creation 
process.

When you click to create a new campaign, select the last option.

Then select Display.
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As I mentioned, creation is quite similar, so we will skip locations, budgeting, 
and bidding. If you still have questions about this section, please revisit them 
in the early chapters.

There is, however, one extra bidding option available for display campaigns - 
viewable impressions.

As per Google, the viewable impression is:

 › A display ad is counted as viewable when at least 50% of its area is 
visible on the screen for at least 1 second.
 › For large display ads of 242,500 pixels or more, the ad is counted as 

viewable when at least 30% of its area is visible for at least 1 second.
 › A video ad is counted as viewable when at least 50% of its area is visible 

on the screen while the video is playing for at least 2 seconds.

Generally, it is a way of saying your ad was most likely seen. In this instance, 
you pay not for clicks but 1000 impressions, a.k.a CPM. Larger companies 
mainly use this bidding option for brand or product awareness campaigns. I 
would not recommend it for beginners.

Similar to Search ads, select manual CPC.

And then, we move on to creating the ads discussed in the 4.2 section.



After you create your campaign, it might take a while to approve your ads. 
Usually, it’s a couple of days, but it might be a week or more.

The most important thing to remember is that if your ads are disapproved for 
any reason, carefully read why. Don’t blindly submit your ads again, which 
could lead to account suspension.
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5. YOUTUBE CAMPAIGNS

Most of you know what YouTube is. And if you think it is an entertainment 
channel where people spend hours watching funny or interesting videos, you 
are only half right. It is the second-largest search network.

It is also a source of knowledge where people find answers to their questions. 
It’s just that the format is a lot more interesting.

So, it is pretty natural for businesses to like YouTube. As you have probably 
experienced, there are quite a few ads. And even though no one likes those ads 
and tries to skip them as fast as possible, they work. And the best part is that anyone 
can get in front of thousands of people regardless of their budget or product.

On average, 8 out of 10 people aged 18 to 49 watch YouTube videos. This is 
a truly impressive statistic that cannot be ignored. And people don’t just watch 
funny videos there. Every fifth consumer seeks information to help them decide 
which product to buy. So, YouTube is a great place to show your product from 
a different angle.

YouTube advertising is one of the types of Google advertising, where you can 
create a video ad of your product or service and show it to the relevant audience.

It’s called a Video Campaign in the account (not YouTube Ads).

Video advertising is not as popular as Search advertising. Probably because 
the results are not always great, don’t forget that YouTubers don’t necessarily 
want your product or service.

However, the low cost and the possibilities make it tempting to try. In addition, 
sometimes you can gain a competitive advantage since not everyone dares 
to start video ads. And the preparation is a bit more complicated. You need to 
make a video, and many people are put off by it.
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I’m sure every one of you has watched video ads while impatiently hovering 
over the “Skip” button. However, I also think there were those interested in the 
advertised product or service. Maybe you didn’t click the link and buy something 
immediately, but it may have helped with the awareness.

This is precisely why I love video ads. Not only can they bring in potential 
customers, but they also increase awareness of your product or service. The 
video format is the most significant advantage over other ads, especially the 
search. It enables you to tell the story of your product or service differently. A 
text ad or a banner has limitations. For example, you cannot use sound, and 
the visual options in the banner are limited. Meanwhile, with videos, nothing is 
limiting your imagination.

5.1 VIDEO FORMATS AND TYPES

5.1.1 VIDEO FORMATS
I’m sure you have seen a few videos on YouTube. Most likely, the ads you can 
skip or the ones you can’t. These are just two types out of 6.

 › Skippable in-stream ads
 › Non-Skipable in-stream ads
 › In-feed video ads
 › Bumper ads
 › Outstream ads
 › Masthead ads

Although there are six types, we will focus on the first four. Outstream ads are 
not available on YouTube but only on partner websites, and masthead ads are 
available only through Google representatives.

An in-stream ad is an ad you see either before the start or in some part of the 
video. Some ads you can skip, others not (Bumper ads, non-skippable). I’m 
sure you hate these the most. But jokes aside, these ads are shown in full to a 
user, meaning someone watched your ad. Unless, of course, they got pissed 
and closed the browser or clicked on another video.
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An in-feed ad is kind of like a display ad. You can watch it only if you click on it. 
You pay only if someone clicks on your video, which is not played automatically. 
This format is less popular, and I would not recommend starting with it.

The most popular format is skippable ads. It’s the ones with the skip button. You 
have 5 seconds to grab users’ attention before the “skip” button becomes active.

But there is also good news - you don’t pay for those first 5 seconds. Later, we 
will discuss how to create a video ad that people skip less.

5.1.2 DIFFERENT CAMPAIGN TYPES
Creating a campaign on YouTube is not difficult, especially compared to search 
campaigns. However, the difficulty begins with creating the video because it 
determines the campaign’s success. We will talk about this in later chapters.

Let’s discuss the types of video campaigns you can create and their pros and cons.

Video views
This type focuses on views, getting the most views for your budget. You set the 
average amount for a view and YouTube will find as many viewers as possible.

You only pay when someone chooses to watch your ad. Your ads can show as 
skippable in-stream, in-feed, and Shorts ads.

In this campaign, YouTube uses a mix of formats with the help of AI. It tries 
to find the format to get the view. So, in a way, you don’t need to worry about 
different video formats.

On the other hand, views might not be the best goal for you. Unless you have 
a good converting product.

Efficient reach
This campaign type is designed to reach as many unique users as possible 
through bumper ads, skippable in-stream ads, non-skippable in-stream ads, 
in-feed ads, or Shorts ads.
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You can either use one time of ads or mix them together to reach even more 
people.

Usually, this campaign type works best for brand awareness or improving your 
ad recall to encourage users to consider your product.

You can use it to reach new people and try to sway them to consider what ever 
you are offering. Might be costly, though. As you might need to reach a lot of 
people before you find, the ones who will be interested.

Target frequency
This type is for brand awareness campaigns. When building this campaign, 
you can select how frequently you want a user to see your ad during a week. 
And the system will optimize to meet that setting.

Limiting how often users see your ad increases ad viewership. In brand 
awareness campaigns, you get more people to see your ad and not the same 
people to see your ad more often.

Obviously, if you’re new to video campaigns or you want to drive actions, don’t 
use this type.

Non-skippable in-stream
By choosing this type, you will be able to show a short, up to 15-second ad that 
the users cannot skip, i.e., there is no skip button. They are “forced” to view the 
entire ad.

At first glance, the format seems ideal because the viewer can’t help but stare at 
your ad. However, it is too short to tell more about the product or service, so the 
effect of this ad is rather limited in terms of conversions or visits to the website.
You might say that 15 seconds is enough for some products or services to explain, 
as they are simple. And you’re right. But usually, it’s more of an exception.

This type works a lot better when combined with other campaigns, be it other 
video or Search campaigns. For example, you can use short ads to increase 
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brand awareness. Introduce new products or services and then run other ad types 
to capture the audience who viewed your non-skippable ad. This can also engage 
an existing audience that has previously visited your site or purchased something.

This type is a bit more complicated if you want to get the most out of it. I don’t 
recommend using it when you are just starting.

Drive conversions
The name sounds very attractive. After all, who wouldn’t want a campaign that 
automatically increases conversions? As the name suggests, the campaign 
type is set to focus on conversions. Of course, for it to work, conversions must 
be created in your account. However, other limitations would keep me from 
starting this campaign.

For this type to work well, you need to get a lot of conversions, at least 100-
200 per month per campaign. Google needs to learn from these conversions to 
properly optimize and increase them. If you’re only getting a few conversions 
per month, it’s clear that this campaign won’t have enough information.

In addition, conversions can be increased with a Custom video campaign (first 
type). So if you’re just starting to advertise and your product or service isn’t getting 
that many conversions per month, this campaign might not be that effective.

Ad sequence
With this type, you can run multiple ads in a row, like a series. The user sees 
the first video, only then can he see the second and so on. This gives you the 
opportunity to tell a certain story without cramming everything into one long video.
Netflix has exploited this format with great success. They showed a short, up 
to 6s long video that acts as a trailer (teaser). Then, users saw a long video of 
a movie or a show. And finally, a third video that invites the user to perform an 
action, in their case, watch it on Netflix.

The main advantage of this type is that you can come up with different ways 
to attract user’s attention. For example, your first video can simply be a 
presentation of a certain character. And if the user is interested (watched the 
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video), he will be presented with a “second episode”. And so on. This way, the 
viewer can be involved in a certain storyline on a daily basis. And that “story” 
ends with the presentation of your product.

It’s not one of the easiest type. First of all, you need to have several videos. 
Second of all, you have to think about “the story”, it can’t be just several random 
videos. And, third of all, a big budget is needed for the sequence to be effective. 
After all, you need users to see all of your videos.

In my experience, the problem is not the budget but a great storyline that can 
be told through several videos.

Audio
Audio type in video campaigns? Yes, strange indeed. But these are basically 
the same as video ads. You have to upload a video, but it can be a still image or 
animation. The sound is the key here. Because this ad will be played to users 
who are listening to music or podcasts on Youtube.

It can be a great way to expand your reach. As these are the people who come to 
Youtube not to watch something but to listen. It also means that they most likely 
will have it in the background running for a long time, maybe even the whole day.

I’ve seen the owner of a small shop, coffee house, or barber shop let YouTube 
music play for everyone. Which means you can reach several people.

The effectiveness of these ads are lower compared to a custom video campaign. 
In some ways it is similar to radio ad. But what I like about it is that you can 
make the video yourself very quickly and you have the same targeting options 
as a regular video campaign.

Definitely worth trying out.

5.2 CREATING A YOUTUBE CHANNEL

Let’s leave the Google ads account for a bit and talk about a YouTube account. 
You will be asked to provide a YouTube link to your ad when creating a video 
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campaign. That means that you will first have to upload the video to YouTube 
and only later use that link to create a video ad.

Creating a YouTube account is very easy. You just need your Gmail email 
and login on the Youtube.com website. There’s a good chance you’re already 
logged in.

I would not recommend using your personal Gmail account if you’re running 
ads for a business. But it’s up to you.

If you’re only going to use your YouTube channel for video ads, you don’t need 
to do anything else. Otherwise, think of a name, add required images, and so 
on—everything a normal YouTube channel has.

Now, you can upload your video ad. Click Create in the top right corner, then 
select Upload Video. Select your files, or just drag and drop them.

You should see this:
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Depending on the video length, it might take a while to see thumbnails and a 
video preview. But here, you can select one of the suggested thumbnails or 
upload your own. I wouldn’t worry about creating a custom thumbnail for video 
ads, as it doesn’t matter. Just select the one you like and move one.

You can name your ad so you can easily find them later, especially if you plan 
to create many ads. The description is optional because the user won’t see it.

Click Next until you reach Visibility; you don’t need to add or change anything 
in those steps.

I recommend selecting Unlisted. This way, users won’t see it in your channel. 
If you think your ads are so interesting that people should find them in your 
channel, select Public.

If you choose private, you won’t be able to use that video in the ad.

Click save, and you should have a link you can use in your video campaigns. 
The procedure is the same for all new videos. Once you upload them to your 
channel, you can use them in any campaign you want. You don’t have to upload 
them again.
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5.2.1 CONNECTING YOUTUBE WITH GOOGLE ADS
I always recommend connecting accounts. Google has many products that 
interact with and complement each other, and YouTube and Google ads 
accounts are no exception. By linking your accounts, you get more insights for 
your campaign. You can use that information for remarketing campaigns—for 
example, for users who have seen any video on your YouTube channel.

First, you must ensure that both the YouTube and Google Ads accounts have 
the same email addresses. If you created accounts on a different email, just 
add user to one or the other account.

Once you’ve done that, head to the settings at the top and Linked Accounts.

Most likely, you don’t have any linked accounts. Find YouTube and click on it. 
My channels are already linked, but you will have to press the big plus icon.
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Paste your channel link, and you should see your channel. Select that you are 
the owner and proceed to YouTube to finish your linking process.

After that, you should see that your accounts have been linked. Additional 
metrics are available in the reports, and as mentioned before, you can use your 
channel audience for remarketing campaigns.

5.3 YOUR FIRST VIDEO CAMPAIGN

It’s time to create your first video campaign. The campaign creation process is 
almost identical to display or search campaigns. There are minor differences, 
but if you’ve read the book closely, you should have no trouble.

As with any other campaign, we start with a structure.

5.3.1 CAMPAIGN STRUCTURE
Even though a video campaign structure is more straightforward than search 
campaigns, it is still necessary to discuss it.

To help you better understand, here’s a table that shows what’s included in a 
campaign and what’s included in an ad group.

Campaign Ad group

Country Targeting Video ad

Daily budget Demographic targeting

Devices Interests

Keywords

Topics
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At the campaign level, you have countries, daily budget, and devices, the same 
as any other campaign.

In the ad group, you have your ad and your target audience.

Let’s see what your typical campaign might look like.

Let’s say I created one campaign targeting London with a daily budget of €10. 
Within that campaign, I can create many ad groups with different audiences. For 
example, I can choose an auto/moto topic in one group and travel enthusiasts 
in another ad group. Then, I can upload a video to each ad group. You can use 
the same video in both ad groups. However, since audiences are different, it 
may be better to cater the video to that audience.

But when starting out, you can use one video.

As you can see, I use ad groups to separate audiences. This way, they won’t 
get mixed up, and I’ll know which audience will deliver better results. If you only 
have one audience, then everything is even more straightforward.

I would create a new campaign if I wanted to run a video ad for a different country 
but for the same audience. I rarely recommend adding another country to the 
same campaign just because of the language that will be used in the video clip.

So, as you can see, the structure is simple. Use different ad groups for different 
audiences, and you should be fine.
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However, if you have many different audiences in one campaign, the daily 
budget must be pretty big. Otherwise, your budget may simply not be enough 
for all audiences. As a result, the ads will be shown only to some audiences, 
not others.

Also, if you want to have a different daily budget for each audience, you will 
have to create two campaigns, as the daily budget is set on a campaign level.

I would not recommend creating many campaigns, as it is better to keep the 
data in one campaign.

5.3.2 AUDIENCE
It is essential to think hard about the audience that will see your ad. You don’t 
want to be wasting money on people with no interest in doing business with 
you.

Luckily we already talked about audience targeting in chapter 4.1. These 
options are the same for video campaigns as well. So if you don’t remember, 
please go back and read that chapter.

You have your demographics and audience segments and content-based 
targeting options such as topics, keywords, and placements.

By the way, you can also create video remarketing campaigns. The audience 
you will create can be found under Audience segments.
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As with display ads, you choose what audience will see your video ad on 
YouTube. And you can also exclude specific audiences or types of content.

There is a slight difference when we talk about placements. In display 
campaigns, we talked about websites, but with video campaigns, we‘re talking 
about YouTube channels. You can select specific channels by providing a link. 
Not all channels choose to display ads. Bear that in mind.

And the more targeting you add, the more expensive your ad becomes. I’m not 
100% sure as to why that is, but I think it’s sort of a surcharge for the ability 
to narrow your targeting. Google collects so much information and allows you 
to use that information to select the audience you want, but you pay for that 
“service” with increased CPV (cost per view).

That does not mean that you should not select your audience. Just be aware 
not to add additional targeting if it’s not essential. For example, don’t add 
age targeting unless you’re 100% sure about your target audience’s age. It is 
sometimes better to target a broader audience and pay less for the ads than 
narrow it too much and pay a higher CPV.

5.3.3 BIDDING STRATEGIES
Before we dive into creating our first campaign, let’s discuss what bidding 
strategies are available in video campaigns.

There are four bidding strategies 7 all the campaign types:

 › Maximum CPV (cost per view)
 › Target CPV
 › Target CPM (cost per 1000 impressions)
 › Target CPA (cost per action)
 › Maximise conversions
 › Maximise conversion value
 › Target ROAS

Some of these strategies are only available with certain campaign types. Let’s 
go over these strategies in more detail.
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Maximum CPV
CPV stands for cost per view. But it’s not just a view. You pay when a user 
watches 30 seconds of a video (or the entire video if it’s shorter than 30 seconds) 
or takes some action (clicks a link, likes, comments, etc.). Whichever comes 
first. So you’re not paying only for a view. You set the maximum you want to 
pay, and Google will try to deliver views at that price.

Target CPV
Google Ads automatically optimizes bids to help you get as many views as 
possible at the target cost-per-view (CPV) you set. Some views may cost more 
or less than your target.

Target CPM
CPM stands for cost per thousand impressions and is also used in display 
campaigns. In this instance, you pay 1000 impressions of your ad regardless of 
whether someone watched the whole video or just a few seconds (compared to 
maximum CPV). This bidding strategy is usually used for branding campaigns 
when you don’t care about users’ actions but to spread your message as widely 
as possible.

Target CPA
This one should be familiar to you as it is also used in Search campaigns. Since 
video campaigns can also have conversions, you can pay for a conversion 
instead of a view. This strategy requires conversions in your account and a 
decent number for each campaign, at least 100-200. You set the target price 
per conversion, and Google will try to optimize toward that goal.

Maximize conversions
Again, it should be familiar to you already. Here Google will try to get as many 
conversions as possible for your defined daily budget. You don’t set a price 
per conversion here, just the budget. But for it to work great, you need a few 
hundred conversions per campaign.

Maximize conversion value
Google will try to optimize your bids to get the most conversion value for your 
given budget.
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Target ROAS
Google Ads automatically sets bids to help get as much conversion value as 
possible at the target return on ad spend (ROAS) you set. Some conversions 
may have a higher or lower return than your target.

I mentioned before that with some campaign types, you wouldn’t be able 
to select a specific bidding strategy. For example, if you go with a Custom 

campaign, you can only use either target CPM or Maximum CPV.

With non-skippable campaigns, you have only target CPM available.

You don’t need to remember this, as Google will only show you the strategies 
that can be used. I’m just telling you this so you’re not surprised and wondering 
why you can’t use all the strategies with all the campaigns.

If you’re just starting, go with maximum CPV. It’s an excellent way to start, and 
it is similar to CPC. Because you pay for a certain “action” (30s view, click, like, 
comment), it’s not like a simple view, more like an upgraded view, if you will.

Later, you can try switching to a conversion strategy and target CPA. See if that 
brings more conversions for your desired price.

5.3.4 CREATING A VIDEO CAMPAIGN
I assume you have an account by now, so we won’t talk about how to create one. 
And if you’re just skimming through the book, you can skip this chapter altogether.

Click the blue plus icon to create a new campaign and select the last option.
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Then click on the video campaign type, and you should see the type selection:

Let’s start with a custom campaign. On the next page, you will see campaign 
settings.

Enter the name of your campaign. The bid strategy will be preselected to 
Maximum CPV. You can change it if you want, but I recommend leaving it as 
it is.
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Most likely, you will see a campaign total budget selection. Switch to a daily 
budget. I rarely use the campaign’s total budget. This is only good for a short-
term campaign such as Black Friday. But even then, I prefer to go with a daily 
budget.

Next, expand the Network settings.

I recommend unchecking the Video partners selection. This expands your reach 
beyond YouTube and shows your video ads on partner websites. It’s great if you 
have larger budgets, but for better performance, I usually don’t use it.

After this, you will find the locations and languages, which we covered in the 
previous chapters.

There is one setting I want to mention - Multi-format ads.

This is a new feature, and Google will try to optimize your ad to fit different formats. 
You will be able to preview the ad later when you add the link, so if the ad looks 
good in different formats you can leave this selected. Otherwise, uncheck it.
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You can skip the rest of the settings and go to ad group creation. You can skip 
this as well and create an ad group later. It’s up to you.

Name your ad group based on the target audience. We talked about the 
campaign structure in the 5.3.1 chapter.

Now select who will see your videos. You have people and content. But I 
would recommend staying with one audience per ad group. Don’t mix different 
audiences, as it will be harder not only to look at statistics but to create an 
engaging video ad that would suit these audiences.

We’re almost done. This is where you paste your video link from YouTube. 
Remember I said that you will have to upload your ads to YouTube to get a 
link and use that link in your video campaigns? Well, this is where you use 
that link.
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As soon as you paste your link and select one of the types available you will 
see you ad preview and additional settings.

You will need your landing page. This is where users will land if they click your ad.

I would also recommend clicking on the “Call-to-action” check box. You will be 
able to enter a button name and a short promo message.
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There isn’t a lot of space, so you will have to be creative. But it helps to have 
it there.

Now, all you have to do is enter your bid and click Create a Campaign. The bid 
will heavily depend on the country, but you can start with €0.15 in Europe and 
around $0.30 in the US. Check in the next day. If you don’t see any views, try 
increasing the bid by 5-10 cents and check in again the next day.

If the bid amount is high enough, you will see views coming in, sometimes even 
on the same day.

5.3.5 CAMPAIGN STATISTICS
After a few days, views will come in along with the rest of the numbers. 
Depending on your spending and other settings, you might see a lot of views 
even after several days. Otherwise, you might need to wait a week or more.

Eventually, you will have enough numbers to see what is performing and what 
is not.

Like other campaign types, you can customize the columns to see only what 
matters to your business.

I would recommend having these columns:
 › Impressions and views. Impressions are simply impressions of your 

video ad. Views are when a user chooses not to skip your video. So 
impressions will always be more than views. The view rate tells you how 
well your video ad engages the user to ignore the skip button. It is hard to 
say what a reasonable view rate is because it depends on so many factors. 
But if I had to give a number, 25-35% is a good view rate.
 › How many clicks do you get? This, of course, depends on the purpose 

of the campaign. Maybe you don’t want users to click, but it’s still interesting 
to know how many clicks on your link.
 › The click-through rate (CTR) simply shows the ratio of clicks to 

impressions. The higher it is, the better.
 › Conversion metrics. Conversions, cost per conversion, and conversion 
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rate. This helps you understand if your campaign is bringing any value. 
Again, this might not be the primary goal, but it is still good to know.
 › Cost - how much you paid in total during the campaign period.
 › Avg. CPC is the average cost per click. In general, this is so that you can 

compare video campaigns to other campaigns in terms of CPC.

This is what you might see in your account.

As you can see, some campaigns bring conversions at a reasonable price, 
and some don’t. You can also compare the view rate to understand which 
campaigns engage users so they skip less often.

Campaigns in the above table have different goals, so it is hard to compare 
them. So of them are designed to drive conversions, while others are more 
reach-oriented.

These metrics give you an overview of all your video campaigns, and you can 
drill down to ad groups and ads.

For ad groups, I use a similar column combination. But for the ads, I added a 
very useful metric called video played to.
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It is easier for me to compare videos in the same ad group.

You can see how many people reached a specific video length. For example, 
for this video above, almost 42% watched the full ad. The shorter the video, 
the higher those metrics will be. So it is hard to say how many people should 
watch half of your ad. But it gives you insights into where the majority drops off. 
This way, you know what parts in the video they missed. Maybe they never got 
to see your offer?

We will talk more about video campaign optimization in the later chapters.

5.4 HOW TO CREATE A GOOD VIDEO AD?

Creating a video campaign in your account and optimizing it is not as difficult 
as creating a good video ad. And by good, I don’t mean all those Cannes Lions 
commercials that make everyone laugh or cry and go viral. They are great, but 
most of us won’t create them anyway. A good video ad gets you results with a 
defined budget.

A good ad can be simply a slide show with a musical background you have put 
together. If such a video catches people’s attention and they buy something, 
who can argue that it is not a good ad?

It’s hard to create a good video. That’s why you often see ads and probably 
think, “who could create such a bad ad.” If this process were easy, we would 
only see good, funny, or heartwarming ads. Unfortunately, this is not the case.

If you create videos yourself or are responsible for the creation process, you 
will see many moving parts that you must consider in advance. Because video 
editing is expensive, and sometimes corrections are not even possible.

Nowadays, when everyone’s attention span is limited, and content on the 
Internet is growing by a second, it is vital to understand a few basics:

1. Attention. It doesn’t matter what kind of video you’re creating and its purpose. 
It’s more important that it grabs the user’s attention. And I don’t just mean the 



161

images in the video. I mean the story itself. All the most interesting and the 
most effective videos have a plot. We love stories, so your ad will be effective 
if it tells a story.
2. Sound. 95% of videos on YouTube are watched with sound. This fact cannot 
be ignored. The sound should complement your video. How often have I seen 
poorly selected background music ruin the entire promotional video? It is also 
the opposite of Facebook ads, where most videos don’t have sound.
3. Mobile devices. Globally, about 70% of views happen on mobile devices. 
Therefore, your video must be mobile-friendly: larger elements, clearly readable 
text, etc. Of course, always think about your audience. You can ignore this 
point if you’re running a desktop-only campaign. And don’t forget about Shorts 
on YouTube. Those are purely mobile ads.

You need to start somewhere. If you’ve never done it, it is difficult to understand 
what should be in the video, the best length, the choice of music, etc. To make 
everyone’s life easier, Google has done a lot of research and boiled it down to 
a few key elements. 

Before diving in, I will mention that it is not always possible to implement each 
of the points, and sometimes it is unnecessary. It all depends on the campaign, 
its goals, and your audience. But these points will help you to stay on track.

5.4.1 ENGAGEMENT
From the first second of the video, your battle with the user’s attention begins. 
The typical user behavior is to wait for the “Skip” button to appear on the video 
ad. I do this often, and you can catch yourself doing the same. And that’s 
natural. Nobody likes ads, especially when you come to YouTube to find a 
video and want to see what you were looking for as soon as possible.

If we don’t engage the user in the first few seconds, no one cares how much 
the video cost you, what technology you used, or what happens at the end of 
the video. You have 5 seconds.

So you need to think about the following things:
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 › Frame
 › Pace
 › Humanize
 › Surprise

Frame. Try to keep what you offer in the middle of the frame. It doesn’t matter if 
it’s a product or a person. Research shows that focusing on a person increases 
the likelihood that the user will engage emotionally with the video (by seeing the 
person’s emotional expression). Such a reaction increases the effectiveness of 
the video. So, if your video has a person, they must be visible in the foreground.

Youtube link

Also, clearly displaying the product from a correct angle makes it easier 
for the brain to understand what is being shown. This again increases user 
engagement. No one likes to guess what is being depicted. This increases 
cognitive load and pushes a user towards a skip button. Check any phone ad, 
and notice how they keep it front and center.

Pace. This refers to how quickly the frames change. So, for the best effect, use 
two or more frame changes in the first 5 seconds. Of course, this depends on 
your ad’s complexity. For more complex ads, allow more time between changes. 
For simple ads, you can have a higher change rate. The most important thing 
is not to overwhelm the user with these frame changes.

https://www.youtube.com/watch?v=joTnLPwOLzw&ab_channel=MANSCAPED%C2%AE
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Youtube link

In this video, there were four frame changes within 5 seconds.

Humanize. If you use real people in your video, let the video start with them. 
And if the plot allows, let those people directly address the user (viewer).

It has been found that the human brain processes visible faces in 30 milliseconds. 
People’s faces hold attention better and increase emotional response and 
engagement. It has also been proven that a person talking to the viewer in the 
first person substantially affects their behavior.

Youtube link

Surprise. Use striking, charming, unexpected, or otherwise memorable shots 
(images). The effect is powerful if you succeed. Any visual information that 
makes people think or feel something within the first 5 seconds correlates with 
more prolonged video viewing.

https://www.youtube.com/watch?v=8jj8ZsN_obY
https://www.youtube.com/watch?v=h-8PBx7isoM
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Youtube link

5.4.2 BRAND
Now, let’s talk about your brand. And when I say brand, I don’t just mean your 
logo or your name. It could just be the product. You start advertising and want 
your name or logo or whatever to be recognized by consumers after some time.

So, it makes sense that you have to think about it when you’re making a video 
and promoting it even more so if you want to stand out from the crowd.

What you can do with your brand or product:
 › Introduce
 › Mention
 › Reinforce
 › Differentiate

Introduce. According to Google, mentioning the brand or product within the 
first 5 seconds positively affects all brand-related metrics (recognition, recall, 
etc.). I think brand awareness will not be your main goal when you are just 
starting out. This is more relevant for larger campaigns with bigger budgets. 
But if you have a chance, introduce (insert) the name of the product or brand 
at the beginning.

https://www.youtube.com/watch?v=lqT_dPApj9U
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Youtube link

Mention. This is related to the first point, so have the people in the video say 
your brand. Research shows that a brand mention by the video character 
himself is better than a voice-over.

Youtube link

Reinforce. If possible, your logo can be displayed throughout the video. It may 
be less prominent and placed in a corner, but its presence has a positive effect 
on the user. The logo (product, name) can also be cleverly integrated into the 
script (see image).

https://www.youtube.com/watch?v=bjw9i-YaS_Y
https://www.youtube.com/watch?v=lO9knyuI8FY


166

Youtube link

Differentiate. Use unique colors, sound, songs, etc. of your product or brand. 
Remember, that you are fighting for the user’s attention, so anything can 
help you win this battle. Especially, if you advertise for a longer periods, later 
consumers can recognize your product just by the colors or style used. I’m 
sure you had one or two commercial jingles stuck in your head. Remember the 
Coca Cola winter commercial?

Youtube link

https://www.youtube.com/watch?v=ri47wy0scmk
https://www.youtube.com/watch?v=b6liVLkW-U8
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5.4.3 CONNECTION
In order to get users to engage with the video as much as possible, you have 
to find a connection with them. Your storytelling style, message, people, and 
sound will help you achieve this goal and make them think or feel.

Humans love engaging stories, which is why we love fairy tales from a young 
age. Nothing much has changed even after we grew up.

Here you have to:
 › Integrate
 › Engage
 › Associate

Integrate. Use functional messaging and emotions together or separately to 
engage users. A functional message is a message in which you talk about 
measurable, clear, and tangible benefits. So, you can combine the functional 
message with the emotion that comes from the satisfaction of using the product.

Here’s a mattress ad that uses sleeping animals while also showing the benefits 
of the mattress. Cute animals (emotion) + function.

Youtube link

https://www.youtube.com/watch?v=vdKbdMVsHN0
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Engage. If possible, use emotional levers - humor, action, intrigue. Research 
has shown that humor increases product recognition. Easier said than done, of 
course. We all think we know what other people find funny, but unfortunately, 
that doesn’t always work out.

Intrigues, various plot elements, etc. engages the user emotionally in a very 
strong way. And this increases the likelihood that the consumer will remember 
the product better and perhaps be more inclined to purchase it.

Youtube link

Associate. We are social beings, so we feel the influence of other people. If 
possible, make the person a central part of the story at the very beginning of 
the video. It helps to keep users engaged longer.

Celebrities also help with the video at all stages, but hiring such people is hard 
and expensive. But if you want more brand recognition or sales, famous people 
in your advertising will help.

If the video is more focused on buying, then you can also use ordinary people, 
such as “the guy next door,” so to speak. Here, viewers associate themselves 
with people who like them and use the product in the ad.

https://www.youtube.com/watch?v=DGoCrr3c-7o
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A simple example from Starbucks. It doesn’t even talk about the product, it 
plays on emotion.

Youtube link

Maybe you’ve heard the saying, “good ad doesn’t have to look like an ad.” These 
points above can help you to connect with the consumer and thus capture their 
heart and mind. Don’t forget that you are like them, someone who also hates ads.

5.4.4 ACTION
No video ad will be good if you don’t tell the user what to do. Only you know 
what action you want the user to take. It can be an invitation to buy, watch a 
second video, or just go to the website.

Most importantly, you have to invite the user to take that action. And these 
elements will help you do it right:

 › Prompt
 › Inspire
 › Compel

Prompt. First, you must show your offer using text cards, animation, or even a 
verbal mention. The users must understand what you want from them.

https://www.youtube.com/watch?v=o-Ikkh5oxuo&ab_channel=StarbucksUK
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Youtube link

In this ad, the action is not very emphasized, but at the same time, we do not 
know the goal of the ad. On the other hand, we see that they ask to download 
the app at the end.

Inspire. If you’re doing video ads, I’m sure you want to get the most out of it. 
If users are already somewhat interested in your video, don’t lose them. Tempt 
them with some special offer (discount) or put a restriction (limited purchase 
time, expiration date, limited quantity of goods).

Research shows that creating a sense of scarcity helps to increase consumer 
interest and increase the perceived value of a product.

Youtube link

https://www.youtube.com/watch?v=ls3PBZgtG2o
https://www.youtube.com/watch?v=2Q2lFj3KsBU
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A free trial is a great way to attract users to try your product.

Compel. Now you have to think of a very clear and enticing call to action: 
“Buy,” “Book,” “Subscribe,” “Order,” etc. This action title should be distinct. It 
should be related to the video and your product.

The video below talked about creating a logo and a website, so the text about 
the action is also related. It’s not a generic “start now.”

Youtube link

To sum up
First of all, don’t freak out. You don’t need to remember everything, and you 
don’t need to use all the points. It’s just a list of things you can pay attention to.

You can use one thing in one video and another in another. However, the most 
important thing to remember is the goal of your campaign.

For example, suppose the goal is to get an action from a user. In that case, you 
need to focus on the following:

 › - grab the user’s attention with a distinctive visual  
and close-up of the product
 › - mention the brand/product within the first 5s
 › - use more of a functional message and show  

human emotions while using the product
 › - communicate very clearly the action the user needs to take

https://www.youtube.com/watch?v=3cqqnB1ac7w


But even this list is not set in stone. It will undoubtedly be challenging if there 
are no people in your video. So you either find another way or ignore it.

If you were creating a video promoting a brand, these points would be different.

There are certainly quite a few videos that ignore the above, and there’s nothing 
wrong with that as long as those videos bring the results their creators wanted. 
Your goal is the same. If an entertaining video helps you achieve your goal, 
then go for it.

And don’t forget - breaking the rules is also being different.
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6 SHOPPING CAMPAIGNS

If you have an online store, Shopping ads might be what you were looking for. 
It allows you to promote your inventory to people searching for products on 
Google.

It’s similar to search ads, but shopping campaigns have a more visual format. 
The ads show your product picture, price, title, store name, promotional 
messages, and more.

Seeing your products helps users make better purchase decisions. If they 
click, they have a higher chance of buying the product. You’re not wasting your 
budget on people who just came to your site to browse.

What also is great about these ads is that they are pretty easy to manage. Of 
course, each campaign has its caveats, but creating and managing Shopping 
campaigns is easier than Search campaigns, in my opinion.

This is how Shopping Ads look on Google Search.

6.1 UNDERSTANDING GOOGLE SHOPPING ADS

Google shoppings ads are visually appealing and informative ads that display 
essential product information directly within the search results. Unlike traditional 
text-based Google Ads. They feature an image of the product, its title, price, 
and store information, offering users a quick and convenient way to compare 
products and prices from different retailers.
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Shopping ads rely on the product data from your Merchant Center (instead 
of keywords) to determine when and where to display your ads. The product 
data you provide in Merchant Center includes information about the items you 
sell. This information helps us match a user’s search to your ads, ensuring we 
display the most relevant products. We will get to that shortly.

Shopping ads are triggered by search queries that match the keywords and 
product attributes in your product data feed. When users click on a Shopping 
ad, they are directed to the product page on your e-commerce website, where 
they can complete the purchase.

Google Merchant Center Integration
Google Shopping Ads are deeply integrated with Google Merchant Center, a 
centralized platform for managing and maintaining product data. In order to 
create and run Google Shopping Ads campaigns, businesses must first create 
a  [Google Merchant Center account](https://www.google.com/retail/solutions/
merchant-center/)  and upload their product data feed. This feed contains 
essential product information, such as titles, descriptions, images, prices, and 
availability, which Google uses to generate PLAs.

The integration between Google Shopping Ads and Google Merchant Center 
ensures that your ads display accurate and up-to-date product information, 
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ultimately enhancing the overall user experience and increasing the likelihood 
of conversions.

6.1.1 BENEFITS OF USING GOOGLE SHOPPING ADS
Increased visibility
One of the most significant benefits of using Google Shopping Ads is the increased 
visibility they provide for e-commerce businesses. Shopping ads are displayed 
prominently in search results, often above or beside traditional text-based ads, 
and in the dedicated Google Shopping tab. This enhanced exposure increases 
the chances of users discovering and engaging with your products, ultimately 
driving more traffic to your website and leading to higher sales.

Higher conversion rates
Google Shopping Ads tend to have higher conversion rates compared to other 
forms of online advertising. Since Shopping ads display essential product 
information upfront, users can make more informed decisions before clicking 
on an ad. This transparency results in higher-quality traffic, as users who click 
on an ad are more likely to make a purchase, knowing the product, price, and 
store information in advance.

Better targeting
Google Shopping Ads enable businesses to target specific products or product 
groups, ensuring that the right products are shown to the right audience. By 
leveraging the product data in your feed, Google can better match your ads to 
relevant search queries, resulting in more qualified traffic. Additionally, you can 
use negative keywords to exclude irrelevant searches and improve the overall 
targeting of your campaign, maximizing the return on investment. This precise 
targeting leads to more efficient ad spend and a higher likelihood of attracting 
customers who are genuinely interested in your products.

More traffic
What is unique about Shopping ads is that more than one of your Shopping 
ads can appear for a given user search, which would never happen with Search 
campaigns. This gives you a higher chance to get that user to your store. What is 
even better is that a Shopping ad and a text ad can also appear at the same time. 
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This again doubles your chances to get that click everyone is competing for.

Detailed performance insights
As with many campaign types, Google provides a lot of information on your 
Shopping Ads performance. Hence, you can make better decisions and 
optimize your spending.

6.2 SETTING UP YOUR GOOGLE SHOPPING ADS CAMPAIGN

6.2.1 CREATING A GOOGLE MERCHANT ACCOUNT
To get started with Google Shopping Ads, you first need to create a Google 
Merchant Center account. It’s free. The Merchant Center is where you’ll manage 
and maintain your product data, which is essential for running Shopping Ads 
campaigns. To create an account, visit the [Google Merchant Center website]
(https://www.google.com/retail/solutions/merchant-center/)  and sign up using 
your Google account. Follow the on-screen instructions to complete the setup 
process, including providing your business information and website URL and 
agreeing to the terms of service.

6.2.2 UPLOAD YOUR PRODUCT DATA
Product feed is probably the most essential part of Shopping campaigns as it 
contains all the information. This information is used to create your ads. Google 
also uses that information to determine when to show your products, as there 
are no keywords in Shopping campaigns.

A product feed is a big spreadsheet with all the information about your products.

[id] – the unique ID of each of your products
[Title] – usually, the product name
[Description] – a longer description of your product.
[Price] – product price

The list is a lot longer. But you don’t have to know it. Google has a comprehensive 
list of required and recommended attributes, which can be found in the Merchant 
Center Help Center. 
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Make sure to adhere to these guidelines to avoid disapproval of your ads or 
suspension of your account. Besides, plenty of third-party tools can help you 
get your products from your store to the Google Merchant Center. It depends 
on which eCommerce platform you use.

Once you upload your feed, you should see how many are approved or pending.

You should see your status on the Overview page in your Google channel app.

You can also see how your feed looks in the Merchant Center.

How many products are approved, and how many are pending? At first, some 
of the products might get disapproved, like in this example. But after a while, 
they got approved.

You might wonder why on the left, it says free listings. Well, that’s one of the 
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benefits of having a Merchant center. Google also might display your products 
with organic searches. This means free traffic and possibly purchases.

The more products you have, the more traffic you should get. It’s not a lifesaver 
but can be an additional source of income.

On the right, you see Shopping ads, which means products available for you to 
promote via a Google Ads account. But let’s leave this for later.

You can browse around your Merchant center to get familiar. There isn’t a lot 
of data, but there is one palace you should visit after you create your feed - 
Diagnostics. You can either click under the graph I showed above or find it in 
the left menu under Products.

Here, you will see recommendations from Google to improve your feed.

Some of them are self-explanatory, like missing color value. For others, click on 
the ? to learn more about each issue.

This means updating your products in the store. Not all products might have 
color, gender, or size. But if you have it, make sure to add it to your products in 
your store. Once that is done, the feed will update itself automatically.

You can also use third-party tools to manage your feed. I heard people like 
https://www.channable.com/, haven’t used it my self. 

https://www.channable.com/
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You can also find a lot of apps and plugins for specific eCommerce platforms.

6.2.3 LINKING GOOGLE ADS AND GOOGLE MERCHANT CENTER
To run Google Shopping Ads campaigns, you need to link your Google Ads 
account with your Google Merchant Center account. Make sure that the emails 
you use with Merchant Centre and Google ads have admin access rights. 

Sign in to your Google Merchant account, click on the settings above on the 
right. Select Linked accounts.

You should see your Google ads account. If you don’t, ensure you have the 
same email added to both accounts.
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Click link accounts and follow the steps. Now you’re ready to create Shopping 
campaigns in Google Ads.

6.3 SHOPPING CAMPAIGN STRUCTURE

As with any other campaign, there is a structure for Shopping campaigns. But 
don’t worry, it’s not as complicated as in Search ads. This structure is easier 
because Google does some of the job for you. Since it has your feed, it knows 
what you sell. It divides your products into categories: brands, product types, 
product groups, and even conditions. It all depends on your feed.

The easiest (not the best) is to start with all products. It would be one campaign 
and one ad group. The biggest downside is that you might spend a lot of money, 
if your inventory is big. At the same time you don’t want to bid for all products. 
Maybe you want to sell only specific category.

I would recommend starting with your best selling products or categories. This 
way you’re increasing your chances or making sales through ads. 

When you create your campaign, you can create ad groups for each of your 
category or sub category of products. This way you won’t be bidding on all 
products and you can control the bids for each ad group. Don’t forget to exclude 
other products.
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You can continue operating within your categories or sub-categories by adding 
additional ad groups. 

You can also create different campaign for each category, adding additional 
layers of control: budget, country, bidding strategy. The only thing you should 
remember is that you need a lot of conversions in one campaign if you use 
automated bidding strategies. Don’t go to thin with separating each product 
category or sub category into a different campaign.

Only do it if you have a good reason: a different budget for a category, for 
example.

You can also customize your feed. This is a bit more complicated. 

If you’re going to use a third-party tool, it’s a bit easier. 

If not, you can add different labels into your product feed and use those labels 
to separate products the way you want it. It’s similar to a product category, but 
instead there is a certain label next to each product that groups them together. 

Then you can have a structure like this:

You can have your on sale items in a separate campaign with a separate budget 
from the rest of the products. Better control of costs and revenue.
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There is a lot of ways you can go about it. Some have campaigns based on 
profit margin or stock. 

You have to understand that in Shopping campaigns, everything revolves 
around your product feed. And you have full control over it. 

The only downside is that you have to create that feed, and you probably would 
need a developer.

You might want to use a paid service. Try googling “product labelizer tool” or 
“product labelizer script”. I’ve seen people liking this one: https://producthero.
com/en/labelizer. Again, haven’t used it and don’t have any affiliations.

6.4 CREATING A SHOPPING CAMPAIGN

First few steps are the same for all campaigns. I’m sure by now you got it. 
Select Create a new campaign without a goal, then select Shopping campaign.

After selecting Shopping, you should see that Google automatically chooses 
your product feed if you have linked accounts before creating a campaign.

https://producthero.com/en/labelizer
https://producthero.com/en/labelizer
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Next, Google will recommend selecting the Performance Max campaign, but I 
recommend starting with Standard and later on testing out Performance max.

Then, we have familiar settings such as budget and bidding. If you select 
Performance Max, you have only Conversion or Conversion Value bidding 
strategies. With Standard Shopping campaigns you can go with manual CPC, 
Maximise clicks, and target ROAS bidding. Start with manual CPC.

Moving on. Select your target country.



184

And finally, enter the ad group name and desired bid. You can name All products 
for now. Each time you create a Shopping campaign, Google uses your entire 
feed, meaning all products.

Publish your campaign, and let’s move on to ad groups and how to bid differently 
for different products or categories.

Click on Shopping campaign, select ad group, and hover with your mouse on 
All products.
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You should see a pencil that allows you to click an edit product group. Click on 
it, and you should see the list of your categories.

You can see the name Google assigned automatically, the number of products 
this category has, and other statistics. You can leave all products if you want, 
but I recommend something else.

It is better to add different categories, as in the example above. This way, you 
will be able to enter different bids.

If you click on the drop-down Product type, you should see other ways to bid 
on your products, down to an individual product ID.
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It’s up to you how you want to bid. It depends on your feed. For example, if 
you sell only one brand, you can’t use it for bidding since it’s the same as all 
products.

Select the categories you want and click save. Now, you should be able to see 
those categories instead of all products. Note that Google will always create a 
category “everything else.”

Now you can set bids for each category separately and, simultaneously, see 
how many clicks each category got, how much you spent on it, etc. This is 
way more useful than having one big lump of all products. Really hard to 
optimise.

You can also create several Shopping campaigns. The reason is to have a 
certain category, separate budget, or even a bidding strategy.

You may have noticed above that the “animal&pet” category is excluded from 
this group. This is because I have another campaign just for that category.

The process is the same, but instead of adding several categories, you add 
only one and exclude everything else. This can be done near the bid to edit it.



You will get an option to change the bid or exclude that category.

And that is how you create shopping campaigns. As you can see, it is easier 
than Search because everything comes from your product feed, and you don’t 
have to create ads.

After completing your campaign, visit the next day to see if you’re getting clicks. 
If not, increase your bid and recheck it. Once you see the clicks coming in, 
leave it for at least a week, depending on your traffic. We need to see some 
numbers before we can optimize these campaigns.
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7. PERFORMANCE MAX CAMPAIGNS

Performance Max Campaigns, or PMax in short,   represent the evolution 
of digital advertising through the Google Ads platform. A Performance Max 
Campaign is a single campaign type that operates across all of Google’s 
advertising channels, including the Google Search Network, Display Network, 
YouTube, Gmail, and even Google Maps.

These campaigns autonomously target potential customers throughout the 
Google ecosystem by leveraging a combination of creative assets, such as 
images and videos, along with a product feed. This innovative campaign type 
capitalizes on Google’s AI to optimize bids and placements, aiming to maximize 
conversion goals that advertisers set beforehand.

Unlike traditional keyword-based search campaigns, Performance Max does 
not solely depend on manual keyword targeting. It allows advertisers to provide 
“audience signals,” which are inputs that guide Google’s AI in understanding 
the ideal target audience. The AI technology then extrapolates from these 
signals to find potential customers likely to convert, thus expanding the reach 
of the campaign.

Beyond audience targeting, Performance Max uses an advertiser’s conversion 
goals, such as leads or sales, as its core directive. Campaign settings and 
asset combinations are constantly refined and optimized automatically to 
achieve these goals. This campaign type employs a holistic marketing strategy, 
combining inputs like product feeds and assets with intelligent placement across 
Google’s ad network to meet business objectives.

7.1 BENEFITS OF USING PERFORMANCE MAX CAMPAIGNS

I always tell people that each campaign has its benefits. It all depends on your 
goals and business. I will list what I think are the benefits of PMax.
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Greater Reach
Since your creatives appear across many Google properties, you get more 
people to see your ads.

Streamlined Campaign Management
You can save time and resources by managing a single campaign that 
automatically distributes ads across multiple platforms. A lot of things happen 
under the hood. You don’t have to do much.

Target Efficiency
If you feed it good data (more on that later), thanks to audience signals and 
Google’s AI, these campaigns can better target individuals who are more likely 
to convert, improving the chances of customer acquisition.

Optimized Bidding
Performance Max Campaigns come with a smart bid strategy that is automatically 
adjusted to meet campaign goals. Quite similar to CPA bidding in a regular 
campaign, Google machine learning does the job for you.

7.2 THE DOWNSIDE OF PMAX CAMPAIGNS

I personally don’t like PMax campaigns due to limited visibility into their 
performance. It’s a black box. Google is releasing more and more insights, but 
it’s in their benefit to keep us in the dark. I know it sounds a bit like conspiracy 
theory, but Google did increase bids secretly to increase their yearly revenue. 

Lack of insights
The PMax campaign has some insights into performance, but not nearly 
enough to see what is performing. And what’s even worse, we can’t do a lot 
to optimize performance. Excluding keywords is messy and limited. You can’t 
exclude placements or adjust device bids. You can’t exclude networks, such as 
YouTube or Gmail if you see that they are not performing.

You need data
PMax is based on audience signals, and it works best if you feed it good data. 
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And by good, I mean data coming from you, like sales. Furthermore, you need 
a lot of data. This means that if you get around 30 conversions per month, this 
could not be enough.

Poor quality leads
If your goal is leads, PMax is not very good. I’ve tested it and even though you 
get a lot of leads, which seams great, almost none of them qualify or convert later 
in the funnel. If you’re feeding leads, you need to feed it converted leads. Leads 
that paid you money. This way you’re training PMax on good quality leads.

Overspends a lot
Since PMax shows ads on all of its properties, and you can’t control that, it has 
a tendency to overspend on crappy ones. It’s hard for Google to monetize all 
of its properties, so PMax is a great way to steer some spending to placements 
where you would never advertise.

Slow to learn
Since PMax operates on automated bidding strategies it needs to learn what 
converts. It might take a lot of time and in the mean time it might get you very 
expensive conversions.

7.3 SHOULD YOU USE PMAX?

Before we go deeper into understanding and creating Performance Max 
campaigns, let’s see if you should use it in the first place.

We talked about the benefits and downsides of performance Max campaigns, 
and you should get an idea of whether this type of campaign is something that 
you can use in your overall Google ads strategy. However, the most important 
thing to ask is whether your search campaigns are performing well. If they’re not 
performing, I would highly recommend starting with them. Search campaigns 
are still one of the best-performing campaign types in Google ads.

If you haven’t succeeded with search ads or optimized them to see good 
performance, do not consider starting Performance Max campaigns. Fix your 
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Search campaigns, get positive ROI or your desired CPA goal, and then you 
can think about expanding your reach with PMax.

7.3.1 WHAT ABOUT B2B?
I’ve mentioned before that PMax relies heavily on the data you feed it. With 
B2B, that data is usually limited, meaning that most of the B2B sites have lower 
traffic and get fewer conversions, whether it’s leads or sales. At the same time, 
their sales cycle might be a bit longer than your usual B2C sales cycle. For 
that reason alone, running Performance Max campaigns might not be a viable 
solution for you.

If you’re keen on expanding reach or adding additional conversions or 
engagements, I would definitely recommend retargeting campaigns. Most 
businesses forget about them, but they could be a great boost. They will have 
a limited reach since they are based on the audience that visits your site. But 
you will also not spend a fortune.

Obviously, look at your search campaigns first and see if there are keywords 
that you’re not bidding on that you could possibly bid on. Once you nail search 
campaigns, go through all the keywords that might be good for your business. 
Maybe, only maybe (a big maybe), you could look into testing Performance 
Max campaigns.

7.4 HOW DO SEARCH AND PMAX CAMPAIGNS INTERACT?

PMax campaigns also show ads on Search Network. This might raise questions 
about how regular Search campaigns and Performance Max campaigns work 
together.

 › If the user’s query is identical to your keyword of any match type in your 
account, the Search campaign will be prioritized over PMax.
 › If the query isn’t identical to your keyword, the campaign or ad with the 

highest Ad Rank will be selected.
 › PMax might be picked over Search campaign keywords due to factors 

such as limited budget, low volume keywords, paused ads etc.



192

 › Search themes in PMax have the same prioritization as phrase match 
and broad match keywords.

Ad Rank also plays a decisive role in YouTube in-stream and Leadgen 
campaigns. Ads with higher ad rank are showed no matter the campaign type.

On the other hand, PMax campaigns have priority over standard shopping 
campaigns or dynamic remarketing.

7.5 CONVERSIONS

Conversions are key to getting the most out of Performance Max campaigns. 
However, not all conversions are created equal. I’ve mentioned briefly that if 
your PMax campaign goal is leads, then you should use converted leads. What 
do I mean here?

This is what your typical lead funnel might look like. There might be more 
stages. But for this example, let’s stick to three.

You have your Lead when someone fills out your form. Then, you might have 
an intro call or an email conversation to make sure that the person wants what 
you have and that you can deliver. You qualify that lead. And finally, a sale 
happens.
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If you just use the Lead conversion goal in PMax campaigns, you will get crappy 
leads. You will get a lot of them, but most of them won’t qualify, let alone buy.

Ideally, you should send sales conversion data to PMax campaigns so that the 
algorithm is trained on conversions that have a 100% impact on your business.

Furthermore, when setting up your PMax campaign, you should NOT use 
your account goal as your PMax conversion goal. You need a lot of data for 
that setting. I recommend using campaign-specific goals. You can edit your 
campaign, go to Conversion goals, click on the drop-down, and change it.

7.5.1 ADD ENHANCED CONVERSIONS
Enhanced conversions can improve the accuracy of your conversion 
measurement. It is designed to supplement your existing conversion tags by 
sending first-party conversion data from your website. It uses a secure algorithm 
to hide the data before sending it to Google.

You can set up enhanced conversions using Google Tag, GTM, or API.

How it works is when someone completes a conversion on your site, you might 
get the customer’s data, such as email or phone number. This data is hashed 
(secured) and passed to Google and can be used to enhance your conversion 
measurement. Google uses hashed information to match users to Google 
accounts when they are signed in.
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With third-party cookies going away and a big focus on first-party data, using 
enhanced conversions is key to getting better data.

7.6 CAMPAIGN STRUCTURE

The best advice I can give you is to keep it simple. The structure is simpler with 
PMax than with search ads.

If you have one conversion goal, for example, leads. Then, you only need one 
PMax campaign. You have your location, bidding and budget settings on the 
campaign level. Then, create different asset groups for your services. It also 
works if you have one product to sell, like a course or a book.

If you have several goals, then you would need a separate campaign for each 
goal. The same goes for countries if you need to show different creatives for 
different countries. But in general, avoid having too many campaigns as you 
need more data consolidated under one campaign.

7.6.1 ECOMMERCE STRUCTURE
It is a bit more complicated for eCommerce campaign structure. But if you 
have done Shopping campaigns, you should know that. If you have a smaller 
website with fewer conversions, you should go with all your products in one 
campaign and use the Asset group to promote various subcategories.
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With larger spending, more conversions, and a bigger selection of products, 
you might want to go with a slightly different structure. For example, you can 
separate your high or low-margin products into different campaigns because 
your bidding goals can be different. Leave other categories in another campaign 
with lower CPA or ROAS.

If you have a lot of sales, you can also have a separate campaign for all your 
discounted products. This is important, as with discounts, your margins are 
thinner, which means you will have to adjust your bidding. Another campaign 
can be for your worst-selling product or products that haven’t sold at all.
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You don’t have to nail the structure on your first try. Start simple, get results, 
and then optimize or restructure if needed.

7.7 AUDIENCE SIGNALS

Audience signals in Performance Max Campaigns refer to the data provided by 
advertisers that help Google’s AI target potential customers.  These inputs are 
critical as they provide a starting point for the AI to identify and reach the most 
valuable audiences for your campaign.

Audience signals are basically the only targeting option available (besides 
campaign settings). When you create an asset group, which is something 
similar to an ad group in Search campaigns, you will have to add an audience 
signal.

You can add Search themes based on keywords. This is, again, like search 
campaigns. You specify what phrases people might search for. Those 
keywords will be prioritized the same way as your broad and phrase match 
keywords in Search campaigns. Adding search themes helps you better 
steer PMax machine learning. You can use only this signal and not add 
anything else.
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You can also create a custom audience, just like you would for other display or 
search campaigns. You can add that audience here as an audience signal. You 
don’t have to use all the signals. You can have one asset group with just the 
Search themes and the other with your audience segment.

You can also use Google predefined audiences. Just click on Additional signals, 
and you can choose in-market and affinity audiences as your signals.

As I mentioned above, you should always use your own data. Using predefined 
audiences might be too broad targeting and will waste your budget. If you have 
a list of customers or any other data, use that to create a custom audience and 
then use that audience in your PMax signals.

7.8 SETTING UP A PERFORMANCE MAX CAMPAIGN

PMax is not a complicated campaign to set up. The main things are the audience 
and your creative assets. The rest of the settings are pretty straightforward. 
Nevertheless, let’s go over the setup process.
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When you choose to create a PMax campaign, on your first page, you will have 
to select conversions and select or deselect if you want to use a Merchant 
Center account for your product feeds.

If you’re not an e-commerce store, you will need to deselect the checkbox.

On the next page, you will be asked to choose a bidding strategy. Only two 
bidding strategies are available: Conversions or Conversion value with an 
option to set a target CPA or target ROAS.



199

You can also choose to focus more on new customers. I would recommend 
separating campaigns in this case. One would focus on new customers, the 
other will be your regular PMax campaign.

Next, I think the location and languages are clear enough. But let’s expand the 
automatically created assets section. This setting will allow Google to create 
additional creatives based on the ones you provided and your landing page. If 
you have strong creative assets, then uncheck this. If you need help, Google 
might create some good ones. Just always check what it creates.

With the final URL, Google will select the landing page. Similar to dynamic 
search ads. If you go with this selection, make sure to exclude pages you don’t 
want to be used in ads. Trust me, you’ll find one or two. Otherwise, just use the 
landing page you planned.

You can skip the rest of the settings and skip the AI assets generation. You’re 
welcome to try it, of course.

Now, we’re in the asset group. Enter a name that represents what you advertise, 
and upload your assets. I recommend uploading as many assets as you can, 
including YouTube videos, even though it’s optional.

Next are the audience signals we talked about, so I’m not going to expand here 
further.

The last part is the daily budget. Google will recommend various budgets, but 
you can ignore them. But what you have to remember is that PMax needs to 
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spend money to get data. So if you don’t have at least a $1000 per month, I 
wouldn’t even start with PMax. Obviously, you can, no one forbid you, but your 
results might be suboptimal if any at all.

Otherwise, select a custom budget and enter around $50/day. Run it for about 
2 weeks and see what is happening. If you’re getting some traction, you can 
leave it for longer. If not, lower the budget and leave it for another two weeks. 
The budget is always tied to the results. If you’re getting very good results but 
plan to spend only $1000 per month, maybe you might reconsider and increase 
the budget.

That’s about it. Once the campaign is created, you can create another asset 
group for a different service or product category, depending on what you have.

7.9 UNDERSTANDING PMAX CAMPAIGN PERFORMANCE

The main metric you should be looking at is the so-called “money in the bank” 
metric. This means sales or revenue. This is true for any campaign, but especially 
with Performance Max, due to its nature to overspend on useless clicks.
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You need to know that you earn more money than you spend on PMax. How 
many conversions are you getting? How’s the CPA? If you’re not getting 
conversions, the campaign is not working and you should not continue. Or at 
least fix it before continueing further.

Having said that, there are some insights and metrics providede by Google 
(although not a lot), that you might find usefull optimizing your campaign.

Let’s start with an overview. If you go to Insights and Reports and then choose 
Insights, you will see this. An overview of your PMax campaign.

You can see how it is performing in terms of conversions, cost, and CPA. It’s 
good for a quick glance, especially at the start when you want to see those first 
conversions.

If you scroll down, you will see Performance highlights. It shows if there were 
any significant changes. If you have products, you can click on different types 
to see additional information.
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This oeverview is good to notice anything strange. It might be that the 
conversions go up or suddenly drop (common to PMax), then you have to 
check if there was anything changed on the website. Maybe some products are 
out of stock or something is not working. Other than that, hard to get any deep 
insights from this.

Next up, we have something familiar from Search campaigns – auction insights. 
Does exactly the same thing. It shows other advertisers and how you are doing 
against them.
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If you click on “view detailed report,”you will be taken to a different view with 
more data on each competitor. If you’re doing Search campaigns, you know 
what kind of insights you can get. If you’re competing with big boys and you 
have a low budget, perhaps a PMax campaign for this product category or 
service is not the best choice. However, always look at conversions.

Now we’re getting to more interesting data. Since PMax also shows up in 
Google Search, you are provided with search term data.

What I found to be a nice touch is that you can expand each search term to 
view more terms. This is more interesting data as it shows individual search 
terms and conversions. You can also click on “details” to get more data.

But this is great as you can single out keywords that are not performing and 
exclude them. You can also update your Search themes if you see that there 
are a lot of keywords that are not getting any conversions.

And lastly we have audience insights. You will see a bunch of audiences. In this 
campaing I don’t sea a conversions tab, near clicks and impressions. I don’t 
ahve a lot of conversions here. But you might see it in your campaign.
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How to read this report? You will see click share percentage or conversion 
share percentage and an index. With clicks it shows what audience drives the 
most amount of clicks. The important thing to remember that the audience is 
not exclusive. People can be in several audiences, that’s why the percentage 
is not adding up to 100%.

It will be the same with conversions. You will be able to see what audience 
resonates with your product. The higher the Index, the better they resonate.

Looking at this, you can find an audience that is not performing and exclude 
them. For example, in the picture above, I might exclude people who are 65+. 
This is not my main audience, but I get a lot of clicks from it.

In the same way I could improve my audience signals with additional information. 
Or even create a different campaign or asset group targeting a more specific 
audience.

7.10 THE FUTURE OF PERFORMANCE MAX CAMPAIGNS

As the Performance Max platform matures, we can expect a future where 
its features become more tailored and strong. This will drive ad performance 



to never-before-seen levels. At least, this is my hope. I would love to have a 
deeper and more detailed report.

Improvements in AI and machine learning algorithms are ongoing. They will 
be crucial to the future of Performance Max Campaigns. These advances will 
likely enable better audience targeting. They will also improve bid strategies 
and make campaigns more efficient. Automation will continue to refine itself, 
minimizing manual input while maximizing campaign outcomes. Whether it’s 
good or bad, time will tell.

Also, data privacy is an increasing concern. Cookies are phasing out. As a 
result, Performance Max Campaigns are poised to lead a privacy-first approach 
in digital advertising. Using first-party data and privacy-centric models will help 
businesses. They will get effective targeting and measurement. And, they will 
do this while following strict data protection standards.

It was first added to Smart Shopping as an enhancement. Since then, 
Performance Max has grown into a full solution. It can serve ads across all of 
Google’s ad channels.

Google’s AI is getting better at understanding diverse signals, asset 
combinations, and ad formats. Performance Max campaigns will now reach 
potential customers more efficiently.

Personalization is another area where Performance Max is in lockstep with 
current trends. The ability to use audience signals to tailor ad experiences is 
key. It matches the growing demand for custom customer engagement. As a 
result, you can craft campaigns that resonate on a deeper level, improving their 
chances of converting customers.

My only concern is Google keeping it as a black box and not allowing us to see 
more data and have more control over campaign targeting and settings. Similar 
to Search campaigns. At the end of the day, it’s our money, and we understand 
our business better than AI, at leas for now.
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8. REMARKETING CAMPAIGNS

Have you noticed that when you visit a website, you start seeing its ads “following” 
you? Sometimes, it can be a general type of message, and sometimes, you 
see the exact product you were interested in while on that site. That’s what 
remarketing is all about.

Repeat marketing, also known as remarketing or retargeting, is simply a way to 
reach users who have already visited your website. The terms “remarketing” and 
“retargeting” mean the same thing. One is derived from the word “marketing”, 
and the other from the word “targeting”. You either re-market something to 
existing users or retarget them on a specific platform.

Remarketing and retargeting are used interchangeably. There is a small 
difference but I feel like the lines are very blurry. 

Retargeting, in the classic sense, involves targeting users who have interacted 
with a website but have not made a purchase, using cookies to display ads on 
other sites they visit. This is where third-party cookies come in.

Remarketing is about re-engaging existing customers through email, paid ads, 
or other media platforms, encouraging repeat purchases or upselling.

Retargeting campaigns are just  Display campaigns. Only the targeting is 
different since you are targeting a user who was on your site. For that reason, 
these campaigns need a different approach. That’s why a lot of people talk 
about it as if it were a different type of campaign.

Using browser cookies, Google knows which users have visited which page, so 
it can show your advertisement to specific users. For example, if a user came to 
your page and visited the men’s shoes category but did not buy anything. You 
can create a campaign that will target only these users, eliminating the rest. In 

https://ppcdigest.com/unlocking-the-power-of-google-display-ads/
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this case, you will create very accurate ads that will be more interesting to your 
user, thus increasing your chance of getting that user back on your website. 
Retargeting gives you a second chance to engage the user, increasing the 
likelihood of conversion.

Not all users convert on the first visit, and sometimes it takes 2, 3, or even 10 
visits before a user decides to become your customer. Retargeting allows to 
recovery of those who left. This is another chance to convince the user that 
your product or service is the best choice for them.

To create retargeting campaigns, you’ll first need to create audiences or lists.

8.1 HOW TO CREATE A REMARKETING LIST?

Remarketing campaigns don’t come out of the box with Google Ads. You will 
have to create an audience. You are working only with people who visited 
your site, and you only know best what kind of audience you want to create.

But before we go into how to create an audience, we need to add a Google 
tag to your website. This is not the same as the Google Analytics tag that you 
might have.

Click on Tools and then find Audience manager, go to the last tab. This is 
where you will find your Google tag.

You might see your tag already created, so you don’t have to do anything. This 

https://ppcdigest.com/retargeting-audiences-for-google-ads/
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might happen if you were working with an account created by someone else. 
Otherwise, click on Installation instructions.

You can either install the tag with one of the website builders or add it manually. 
If you use one of the listed builders, choose that and follow the steps.

If you want to add it manually, click on the other tab, and you will see a tag that 
has to be added to EVERY page of your website.

The easiest way to do it is to give it to your developer. If you don’t have one, 
you might use Google Tag Manager. If you don’t have that, you will have to dig 
around in your content management system (CMS) to see if it can add a third-
party script or something similar.



209

Most CMS, like WordPress, have an additional field somewhere in the settings 
that allow placing a snippet. Worst case scenario Google about it. There should 
be many articles or videos on how to do it with your particular CMS.

After adding this tag, Google Ads will know what pages your users visit.

Now, we can create our audiences.

The most basic audience is everyone who visited your site. Usually, Google 
creates it automatically. It’s not a bad audience, but this could be too generic if 
you have a lot of traffic. If you are selling a niche product or service, most likely, 
this audience might be enough.

The reason is that Google needs a minimum amount of people in that audience for 
the ads to start showing. A minimum of 100 active visitors or users within the last 
30 days. If you create an audience that is too narrow, your ads will never be shown.

Let’s go through an audience creation process, and then we will cover the most 
common audiences.

In the Audience Manager (under Tools), find Audiences. 

You might see some audiences already created. Click the blue plus icon to 
create a new audience and select Website visitors.



210

Name your segment to reflect your audience, so it is clear and understandable—
for example, the men’s shoe category.

Below, you can select all pages, but if you click Refine action, you can specify 
rules.

I chose the Page URL that contains “/mens-shoes/.” Google will use this rule 
to group people under this audience. Everyone who visited a page containing 
“mens shoes” will be added to that audience.

I can also add additional rules to narrow my audience if I think this one is too 
broad. But in this instance, I want to create an audience of people interested in 
“mens shoes.” Because I then want to create an ad featuring my new collection 
of men’s shoes and show those ads to the audience I created.

Since this audience is not   a “cold” audience, it has been on my website, 
browsed arround, saw my logo and etc. They are familiar with my business 
therefore will be more likely to buy that new collection.

This way I can create any number of audiences I like.

If you don’t have an ecommerce store you can create and audience of people 
who visited “About us” page or “Contact us”. Presumably, these people might 
be more interested in your products or services than those who did not visit 
tose pages.

You can take any page or a combination of pages to create an audience you 
think has a higher chance of converting. Remember, not everyone converts on 
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the first visit. Your job is to find those who expressed some interest and show 
them different ads, different offers, and different products, or just emphasize 
your advantages.

The power of retargeting campaigns depends on the audience you build and 
the offer you present to that audience. Think carefully about what group of 
people you want to retarget and what you want to say to them. 

For example, people come to your landing page from search ads. Some of 
them converted, some not. You can create an audience who visited that landing 
page, excluding people who converted. But think about what you want to say 
in the ad. Should you repeat the same message? They did not convert in the 
first place; why would they do it now? Or maybe offer them a different product? 

Now, let’s go through more common audiences. 

Converters (purchasers)
This is one of the first audiences I create. These are the people who bought 
something, signed up, or did anything that I consider a conversion.

Two reasons why:
 › I can target those people to offer additional services or products;
 › I can exclude them from other campaigns and not bother them again 

since they are already my customers.

Google will create that audience automatically if your conversion tracking is set 
up.

Category visitors
This is what we talked about above during the creation process. I identify 
categories on the website to target those users. It can be clothing categories, 
service categories, and so on.

Cart visitors
If someone visits your cart, that most likely means they have added a product to 
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the cart, which is a strong signal. You don’t just randomly add products to your 
cart, right? I can retarget those people if they have not completed a purchase.

When creating this audience, you have to add two rules. You will add a page 
such as/cart, which will mean that users visited your cart. But you will also have 
to exclude people who purchased. This means you have to add another rule 
where you exclude your “thank you” page. 

Important page visitors
It depends on your website and what page you consider important. For a 
company that does not sell anything online, it might be the “Contact us” or 
“About us” page or even “where to find us.” This is an indication that people are 
expressing more interest in your company.

It also might be a Sales page or a Brochure page. Your goal is to identify users 
that are more engaged through your content. You will get many users who will 
never buy anything from you. And you want to retarget those who have a higher 
chance of converting.

Email subscribers
Even though you can send emails with offers to people who subscribed, I found 
that by using remarketing, you can also make sales and increase engagement.

Used search on your website
People who use the search on a website are usually a lot more engaged and 
have a higher conversion rate. You should utilize them in your remarketing 
campaigns as well.

Blog visitors
If you have a blog, you should create an audience that reads your blog and try 
to come up with an offer for that audience. They also have a higher chance of 
converting.

The list is endless. You can create hundreds of lists based on your page visitors’ 
actions. And it sometimes looks overwhelming.
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Start with essential lists and see how they perform. Remarketing can be a 
great way to increase sales, but that does not mean it always works. You 
will have to go through several campaigns to find what is working for your 
business.

8.2 CREATING REMARKETING CAMPAIGN

We added a tag, created an audience, and let’s create our first campaign. I said 
this is the same as creating a display campaign so that I won’t repeat the same 
steps. You can revisit them in the 4.3 chapter.

The difference is when you select your target audience. With remarketing, 
you have to select the Audience segment, click Browse, choose “How they 
interacted with your business,” and then select Website visitors.

You will see the lists that you created earlier.
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Select the list you want and continue creating your campaign. This campaign 
will only target the audience you created.

You can also optimize remarketing campaigns the same way you do with display 
campaigns. We will discuss optimization in Chapter 10.

I recommend always separating regular display campaigns from remarketing 
campaigns. Theoretically, they are the same, but in practice, they are different.

I also recommend having different ads for your remarketing campaigns. Since 
you know your target audience, you can be a lot more creative and tailor those 
campaigns to them.

If you work with several countries, separate remarketing campaigns by country 
or language.

8.3 CRAFTING RETARGETING AUDIENCES IN GA4

You can also create audiences in your Google Analytics account and use them 
in Google Ads campaigns. 
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You need to have both accounts linked. Once you do that, your created 
audiences in GA4 will automatically be available in Google Ads.

I must mention that usually two are created automatically: “All users” and. 
“Purchasers”. Ideally, you would want to create your own.

After linking your accounts, you should be in your Admin area. Find Audiences.

You should see this screen with one or two audiences created. There might be 
more if someone else created them. This is where you will see all your created 
audiences. Now click on Create new.

Google will offer you the ability to create prebuilt audiences. Those are fine to 
use, but I prefer to use my own.
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Click to create an audience from scratch. You will be taken to a page that 
seems overwhelming, but it’s not. Let’s unpack.

First is the name. I would recommend having some naming convention—for 
example, [GA4] Product viewers [non-purchasers] [30d].

I specify GA4 at the start because I may have more audiences in my Google 
Ads account. Some of them would be created through a Google Ads account, 
and some of them may be custom. Naming it that way helps me identify where 
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I created that audience. But you can skip that, as you might have created all 
your audiences in GA4.

Next comes the main audience name who I want to target. In this case, all users 
who viewed a product. And I also add that I exclude people who purchased 
anything. Usually, you should exclude all purchasers or converters. You don’t 
want to show ads to people who bought from you. It might be annoying for them.

The last is the audience membership duration. The default is 30 days. What 
does it mean? Each user can be assigned to an audience for a specific time. 
After that time, that user is no longer part of the audience and won’t see your 
ads. You don’t want to keep people in your audience for a long time. You want 
to optimize that.

The membership duration time depends on the product or service. Usually, it is 
derived from your data. But if you’re new, use the default.

Otherwise, you can use a simple formula (ish). If the product is expensive, users 
need more convincing, meaning longer membership duration. For cheaper 
products, this can be reduced to 7 or 14 days. This means that if the product 
is cheap or people tend to buy it right away, there is no point in showing ads 
to them for 30 days. A week might be enough. They will either buy or not, and 
showing more ads will likely have no effect. You will just be spending money.

The name does not affect anything. This is for you so you know what users are 
in this audience. So name it as you please.

Let’s get our hands dirty. Click on Add new condition. You should see a list of 
various dimensions and events. This is where you have to select your condition. 
Ideally, all your dimensions are in GA4, but sometimes, you might need to add 
extra events as they are not collected by default.

For the sake of simplicity, let’s create a simple audience. I will use my blog as 
an example. I want to create an audience of users who visit my book page. 
Since I know the URL, it should be easy.
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I use search to find the dimension that I need. There are several, but I need the 
one where I can specify the page path (/google-ads-blueprint/).

Once I select it, I can add a filter. Otherwise, it will match all pages. So I 
select contains and enter my path.

Now, you can click Apply. After that, you can check your right column where it 
says Summary. It will show you how many users and sessions this audience has. 
This is a great way to see if you’ve done everything right. Because if you see 0, 
it means either there are no users matching your filters or you made a mistake.



This is a simple audience based on one condition: a page path. You can create 
as many audiences as you want, but remember that for retargeting to work, 
you need at least 100 active users in your audience. For YouTube and Search 
campaigns, it’s 1000 active users.

For the best performance with display campaigns, you need a couple of 
thousand users.

Now, let’s look at more advanced techniques.
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9. CONVERSIONS

Let’s talk about a very important part of Google Ads and probably ads in general. 
Conversions. 

What is a conversion? This is just an action (usually the most important action) 
that you want the user to take on your website. A sale on the website is probably 
the easiest conversion to grasp. The main goal of every eCommerce store is to 
sell their products or services online. 

But if you have a website that does not sell anything, then your conversion is 
not a purchase. Most likely, it’s signup or registration. A simple form that users 
fill in to get in touch with you.

For example, you sell something that requires a lot of consideration, maybe 
expensive software, cars, or trucks. This type of sale usually takes time and, 
more often than not, requires calls and meetings offline. So, in this case, you 
might just track sign-ups through Google Ads even though this is not your most 
important action (sale is). 

I do have to mention that basically all types of conversions can be recorded 
and passed to Google ads, but the level of complexity differs. So, for now, let’s 
just stick to something simpler to understand and track.

So why conversions are that important?

Look at the set of columns and data.
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You see the usual statistics like clicks and impressions. It’s hard to understand 
if the campaigns are good or bad. 

Sure, they get clicks, and you can look at CTR to understand how people click 
on your ads and if they like them. But it’s not the good CTR that brings value to 
the business. It’s what users do on your website that ads value. And especially 
if they do something you as a business deem valuable - a conversion.

So, if we look at the second set of columns, we will see a better picture.



222

We see all the conversions each campaign brings. And you can see how much 
each of those conversions cost. 

Now, you can make a lot better decisions about your campaigns. You can 
increase or decrease the budget for the ones that perform well, bringing 
conversions at a lower cost. This way you see the direct impact the campaigns 
have on your business.

We then can add another layer, a value (or revenue) those conversions bring. 

This is very useful for eCommerce businesses as they have many items that are 
priced differently, but you can assign a value to any conversion and measure 
it as well.

If you see how much value (revenue or sales) each campaign generates, you 
can calculate the return on your investment (ROI). You can tell if the money you 
spend on ads helps you bring in more money.

You can assign any action on your website to be a conversion and usually fall 
under one of these types:

 › Purchase
 › Sign up (registration)
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 › Click on a button
 › Visit a page
 › Download
 › Email Subscription

It depends on your business, so you will be the one deciding what you want to 
track as a conversion. Because conversions will show if the ads are working 
for your business or not.

9.1 HOW TO CREATE A CONVERSION

Now that we know that conversions are very important for your campaigns let’s 
look at how you can create conversions for your account.

There are two ways how you can do that. You can either import them from your 
Google Analytics account or other third parties, or you can manually create a 
conversion and add a code snippet to your website. First, let’s look at how you 
can manually create a conversion.

Click Goals on your left.

You will be presented with four selections: website, app, phone, or import 
conversions. At this point, we need to select a website.
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Next, Google will ask you to enter your website, and it will scan it and try to find 
any existing conversions. If it finds any, it will recommend importing, which you 
can do, and we will talk about it in the next chapter.

For now, let’s imagine you don’t have any conversions created. Scroll down 
further and select Add conversions manually.

After selecting to add conversion manually, you will have to select the conversion 
category.



225

The conversion names or categories are self-explanatory, so I don’t think you’ll 
have any problems here. Just select a category that is closer to the conversion 
you are creating, for example, a purchase or a registration. This is just the 
name. It won’t impact your campaigns.

After selecting the category, click on a blue link that says conversion action 
optimization options.

This part is very important because you have to choose which of the conversions 
is your primary action. You can have many conversions in your account, so it is 
best to select one that is primary and the rest would be secondary.

For example, you can have a purchase conversion and another conversion 
that is an e-mail subscriber or a registration. Your primary conversion is a 
purchase, and your e-mail subscriber should be a secondary conversion. This 
is important because, by default, all campaigns are optimized toward your 
primary action. 

Select which conversion you are creating, and let’s move on.

The conversion name will be prefilled depending on the category you 
selected, but you can edit it and input any name you like. It doesn’t change 
or impact anything in the account. It only helps you understand what kind of 
conversion it is.
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Conversion value is important if you can track it. You can use either the same 
value for each conversion; for example, if you have an e-mail subscriber or 
registration, you can usually assign the same value to all the conversions. If you 
have an e-commerce store where each purchase has a different value, then you 
can select the second option that says to use different values for each conversion. 
The last option is not recommended, so you never leave the value empty.

Next, we have count, which tells Google how to count your conversions.

If you select every, then Google will count all the conversions that happened, 
even those done by the same user. So, a good example of that is a purchase 
because you want to know every purchase that happened, and it doesn’t matter 
if that was done by the same user or not.

If you select one, then Google will only count one conversion. A great example 
of that is registration because you usually have one registration per user. Or a 
newsletter subscriber.

The last settings should be left as they are because it’s a bit more advanced 
options.
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I’ll just go through them quickly, but you don’t have to remember everything 
now. 

The conversion window is just a window of days that Google will calculate that 
conversion towards this specific action. 

For example, the first click-through conversion window means that if someone 
clicked your ad on day one, visited your website, and did not convert but came 
later after seven days through a different channel and only then converted, 
that conversion will be attributed to that first ad (on day one). The same goes 
for engage-view or view-through conversion windows. It is basically how many 
days Google takes credit for conversions after one of these actions happened.

For your conversion attribution model, you can leave a data-driven. The only 
thing you should remember is that you might see non-rounded numbers in your 
conversions column. 

You might see 1.5 conversions or 0.8 conversions. This is weird because 
conversion is a round number; it either happened or it didn’t. That is because 
you selected the data-driven attribution model, which means that Google will 
calculate smaller parts of conversions that were attributed to a keyword or 
ads. This gives you more information and insights into the performance of the 
keywords. The keyword might not have driven “the whole” conversion, but it 
might have had an impact on a conversion later, which means it gets a little bit 
of credit.

It might be confusing, but you can ignore anything after the dot.  Otherwise, 
just select a different attribution model, like the last click, which is easier to 
understand and is used quite often.



228

Once you’re done with the settings, click save, and you’ll be taken to a screen 
where you have to select how you’re going to add your tracking code. Google 
needs to “know” that the conversion happened, which means that a specific 
script or code snippet will have to be added to your website.

If you know what you are doing, you can add it manually. Google gives you a 
piece of code that you can insert at the point where conversion happens. 

Let’s say after someone purchased something, and they’re on a thank you 
page, or after someone signed up, or after someone subscribed to a newsletter. 

I recommend using Google Tag Manager (GTM) to do it. And we will discuss 
how to do it in the next chapter.

But if you don’t know what you’re doing, and I mean you’re not a developer, you 
can send instructions to your developer by selecting a different tab. 

9.2 USING GTM WITH GOOGLE ADS

9.2.1 HOW TO SET UP GOOGLE TAG MANAGER?
Get a GTM account here. You will need your Gmail. Once you sign up, you will 
be given a snippet of code to add to your site. I know, I said you don’t need 

https://tagmanager.google.com/#/home
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a developer. But this is the only snippet you will have to add. And there are 
plugins for that as well.

For example, if you use WordPress, you can install this plugin and it will adding GTM 
a lot easier. For other content management systems there should be plugins as 
well. Just go to a plugin store and do a search on “GTM” or “Google Tag manager”.

After you create your account, you will be asked to name the container and select 
the platform. Most likely website. Your account can have many containers, which 
are usually just different websites. So if you have several websites (platforms), 
you only need one GTM account.

After that, you will be prompted with the snippet of code you have to place on 
your site.

https://wordpress.org/plugins/duracelltomi-google-tag-manager/
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If you do have a developer, send them this. If you don’t, you can use a plugin 
as mentioned above or add the tag yourself. Obviously, you need to know how 
to do it.

Some plugins won’t require the whole snippet, just your GTM ID.

Just so you know, all snippets looks the same, except for the highlighted part, 
which is the ID. You can copy that and enter where required.

Once you’re finished, just hit Submit in the right-hand corner and then Publish.

You will be asked to name each version you publish. Ideally, you should 
enter something that will help you understand what you have published. For 
example, if I just added Google Ads conversion tag, I would name this version 
“google ads tag”. It is optional but helps if you publish often. One other benefit 
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of GTM is that you can revert to any previous version. Sometimes, when you 
add something, you might “break” the website, and it stops working, then you 
can revert quickly. Trust me, it will happen to you sooner or later.

You have GTM live, and now you can install the Google Ads conversion you 
created earlier.

9.2.2 HOW TO ADD GOOGLE ADS CONVERSION IN GTM?
In the account, click New. A tag configuration window will appear. Naming the 
tags is up to you, but I recommend having some rules on how you name them. 
For example “Conversion – Google ads – Email subscriber”. I name the action 
(conversion), then the platform or the source (Google Ads), and then the name 
of the conversion (email subscriber). It’s easier for me to see what the tag is all 
about. And if I have a lot of tags, it’s easy to search.

Click on Tag configuration. Select Google Ads from the list.
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Then, Conversion tracking.

\Now, you have to fill in the conversion ID and label from your Google Ads 
account.

After this, scroll down and you will see a Trigger section. This is the rule that 
allows GTM to know when to fire (execute) that tag.
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Ideally, it’s a thank you page where users are redirected after they sign up. In 
my case, I have a page www.ppcdigest.com/thank-you-for-subscribing. And I 
can use it as a trigger. Which means that when a user lands on this page, this 
tag is fired and the conversion event is sent to Google Ads.

Click to choose a trigger, and then select a blue plus icon to add new.

You can create a trigger based on a lot of things, including any events or clicks 
on your website. GTM is quite a powerful tool. 

Let’s select page view as a trigger.
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After selecting page view, you will need to specify your thank you page.

You have to name the trigger so you know how or when it triggers. Also, you 
can use the same triggers for many tags. You don’t have to create new ones. 
Then from the first drop-down, select Page URL, then Contains, and enter your 
thank you page. Click save.

This is how a complete tag looks like:

Don’t forget to publish each time you create a tag or when you’re done creating 
many tags. Hit Submit and then Publish. Now your tag is live and should be 
working. I said should be, because now we need to test if it works.

Testing our implementation
When you’re in the main view, click Preview near Submit button. Google will 
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ask you to enter your URL. It can be your website, or a specific URL. In my 
case it’s my thank you page.

Google will open another tab with your specified page, and all the testing will 
happen there. You should see a notification at the bottom that Assistant is 
connected.

Now get back to another tab which was opened, alongside your GTM tab. It’s 
where Google will show you what tags were fired.
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At first, this all might be overwhelming. But you only need to know a few things. 
On your left, you see different events. Once you start clicking and navigating 
on your site, all of these events will appear in that left sidebar.

In my instance, my tags were fired on Container load, which is when GTM was 
loaded. In your case, it can be a click, a page visit, etc. But you will have to 
go through those events on the left clicking them and see on the right which 
tags were fired. As you can see I have bunch of tags that were fired during this 
event, including my Google Ads conversion email subscriber.

And you can also see some of the tags that were not fired.

If you see that your tag was fired, then it should work. Check your Google Ads 
account after 24hrs and you should see numbers coming in.

GTM is pretty friendly tool, once you get the hang of it. But it does look 
intimidating at the start. I felt the same way and it even look a lot more “scary” 
back when it launched.
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Adding Conversion linker
You might have notice a small notification asking you to add Conversion linker. 
This is important as Conversion linker stores click information from your ad. So 
you should always create it. And it’s very easy.

Click new tag, find Conversion linker, set a trigger to fire on All pages.

No additional setup is needed.

9.3 IMPORTING CONVERSIONS FROM GOOGLE ANALYTICS

The second method of adding conversions to your account is by importing 
them. Go into tools in settings, select conversions, and when you see an option, 
select to import a conversion.
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Once you click that, Google will give you a choice of where to import those 
conversions. Most likely, you will have a conversion or a goal created in your 
Google Analytics account.

Select one of those, and Google will give you a selection of calls and transactions 
that you have in your Google Analytics account.

As you can see, I have five goals that I have created in my analytics properties 
and one transaction. If you have an e-commerce store and proper tracking 
setup, Google ads will know it and allow you to import the conversion, which 
is a transaction. If you have a regular website that is not an e-commerce site, 



meaning doesn’t sell anything online, you can create a goal in your Google 
Analytics account, and that goal can be imported into Google ads, becoming a 
conversion.

Importing is a lot easier as it doesn’t require to add any code snippets, but you 
have to have Google Analytics which I assume most people do.

Once you select one or all of the goals, click import, and the job is done.
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10. CAMPAIGN OPTIMIZATION

Sooner or later, after your campaigns are live, you will have to come back and 
check the results. There is no way that you won’t have to come back. This is 
not a set-and-forget thing. You will have to log in and review keywords, ads, 
settings, etc., to get the results you want.

I would say the part that you have already read is the easy part. The hard part 
comes next.

It is difficult to say how much time you need to spend on your Google ads 
account. For a very niche business, you might only need to come back once a 
week. For others, every day.

Even though you can optimize ads and keywords separately and this is what 
you will do for sure. Don’t forget that they work together. Sometimes you need 
to rewrite just ads, and sometimes, you will need to separate keywords into 
other ad group and create new ads. When optimizing always have in mind 
that everything has to work together. Don’t look at them as isolated things to 
improve.

Always have a goal towards which you optimize. Is it a cost per conversion, 
revenue, or a number of clicks? Remember that if you start with a specific 
number of keywords and a daily budget, at some point, you will reach a limit. 
This means that for a certain budget, you can get a certain number of clicks or 
conversions. You have to either increase the daily budget, add more keywords, 
expand to other countries, etc.

Make sure you know what is happening on the account. Even if you’re not 
changing anything, just log in at least once a week to see how things are. 
Clicks, impressions,  budgets, conversions, ads. Google does send you emails 
about certain events, like “ads stopped running,” but when you are learning, it is 
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more useful to see things for yourself. Notice patterns, and trends, understand 
your keyword search volume, how the weekend impacts it, and so on.

Ok, now let’s dive into specifics.

10.1 SEARCH CAMPAIGN OPTIMIZATION

10.1.1 OPTIMISING YOUR ADS
I mentioned before that the ad is the only visible part from your account. So 
it does play an important role. Let’s look at what can you do to make the ads 
better.

First, make sure you see the correct columns when you’re working with ads. 
You have to see impressions, clicks, and CTR, as well as conversions, cost per 
conversion, and conversion rate.

Then, check which ads have the highest CTR and how it compares to other 
ads. CTR shows the percentage of people who viewed your ad and clicked on 
it. The higher, the better.



242

Try to understand the differences between low and high-performing ads. 
Don’t worry if you don’t see anything. It’s not often something that stands 
out. Pause ads with low CTR and try to create variations from the high-
performing ad.

But don’t forget to look at the total clicks. If the volume of clicks is too low, you 
can’t draw a definitive conclusion. Try to get at least 100+ clicks per ad. I would 
go for a 300+. For some ads, it won’t be a problem since they might be in the 
ad group with high-volume keywords. They might get thousands of clicks within 
a week. For other, more niche keywords, it might take longer to accumulate a 
larger amount of clicks.

Look at conversions and conversion rates. This is important because some 
ads might have a lower CTR, but when you look at conversions, it shows that 
people are more likely to convert when coming from this specific ad. There 
might be something about the ad that makes them more ready to perform a 
conversion. Maybe it is more hard selling, or maybe it’s more genuine. This is 
what you will have to learn to spot.

CTR shows how much people love the ad. And by love, I mean love clicking 
it. Always check conversions. This is your bread and butter. Don’t accidentally 
pause a good converting ad.

Current responsive search ads allow you to create many headlines and 
descriptions. But that doesn’t mean you can create an ad and leave it as it is 
forever.

Let’s check how those headlines and descriptions called assets are performing. 
Click on a campaign, then go into the ad group and click on ads.
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Under each ad, you should see a link “View assets details”. It will take you to the 
list of your assets. In the first columns, you should see each of your headlines 
and description. Then it will give you the Performance rating and impressions.

Find assets that have a rating of Best or Good. In the above example, there is 
only one headline that is “best”.
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If you see “learning” next to assets, Google still has to rate it.

Ideally, you should have only “good” and “best” assets. Try to figure out why 
some of them are “best” and the others “low”. What makes one or the other 
headline better? Does it contain your keyword? Or maybe it contains other 
“magic” words like “sale,” “discount,” and “clearance.” Try to spot what is 
different about best-performing ads and replicate it.

Even though you can create many headlines and let Google rotate them to find 
the best-performing ones, you can also create several ads. What I usually do 
is clone a good ad and change a few headlines. Just to see how it will perform. 
Sure, it’s more work, but I learn faster and understand the behavior of those 
users better.

I know that it’s a bit of a tedious task to create many ads and make them 
unique. And then optimize them to create even more variations. I’ve created 
probably tens of thousands of ads and trust me, it can be a daunting task. It will 
get easier with time.

10.1.2 DEVICES
Google Ads allows you to control on which devices your ads show up, and you 
can adjust the bidding. It is usually a great way to control costs and optimize 
conversions.

Let’s look here:

I can see all the information on how all device categories are performing. 
Sometimes all devices will perform equally well, in this case, you don’t have to 
change anything. But often, they will show different results.
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In the example above, the differences are not big. Sure, mobile device 
conversion is a bit better, and the price per conversion is lower. But both prices 
are fine for me. They are both below what I want to pay.

I could increase the bid for mobile devices by 10-20% since they are performing 
better and see if I can get more conversions.

All I have to do is find the Bid adj. column and click near the Mobile phones 
category.

I can either increase or decrease by a percentage amount. If I enter 10% 
it means that from now on all my bids will be higher if users search for my 
keywords on mobile phones.

I always advise looking at conversions and the cost per conversion to make 
decisions. Your main goal is to eliminate traffic that is costing you more than 
you wish to pay for a conversion.

If your mobile conversion rate is very low, your website may not be fully optimized 
for mobile purchases. I would advise taking several phones and trying to go 
through the whole purchase process. It doesn’t matter if you sell something or 
not on your website. Just try to accomplish the main goal you want others to 
accomplish.
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The next step is to go from campaign to campaign and check device bidding to 
understand if there are differences and if you need to adjust them.

You can adjust bids on the ad group level as well, but I would recommend 
starting on the campaign level. Besides, in order to start adjusting bids on the 
ad group level, you need a lot of clicks.

10.1.3 BIDDING STRATEGIES
We covered everything about the bidding strategies in Chapter 3. But I wanted 
to emphasize something.

There is no best bidding strategy!` Despite what some people say out there.

There is the best bidding strategy for your business or maybe even for just one 
campaign. But in order to find that out you should test different strategies.

I always recommend starting with manual CPC and then testing other bidding 
strategies to find what suits you best.

You can do that with Google Ads’ built-in testing tool, which we will cover later 
in this chapter. 

10.1.4 KEYWORD OPTIMIZATION
Keywords are the essence of your campaign. A lot of your time will be spent 
working with keywords. Adding new ones, optimizing existing ones.

It is important to understand that you don’t have to add new keywords if you 
don’t see the need. Maybe you have all the keywords you wish to bid on. 
Make sure to check out the Pyramid technique chapter to understand if you can 
expand your keywords without increasing costs too much.

When looking at keywords, ask yourself:
 › Are the keywords getting clicks?
 › Are they getting conversions?
 › What is the cost per conversion?
 › What is their impression share? Can it be increased?
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Keywords are getting clicks
If the keywords are getting clicks, then you should look if they are converting. 
If it’s just clicked you want, fine. But it’s not the clicks that pay your bills, it’s 
conversions.

You will see a list of keywords. Start with the best ones because you want to 
make sure that they are getting all the attention they deserve.

Check if you can increase the bid and get more clicks if that keyword converts 
well. From the example above, I see that all keywords convert at a similar price. I 
also see some keywords that have lower conversions than others. Then I go and 
look at the impression share, which tells me how many impressions I can still get.

Most of the keywords have 80% and above, which means there is not a lot 
left. It might get expensive to get the rest of the impressions, and my price per 
conversion might increase.

One keyword has 70% and 30 conversions. I might increase the bid for this 
one to see if I can get more impressions, which will lead to more clicks and 
conversions.

Depending on the search volume, I might get back in a few days to check it or 
in a week. Don’t just increase the bid and forget about it.

This way, I go through all the keywords, checking how many clicks they get, if 
they convert, can I  increase the bid and etc.
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Once you’re done with your best words, go to your worst. The ones that have 
a lot of clicks and no conversions or a few conversions with a high price. Way 
more than you want to pay for it.

If the keyword is important to your business, first try reducing the bid. Maybe 
cheaper clicks might bring cheaper conversions. Otherwise, you can pause the 
keywords altogether.

Sometimes, you can give a keyword more time. But only if you can tolerate the 
costs. It happens that when a keyword is active for more time, it will start getting 
more conversions. But that is mostly due to users’ behavior. For example, travel 
bookings are something you consider longer than, say, a 10$ bracelet. So, you 
might perform searches several times throughout the week. If you pause your 
keyword just after two days, it might not show up when the same user searches 
for it again after several days.

But again, I emphasize that this is not a rule for all keywords. You have to 
understand the business itself.

Keywords not getting any clicks
If the keywords are not getting clicks:

 › Check the bids. Maybe they’re too low
 › Check the search volume of those keywords.  

Maybe no one is searching for them
 › Check the ads. Are they approved without limitations
 › Check the quality score to see if it’s not too low.
 › Check the campaign settings to see if everything is  

as it is supposed to be: country, language, targeting, etc.

Keywords getting clicks but not converting
If the keyword is getting traffic and not converting, but it is one of your main keywords, 
check your landing page. It might be that it is not optimized well for conversions. 
This is out of the scope of this book, but I’m sure you can Google some of the 
conversion rate best practices for your specific business. I’m not advising you to 
follow them all, but if you are new to this, it will give you a starting point.
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Remember that it is your website (landing page) that converts the user, not 
your Google Ads account.

Another reason could be that you started or added later keywords that are 
not your target audience. This happens a lot, especially at the beginning. Go 
through all of the keywords that get traffic and don’t convert, and ask yourself 
‘“will the user find the answer on my website?”

Next, take a look at your keyword match type. Maybe you started with a board 
match type? Then, change it to phrase match. If you started with phrase match, 
try the exact match. Don’t be afraid to change match types and see how it 
impacts your traffic and conversions.

Conversions are too expensive
If you are getting conversions, but they are too expensive, first try reducing the 
bid. You might get fewer conversions but at a more suitable price.

As described above, the landing page could also be a factor here. If it’s not 
optimized, fewer people will convert, thus increasing your price per conversion.

Getting conversions or reducing the conversion price is basically what 
optimization is. All of the mentioned optimization methods work.

You can reduce mobile traffic or change the bid strategy. At the same time, 
reducing the bid or creating more ads improves your landing page.

All of the methods work together and separately. The are some best practices, 
but for the most part, you will have to find yourself what works for your business.

10.1.5 NEGATIVE KEYWORDS
Negative keywords are words that you don’t want your ad to show up with. You 
might wonder why then we talked so much about picking the right keywords 
to target. The reason is that unless you have only exact keywords in your ad 
group, your ad will show up for a broader spectrum of keywords than what 
you have.
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We talked in detail about keyword match types, and if you’re still not sure about 
them, please go back and read that chapter again.

Broad and phrase match keywords, will bring traffic from various other keywords. 
Even if you started with phrase match, there is still a chance a person enters a 
few additional words after your phrase match keyword. 

For example, if you have the keyword “womens shoes” as a phrase match, 
your ad might show up if someone searches  “blue womens shoes” if you have 
blue shoes, great. But what if you don’t and you still want to keep your phrase 
match keyword? You want the ad not to show up when someone adds the word 
“blue” to any of your keywords. In this case, you use the negative keyword 
“blue” in your ad group.

When creating a structure, you can add negative keywords to that Excel sheet. 
Only if you know exactly what keywords to add as negative. I just list the 
negatives below my good ones. You can do it however you want as long as 
you know what are the negatives.

Otherwise, I would recommend starting with phrase match and checking the 
search term report to find negatives there.

If you do, however, know the keywords at the start, all you have to do is to write 
them as you did with your good keywords, but add a “-” in front of them, like this:
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You can add all the keywords together or add negatives later after you create 
your campaigns. It is up to you.

Remember, those negative keywords can be added to an ad group level or a 
campaign level. If you add it at a campaign level it will affect all the ad groups 
in that campaign.

You can find all of your negative keywords by clicking keywords and then 
selecting Negative keywords.

You can remove negative keywords if you added them by accident or for any 
other reason. Just like with your regular keywords, select the ones you want to 
remove and click Edit.

10.1.6 SEARCH TERM REPORT
Remember when we talked about keyword match types and I said that if you 
have any match type except the exact, your ad might show up even though 
the user searched for a phrase that did not exactly match what you have? Like 
phrase match or broad match.

Look at the table again. If you have this keyword, then your ad might show up 
for more searches.
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But when you look at the keyword in your ad group, all the clicks on those 
“extra” keywords will be lumped under one keyword as this is what you added 
to your account.

The search term report shows what specific keywords users entered that 
matched your keyword, and the ad was shown.

It might sound confusing. Say you have the keyword “sony LED tvs” as a phrase 
match. If a user enters “cheap Sony LED TVs,” your ad will show up because 
this search matches your keyword. 

Search term report sort of “unpacks” your keyword to show what users have 
entered into their Google search when your ad was triggered.

All you have to do is go to your ad group select one or all keywords in that ad 
group and click on search terms report. And here you can see all the variations.
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These are all the variations of users’ searches that matched my main keyword 
and triggered my ad. Now, you have even more insights into how people search.

Furthermore, you can include or exclude these keywords. And this is where the 
fun begins. This is the most important part of the search report.

Finding negative keywords
First, you want to look for keywords that are not related to your business - 
negative keywords. As you comb through all the keywords, try to spot phrases 
that you don’t want to bid on. Then, you just simply select them and click here 
to add them as a negative keyword. This tells Google not to show your ad when 
users enter this exact search query.
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This is a big and tedious task. But you have to go through all the keywords, find 
all the negative keywords, and exclude them.

Upon completion, you should see costs going down and maybe the price per 
conversion lowering as well. Because now you’re not paying for keywords you 
don’t want. This cleanup of your keyword list needs to be performed constantly. 
How often depends on your keywords, niche, budgets etc. You will notice that 
after a while you don’t see any bad keywords popping up, which means you 
probably removed all or most of them.

If you have a lot of broad keywords, that get a lot of clicks, you should be doing 
this at least weekly. If the keywords are more niche and you don’t get as many 
clicks. Monthly should be ok.

Finding new keywords
In the same way, you eliminate keywords, you can also find new ones to bid 
on. As we talked about before it is hard to list all your keywords when creating 
campaigns. So search term report is a great source for new keywords.

The process is similar. If you see keywords that you are not bidding on but are 
great for your business - add them to your ad group.

There is only one thing to remember - make sure that the keyword you are adding 
works well with the ones already in the ad group. And that the ad matches the 
new keywords as well. If either of those doesn’t work together, create a new ad 
group and put those keywords there creating new ads as well.

My advice is not to start adding all the keywords, try to focus first on the 
ones that get a lot of clicks. Because your current keyword is still matching 
those searches, so you’re kinda covered here. The reason you want to add 
them is that then you can adjust the bidding for those keywords - more 
control for you.

Sometimes, you want to create new ads because the current does not match 
those keywords perfectly. This, again, gives you more control.
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10.1.7 Auction insights
Google Search Ads are based on auction, which means there might be 
several advertisers bidding for the same keywords. Some keywords have less 
competition as they might be too niche or have low traffic. But for popular 
keywords the competition is fierce.

What if I told you that you can see who else is bidding on your keywords? This 
is what auction insights are all about.

You can select a keyword and find out who else is bidding on that keyword and 
how you stack up against them.

Go to your ad group, select a keyword, and choose auction insights.

You will see a list of websites that bid on that keyword, along with metrics. Let’s 
go over them.
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The first one is the impression share and we already talked about it. You can 
see how many of all the searches you have and how many go to your nearest 
competitors. It shows with whom you’re competing the most, as your ads most 
likely show up together.

The second column shows exactly how often your and competitors’ ads 
overlapped.

The position above rate shows how often competitors’ ads were shown higher 
when both of your ads were shown.

Then we have the top of the page and the absolute top of page rate. One shows 
how often your ad was in the top positions. The second shows how often it was 
in the first position.

The last column shows how often your ad ranked higher in the auction than 
another advertiser’s ad or if your ad showed when theirs did not.

The combination of all of these metrics helps you see who you are competing 
against and how successful you are.

If a lot of big brands are bidding on your keyword, most likely, it will be too 
expensive to compete, or you will have to work your ass off.

Don’t try to optimize for these metrics. Your goal is not to have all the impressions 
or outrank your competitors. Your goal is to make money on your ad spend.

10.1.8 Locations
You can target any country or several in your campaign. The only thing you need 
to know is that locations are added at the campaign level. You can’t add them 
to ad groups. This means that if you want to target two different countries, you 
can either add both of them to one campaign or create two similar campaigns 
for those two locations.

This is where it gets more interesting.
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Always use one location per campaign.
Don’t put several locations under the same campaign, as it is harder to optimize.

You have control over the bid adjustment for each location, but that’s it. You 
can either increase or decrease bids. But that means you can’t control each 
individual keyword.

So, if I take a country and input a percentage by which I want the bids to be 
increased, Google will just take all the keywords and increase the bids if the 
user is from that country.

The downside of this is when you go to your individual keywords and change the 
bids there, you have to remember that the adjusted bid is on the country level. 
See, it’s a bit confusing. And the more countries you have in one campaign the 
more complicated it becomes.

If you want to advertise in several countries, you have to create a campaign for 
each of them. It will be a lot easier.

Breaking down one country
Now let’s take it to the next level. You can break down each country further. 
This gives you even more control.
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Take the US for example. Break it down by state. This way, you will be able to 
adjust bids at the state level to maximize conversions.

Take a look here.

We have several states and I already see that some conversions are more 
expensive than others. So I can easily reduce the bids for that state and increase 
them for the other states to try and get more clicks.

And you can go even further. Use cities to break down states. If you have enough 
traffic, you will notice that some cities might not convert as well. Besides, both 
states and cities might have different costs per click. Quite often, LA and New 
York are more expensive. Will it be the same for your product? I can’t tell. 
But you can find out yourself by breaking down the country into states and 
cities. With detailed control, you can save your budget and direct it to better-
converting locations. This strategy is good when your budget is sensitive, and 
you want the biggest return on your spending.

You can even go down to zip codes. This is also great if your business serves in 
a particular location. Having this detailed location targeting gives you the ability 
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to exclude locations that would either never convert or you would not be able 
to serve them.

I understand if it all seems like a lot. And it is. You don’t have to start in as much 
detail as this. You can just start with a country, or if you’re in the US, pick a 
state or several. Locations are just one part of it. Also, don’t forget that the more 
detailed you go (bidding on a city level instead of a country), the fewer clicks 
you might get because you’re limiting the audience. So, if your keywords are 
already quite niche, you might not get as many clicks as you want. Again, the 
location is just one option; you have to control the traffic and spending.

10.1.9 Scheduling
Another great way to control your budget and try to get the most out of it is to 
control when your ads are shown.

Before we talked about locations, where your ads can be shown. Now let’s talk 
about the day of the week and time of day.

You see, you can manage your campaigns in a way that they are shown only 
on certain weekdays and/or certain times of the day.

Let’s start with weekdays. In general, you want your ads to be shown all the 
time. But it’s not always the case.

Say your business doesn’t work on weekends. You’re not going to log in every 
Friday to pause campaigns and every Monday to make them live again, would 
you? That’s just a waste of your time.

You can use scheduling for that. Set your campaigns to run only on Mondays 
to Fridays. Select your campaign, find Ad Schedule in the settings, and click to 
create a new schedule.
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Then, from the drop-down select Mondays-Fridays, or any other days, when 
you want your ads to run.

Now, your ads in that campaign will run only on workdays.

On the other hand, you might see that some days perform better than others, 
like here.
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So you might just lower the bids on these days without turning them off. Here, 
you just use bid adjustment and enter the percentage. The budget that you 
save might be relocated to better days.

It’s not a hard strategy to understand, it just gives you a lot more flexibility. 
Ad scheduling works on a campaign level. So you can play with that as well. 
For example, one campaign can run on the weekdays, and then you can run 
another campaign on the weekend only.   Maybe advertising better prices or 
faster service during the weekend.

Obviously, you don’t have to use it if it doesn’t make any sense for your business. 
But in the past, it helped me a lot when working with smaller budgets, when the 
goal was to deliver a good return on spend.

Let’s move on to the time of day. This is similar to the day of the week; instead 
of days, you can run or stop your ads based on the hour of the day.

Like before you have to ask your self “does it make sense for your business?”. 
If it doesn’t you will be just wasting your time on setting this up.

If your business gets clients primarily in the evenings maybe you want to double 
down on those times. For example, increasing bids from 6-10 pm. The rest of 
the time you have normal bids, and then they increase during your specified 
times, giving you better exposure.
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You might ask why we’re talking about this if usually people want to run 
campaigns all the time. If you have a decent budget you want to be visible all 
the time as much as possible. But there are many different businesses with 
different budgets, and these strategies will give you the ability to compete with 
big brands. You will just have to outsmart them and bid only when it makes the 
most sense for your business.

Imagine a local flower shop in downtown NY. Would you target the whole US all 
the time? Probably not. You would have the zip code as the location, you would 
match the working hours and days of that shop for the ads to be displayed. This 
is is how you compete with the big boys.

10.1.10 Dynamic ads
Let me show you a secret setting that helped me generate a lot of sales in 
the past. This is a feature that is buried in the settings, and many people 
miss it.

The only downside is that this works best for eCommerce sites, especially 
with a big inventory. But I have seen the success we content-heavy websites 
as well.

We’re talking about dynamic ads. Ads that Google generates by itself based on 
the content of your website. You only write descriptions of the ads, the rest is 
generated automatically.

When someone searches on Google with keywords closely related to content 
on your website, Google will use this content to select a landing page from your 
website and generate a clear, relevant headline for your ad.

And by content, I mean product titles, product descriptions, blog articles, and 
so on.

Look at this dynamic ad. For the regular search ad, you had to enter all the 
headlines and select the landing page based on your keywords in the ad 
group.
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With dynamic ads, you only have to write these description lines. That’s it. The 
rest is taken from your website. You don’t even have to select keywords.

When creating your ad group, find a drop-down and switch to dynamic ads.

You will then have to select a category to target. You can do your whole website 
or specific pages. You can also see that Google has automatically determined 
some of the categories based on your content. You can use them as well.
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You can start by just targeting all your website pages. This means that you’re 
telling Google to take all your products (blog posts etc.) and try to match them 
to searches on Google. This gives you a broad reach so make sure you always 
keep an eye on the spending and conversions.

Even though you don’t have to think about the keywords and their themes, 
you still have categories on your website. This means that you can control 
which categories are subject to dynamic ads. And at the same time, exclude 
the categories that you don’t want to bid on. The reason for this is that some 
categories will not convert. After some time, you will have just a few categories 
that convert well.

Search and dynamic campaigns can run together. Let the revenue be the 
decision-maker here. Just don’t leave it running for a long time without 
reviewing them.

The success of the dynamic ads depends on your website. The website can’t 
change often as it makes it hard for google to index the site and understand what 
content is there. The power of dynamic ads comes from how well organized is 
your website.

And as I mentioned above, make sure you have a lot of content (products, 
blog posts, services, etc.) because Google scans your website and it knows 
all the pages and keywords. The more information it has the better targetting 
it can select.

10.1.11 Keyword insertion
It’s time to talk about another advanced Google Ads feature - keyword insertion. 
It dynamically updates your ad text to include one of your keywords that matches 
a customer’s search.

Let’s deconstruct that.

Take this ad group, for example. You have all these keywords that are closely 
related to each other, which means that you can easily create your ad.
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But you notice that even though the words mean the same thing “iphone 14 
cases”, there is a keyword that has a material (leather) in the keyword. Of 
course, you can create a separate ad group for each of these keywords with 
dedicated ads. But if there are a lot of these keywords and they have low 
search volume, creating a new ad group for each of them would be a huge 
task. And it would be hard to manage them.

So before you do that, you can use keyword insertion to see if these keywords 
work.

What happens when you use keyword insertion is that one of your keywords 
that matches the user’s search gets inserted into your ad. Exactly as it is. So, 
your ad becomes more related and useful.

Sounds cool?

All you have to do is enter this line of text {Keyword:iPhone 14 cases} into your 
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ad. The bold part is just a default text that will be inserted if your keyword is too 
long or for some reason can’t be inserted.

Google makes it, a lot easier wh,en creating this kind of ad. Take a look here:

When creating your regular ad, start by typing “{“, and Google will give you a 
selection. Click on it.

Now, enter the default text and click apply.
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Now if your keyword in the ad group matches users’ search, that keyword will 
be inserted into this ad.

This is a great hack for making ads more relevant as well. If you have several 
keywords in your ad group, add keyword insertion in the headline. It should 
increase ad quality.

As you can imagine, the use case for this is very wide. The only thing you should 
NOT do is have hundreds of keywords in the ad group and have keyword 
insertion, thinking that you can skip the whole structuring this way. Nope.

This is just to help you out with some keywords that have some sort of classifiers 
like color, size, part number, location, or anything else with the keyword.

10.1.12 A/B Testing
We talked a lot about different optimization techniques. All of these changes 
impact your campaigns. Sometimes the results are great and sometimes they 
are not.

No matter what, you have to make sure you’re doing it as scientifically as 
possible. And for this reason, I recommend optimizing the campaign using a 
built-in testing tool in your account.

It’s called experiments. It allows you to A/B test the changes you make.

What is AB testing? I won’t expand on it too much, but A/B testing is a process 
when you test your original setting with a new variation. Be it a landing page, 
ad, bidding strategy anything you can think of. There are plenty of services 
that provide this capability. But Google ads have their own built-in tool. It’s not 
perfect, but it’s a good start.

The reason is simple. This tool allows you to make changes to your campaign 
and then will show you how the changes are performing compared to your 
original campaign. This is good because you’re not just guessing. You see the 
impact of those changes.
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Go to all campaigns and find Experiments in the menu here, expand it, and 
select custom experiments.

Then click to create a new experiment. You should see this:

If you want to test ads across the account, select the first option. However, 
we’re going to test the bidding strategy, so I need to select Custom.
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Enter the name, something that clearly explains the changes. This name will be 
added to the original campaign name because Google makes a clone of your 
original campaign.

Now, go and make changes to that cloned campaign. In our instance, we are 
changing the bidding strategy. Once you’re done making changes, click on 
schedule.

You should see these settings:
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You can select several metrics that you are testing. But one of them has to be 
conversions or conversion rate because this is usually your main goal. Leave 
the traffic distribution 50:50. Select the start date and you’re done.

Leave it to run for at least four weeks. But it all depends on how much traffic you 
get. I will simplify and say that if you want to see an impact on conversions, you 
should aim for at least a few hundred of them per test variant. You can’t draw 
conclusions from just a few conversions, right? You need to make it significant. 
The more data you have, the more significant your test results will be.

You can come and check it after a few days and just keep an eye on it constantly 
if you’re curious. Here’s what you should see when the experiment is running:
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You will see your original campaign and your trial campaign, along with the 
statistics. Google also tells you if the results are statistically significant or 
inconclusive.

If it’s inconclusive that means that the changes you made most like have no 
impact on the results of the impact is just too small to detect.

You don’t have to test each small change you make. If you have 10k+ clicks, 
then maybe, but I usually test something big, like bidding strategy changes.

10.2 DISPLAY CAMPAIGN OPTIMIZATION

Like any other campaign, you have to optimize Display campaigns. It’s hard 
to make them work, so you have to spend a lot more time ensuring you’re not 
losing your money.

I mentioned that display campaigns usually are designed to target a “cold” 
audience. An audience that is less likely to convert.

Some of the things we discussed for Search campaigns also apply to Display 
campaign optimization, like devices, locations, scheduling etc.

So, let’s look at what can be done to improve those campaigns.

10.2.1 PLACEMENTS
Placements are the websites on which your ads appeared and possibly got 
clicked. Google has this massive network of websites that make up the Display 
Network. Whatever targeting you choose involves a website where your ads 
might be shown.

You can see which website your ads appearedon and if they were clicked. 
This means you can remove those placements that don’t work for you. Click 
on your display campaign and the middle menu, then click on Where ads 
showed.
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This will give you a long list of all the websites (placements) where your ads 
were shown. You will see impressions, clicks, conversions, and other metrics 
that will help you to decide if that placement needs to be excluded.

For example, I see that Youtube had many clicks. I spent 52€, and there are no 
conversions. Compared to other placements, Youtube does not perform great. 
So I can select and exclude it for this ad group or the whole campaign.

This way, Google will not show my ads on Youtube, and that saved amount will 
go towards a better-performing website.

Similar to keywords, you comb through every placement to make sure that 
there are no websites that just drain your money.
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Sometimes, you just want to exclude the website because of its content, which 
means you don’t want your ads (your brand) to be displayed there.

You should do it at least weekly if you have a lot of traffic. Otherwise, monthly 
might be enough. Don’t forget to check the placement report, as you might 
waste your budget.

10.2.2 FREQUENCY CAPPING
Since Google’s display network is extensive, billions of available impressions 
exist. This also means your ad might be shown to the same audience more often.

But what if you don’t want to show your ads to a specific audience over and 
over again? Especially if they don’t convert. At the very least, it’s just annoying.

Google has the option to limit that by capping frequency. In other words, you 
can limit how many times the same users see your ads in a given period.

The question is, how often do users have to see your ad before clicking? It’s a 
tricky question and depends on a product or service.

When you don’t have any data to help you out, just start with any number. You 
can ask yourself, “if a user sees my ad five times a day, is that enough to get 
the message through?”. Then start here. Limit to 5 views per day.

What happens when you do that? Your ads now start showing for a larger 
audience. Not broader, just larger. Your targeting options still limit Google. But 
unless you choose a particular audience, you will not show your ads to everyone 
within your target audience. Most likely due to a limited budget.

Frequency capping helps you reach other people. As soon as people see your 
ad five times if any budget is left, Google will continue showing it to other 
people. Thus reaching a larger audience.

If you limit to just one view, the audience gets even larger. But you risk people 
not noticing your ad. One impression in the vast ocean of banners might not be 
enough.
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It also saves your budget. If some people don’t click your ad after a certain 
numbert of clicks, you don’t waste any impression on them. Your goal is to 
find people who would be interested. Remember, it’s a cold audience. You are 
looking for them, not the other way around.

Click on your display campaign and find settings. Then click again on additional 
settings to show more options.

Find frequency management and expand that option.

Choose to set a preference. Now, you can select if the frequency capping is for 
a particular ad, ad group, or campaign.

I would suggest starting with an ad group. The campaign level is too broad, 
especially if you have several ad groups in that campaign. The capping will 
apply to all ad groups.
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Since the ad group is the one that contains all the audience targeting options, 
I usually start with ad group level capping.

Input a number, say 5, and then select the period: day, week, month. I would 
suggest starting with a day capping. Easier to calculate.

You might notice more placements in the placement report since the ads are 
shown to a larger audience.

Also, you might get additional conversions precisely for the same reason.

Sometimes you spend less, but that happens only if your audience is very 
specific. In this case, Google can’t find other people to show your ads, so it just 
limits the impressions to the existing audience, reducing clicks and spending.

If you notice a drastic reduction in your main metrics, it might mean that your 
chosen capping is too low. Go back and change to 10 (instead of 5).

When starting, I usually start somewhere around 10. I reason that if a user who 
saw my ad ten times per day did not do anything for an entire week, he may not 
be interested at all in what I have to offer. And then take it from there.

10.3 YOUTUBE CAMPAIGN OPTIMIZATION

You have created a video, uploaded it to your account, created a YouTube 
campaign, and got some views and clicks.

The question is, can these numbers be any better? Most of the time, they can.

Optimization is an integral part of any campaign. Be it search or display, 
optimizing campaigns is an essential part of your job.

The downside of YouTube campaigns is that you should work on the video as 
much, if not more, as you do on your account. We will go over some of the 
things you can do in your account to make your campaign perform better. But 
your video ad is the key.
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With Search ads, it is easy to create different ads and see which performs 
better. Even with display ads, making the banners yourself or asking a designer 
to produce several versions is easier.

It’s different from the video. Not only does it take more time, but it is also more 
expensive to create several video variations. And even if you have time and 
resources, coming up with the storyline requires a lot of creative effort.

What I would recommend is to think about variations before you create a video.

I usually come up with a few different ideas. For example, one video can be focused 
on the product and its benefits (or features). The other would go in the opposite 
direction, showing more emotions, maybe people being happy after getting the 
product, and not so much about the product itself. This way, I will know what my 
audience prefers: a straight-to-point approach or an emotional connection.

Making a few videos in one go saves time and sometimes resources as the 
price might be slightly lower than making a second video later. Most freelancers 
(agencies) have a discount on the more videos you produce.

10.3.1 DEVICES
Let’s start with devices. These are computers, phones, tablets, and TVs. The 
latter might be a surprise to you. But no, it does not mean your video will be 
shown on conventional channels. This includes all internet-enabled smart TVs. 

For example, watching Youtube on your TV through a browser. Of course, the 
number of Internet-connected TVs is increasing, but it will take some time to be 
a huge channel.

So, the first thing you can do after a while is going to the device report and see 
what’s going on there. Here’s what the breakdown looks like across devices:
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Here are the questions you should answer:
 › Which device category is bad (poor results) and  

should be disabled altogether?
 › Which device brings good results and can have higher bid adjustment?
 › Why is a particular category not performing? Could it be related to the 

website (landing page, product) or the video itself?

You’ll often find that the tablet category doesn’t perform well. So don’t hesitate 
too long and turn it off. Sometimes you will need to disable the mobile category 
as well, it all depends on your campaign goals.

From the picture, I can see that all categories perform similarly, so I won’t 
make any adjustments. I could increase the bid for computers, as the cost 
per conversion is lower, and it may bring more conversions. If you want to 
reduce the cost for a specific category, click on bid adj., select decrease, 
and enter a percentage. Google will reduce your cost per click by a specified 
percentage amount.

If you want to turn it off completely, enter “-100%”.

It seems simple enough, but many people forget about it and spend most of 
their budget on the wrong devices. So you should be smarter and after some 
time check how clicks, costs, conversions are distributed between devices.

10.3.2 DEMOGRAPHICS
In every campaign, you can choose specific demographics: men, women, their 
age. This can help you reach the right audience or simply cut costs.

The most important thing to remember is that if you narrow your audience too 
much, you may not get any or very few ad impressions.

Demographic selections are available for each ad group. Go to your campaign, 
select an ad group, and click on Audiences in the left menu.

Let’s start with age. You can choose which age group to keep and which to 
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remove. You can also increase the cost per click for the relevant category. 
Everything is done exactly the same way as with devices, using bid adjustment.

I would usually recommend leaving all age groups at the beginning. The 
exception may be when you know the exact age group of your customers and 
exclude others, which does not significantly reduce ad impressions.

You will see the distribution of your metrics amongst the age groups. You will 
even see which group watched your ad longer.

If you spot a group that is not performing at all, you can exclude it. In the picture 
above, I can see that anyone older than 55 is not converting. So I can exclude 
that age group. I will save a dime or two.

Also, keep in mind that there is no 100% accuracy here. Demographic 
information is collected using a variety of factors, and it doesn’t necessarily 
mean that people have indicated their age or gender in their settings (although 
they sometimes do). All other people that Google isn’t sure about fall under the 
Unknown category.
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Gender settings are similar. There’s also an Unknown category for when Google 
can’t determine gender.

Generally, most goods and services are suitable for both genders, so you 
may need to use these settings less often because you want more reach. But 
sometimes the product is better bought by men.

This example clearly shows that this product is more prevalent among men. I 
can remove the female audience altogether or lower the cost per click to match 
the cost per conversion.

I recommend not touching these settings when starting your first campaign. After 
some time, you will see how clicks, conversions, and budgets are distributed. 
Then, you can decide whether it is worth adjusting something.

10.3.3 PLACEMENTS
After the campaign launch, your video will start appearing on the YouTube 
network. And since your ad is displayed “on” someone else’s video, you can 
see what those videos were. Go to insights and reports and find where and 
when the ads shown.

Like with the Display Network, you see all the sites where your banners have 
been displayed. Here, you will see YouTube channels or placements. See 
below:
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You can see all the YouTube channels where your ad has been shown. You see 
all the essential metrics: views, costs, conversions, etc.

This is important because:
 › you can see which channels’ videos are not  

suitable for you, i.e., no conversions
 › you can control the content next to which your product is displayed.

Not all YouTube channels are suitable for your service or product. Usually, it’s not 
a problem. However, there are all kinds of content, and sometimes the user may 
have negative associations if your ad is shown next to controversial content.

If, after some time, you see that channels are unsuitable for your business, 
exclude them.

Select what you want to remove, then click edit and exclude from the ad group. 
Most of the time, it’s enough to remove from an existing group, but sometimes, 
you’ll find it’s worth removing from an entire campaign.

I always recommend reviewing your placements. Otherwise, you might end up 
wasting your budget. And it doesn’t matter if you only save a few dollars per 
week. In the long run, these costs add up to a hefty amount.
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You should review placements weekly if your campaign targets a broader 
audience and has a bigger budget. Otherwise, once a month is enough

10.3.4 OPTIMISING VIDEO AD
So far, we’ve only talked about what you can do within the account, changing 
settings, bidding, devices, etc. But what is an essential thing in your entire 
account? Yes, the video itself (I hope you guessed it at this point).

Your video is what the users see. They don’t care about your settings, costs, 
and budgets. That’s for Google. The video is intended for users. So it must be 
important to know how users react to your videos.

You will need to enable additional columns. Go to your video campaign, select 
an ad group, and go to ads. There, click edit columns and add the video played 
to column.

You can see how many people have watched your video and for how long. Both 
videos are similar in length. It’s not a long video ad, but more people watch the 
first video to the end.

Obviously, the shorter the video, the higher the view percentages and vice versa.

Keeping people engaged to the end is certainly excellent. But that doesn’t have 
to be your goal. About 20% of all viewers watched 50% of the video. And I know 
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that in the first part of the video, I mention my brand and the product itself. So, 
in theory, they don’t have to watch the whole video.

If you see many people dropping out at a particular percentage mark, you need 
to ask yourself:

 › How long should the user watch the video?
 › When do I mention my product name?
 › When do I invite people to visit the website or show the logo?
 › Is my video engaging enough? Maybe the beginning should be more 

effective. There should be more drama, surprises, anything to keep the user 
engaged longer.

If you start talking about your product halfway through the video, and most of 
them drop off before that, your introduction may be too long. Skip to the product 
earlier. Maybe even shorten the whole video. Honestly, no one is interested 
in your creative aspirations, dialogues, and jokes. This is not the goal of your 
campaign (if it is, then skip this part).

This is often followed by the question, what are good view percentages? My 
answer is that it depends. If 90% of people watch only 25% of the video, is that 
good or bad? I would say it’s not good, but there are exceptions.

If your video is very long, but you quickly say at the start of it, ”buy this awesome 
computer and save 20% today,” and then continue explaining why it is so 
awesome. You kind of said the most crucial part in the first few seconds. Maybe 
that’s all people needed? They went to the store and bought it. However, the 
percentages show that most did not watch the video to the end. Is it bad if sales 
are coming in even though the video is not being watched? Of course not. 
Should you still optimize it? 100%. You can make it shorter and at least save 
some production costs.

There can be many different scenarios, and it is your job to understand when and 
what to do something about it. Whether the video ad is good or bad is determined 
by context. We can pick out certain things that will universally indicate a problem: 
very low view rate, very high price, no conversions, etc. But you are not like 
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everyone else. Remember that. What works for others may not work for you. And 
video ads are precisely the place where individuality is valued.

Always stop by to check how much of your video is viewed. There is built-in 
analytics that helps you understand how many users saw the most important 
elements of your ad. You can find it by going to the campaign, selecting Videos, 
and clicking Analytics.

The graph shows how you retain your audience. You can see where exactly 
people drop off. 

In the video above, it’s clear that as soon as the skip button appears, users 
start to drop off. If you notice an additional steep drop-off, then there might be 
something that people did not like in that particular video part. 

Check it, and see if you can fix it.

I also like a little segmentation by gender, age, campaign, etc. Sometimes, it 
helps to know the difference in video engagement. But use it only if you have 
a lot of views.

You can find many insights here that will give you additional ideas for improving 
your video. And the best part is that you can compare old and new videos to 
see if you’re on the right path.
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10.4 SHOPPING CAMPAIGN OPTIMIZATION

Let’s go over some of the things you can do to make your Shopping campaigns 
perform better.

10.4.1 SEPARATE CAMPAIGNS FOR PRODUCT CATEGORIES
When starting, you can go with one campaign. Then, within the ad group, 
add all of your categories so you can see the cost and clicks distribution, and 
change bids.

After some time, you will notice that some categories perform better than others. 
You can move them to a separate campaign and separate budget. This way, 
you will ensure that your best sellers have enough budget.

And the categories that don’t perform can be paused or their bids lowered.

For example, I have one extensive campaign with all my products. After some 
time, I noticed that my pets category was performing exceptionally well. I could 
increase the bids only for this category. But it will still use the same budget as 
other categories. And if I increase the campaign budget, different categories 
might also use it.

The only way is to create another shopping campaign and add only products 
in the pet category.

Now, I can set any bids I want with the dedicated daily budget. You can repeatedly 
repeat this step, separating the best and worst-performing product categories.
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10.4.2 DEVICES
Shopping campaigns are no exception for device category bidding adjustment. 
You will likely get most of your traffic from mobile devices. But you have to 
watch your ROI. If you notice that some of your devices perform worse than 
others, reduce the bids.

Don’t forget to check it after a month or two, depending on your traffic. Any 
saved amount can be directed to a better-performing device. It might not be 
much, but if you advertise for a year, everything adds up.

Since we already discussed this optimization method, you shouldn’t have 
trouble finding where to do it.

10.4.3 BIDDING
I mentioned that Google offers a Performance max bidding option for Shopping 
campaigns. I’m not a big fan of it, but you are welcome to try it. I recommend 
picking either one or more significant product categories or several smaller 
ones, so the campaigns have enough product to get traffic and create a separate 
campaign with new bidding. You can run both campaigns simultaneously or 
remove the product categories in the older campaign.

By running both bidding options simultaneously, you will spend more money. 
But you will see how both perform at the same time. It’s not an ideal experiment, 
but this is what we have.

If you don’t want to spend more, you will have to pause those categories in 
the older Shopping campaign and leave them running in the new campaign 
with a Performance max bidding strategy. The before/after comparison is not 
100% apples to apples. If both campaigns were running during that time and 
no significant events could have impacted the results (Black Friday, Christmas, 
etc.), then you should be fine.

The third option is just to change the bidding on your original campaign. This 
is similar to the second method, but you aren’t creating a new campaign. You 
have the historical performance of your current Shopping campaign, and when 
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you change to Performance max, you should see (or not) changes to your ROI. 
Just don’t jump to conclusions too quickly. Allow at least 4-6 weeks for the 
algorithm to start working.

10.4.3 PRODUCT FEED
The product feed is the most important part of your Shopping campaign. Google 
takes all the information from it.

Make sure it is up to date and has images, descriptions, product names, etc.

But there is another thing you can do with your feed.

Remember this part where you can select how to group or bid?

Right at the bottom, there is a space for your custom labels. Like with product 
categories or brands, this allows you to group your products according to your 
specifications. For example, you can have “best sellers,” “biggest ROI,” “largest 
margin,” “impulse buy,” and so on.
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You can add it to your feed, and it will also become available here. This additional 
information will allow you to group your products differently and structure your 
campaigns accordingly.

For example, your “best sellers” can have the biggest budgets and highest 
bids. Your “impulse buys” are most likely lower bids but a higher budget.

You can also have product groups that you can exclude. Products with very low 
margins, maybe products with high shipping costs or just bulky to sell online 
and ship. I’m sure you can think of more reasons.

These custom labels allow you to manage your feed as you want, making it 
easy to include or exclude any product.

10.5 PMAX CAMPAIGN OPTIMIZATION

10.5.1 WHEN TO START MAKING CHANGES?
Any campaign sooner or later needs some tweaks to optimize performance. 
But the question is when, not if. With any automated bidding strategy, machine 
learning needs some time to adjust to show some results. Tweaking things too 
soon might do more harm than good.

With PMax campaigns, you don’t want to rush things. I would recommend 
waiting about 4 weeks. Is it a golden rule? No.

If you have a bigger budget and more conversions coming in, you might see 
results faster and can make some adjustments earlier. By bigger budgets, I 
mean 5 digits per month.

PMax campaign results fluctuate heavily, especially at the start. So, you might 
be tempted to reduce spend or decrease/increase CPA. Don’t do that unless 
you have plenty of data. Can you tell anything from 30 conversions? Probably 
not. Keep bidding and budget changes to a minimum. If your account does not 
have a lot of conversions, I would recommend starting with higher than your 
normal CPA. Just to give more room for AI.
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With eCommerce, you can start with maximise conversion value bidding. But 
watch your ROAS carefully. If it’s performing well you can increase the budget 
up to 30%. If not, then switch to tROAS. This will put a cap and will try to steer 
PMax closer to your goal.

10.5.2 USING ASSETS EFFECTIVELY
Google doesn’t give a lot of information on assets even though they are quite 
important. But you can get a rough idea of what is performing. If you go to your 
PMax campaign, then to Asset group, and click on View details near a group, 
you will see this:

A list of all your images, text ads, and videos. Take a look at the performance 
column. You don’t have to strive for the “best,” but keep an eye on your low-
performing assets and try to understand why. You don’t have to remove them; 
just add additional ones based on what you think might perform better.

Poor does not equal bad. It’s Google’s rating, so look at it with a grain of salt.

Try to add more diverse assets, as long as they are within your asset group 
targeting. Your audience and product should be your guidelines for assets. 



289

Leave the rest for Google to play with.

If your campaigns are running for a while, it might be a good idea to refresh 
some of the creatives. Don’t forget that ad blindness still exists. After a while, 
they might just not notice your ads.

Crafting creatives that capture the target audience’s attention and communicate 
your message clearly can result in a higher CTR and better campaign 
performance.

If you have videos in your asset list, you will have to work on those at some 
point. There is a lot you can do, but it requires more resources compared to text 
and images unless you have a video team in your company.

 › experiment with video length
 › try adding influencer videos (if you have them)
 › direct product videos vs. emotional
 › benefits vs. features
 › different CTAs

10.5.3 EXCLUDING NEGATIVE KEYWORDS
You will want to exclude some keywords, just as you do with Search campaigns. 
However, it’s not that easy.

There are two ways you can do it:
 › Ask Google reps to exclude negative keywords. You can fill out the form 

in the account by clicking the help icon and Contact us.
 › Add negative keywords at the account level. But this has a limit of 1000 

keywords. It might be for most accounts, but not for all.

There is no easy way at the moment. I hope Google will change that soon.

10.5.4 WORK ON YOUR PRODUCT FEED (ECOMMERCE)
If you don’t have an eCommerce store, you can skip this part. If you do, you 
must know that your feed is the most important part of your PMax campaign 
with product feed.
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There are some things you can do in your Google Ads account. But a lot of your 
focus should be on optimizing your product feed.

Feed optimization goes beyond the PMax campaign, but I will list what I would 
recommend doing with your product feed.

 › Start from the most important part – the product title. Since everything in 
the ads is basically from your store feed, optimize your product titles and 
descriptions to include relevant keywords and convey essential information 
to potential customers. Ensure that your titles are clear and concise while 
your descriptions provide valuable details about the product. Avoid keyword 
stuffing, as this can negatively impact your ad performance.
 › Pricing. Add a sales price attribute (if applicable). Play around with 

different prices.
 › Product category. Properly categorize your products using Google’s 

product taxonomy to improve the relevance of your ads and help customers 
find your products more easily. Accurate categorization can also lead to 
better-targeted ads, higher click-through rates, and increased conversions.
 › Images. Use high-resolution images that accurately represent your 

products. Clear, visually appealing images can significantly impact 
click-through rates and conversions. Be sure to follow Google’s image 
requirements and recommendations for size, format, and background. This 
will improve not only your shopping ads but also your e-commerce store. 
Win-Win.
 › Add other optional product attributes to enrich the feed.
 › Add custom labels to your feed. This will help you better segment your 

product feed into different asset groups.

Check what your competitors are doing and how your products compare to 
them. Google shows a lot of products, so yours has to stand out. Use the title, 
images, description, and other attributes to achieve that.

As for the campaign, view the detailed report as discussed above and check if you 
can create a different asset group for certain products to improve performance. 
Maybe something that resonates better with those specific products. Exclude 
poorly performing product categories or products.
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10.5.5 SEGMENTING AUDIENCES
Can you create a new asset group to better cater to a specific audience? If yes, 
do it.

By segmenting audiences based on detailed customer knowledge and audience 
signals, you can bolster conversion rates and amplify ROI. Segmentation 
allows you to tailor messaging and creative assets more precisely to different 
audience subsets, which in turn, increases ad relevancy and persuasiveness. 
For instance, different messages might resonate with new customers versus 
returning ones, and segmenting them can help address their unique needs and 
pain points.

You have to remember that there isn’t a lot you can control in PMax. Audience 
and creatives are your best tools.

Some ideas you can try:

Loyalty Segments: Differentiate messaging for new, returning, and loyal 
customers. It’s harder for new accounts unless you upload emails of your 
existing customers and create an audience.

Value-Based Segments: Focus more on spending on users who historically 
bring higher value. This is a great strategy to focus on money-makers if you 
need good ROI (cash flow). Later, you can expand into new audiences.

Lifecycle Stages: Tailor messages for users at different points in the customer 
life cycle. If your purchase journey is longer and consists of various stages, you 
could cater your campaign to a specific stage.

Cross-sell or up-sell: If you have a wider range of products and a lot of 
purchasers, you could create audiences based on what users bought and try 
to offer additional products or services.

10.5.6 HOLIDAYS OR SEASONAL TRENDS
This is no different from other campaigns. It’s not a secret that during Black Friday, 



competition grows and prices go up. You have to think ahead and decide how you 
want to handle that. Increase or decrease the budget, update assets etc.

Don’t forget other holidays or seasonal trends like summer or winter, especially 
if you’re an eCommerce business. Bikini sales might spike during the summer. 
Be ready for that in advance.

I would recommend to start preparing at least a month in advance and launch 
your campaign before the trend hits. At least 2-4 weeks. Don’t forget that AI 
needs time. You don’t want your campaign to start showing good results at the 
end of the holiday season, right?
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11. WHAT’S NEXT?

Get as much experience as you can. I’m sure you know this, but Today a lot of 
people think that everything can be achieved very fast. They want results the 
next day. 

If you’re starting out as a freelancer, offer a free service so you could learn. Be 
upfront with the client; tell them that you’re learning, and that’s why the service is 
free. You will get experience quicker. Make sure to let all your friends and family 
know what you’re doing. A lot of first clients come from your closest circle. 

Later, sign up for Fiverr.com or Upwork.com. You will start getting some gigs.

If you’re working for a company and already have an account, avoid trying 
out everything. Start small. Get familiar with Search, as this will drive the best 
results. Start with several keywords, and once you see traffic and conversion, 
expand your list. Then move to retargeting campaigns, and only then to top pf 
the funnel campaigns such as Youtube or Display.

I always say that each business is unique, therefore the approach to creating 
campaigns for that business is unique as well. Sure, there are basic things 
you do. But businesses have different keywords, budgets and goals. They 
also have different websites, eventhough the product or service might be very 
similar or the same.

Build a strong foundation first and then lay additional information on top of 
it. Knowledge is key here. Find the blogs about Google Ads you like and 
follow them. There are plenty of great experts in this area who have different 
approaches to working with Google ads. Once you have a strong foundation, 
you can start experimenting and maybe come up with your own unique method.

Good luck!

P.S. I also have a weekly blog at PPCdigest.com. And you can email at rokas@
ppcdigest.com if you have questions or want to share your feedback on the book.

http://Fiverr.com
http://Upwork.com
http://PPCdigest.com
mailto:rokas@ppcdigest.com
mailto:rokas@ppcdigest.com

