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1. Tell us your Name, Company or Industry 

2. What made you decide to sign up for this course 

3. What you hope to gain from over the next 3 days

Your Turn!



Module 1: Fundamentals of 
Google Ads



5Advertising on Google Search

Ever wondered how to show up 
right on top of the Google 
search results, in the paid Ads 
section?



6How Google Ads Works
1. Advertisers identify keywords 

or audiences they want to bid 
on, and decide the maximum 
cost-per-click (CPC) they are 
willing to spend  

2. They key in bids and enter into 
an auction with other 
advertisers who are bidding on 
the same keywords or 
audiences 

3. The highest bid wins the 
auction. Depending on the type 
of inventory, the winner of the 
auction may appear in the top 
position, or have its ad 
displayed in an ad unit as long 
as it is above the Ad Rank 
Threshold.  

4. Google Ads factors in a quality 
score to prevent a bidding war 
based solely on price.

 $5.14

 $2.14

 $9.14

Advertiser Audience

Ad Auction (Search & Display)

Note: The Quality Score and Ad Rank is calculated every 
time someone does a search that triggers your ad.

https://support.google.com/google-ads/answer/1722122?hl=en
https://support.google.com/google-ads/answer/1722122?hl=en
https://support.google.com/google-ads/answer/7634668
https://support.google.com/google-ads/answer/7634668
https://support.google.com/google-ads/answer/1722122?hl=en
https://support.google.com/google-ads/answer/1722122?hl=en
https://support.google.com/google-ads/answer/7634668
https://support.google.com/google-ads/answer/7634668
https://support.google.com/google-ads/answer/142918?hl=en
https://support.google.com/adsense/answer/160525?hl=en
https://support.google.com/google-ads/answer/142918?hl=en
https://support.google.com/adsense/answer/160525?hl=en


7What is Ad Rank, and How to Calculate It?
Ad Rank = Max CPC Bid x Quality Score + 
Expected Impact from Ad Extensions & Formats

What is Ad Rank? 
Ad Rank is the value used to determine whether 
your ad will show on the page and if so, the ad 
position. 

What is Max CPC Bid? 
The maximum cost-per-click (CPC) amount an 
advertiser is willing to pay for an ad to show. 

What is Quality Score? 
A score from 1 to 10 influenced by factors such 
as expected ad click through rate (CTR), landing 
page experience, and ad relevance to target 
keywords (for Search), and Ad’s CTR and quality 
of landing page (for Display). 

What is Expected Impact from Ad Extensions 
and Formats? 
Introduced in late 2018, Google describes “if 
two competing ads have the same bid and 
quality, then the ad with the more positive 
expected impact from extensions will generally 
appear in a higher position than the other.”

Example Scenario (Search Advertising):

Advertiser 1:  

$2.00 (Max CPC Bid) x 10 (Quality Score) = 20 (Ad Rank)

Advertiser 2:  

$5.00 (Max CPC Bid) x 5 (Quality Score) = 25 (Ad Rank)

How is Ad Position Determined?  
Generally, the higher the Ad Rank, the higher the Ad Position. In 
the above scenario, Advertiser 2 will rank higher than Advertiser 1 
on the paid search results due to a higher ad rank difference of 5.

Advertiser 3:  

$3.00 (Max CPC Bid) x 5 (Quality Score) = 15 (Ad Rank)



8Structure of a Google Ads Account
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9Structure of a Google Ads Account
Google Ads Manager Account / My Client Center (MCC) Account

What is a Google Ads Manager Account? 

A manager account is an Google Ads account that lets you easily view and manage multiple Google Ads accounts -- including other manager 
accounts -- from a single login and dashboard. Think of it as an umbrella account to manage multiple campaigns efficiently. It is useful for a 
digital agency or someone who manages multiple Google Ads accounts. 

Further reading: https://support.google.com/google-ads/answer/6139186?hl=en 

About User Access Levels for your Manager Account: https://support.google.com/google-ads/answer/7476552

https://support.google.com/google-ads/answer/6139186?hl=en
https://support.google.com/google-ads/answer/7476552
https://support.google.com/google-ads/answer/6139186?hl=en
https://support.google.com/google-ads/answer/7476552


10Structure of a Google Ads Account

What Can You Do at the Account Level? 

The account level allows you to: 
• Manage billing and payment settings 
• Manage account access (adding and deleting users) 
• Linking accounts to other marketing assets 
• And more 

Further reading: https://support.google.com/google-ads/answer/1704334 

Account Account

Property Listings Online Clothing Store

https://support.google.com/google-ads/answer/1704334
https://support.google.com/google-ads/answer/1704334


11Structure of a Google Ads Account

What Can You Do at the Campaign Level? 

You can manage ad campaign settings at this level such as: 
• Budget 
• Location targeting 
• Bidding strategies 
• Select Google Networks 
• And more 

Further reading: https://support.google.com/google-ads/answer/1704395 

Pro tip: You should create campaigns based on the structure of your website and group campaigns by the types of products or services.

Campaign

Search 

Campaign

Display Remarketing

Campaign

Men’s Clothing (Search)

Campaign

Women’s Clothing (Search)

https://support.google.com/google-ads/answer/1704395
https://support.google.com/google-ads/answer/1704395


12Structure of a Google Ads Account

What Can You Do at the Ad Group Level? 

At the Ad Group level, you can: 
• Create multiple ad groups to break up keywords and ads into related themes 
• Group similar keywords into the same ad group 
• Create multiple ads within the same ad group to trigger on relevant search terms 
• Add negative keywords 
• Create ad extensions 
• Target different audiences 
• And more 

Further reading: https://support.google.com/google-ads/answer/2375404

Ad Group Ad Group Ad Group Ad Group
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https://support.google.com/google-ads/answer/2375404
https://support.google.com/google-ads/answer/2375404


Module 2: Google Search 
Campaign Setup



14Sign up for a Google Ads Account

To start advertising on Google, you 
need to take the following steps: 

1. Create a Gmail Account 
2. Navigate to ads.google.com 
3. Click on ‘Get Started’

http://ads.google.com
http://ads.google.com
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Sign up for a Google Ads Account

Sign in to your Gmail Account
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Sign up for a Google Ads Account

Click on ‘Switch 
to Expert Mode’
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Sign up for a Google Ads Account
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Sign up for a Google Ads Account

Click on ‘Submit’
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Sign up for a Google Ads Account

Click on ‘Explore your Campaign’
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Welcome to the Google Ads Interface

We’re going to create our very first 
Google search advertising 
campaign.

Navigate to ‘Campaigns
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Create a Search Ads Campaign

Click on ‘+’
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Create a Search Ads Campaign

Click on ‘+ New Campaign’



23Create a Search Ads Campaign

There are 6 campaign goals. When you 
select a goal, you’ll see suggested 
campaign settings on the following 
steps aimed at helping you obtain that 
goal. Each campaign can use only one 
goal. Keep in mind the goal you choose 
should be the main thing you want to 
achieve for your business. 

1. Sales - Drive sales online, in app, by 
phone, or in store 

2. Leads - Get leads and other 
conversions by encouraging 
customers to take action 

3. Website traffic - Get the right 
people to visit your website 

4. Product and brand consideration - 
Encourage people to explore your 
products or services 

5. Brand awareness and reach - Reach 
a broad audience and build 
awareness 

6. App promotion - Get more installs 
and interactions for your app



24Create a Search Ads Campaign

For the purpose of simplicity, 
we will create a campaign 
without a goal's guidance.
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Create a Search Ads Campaign
There are 7 campaign types. The last type (not 
shown) - Smart campaign is only available on 
certain conditions: 

1. Search - Create text or call ads that show 
near search results of Google.com, on Google 
search partners sites, and more. 

2. Display - Create visually appealing ads that 
serve across the Google Display Network, on 
Youtube, and on mobile or in app. 

3. Shopping - Create Shopping ads that drive 
online and in-store sales, website clicks, and 
other conversions. 

4. Video - Create video ads that are designed to 
increase reach and awareness, encourage 
engagement, or drive conversions. 

5. App - Create app promotion ads that serve 
across the Google Search Network, the Display 
Network, Google Play, within other apps, and 
on YouTube. 

6. Smart - Create text and image ads that show 
on Google, Google Maps, and across the web, 
and take advantage of minimal hands-on ads 
management. 

7. Discovery - Create visually rich, personalized 
ads that drive engagement with your brand 
across YouTube, Gmail, Discover, and more.

https://support.google.com/google-ads/topic/7458449?hl=en&ref_topic=9024773
https://support.google.com/google-ads/answer/1722047?co=ADWORDS.IsAWNCustomer=false&hl=en
https://support.google.com/google-ads/answer/2404190?hl=en
https://support.google.com/google-ads/answer/2454022?hl=en&ref_topic=6275320
https://support.google.com/google-ads/answer/2375464?hl=en#
https://support.google.com/google-ads/answer/6247380?hl=en
https://support.google.com/google-ads/answer/7652860?hl=en
https://support.google.com/google-ads/topic/7458449?hl=en&ref_topic=9024773
https://support.google.com/google-ads/answer/1722047?co=ADWORDS.IsAWNCustomer=false&hl=en
https://support.google.com/google-ads/answer/2404190?hl=en
https://support.google.com/google-ads/answer/2454022?hl=en&ref_topic=6275320
https://support.google.com/google-ads/answer/2375464?hl=en#
https://support.google.com/google-ads/answer/6247380?hl=en
https://support.google.com/google-ads/answer/7652860?hl=en
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Create a Search Ads Campaign

What are Search Partners? 
Sites in the Search Network that partner with 
Google to show ads. Search partners extend 
the reach of Google Search ads to hundreds of 
non-Google websites, as well as YouTube and 
other Google sites. On search partners sites, 
your ads can appear on search results pages, 
on site directory pages, or on other pages 
related to a person's search. 

What does including the Display Network 
mean? 
A Search Network campaign with Display 
Expansion can help you reach people as they 
use Google search and visit sites across the 
web. In general, your ads will show primarily 
on the Search Network, and can show on the 
Display Network if it appears you’ll have 
remaining daily budget. This saves you time in 
setting up two different campaigns. However, 
it may be a better option to separately 
manage a Display campaign as you will have 
more control.

https://support.google.com/google-ads/answer/2616017?hl=en
https://support.google.com/google-ads/answer/7193800?hl=en&visit_id=637018960323870800-3300817242&rd=1
https://support.google.com/google-ads/answer/7193800?hl=en&visit_id=637018960323870800-3300817242&rd=1
https://support.google.com/google-ads/answer/7193800?hl=en&visit_id=637018960323870800-3300817242&rd=1
https://support.google.com/google-ads/answer/2616017?hl=en
https://support.google.com/google-ads/answer/7193800?hl=en&visit_id=637018960323870800-3300817242&rd=1
https://support.google.com/google-ads/answer/7193800?hl=en&visit_id=637018960323870800-3300817242&rd=1
https://support.google.com/google-ads/answer/7193800?hl=en&visit_id=637018960323870800-3300817242&rd=1
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Create a Search Ads Campaign
About Location Targeting 
Advertisers can target and/or exclude any 
combination of countries, territories, or 
regions.  

How Does Google Determine the location of 
the user? 
• IP address 
• Device location 

It is highly recommended to target only 1 
location per campaign to allow maximum 
control over budget and bidding, as well as 
the most detailed level of reporting of 
performance. 

You can also target bulk locations or radius 
targeting. Further reading: https://
support.google.com/google-ads/answer/
1722043?hl=en&ref_topic=3119074 

https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
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Create a Search Ads Campaign
About Advanced Location Targeting Options 
• Reach people in, or who show interest in, your 

targeted locations - This default and 
recommended option lets you reach people who 
are likely to be located, or who are regularly 
located in your targeted location, as well as people 
who have shown interest in your targeted location. 
By selecting this default setting your ad can appear 
to people all over the world, as long as they 
include the location as a keyword. 

• Reach people in or who are regularly in your 
targeted locations - This option lets you show your 
ads to people who are likely to be located, or who 
are regularly located in your target area. This does 
not include people who searched for your target 
locations but whose physical location was outside 
the target location at the time of searching.  

• Reach people who are searching for your 
targeted locations - This option lets you show your 
ads to anyone who searches on Google for your 
targeted location. If a person doesn’t specify a 
location in their search, then the system uses their 
physical location for targeting.
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Create a Search Ads Campaign

About Advanced Location Targeting Options 
By default, you'll exclude people located in or 
showing interest in your excluded locations. You 
have the option to change your default setting to 
exclude only people who are located in your 
excluded locations. Let's take a look at our 
available exclusion options, and examine how they 
work with some example campaigns. 
• Don’t show ads to people in, or who show 

interest in, your excluded locations - With this 
option, we won't show your ads to people who 
are likely to be located in your excluded location 
OR who showed interest in your excluded 
location.  

• Don’t show ads to people within your excluded 
locations - This option keeps your ads from 
appearing to people who are likely to be located 
in the areas you've excluded. People who are 
outside these areas may still see your ads.
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Create a Search Ads Campaign

Selecting “People in your targeted 
locations” ensures that your audience 
is physically based in your selected 
location. 

Meaning to say, someone in Malaysia 
will not see your ad even if she typed 
“property rental in singapore”. Her IP 
address and device location has to be 
based in Singapore in order to see your 
ad.
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Create a Search Ads Campaign

Google will detect languages based on 
Google Domain (google.fr, google.cn, 
etc), Google Interface Language 
Setting, Search Query (in local 
language), and Recently viewed pages 
(for Display Ads).
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Create a Search Ads Campaign

Audiences allow you to create 
audience lists to layer onto your 
ad groups, combining intent 
and insights to send the right 
message to the right customer with 
the right bid.  

Example: If you are running a back 
to school promo, we may want to 
add audiences based on 
demographics, or in-market 
audiences for education services so 
that we can run a customised ad for 
these relevant audiences
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Create a Search Ads Campaign
Demographic targeting are based on Parental 
Status, Marital Status, Education, Home Ownership 

Affinity is the interests and habits of your target 
audience. 

In-market audiences are based on a user’s search 
and browsing history. For example, if someone is 
constantly searching for accommodation in New 
York, and looking for places to eat or visit in New 
York, that user will fall into the In-market audience 
list for Hotel & Accommodations  

Remarketing audiences are based on past visitors 
to your site. For search ,this technique is 
commonly called Remarketing List for Search Ads 
(RLSA). This helps to pre-qualify searchers by 
showing search ads to only those who have visited 
your site before. 

Combined audiences allows you to combine your 
audiences to better define your ideal audience. 

It is advisable to start with “Observation” first to 
understand how effective your selected audience 
is. Change that to “Targeting” once you have the 
data to inform you that it is effective.
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Create a Search Ads Campaign
About Daily Budget 
Up to 2 times your campaign's daily budget can be used to show your ads 
on certain days of the week or certain times of the month based on 
fluctuations in traffic — but not more than you spend on your campaigns 
each month. This means that as long as your budget is consistent for an 
entire month, you won't be charged more than your daily budget 
multiplied by the average number of days in a month, which is 30.4 (365 
days in a year ÷ 12 months). 

However, you'll still only be charged up to 2 times your daily budget. For 
example, if your daily budget is US$10, and you've accumulated $23 in 
costs on a given day, you'll only be charged $20 per day. The remaining $3 
is returned to you as an overdelivery credit, which you can see in your 
transaction history. 

Calculate based on your average cost-per-click  

You can choose a daily budget for each campaign based on your 
advertising goals. 

For example, let's say your cost-per-click is $0.10 on average, and you'd 
like around 500 clicks per day. You might budget $50 per day. 

Using this example, here's how you'd figure out your daily budget: 

$0.10 x 500 = $50 per day (cost-per-click x clicks per day = Daily budget) 

Further reading: https://support.google.com/google-ads/answer/
2375423?hl=en

https://support.google.com/google-ads/answer/2375423?hl=en
https://support.google.com/google-ads/answer/2375423?hl=en
https://support.google.com/google-ads/answer/2375423?hl=en
https://support.google.com/google-ads/answer/2375423?hl=en
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Create a Search Ads Campaign
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Create a Search Ads Campaign
About Automated bid strategies 
• Target CPA - With "Target CPA", Google Ads 

automatically sets bids to help get as many 
conversions as possible at the target cost-per-
acquisition (CPA) you set. Some conversions may 
cost more or less than your target. 

• Target ROAS - With "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. 

• Maximize clicks - With "Maximize clicks", Google 
Ads automatically sets your bids to help get as 
many clicks as possible within your budget. A 
maximum CPC bid limit caps each cost-per-click 
bid. This could limit the clicks on your ad. 

• Maximize conversions - Google Ads automatically 
sets your bids to help you get the most 
conversions within your budget. 

• Maximize conversion value - Sets bids to 
maximise your conversion value with the given 
budget 

• Target impression share - "Target impression 
share" automatically sets your bids to increase 
your ads' chances of appearing in the search page 
area you select.

Tip: It is recommended to select “Maximize clicks” in the early 
days of your campaign, as you are in the experimental stage and 
have very little data to try other options such as “Target CPA”.

https://support.google.com/google-ads/answer/6268632
https://support.google.com/google-ads/answer/6268637?hl=en
https://support.google.com/google-ads/answer/6268626
https://support.google.com/google-ads/answer/7381968
https://support.google.com/google-ads/answer/9121108
https://support.google.com/google-ads/answer/6268632
https://support.google.com/google-ads/answer/6268637?hl=en
https://support.google.com/google-ads/answer/6268626
https://support.google.com/google-ads/answer/7381968
https://support.google.com/google-ads/answer/9121108
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Create a Search Ads Campaign
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Create a Search Ads Campaign

It is advisable to select “Optimise: 
Prefer best performing ads”.  

But if you’re doing A/B testing, it 
will be best to select “Do not 
optimise: Rotate ads indefinitely”
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Create a Search Ads Campaign

Remember, an ad group is where you 
create ads and match them to 
keywords that will be triggered when 
they match search terms entered by 
search engine users. 

Let's create our first ad group!
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Understanding Keyword Match Types
Keyword & Match Types Ads May Show For Search 

Terms Such As…
Ads May Not Show For 
Search Terms Such As… Rationale

Digital marketing courses
• E-learning digital 
• SEO course 
• Digital marketing trends

• Wet market 
• Engineering course 
• Digital camera

Your ads may appear as long as 
one term within your keyword is 
matched.

+Digital +marketing 
+courses

• Courses on digital marketing 
• Marketing courses for digital 

transformation 
• Singapore digital marketing 

course

• Facebook marketing course 
• Digital courses 
• Google course

Search terms may appear in any 
order as long as the term 
immediately after the “+” sign is 
present. Additional words may 
appear anywhere before and after 
these terms. 

“Digital marketing 
courses”

• Digital marketing courses SG 
• Best digital marketing courses 
• Online digital marketing course

• Marketing courses digital 
• Digital marketing transformation 

course 
• Digital marketing singapore 

courses

Ads won't show if a word that 
changes the meaning of the phrase 
is added in between the phrase. 
Close variants apply.

[digital marketing 
courses]

• Digital marketing courses 
• Course for digital marketing 
• Digital marketer vourse

• Digital marketing course sg 
• Digital advertising course 
• Digital training

Close variants may appear in any 
order and additional words may 
appear anywhere around the term 
as long as the meaning is not 
changed. 

Further reading: https://support.google.com/google-ads/answer/7478529?hl=en

https://support.google.com/google-ads/answer/7478529?hl=en
https://support.google.com/google-ads/answer/7478529?hl=en


41

Same-meaning Close Variants

Keyword & Match Types Ads May Show For Search Terms 
Such As… Rationale

“Digital marketing courses” • Online marketing course 
• Digital marketing e-learning

Word order will still be respected in same-
meaning queries

+digital +marketing +courses • Courses on online marketing 
• Social media course

Google may be a little more liberal with 
interpreting the “same-meaning” as opposed 
to the phrase match example example

Further reading: https://searchengineland.com/google-extends-same-meaning-close-variants-to-phrase-match-broad-match-modifiers-320138

https://searchengineland.com/google-extends-same-meaning-close-variants-to-phrase-match-broad-match-modifiers-320138
https://searchengineland.com/google-extends-same-meaning-close-variants-to-phrase-match-broad-match-modifiers-320138
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Create a Search Ads Campaign

There are a few types of 
keyword modifiers to ensure 
your ad doesn’t show up when 
someone types something 
irrelevant. 

For example, if you bid for the 
keyword [office furniture], your 
ad won’t show up if someone 
types in “home furniture”. 

To understand this better, head 
over to https://
support.google.com/google-ads/
answer/7478529 

https://support.google.com/google-ads/answer/7478529
https://support.google.com/google-ads/answer/7478529
https://support.google.com/google-ads/answer/7478529
https://support.google.com/google-ads/answer/7478529
https://support.google.com/google-ads/answer/7478529
https://support.google.com/google-ads/answer/7478529
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Create a Search Ads Campaign
Final URL is the URL of the page that you want to 
send your visitors to.  

Display path are additional text that you can use 
to make your text more enticing - it does not alter 
the the Final URL that the visitors land on after 
they click on the ad. 

Headlines & Descriptions are where you enter 
your main ad copy.  
 
Take note! Headline 3 and Description 2 may not 
always show, so make sure to have the most 
critical information in Headlines 1 & 2, and 
Description 1! 

Want to create compelling ads that will skyrocket 
your click through rates? Check out this article 
https://www.equinetacademy.com/adwords-
display-text-ads-best-practices-checklist/ and 
download this checklist https://
www.equinetacademy.com/resource/google-
search-and-display-ads-best-practices-checklist/ 

https://www.equinetacademy.com/adwords-display-text-ads-best-practices-checklist/
https://www.equinetacademy.com/adwords-display-text-ads-best-practices-checklist/
https://www.equinetacademy.com/resource/google-search-and-display-ads-best-practices-checklist/
https://www.equinetacademy.com/resource/google-search-and-display-ads-best-practices-checklist/
https://www.equinetacademy.com/resource/google-search-and-display-ads-best-practices-checklist/
https://www.equinetacademy.com/adwords-display-text-ads-best-practices-checklist/
https://www.equinetacademy.com/adwords-display-text-ads-best-practices-checklist/
https://www.equinetacademy.com/resource/google-search-and-display-ads-best-practices-checklist/
https://www.equinetacademy.com/resource/google-search-and-display-ads-best-practices-checklist/
https://www.equinetacademy.com/resource/google-search-and-display-ads-best-practices-checklist/


44

Responsive Search Ads

Add up to 15 headlines and 4 descriptions. 

Google Ads will automatically mix and match the 
headlines and descriptions to increase relevance.
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Components of a Basic Search Ad
Headlines 1, 2 & 3 (30 Characters each)

Description 1 & 2 (90 Characters each)

URL path 
(15 Characters  
after each / )
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Create a Search Ads Campaign
3 Simple Tips on Writing Ad Copies 

1.Talk about their end goal Show them you 
understand them, and that you can fulfil their 
aspiration. If you’re selling your car, would “Sell 
your car here” or “Fetch the highest price for 
your car” 

2.Focus on Benefits, not Features “Our product is 
full of Vitamins A, B1, C….” vs “Look and feel 
younger” 

3.Don’t make em’ think! Tell your prospects 
exactly what you want them to do. Include a 
Call-to-Action such as “Learn More”, “Get Free 
Quote”, or “Call Now” 

It's highly recommended to have three to five ads 
per ad group. The more ads that you have, the more 
options that you'll have for success in an auction.
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Create a Search Ads Campaign
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Time for 1st Mock Quiz!
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Ad Copywriting Exercise

3 Simple Tips on Writing Ad Copies
1. Talk about their end goal Show them you understand them, and that you 

can fulfil their aspiration. If you’re selling your car, would “Sell your car 
here” or “Fetch the highest price for your car” 

2. Focus on Benefits, not Features “Our product is full of Vitamins A, B1, 
C….” vs “Look and feel younger” 

3. Don’t make em’ think! Tell your prospects exactly what you want them to 
do. Include a Call-to-Action such as “Learn More”, “Get Free Quote”, or 
“Call Now”

Go to https://bit.ly/search-jul2020
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Adding a Dynamic Search Ads Ad Group
1. Click on “Ad Groups”

3. Select the campaign to 
add a new Ad Group to

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.  

1.Save time. No more mapping keywords, bids, 
and ad text to each product on your website. 

2.When a customer's search is relevant to your 
product or service, Google Ads will 
dynamically generate an ad with a clear 
headline for the most relevant page on your 
site. 

3.Control your ads. You can show ads based on 
your entire website, or specific categories or 
pages. 

4.Capture additional traffic. Dynamic Search Ads 
can help you gain additional traffic and sales 
identifying new serving opportunities that you 
aren’t already targeting with keywords.

2. Click on +
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Adding a Dynamic Search Ads Ad Group

1. Select “Dynamic”

3. Click on update

2. Enter the website 
domain that you want 
to advertise for
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Adding a Dynamic Search Ads Ad Group
1. Key in an Ad Group 
Name

3. Click on Save and Continue

Dynamic Search Ad headlines and 
landing pages are generated using 
content from your website based on 
the following settings you choose:  

1.Use dynamic target categories 
recommended for your website to 
select several pages that match a 
specific theme for your targeting 
goals. 

2.Include specific pages from your 
website domain based on their 
category, page content, page title or 
URL. You can select different bids 
for different sections of your 
website or exclude pages on your 
website that you don’t want to be 
used for generating your ads. 

3.Generate Dynamic Search Ads based 
on all web pages available in your 
website domain. 

2. Select the 
ad targets
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Adding a Dynamic Search Ads Ad Group
1. The Final URL and Headlines 
are automatically populated 
based on the ad targets

3. Click on Save and Continue

2. Key in Descriptions 1 
& 2. The text here 
should be relevant to 
all the potential ad 
targets the ad might 
show up for
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Search Ad With Ad Extensions

Location

Callout

Sitelinks

Structured 
Snippets

A maximum of 4 extensions can be shown for a 
particular query or device at any given time
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Create a Search Ads Extension

Search ad extensions 
make your ad standout 
better and increase your 
click through rates.  

Best of all, they’re free 
to create! 

Further reading: https://
support.google.com/
google-ads/answer/
7332837

https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
https://support.google.com/google-ads/answer/7332837
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Create a Search Ads Extension

Let’s create a Site 
Links Search Ads 

Extension!
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Create a Search Ads Extension
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Create a Search Ads Extension
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Ad Extension Goal: Get customers to 
buy from your physical location

Affiliate Locations Location
If you sell your products through retail chains, affiliate location extensions can 

help you reach consumers when they are deciding what and where to buy. 
Affiliate location extensions help people find nearby stores that sell your 

products. 

Further reading: https://support.google.com/google-ads/answer/7178291

Location extensions can help people find your locations by showing your ads 
with your address, a map to your location, or the distance to your business. 
People can then click or tap your extension to get further details about your 
location on your location page, which includes the most relevant business 
information all in one place. Location extensions may also include a phone 
number or call button so that users can easily call your business. https://

support.google.com/google-ads/answer/2404182

Automated Extensions Available!

https://support.google.com/google-ads/answer/7178291
https://support.google.com/google-ads/answer/7178291
https://support.google.com/google-ads/answer/2404182
https://support.google.com/google-ads/answer/2404182
https://support.google.com/google-ads/answer/2404182
https://support.google.com/google-ads/answer/2404182


60

Ad Extension Goal: Get customers to 
contact you

Call Message
To show your phone number with your ads, create call extensions. When your 

call extensions show, people can tap or click a button to call your business 
directly, or they can tap or click your ad to go to your website. All in all, call 
extensions give you more chances to get and track valuable conversions. 

Further reading: https://support.google.com/google-ads/answer/7159346?hl=en

Message extensions let potential customers send you text messages right from 
your ad. With one tap on your ad, people on mobile devices can contact you to 
book an appointment, get a quote, ask for information, request a service, and 
more. Message extensions can help you grow your business by giving people 
another convenient option to reach you. https://support.google.com/google-

ads/answer/7172668?hl=en

Automated Extensions Available!

Automated Extensions Available!

https://support.google.com/google-ads/answer/7159346?hl=en
https://support.google.com/google-ads/answer/7159346?hl=en
https://support.google.com/google-ads/answer/7172668?hl=en
https://support.google.com/google-ads/answer/7172668?hl=en
https://support.google.com/google-ads/answer/7172668?hl=en
https://support.google.com/google-ads/answer/7172668?hl=en
https://support.google.com/google-ads/answer/7172668?hl=en
https://support.google.com/google-ads/answer/7172668?hl=en
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Ad Extension Goal: Get customers to 
convert on your website

Structured Snippets Price
Highlight specific aspects of your products and services with structured 

snippets extensions. Structured snippets show beneath your text ad in the form 
of a header (ex: "Destinations") and list of values (ex: "Hawaii, Costa Rica, South 

Africa”).  

Aim to include at least 4 values per header. 
Further reading: https://support.google.com/google-ads/answer/6280012?hl=en

Price extensions can add more value to your Search Network text ads by giving 
you a bigger showcase for your services and range of products, and by linking 

people directly to what interests them on your site. Price extensions appear 
below your text ad on desktop and mobile, and give you more space to tell 

people details about what your business offers. They show as a set of up to 8 
cards that people can view to see different options and prices. From your price 

menu, people can go directly to the item that interests them on your site. 
https://support.google.com/google-ads/answer/7065415?hl=en

Automated Extensions Available!

https://support.google.com/google-ads/answer/6280012?hl=en
https://support.google.com/google-ads/answer/6280012?hl=en
https://support.google.com/google-ads/answer/7065415?hl=en
https://support.google.com/google-ads/answer/7065415?hl=en
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Ad Extension Goal: Get customers to 
convert on your website

Sitelinks
Sitelinks will show in a variety of ways, depending on 
device, position, and other factors. When your sitelink 
extension appears with one of your ads on a computer, 

your ad will show no fewer than 2 links due to the minimum 
2-sitelink requirement to serve an ad. Your ad can have up 

to 6 links. Sitelinks may appear on the same line or fill up to 
two lines of your ad.

To add more links to your ads, create sitelink extensions. 
Sitelinks can take people to specific pages on your site—

your store hours, a specific product, or more. When 
someone clicks or taps on your links, they skip right to 

what they want to know or buy. 

Further reading: https://support.google.com/google-ads/
answer/2375416?hl=en

Automated Extensions Available!

https://support.google.com/google-ads/answer/2375416?hl=en
https://support.google.com/google-ads/answer/2375416?hl=en
https://support.google.com/google-ads/answer/2375416?hl=en
https://support.google.com/google-ads/answer/2375416?hl=en
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Ad Extension Goal: Get customers to 
convert on your website

Promotion Callout
Promotion extensions can add more value to your Search Network text ads by 

highlighting your sales and promotions for people that are searching for the best 
deals your business has to offer. Promotion extensions show below your ad in 
an easy to read format that catches the eye of your potential customers. The 
special occasion you select, for example, "Back-to-school” or “Mother’s Day” 

appears as a bold label next to your promotional text. https://
support.google.com/google-ads/answer/7367521?hl=en

Callouts can improve your text ads by promoting unique offers to shoppers, like 
free shipping or 24-hour customer service. When customers see your ads, they 

get detailed information about your business, products, and services. 2 to 6 
callouts show in addition to the text of your ad. Ads with callout extensions can 
show at the top and bottom of Google search results. When callout extensions 

show, they appear below your ad copy. https://support.google.com/google-ads/
answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1

Automated Extensions Available!

https://support.google.com/google-ads/answer/7367521?hl=en
https://support.google.com/google-ads/answer/7367521?hl=en
https://support.google.com/google-ads/answer/7367521?hl=en
https://support.google.com/google-ads/answer/7367521?hl=en
https://support.google.com/google-ads/answer/7367521?hl=en
https://support.google.com/google-ads/answer/7367521?hl=en
https://support.google.com/google-ads/answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1
https://support.google.com/google-ads/answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1
https://support.google.com/google-ads/answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1
https://support.google.com/google-ads/answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1
https://support.google.com/google-ads/answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1
https://support.google.com/google-ads/answer/7506719?hl=en&visit_id=637020524183830640-3939775206&rd=1
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Ad Extension Goal: Get people to 
download your app

App
App extensions allow you to link to your mobile or tablet 

app from your text ads. People click either on your ad 
headline to go to your site, or on the link to your app. App 

extensions are a great way to provide access to your 
website and your app from a single ad.

App extensions showcase your mobile or tablet app by 
showing a link to your app below your ad. Clicking this link 
leads you to your app’s description in the app store (Google 
Play or the Apple App Store). Clicking on your ad’s headline 

will still lead to your website.

Note: If your primary goal is to drive app downloads, app promotion ads (which link to apps exclusively) might be the better option. 

Further reading: https://support.google.com/google-ads/answer/2402582?hl=en

https://support.google.com/google-ads/answer/answer.py?answer=2549053
https://support.google.com/google-ads/answer/2402582?hl=en
https://support.google.com/google-ads/answer/answer.py?answer=2549053
https://support.google.com/google-ads/answer/2402582?hl=en
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Conduct Keyword Research
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Conduct Keyword Research
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Conduct Keyword Research
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Conduct Keyword Research

You can analyse the average 
monthly search volume (the 
amount of traffic potential the 
keywords), competition, and 
estimate cost per click bid range 
of your keyword ideas.
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Conduct Keyword Research

Did You Know? 

Keyword Planner can help you 
build a new Search Network 
campaign by multiplying keyword 
lists together.
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Adding Negative Keywords

When an advertiser adds 
negative keywords into an ad 
group within a search campaign, 
the ad will not show if the 
negative keyword appears in the 
user's search query. 

Negative keywords can help 
eliminate irrelevant ad 
impressions and reducing the 
number of irrelevant clicks
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Adding Negative Keywords

Did you know? The following keyword 
match types apply to negative keywords 
as well: 
•Negative broad match 
•Negative phrase match 
•Negative exact match 
•Symbols in negative keywords 

Further reading: https://
support.google.com/google-ads/
answer/2453972?hl=en

https://support.google.com/google-ads/answer/2453972?hl=en
https://support.google.com/google-ads/answer/2453972?hl=en
https://support.google.com/google-ads/answer/2453972?hl=en
https://support.google.com/google-ads/answer/2453972?hl=en
https://support.google.com/google-ads/answer/2453972?hl=en
https://support.google.com/google-ads/answer/2453972?hl=en
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Previewing Your Search Ad

Let’s Preview Your 
Search Ad!
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Previewing Your Search Ad

If your ad shows, you will see a 
green checkbox. 
 
If for some reason your ad 
doesn’t show e.g. you’ve 
finished your daily budget, 
Google will provide you with the 
reasons why, so you can fix it.

Useful tool for previewing 
multilingual campaigns spanning 
across multiple geographies!



74Set Up Remarketing Lists

Would you like to customise 
your Search ads to a set of 
audiences who have visited your 
webpages? 

Or are you only looking to use 
Search ads as a way to re-
engage site visitors? 

In this section, we’ll go through 
step by step how to set up 
Remarketing List for Search Ads
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Creating a Remarketing Audience List
1. Click Tools Icon

2. Click Audience 
Manager

First, let’s create an audience 
list of people who have visited 
your website at least once.
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Click Set Up an 
Audience Source

Creating a Remarketing Audience List
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Click Set Up Tag

Creating a Remarketing Audience List
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1. Select this 
option

2. Click save and 
continue

Creating a Remarketing Audience List
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1. Select one of 3 
options. Select 
this option if you 
are installing the 
tag on your 
website yourself

Creating a Remarketing Audience List
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1. Copy this 
script and paste 
it on the header 
of your website

2. Click Continue

Creating a Remarketing Audience List

If you’re not a technical person and don’t 
have access to the backend of your 
website, choose the second option “Email 
the tag” to email the instructions and tag 
to your web developer to install the code 
for you.
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Click Done

Creating a Remarketing Audience List
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Click Audience 
Lists

Creating a Remarketing Audience List



83

Click the + icon

Creating a Remarketing Audience List
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Click + Website 
Visitors

Creating a Remarketing Audience List
Website visitors: 
The standard list type for a website-based campaign. These lists track user behavior in 
your website and will add those users according to criteria specified by you or Google 
Ads, if automatically generated. These criteria can be visits, click-in source, click-out 
location and the various stages of a conversion. You can create this list type once the 
global site tag has been added to your website. Some website remarketing lists will be 
automatically created for you, e.g. All Visitors and All Converters. Learn more About 
automatically created lists. 

YouTube users: 
Users that view and/or interact with your video ads are added to YouTube lists. These 
remarketing lists can be created by first linking your YouTube channel to your Google Ads 
account. Learn more in About remarketing to YouTube viewers. 

App users: 
Users that have your app installed on their device are added to these lists and become 
eligible to be shown your ads while in other apps on the Google Display Network. Learn 
more About remarketing to App users. 

Customer list: 
Lists generated based on the Google Ads Customer Match feature. Customer lists allow 
you to upload contact information that your customers have shared with you, like emails 
or zip codes, to show ads to your customers as they browse across Google's properties 
like Google Search or YouTube. Learn more About Customer Match. 

Custom combination: 
A type of list created when you manually combine two or more existing remarketing lists. 
For example, if you have a list of high value shoppers and a list of people who bought 
electronics from you, then you can reach possible buyers of your new high value 
electronics by combining (ANDing) the two lists. 

Similar audience: 
People that don’t precisely match but share other behaviors with people in your existing 
remarketing lists. For example, a footwear advertiser may find that their sandal buyers 
also search for pool accessories so they may want to try creating a similar audience 
targeting searchers of pool accessories to show ads for their summer footwear. Similar 
audiences are created automatically for you, once your seed list is sufficiently big.
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1. Enter audience 
name

2. Select Visitors 
of a page

3. Enter URL

5. Select the 
membership duration

5. Click Create 
Audience

Creating a Remarketing Audience List
1. Enter Audience Name - for easier future reference. 

2. Select the type of visitors you’d like to add to this 
remarketing audience. You can try out combinations such 
as visitors of a page who did not visit another page to 
target non-converters.  

3. You will set and define the rules based on the URL of 
the page or the referring URL that brought the visitor to 
your site. 
 
4. If your remarketing tag had already been implemented 
prior to the set up, you will be able to include people 
from up to the past 30 days 
 
5. Depending on your sales cycle, you may want to 
consider setting the membership duration up to a 
maximum of 540 days  
 
Tip: Remarketing List Ideas 
 
1. Past Converters  
2. Cart Abandoners 
3. Specific Site Section  
4. Viewed Products 
5. Recent Visitors 

With this audience list created, we can now create a 
Display Advertising campaign to target ads to people who 
have visited your website at least once in the past 30 
days. 

Do remember to update your privacy policy to inform 
your website visitors you are using cookie-based tracking.

4. Include past 
audiences
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Applying Remarketing Audience List

3. Select “Targeting”

1.First navigate to a 
campaign you want to 
add the audience to

2. Next, click on 
“Audiences”

4. Select “How they have 
interacted with your business” 
to display your audience lists



Module 3: Optimisation Score 
and Performance Planner
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Understand Your Advertising Goals

Campaigns that are 
focused on brand 
awareness might be 
created by a car 
company that wants to 
create buzz for a new 
model, or a film company 
that wants to promote a 
new movie by offering 
visitors a sneak-peek. 

Focus on: impressions, 
customer engagement, 
reach and frequency

Campaigns that are 
focused on increasing 
traffic might be created 
by an organization that 
wants to promote a new 
fundraising drive, or a 
business that would like 
to increase sales of a 
new product. 

Focus on: clicks, 
clickthrough rate, 
keyword performance, 
search terms

Campaigns that are 
focused on increasing 
sales and conversions 
might be created by a 
company that wants to 
sell a lot of a particular 
product, or a non-profit 
organization that wants 
to encourage visitors to 
sign a petition for an 
important cause. 

Focus on: conversion 
data, landing pages

Increase Brand 
Awareness Increase Traffic Increase Conversions Increase Return on 

Investment

You can use an ROI 
calculation to compare 
two advertising 
campaigns against each 
other to see how much 
money you've made from 
each one. For example, a 
ceramics manufacturer 
might be able to 
determine that a less 
expensive blue vase that 
sells more briskly in one 
campaign is actually 
generating more profits 
than a more expensive 
green vase in a different 
campaign. 

Focus on: conversions

Further reading: https://support.google.com/google-ads/answer/1722036

https://support.google.com/google-ads/answer/1722036
https://support.google.com/google-ads/answer/1722036
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2. Click 
Conversions

Set Up Conversion Tracking
1. Click Tools & 
Settings

Conversion tracking is a free tool 
that shows you what happens after 
a customer interacts with your ads 
-- whether they purchased a 
product, signed up for your 
newsletter, called your business, or 
downloaded your app. When a 
customer completes an action that 
you've defined as valuable, these 
customer actions are called 
conversions. 

A conversion is an action that's 
counted when someone interacts 
with your ad (for example, clicks a 
text ad or views a video ad) and 
then takes an action that you’ve 
defined as valuable to your 
business, such as an online purchase 
or a call to your business from a 
mobile phone.
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Set Up Conversion Tracking
Click here to define 
a conversion
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Set Up Conversion Tracking
Click here to define 
a website conversion Different methods of tracking 

different types of conversions: 

Website - You can track website 
purchases, newsletter signups, 
button clicks, or other website 
actions. 

App - You can track customer 
installs your app or purchases from 
your app.  

Phone calls - You can track calls 
from ads, calls to a phone number 
on your website, phone number 
clicks on a mobile website. 

Import - You can track and import 
offline conversions, such as store 
visits or phone calls after your ad 
ran 

Further reading: https://
support.google.com/google-ads/
answer/1722054?hl=en

https://support.google.com/google-ads/answer/1722054?hl=en
https://support.google.com/google-ads/answer/1722054?hl=en
https://support.google.com/google-ads/answer/1722054?hl=en
https://support.google.com/google-ads/answer/1722054?hl=en
https://support.google.com/google-ads/answer/1722054?hl=en
https://support.google.com/google-ads/answer/1722054?hl=en
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Set Up Conversion Tracking

1. Select the 
conversion action 
category.

1. Select the category of conversion 
that is closest to your conversion 
action. If you’re tracking how many 
leads your ads bring you, select Lead. 

2. Name your conversion for easier 
reference in your reports. 

3. You will have to assign a value to 
each conversion if you would like to 
switch on the Target Return on Ad 
Spend (ROAS) bidding strategy. You 
may assign a flat value, or feed a 
dynamic value for each conversion.

2. Name your conversion

3. Select a value or otherwise
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Set Up Conversion Tracking

1. Select 
conversion count 1. Depending on the nature of your 

business, you may count Every or One 
conversion only. For B2B, you will likely 
only count multiple conversions as One 
because 3 form submissions from the 
same lead is still just one lead. For 
eCommerce store purchases, you will 
likely select Every, as every purchase will 
add to your overall revenue.
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Set Up Conversion Tracking

Conversion window - Conversions can 
happen days after a person interacts with 
your ad. Select the maximum time after 
an ad interaction that you want to count 
conversions 

View-through conversion window - A 
person may see your ad and not interact 
with it, then convert later. This is called a 
view-through conversion. Select the 
maximum time, after a person views your 
ad, that you want to count view-through 
conversions 

Include in Conversions - Include these 
conversions in your "Conversions" column. 
If you use Smart Bidding, your bid 
strategies will optimize for these 
conversions. 

Attribution model - The attribution 
model determines how much credit each 
click gets for your conversions. Further 
reading: https://
www.equinetacademy.com/multi-channel-
attribution-models-explained/

1. Modify 
conversion 
tracking settings

2. Click Create 
and Continue

https://www.equinetacademy.com/multi-channel-attribution-models-explained/
https://www.equinetacademy.com/multi-channel-attribution-models-explained/
https://www.equinetacademy.com/multi-channel-attribution-models-explained/
https://www.equinetacademy.com/multi-channel-attribution-models-explained/
https://www.equinetacademy.com/multi-channel-attribution-models-explained/
https://www.equinetacademy.com/multi-channel-attribution-models-explained/
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Set Up Conversion Tracking

Click here to install 
the tag on your 
website yourself

There are 3 ways to add the tag to 
your website. 

1. Install the tag yourself by adding 
the tag to your website code 

2. Email the tag to your webmaster 
if you don't have access to your 
website or are not technically 
savvy. 

3. Install the tag using Google Tag 
Manager. Google Tag Manager is 
a separate platform offered by 
Google that allows you to 
manage multiple tags in one 
location with convenience. 

We will go through each way.
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Set Up Conversion Tracking

Select tag 
installation options

If you select the first option, you 
need to download the snippet below 
and install this tag into all your 
HTML pages. 

If you select the second or third 
option, you don't need to install the 
code again as it would have already 
been installed through other 
methods.
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Set Up Conversion Tracking
1. Select Page 
Load or Click

1. Depending on the type of 
conversion you are tracking, you 
will need to add an event snippet 
that is either triggered on a page 
load (such as a thank you page) or 
on a click (such as the submit 
button) to signal to Google Ads that 
the user has converted. 

Important: If you do not add the 
right code to your conversion 
action on your website, your 
conversions will not count in your 
reports.

2. Click Next
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Set Up Conversion Tracking

1. Select 
tracking 
method

You may choose to email the tag to 
your web developer who has access 
to your website code.

2. Enter email 
address of your 
web developer

3. Click Send and Continue
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Set Up Conversion Tracking

Alternatively, you may use Google 
Tag Manager to install and manage 
your conversion tracking. 

https://tagmanager.google.com/ 

https://tagmanager.google.com/
https://tagmanager.google.com/
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Verify Conversion Tracking

Google Tag Assistant 

To verify if the tags have been 
properly implemented by your IT 
team or web developer, download 
the Google Tag Assistant that is 
available as a Chrome extension 

Download here: https://
chrome.google.com/webstore/
detail/tag-assistant-by-google/
kejbdjndbnbjgmefkgdddjlbokphdefk
?hl=en

https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
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Conversions: Differences in Counting
Analytics: Goal Analytics: Transaction Google Ads: Conversion

Count Once per session per configured 
goal

Many per session (Transactions 
with same Transaction ID within 
one session are not double 
counted.)

User configurable for each conversion action:

One conversion: Once per ad click

Every conversion: Many per ad click

Attribution 
time

Time of Goal completion Time of Transaction completion Time of the ad query preceding the click that led 
to a conversion

Attribution 
source

Last non-direct click model by 
default, but configurable (in the 
Model Comparison Tool).

Last non-direct click model by 
default, but configurable (in the 
Model Comparison Tool).

Only counted if the user has clicked on an ad 
from the Google Ads account (google/
cpc traffic only)

Reporting 
freshness

Reported fully after a 72 hour 
processing window

Reported fully after a 72 hour 
processing window

Reported daily for your chosen conversion 
window (1-90 days, default: 30 days)

Handling of 
multiple 
codes on 1 
page

One session can have one goal 
completion for each configured goal. 
So, the total can be up to 20 per 
session.

N/A If multiple Conversion Tracking tags for the 
same account are installed on a single page, 
Google Ads counts a separate conversion for 
each tag

https://support.google.com/analytics/answer/1665189
https://support.google.com/analytics/answer/1665189
https://support.google.com/google-ads/answer/3123169
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Optimisation Score
1. Click on the 
campaigns tab Benefits of Optimisation Score 

Instant 
With optimisation score, you get 
real-time estimates of how your 
accounts and campaigns are 
performing. You can also make 
instant improvements by accepting 
recommendations. 

Customised 
Optimisation score uses a variety of 
methods, such as statistical 
modelling, to give you 
recommendations tailored to your 
account's performance. 

Scalable 
Scores and recommendations are 
available for campaigns, accounts 
and most manager accounts 
(MCCs). This allows you to apply 
recommendations across multiple 
layers of your advertising strategy.

2. Look under the 
column 
“Optimisation 
score”

3. Click on any of your 
scores to go to the 
recommendations tab
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Optimisation Score
Campaign 
optimisation 
score

Ordered by most 
impactful 
recommendation

1. A score of 77% means that there's a 
23% optimisation opportunity available 
across all recommendations for this 
campaign. 

2. Optimisation score suggestions are 
ordered based on performance uplift, 
with the most impactful suggestions at 
the top of your Recommendations page. 

How is Optimisation score calculated? 

Optimisation score is calculated in real-
time, based on the statistics, settings, 
and the status of your account and 
campaigns, the relevant impact of 
available recommendations, and recent 
recommendations history. 

Optimisation score and available 
recommendations can change based on 
many factors, ranging from your settings 
to trends in the ads ecosystem. You may 
see a different score and a new set of 
recommendations when these changes 
happen. 

Scores will 
improve 
immediately 
upon acceptance
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Performance Planner
1. Click on Tools 
& Settings

2. Select 
Performance 
Planner

The Performance Planner can be used to:  

1. Understand the future spend 
potential of current Google Ads 
campaigns to help to drive budget 
decisions. 

2. Take advantage of seasonality to 
capture incremental opportunities. 

3. Set optimal bids and budgets across 
your campaigns to help ensure that 
ROI performance is maximised. 

4. Find new opportunities to grow your 
sales volumes with Google Ads.
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Performance Planner

1. Click on “+”

2. Select the 
campaigns to 
include in the 
performance plan

When selecting campaigns to put into 
the same Performance Plan, select the 
campaigns based on the same 
marketing objectives (e.g to get more 
course registrations, to get more 
newsletter sign ups, etc) to better 
account for seasonality trends for each 
marketing objective. 

Performance Planner uses billions of 
searches per week to power its Forecast 
Engine, and Machine Learning to fine-
tune forecasts for greater accuracy.
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Performance Planner

1. Select a 
Forecast period

3. Select a corresponding 
target, and set a target 
amount or number

By planning your Google Ads budgets on a 
monthly basis in advance, you can help 
ensure that when people need products 
or information, your ads can meet them 
at the right time to help to maximise 
conversions and achieve your key 
performance indicators (KPIs).

2. Choose from “Clicks”, 
“Conversions” or “Conversions 
Value” as the goal
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Performance Planner
1. You can make further 
adjustments by changing 
the CPA or spend

3. Compare results for Existing and Planned settings

2. Click on any point on the line 
graph to change the target for 
your selected key metric

4. Download the plan 
and make the changes 
manually
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Time for 2nd Mock Quiz!



Module 4: Measurement and 
Optimisation
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1. Open an incognito window and 
login to another Google Ads 
account: 

ads.google.com  
equinet.ads@gmail.com 
EQUINET123

2. Select Equinet Academy

Demo Account Login

http://ads.google.com
http://ads.google.com
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Impression:

An impression is counted each time your ad is 
served. Impressions help you understand how often 

your ad is being seen.

Clicks:
Counts when a user clicks on an ad

Avg. CPM:
Average cost-per-thousand impressions (CPM) is the 
average amount that you've been charged for 1,000 

impressions.

CTR:
Clickthrough rate (CTR) measures how often people 
click your ad after it's shown to them, which can help 
you understand the effectiveness of your ad. CTR is 
calculated by dividing the number of clicks your ad 

receives by the number of times your ad is shown. If 
you have 5 clicks and 1000 impressions, then your 

CTR is 0.5%.

Click Share:
"Click share" is the clicks you've received on the 

Search Network divided by the estimated maximum 
number of clicks that you could have received.

Search Exact Match IS:
"Search exact match impression share (IS)" is the 

exact match impressions you've received divided by 
the estimated number of exact match impressions 

you were eligible to receive on the Search Network.

Search Impr. Share:
"Search impression share" is the impressions you’ve 

received on the Search Network divided by the 
estimated number of impressions you were eligible to 

receive.

Search Top IS:
Search top impression share (IS) is the impressions 

you've received in the top location on the search 
result page divided by the estimated number of 

impressions you were eligible to receive in the top 
location. Use this metric to bid on the top page 

location.

Search Abs. Top IS:
"Search absolute top impression share" is the 

percentage of your Search ad impressions that are 
shown in the most prominent Search position. 
Absolute top impression share = absolute top 

impressions / total eligible top impressions

Search Lost Abs. Top IS (Rank):
Search lost absolute top impression share (Rank) 

estimates how often your ad wasn't the very first ad 
above the organic search results due to poor Ad 

Rank.

Search Lost IS (Rank):
"Search lost impression share (rank)" estimates how 
often your ad didn't show on the Search Network due 

to poor Ad Rank.

Search Lost Top IS (Rank):
Search lost top impression share (rank) estimates 
how often your ad didn't show anywhere above the 

organic search results due to poor Ad Rank.
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Search Lost IS (Budget):

"Search lost impression share (budget)" estimates 
how often your ad didn't show on the Search Network 

due to low budget.

Search Lost Top IS (Budget):
Search lost top impression share (Budget) estimates 
how often your ad didn't show anywhere above the 

organic search results due to low budget.

Search Lost Abs. Top IS (Budget):
Search lost absolute top impression share (Budget) 
estimates how often your ad wasn't the very first ad 
above the organic search results due to low budget.

Gmail Forwards:
"Gmail forwards" shows the number of times your ad 

was forwarded to someone else as a message.

Gmail Saves:
"Gmail saves" are the number of times someone has 

saved your Gmail ad to their inbox as a message.

Gmail Clicks:
"Gmail clicks" to a website indicates the number of 

clicks to your landing page.

View Rate:
"View rate" measures the percentage of people who 
watched your video after they first saw the video or 
thumbnail. It equals the number of views your ad 
receives divided by the number of impressions, 

including thumbnail impressions for video discovery 
ads.

Views:
A view is counted when someone watches 30 

seconds of your video (or the duration, if it's shorter 
than 30 seconds) or interacts with your video, 

whichever comes first.

Interactions:
An interaction is the main action associated with an 
ad format. These include clicks for text and Product 

Shopping ads, views for video ads, and more.

Interaction Rate:
"Interaction rate" measures how often people interact 

with your ad after it's shown to them. This helps 
measure your ad's effectiveness.

Engagements:
An engagement occurs when a consumer engages 
with an ad, for example, viewing or clicking a video 

ad or Showcase Shopping ad, or expanding a 
Lightbox ad. Engagements can help you understand 

how well your ad is performing. Relevant, highly-
targeted ads with attractive content can encourage 

viewers to engage more deeply with your brand.

Engagement Rate:
Engagement rate is used to measure how often 

people engage with your ad after it's been shown to 
them. Use it to help you figure out how effective your 

ad is. Engagement rate is the number of 
engagements divided by total impressions.
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Avg. CPE:

Average cost-per-engagement (CPE) is the average 
amount that you've been charged for an ad 

engagement. It's the total cost of all ad engagements 
divided by the total number of ad engagements.

Avg. CPV (Video Only):
Average cost-per-view (avg. CPV) is the average 
amount you paid each time someone viewed your 

video ad. It equals the total cost of all views divided 
by the total number of views. This differs from 

maximum CPV, which is the most you're willing to pay 
for an ad view.

Video Played to: 25%, 50%, 75%, 100% 
(Video Only):

"Video played to" measures what percentage of 
viewers watched to that point in the video. For 

example, if "Video played to 25%" is 30%, it means 
that 30% of viewers watched at least one-fourth 

(25%) of your video.

Est. Top of Page Bid:
This metric estimates the bid needed to get most of 

your impressions at the top of the first page of 
Google search results. If you're already bidding high 

enough, this minimum may be lower than your 
current bid.

Est. First Page Bid:
Estimated first page bid shows the amount you might 

need to bid for your ad to be displayed on the first 
page of Google search results.

Est. First Position Bid:
Estimated first position bid shows the amount you 
might need to bid for your ad to be displayed in the 
first position at the top of the first page of Google 

search results.

Viewable Impr.:
“Viewable impr.” shows the number of times an ad 
was viewable. An ad is viewable when at least 50% 
of its area is visible for 1 second for Display Network 

ads, or 2 seconds for video ads.

Non-viewable Impr.:
“Non-viewable impr.” shows the number of times your 

ad was considered non-viewable. An ad is non-
viewable when it doesn’t have at least 50% of its area 
visible for at least 1 second for Display Network ads, 

or 2 seconds for video ads.

Measurable Impr.:
“Measurable impressions” represents the number of 
times your ad appeared in locations on websites or 

apps that could be measured for viewability. Because 
only measurable impressions can be assessed for 
viewability, this can help you understand your ad’s 

viewable rate.

Non-measurable Impr.:
“Non-measurable impr.” shows the number of times 

your ad appeared in locations that aren’t able to 
measure viewabiity.

Measurable Cost:
“Measurable cost” is the total cost of all impressions 
that appeared in locations on websites or apps that 

could be measured for viewability.

Measurable Rate:
“Measurable rate” represents the percentage of total 
impressions that appeared in locations on websites 
or apps that could be measured for viewability. Total 

impressions include both impressions that are 
measurable and non-measurable for viewability.

https://support.google.com/google-ads/answer/6156146?ctx=tltp&utm_source=awfe&utm_medium=tooltip&utm_campaign=7068339
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Avg. Viewable CPM:

“Avg. viewable CPM” is the average amount you’ve 
been charged for 1,000 viewable impressions on 

Video and Display Network ads.

Viewable CTR:
“Viewable CTR” represents how often people click 

your ad after it becomes viewable. An ad is 
considered viewable when 50% of it shows on a 

webpage for at least one second.

Viewable Impr. Distrib.
“Viewable impression distribution” represents the 
percentage of your total ad impressions that were 

considered viewable. Total impressions include both 
measurable and non-measurable impressions. This 

differs from “viewable rate,” which only includes 
measurable impressions.

Non-viewable Impr. Distrib.:
“Non-viewable impression distribution” represents the 

percentage of your total ad impressions that were 
considered non-viewable. Total impressions include 
both measurable and non-measurable impressions. 

This can help you understand how many of your ad’s 
impressions couldn’t be viewed.

Bounce Rate:
“Bounce rate” is the percentage of single-page visits 

or visits in which the person left your site from the 
entrance (landing) page. This metric is imported from 

your Google Analytics accounts and is calculated 
based only on visits that originated from Google Ads 

clicks.

% New Sessions:
“% new sessions” is the percentage of first-time 
sessions (sessions from people who had never 

visited your site before). This metric is imported from 
your Google Analytics accounts and is calculated 

based only on sessions that originated from Google 
Ads clicks.

Non-measurable Impr. Distrib.:
“Non-measurable impr. distrib.” is the percentage of 

your total impressions that appeared in locations that 
aren’t able to measure viewabiity.

Display Lost IS (Rank):
"Display lost impression share (rank)" is the 

estimated percentage of impressions on the Google 
Display Network that your ads didn't receive due to 

poor Ad Rank.

Display Lost IS (Budget):
Display Lost impression share (budget) estimates 

how often your ad didn't show on the Display Network 
due to low budget.

Display Impr. Share:
"Display impression share" is the impressions you've 
received on the Google Display Network divided by 

the estimated number of impressions you were 
eligible to receive.

Viewable Rate:
“Viewable rate” is the percentage of your measurable 
impressions that were viewable, which estimates how 
many impressions were actually seen by customers. 

Relative CTR:
Relative CTR measures how your ads perform on 

Display Network sites compared to other ads on the 
same sites. Relative CTR is your clickthrough rate 

divided by the average clickthrough rate of all 
advertisers on the websites that show your ads.
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View-through Conv.:

View-through conversions (“View-through conv.”) are 
conversions that are recorded when users view (but 

don’t interact with) an ad and then later convert. 
These conversions are counted based on a period of 

time called a view-through conversion window.

Pages/Session:
“Pages/session” is the average number of pages on 
your website viewed per session. You can use this 

metric to measure visitor quality. This metric is 
imported from your Google Analytics accounts and is 

calculated based only on sessions that originated 
from Google Ads clicks.

Avg. Session Duration (Seconds):
“Average session duration” is the total duration of all 

sessions (in seconds) divided by the number of 
sessions. You can use this metric to measure visitor 

quality. This metric is imported from your Google 
Analytics accounts and is calculated based only on 

sessions that originated from Google Ads clicks.

Message Impr.:
"Message impressions" shows the number of times 
your message extension showed with your ad and a 
Google forwarding number was used, allowing the 

conversation to be trackable.

Chats:
“Chats” shows how many people have messaged 
your business using a Google forwarding number.

Chat Rate:
“Chat rate” shows the number of people who initiated 
a conversation with your business after seeing your 

message extension. This is calculated by the number 
of chats divided by the number of message 

impressions that showed with a Google forwarding 
number.

Phone Impr.:
Phone impressions are the number of times your ad 
either showed with a Google forwarding number or a 
Google forwarding number could have been shown to 

someone on your website.

Phone Calls:
Phone calls are the number of times people clicked 
on a phone number displayed in an ad on a mobile 
device or manually dialed the Google forwarding 

number displayed in an ad on any device.

PTR:
Phone-through rate (PTR) is the total number of 
phone calls received (Phone calls) divided by the 
number of times your phone number was shown 

(Phone impressions).

Avg. Impr. Freq. / Cookie:
The average number of times a unique cookie was 

exposed to your ad over a given time period.

Avg. View Freq. / Cookie:
Average view frequency per cookie is the typical 

number of times that someone viewed your ad from a 
unique browser over a given time period. Why it 

matters: Use this metric to better understand how 
frequently the same viewer is interested in your video 

ads.

Unique Cookies:
The number of unique cookies that were exposed to 
your ad over a given time period. You can use this 

information to estimate how many people were 
shown your ad (Reach)
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Unique Viewers (Cookies):

"Unique viewers (cookies)" shows the daily number of 
views from a unique browser that a video ad or all of 

your video ads had within a certain time period.

Avg. Impr. Freq. / User:
Avg. impr. freq. per user is the average number of 

times a unique person is shown your ad over a given 
time period. Use this metric to better understand how 

frequently a user may be exposed to your ad.

Unique Users:
Unique users shows the total number of people who 

saw an ad in Display or Video campaigns over a 
given period. How it works: This metric uses cross-
device statistical models to measure the total reach 

of an ad by adjusting for cases when people may see 
the same ad on different devices or when multiple 

people share one device. These models are 
calculated at the country level.

Est. Top of Page Bid:
This metric estimates the bid needed to get most of 

your impressions at the top of the first page of 
Google search results. If you're already bidding high 

enough, this minimum may be lower than your 
current bid.

Est. First Page Bid:
Estimated first page bid shows the amount you might 

need to bid for your ad to be displayed on the first 
page of Google search results.

Est. First Position Bid:
Estimated first position bid shows the amount you 
might need to bid for your ad to be displayed in the 
first position at the top of the first page of Google 

search results.

Outranking Share:
“Outranking share” is how often your ad ranked 

higher in the auction than another advertiser’s ad, or 
if your ad showed when theirs did not.
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Gmail Clicks:

"Gmail clicks" to a website indicates the number of 
clicks to your landing page.

Clicks:
Counts when a user clicks on an ad

Click Share:
"Click share" is the clicks you've received on the 

Search Network divided by the estimated maximum 
number of clicks that you could have received.

Avg. CPC:
Average cost-per-click (CPC) is the amount you've 
paid for your ad divided by its total clicks. If your ad 
receives 2 clicks, one costing $0.20 and one costing 
$0.40, your average CPC for those clicks is $0.30.

Viewable CTR:
“Viewable CTR” represents how often people click 

your ad after it becomes viewable. An ad is 
considered viewable when 50% of it shows on a 

webpage for at least one second.

Relative CTR:
Relative CTR measures how your ads perform on 

Display Network sites compared to other ads on the 
same sites. Relative CTR is your clickthrough rate 

divided by the average clickthrough rate of all 
advertisers on the websites that show your ads.

Pages/Session:
“Pages/session” is the average number of pages on 
your website viewed per session. You can use this 

metric to measure visitor quality. This metric is 
imported from your Google Analytics accounts and is 

calculated based only on sessions that originated 
from Google Ads clicks.

Avg. Session Duration (Seconds):
“Average session duration” is the total duration of all 

sessions (in seconds) divided by the number of 
sessions. You can use this metric to measure visitor 

quality. This metric is imported from your Google 
Analytics accounts and is calculated based only on 

sessions that originated from Google Ads clicks.

CTR:
Clickthrough rate (CTR) measures how often people 
click your ad after it's shown to them, which can help 
you understand the effectiveness of your ad. CTR is 
calculated by dividing the number of clicks your ad 

receives by the number of times your ad is shown. If 
you have 5 clicks and 1000 impressions, then your 

CTR is 0.5%.

Bounce Rate:
“Bounce rate” is the percentage of single-page visits 

or visits in which the person left your site from the 
entrance (landing) page. This metric is imported from 

your Google Analytics accounts and is calculated 
based only on visits that originated from Google Ads 

clicks.

% New Sessions:
“% new sessions” is the percentage of first-time 
sessions (sessions from people who had never 

visited your site before). This metric is imported from 
your Google Analytics accounts and is calculated 

based only on sessions that originated from Google 
Ads clicks.

Exp. CTR:
“Expected CTR” measures how likely it is that your 
ad will be clicked when shown. This score is based 

on the past clickthrough performance of your ads. We 
exclude the effects of ad position, and other factors 

that affect the visibility of your ad, such as 
extensions.
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Conversions:

"Conversions" shows the number of conversions you 
received after ad interactions (such as text ad clicks 
or video ad views) from all actions you've included in 

this column.

Phone Calls:
Phone calls are the number of times people clicked 
on a phone number displayed in an ad on a mobile 
device or manually dialed the Google forwarding 

number displayed in an ad on any device.

Cross-device Conv.:
Cross-device conversions (Cross-device conv.) are 

conversions that are counted when a customer 
interacts with an ad on one device, then converts on 

a different device or browser.

Landing Page Exp.:
"Landing page experience" estimates how relevant 
and useful your landing page is to people who click 
your ad. It takes into account factors such as how 
well your landing page content matches a person’s 

search term, and how easy it is for people to navigate 
your page.

Chats:
“Chats” shows how many people have messaged 
your business using a Google forwarding number.

Conv. Value / Click:
Conversion value per click (“Conv. value/click”) is the 
average conversion value of your ad interactions. It’s 
your conversion value divided by the number of ad 

interactions. Ad interactions includes clicks and other 
interactions such as engaged views of a video ad. 

This metric doesn’t include clicks that couldn’t lead to 
conversions, such as those that happen when you 

aren’t using conversion tracking.

Conv. Rate:
Conversion rate (“Conv. rate”) shows how often, on 
average, an ad interaction leads to a conversion. It’s 
“Conversions” divided by the interactions with your 
ad. Ad interactions include clicks for text ads and 

views for video ads. This metric only includes 
interactions that could lead to conversions.

View-through Conv.:
View-through conversions (“View-through conv.”) are 
conversions that are recorded when users view (but 

don’t interact with) an ad and then later convert. 
These conversions are counted based on a period of 

time called a view-through conversion window.
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Quality Score:

Quality Score is an estimate of how relevant your 
ads, keywords, and landing pages are to a person 
who sees your ad. Higher Quality Scores typically 

lead to lower costs and better ad positions.

Conv. Value:
Conversion value (Conv. value)  is the sum of 

conversion values for your conversions. This metric is 
useful only if you entered a value for your conversion 

actions.

Value / Conv.:
Value per conversion ("Value/conv.") is approximately 
how much, on average, each of your conversions is 

worth. It’s the conversion value divided by 
“Conversions.”

Cost/Conv.:
Cost per conversion (“Cost/conv.”) shows the 

average cost of a conversion. It’s your cost divided by 
your conversions. If you track multiple conversion 
actions, your overall cost per conversion may be 

lower than the cost for each conversion action. The 
cost in this metric only includes ad interactions that 

could lead to conversions.

Conv. Value / Cost:
Conversion value per cost ("Conv. value/cost") 
measures your return on investment. It’s the 

conversion value divided by the total cost of all ad 
interactions. The cost in this metric excludes 

interactions that can’t lead to conversions, such as 
those that happen when you aren’t using conversion 

tracking.

Conv. Value / Click:
Conversion value per click (“Conv. value/click”) is the 
average conversion value of your ad interactions. It’s 
your conversion value divided by the number of ad 

interactions. Ad interactions includes clicks and other 
interactions such as engaged views of a video ad. 

This metric doesn’t include clicks that couldn’t lead to 
conversions, such as those that happen when you 

aren’t using conversion tracking.

Conv. Rate:
Conversion rate (“Conv. rate”) shows how often, on 
average, an ad interaction leads to a conversion. It’s 
“Conversions” divided by the interactions with your 
ad. Ad interactions include clicks for text ads and 

views for video ads. This metric only includes 
interactions that could lead to conversions.
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Measure Google Ads Performance

Tool Tip: 

For each question you ask, it 
helps to determine which metrics 
to focus your analysis on, so that 
you know where to access the 
right reports and make 
appropriate recommendations for 
improvement.

Questions to ask to evaluate performance of Google Ads campaigns

•How many people has my ad reached? 
•How frequent are my ads showing? 
•How visible are my ads compared to my competitors? 
•What search terms are people searching that triggered your ads? 
•Which locations do the people who clicked on my ad come from? 
•Which devices are performing better? 
•What times of the day/week/months do my ads perform better? 
•Do my landing pages need improvement? 
•Do my ads need improvement? 
•Am I spending the right amount? 
•How do I lower my costs? 
•Are my ads converting?
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How Many People Has My Ad Reached 
and How Frequent are They Showing?

We can see that the total unique 
users who had seen the ad is 66,341 
and the average number of times 
each user had seen the ad was 1.3 
times.

1. Navigate to 
Campaigns

2. Enable the following 
Columns - Unique Users 
and Avg. Impr. Freq. / 
user
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How Visible Are My Ads Compared to My 
Competitors?

The higher your impression share 
the more visible your brand is 
compared to your competitors. 

In this scenario, the impression 
share is 92.94% - meaning to say the 
brand’s ads showed 92.94% of all 
the times a search targeting their 
keywords was conducted.

1. Navigate to 
Auction Insights
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What Search Terms Triggered Your Ads?

Run a Search Query Report  

1. Select any active campaign or ad 
group 

2. Go to “Keywords” tab  
 
3. Click on “Search terms” 

Depending on your match types, 
your ads may trigger various 
irrelevant keywords - thus it is very 
important to come back to this 
report periodically to make sure 
you’re not paying for these search 
terms. 
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Which locations do the people who 
clicked on my ad come from?

How to view your location reports: 

1.In the left page menu, click Campaigns. 
2.Find the campaign whose location report 

you want to see, and click its name. If 
you don’t select a campaign, the 
location report will be for your entire 
account. 

3.Click Locations in the left page menu. 
4.Click More along the top of the page, 

and select a location report type: 
Geographic or User locations. Your data 
will be displayed by location. 

5.To drill down to a different geographic 
level, check the box next to one or more 
of the locations in the table, then click 
the Select view drop-down in the blue 
banner that appears along the top of the 
table. You’ll be able to view data for the 
location target types that are available 
for all of the selected locations. You can 
continue to refine your report by 
selecting locations and clicking the 
Select view drop-down.
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Which Devices Are Performing Better?
1. Click Segment

2. Click Device3. View data 
segmented by device

Why is this important? 

If your ads aren’t performing well 
on desktop but are performing well 
on mobile, you may want to 
increase your bids on mobile devices 
to maximise your budget and 
returns.
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What Times Do My Ads Perform Better?

4. View performance 
data by time segmented

1. Click Segment

2. Click Time

3. Select Time 
Condition



127

Do my landing pages need improvement?

1. Navigate to Landing Pages 
on the left side menu tab 

2. Check your mobile speed 
score and mobile-friendly click 
rate.
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Do my landing pages need improvement?

At the keyword level, enable the 
quality score and landing page exp. 
column and check your landing page 
exp. metric: 
•Below average 
•Average 
•Above average 

You want to aim for Above Average 
in order to increase your quality 
score. 

Read further on how to improve 
your landing page experience: 
https://support.google.com/
google-ads/answer/2404197

https://support.google.com/google-ads/answer/2404197
https://support.google.com/google-ads/answer/2404197
https://support.google.com/google-ads/answer/2404197
https://support.google.com/google-ads/answer/2404197
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Do My Ads Need Improvement?

Compare the clickthrough rates of 
your ads. Generally, the higher the 
clickthrough rate, the better your 
ads are performing. 

It is best practice to have at least 3 
ads to rotate around and split test 
the effectiveness of each ad.

Navigate to Ads and 
Extensions
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Am I Spending the Right Amount?

1. If your campaign is limited by 
budget, you may need to increase 
your daily budget and/or increase 
your keyword quality scores. 
Increasing your keyword quality 
scores will lower your cost per click 
and may allow you to maximise your 
budget. 

2. If you’re exceeding your target 
cost per conversion or target CPA, 
you may want to use Target CPA or 
Target ROAs bidding instead.

1. Check your campaign 
status for Limited by 
budget notifications

2. Check if you’re hitting 
your target cost per 
conversion
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How Do I Lower My Costs?

Targeting the right audiences, 
placements, and keywords (by 
adding negative keywords to 
filter out irrelevant search 
terms), and increasing your 
quality score can help you lower 
your ad spend.
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Are My Ads Converting?

To track conversions, you need to 
set up conversion tracking.

1. Select Columns across 
various reports

2. Click Modify columns

3. Track and measure conversions 
across various reporting sections



133

Common Key Metrics to Optimise
Clickthrough Rate Cost-Per-Click Conversion Rate Cost-Per-Conversion

What to 
optimise

Ad Copy / 
Images Bids & CTR Landing Page CPC, CTR, CVR

Why is this 
important

Quality Score /  
Ad Relevance is high, so 

CPC is reduced

Reducing this can 
increase volume of 

visitors to your site or 
landing pages with the 
same amount of budget

Make the most out of 
every paid visit to your 
site or landing pages

This directly impacts 
your Return on 

Investment

How to 
improve

A/B Test Ad Copies and 
Images

Gradually test lower bids 
to see impact on Cost-

Per-Conversion

Increase trust signals, 
reduce number of form 
fields, simplify checkout 

process

Always be testing! 
Everything!
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Which Ad Will You Stop?
The Objective:

Build Awareness

Ads Clicks CTR CPC Conversions Quality Score

Ad 1 3,290 1.93% $0.12 0 2

Ad 2 1,110 1.54% $0.11 0 6
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Which Ad Will You Stop?
The Objective:

Build Awareness

Ads Clicks CTR CPC Conversions Quality Score

Ad 1 3,290 1.93% $0.12 0 2

Ad 2 1,110 1.54% $0.11 0 6
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Which Ad Will You Stop?

Ad Name Conversions Impressions CTR Cost-per-
conversion Quality Score Spent

Ad 1 5 5,235 0.60% $57.48 2 $287.38

Ad 2 0 15,239 1.8% - 5 $228.12

The Objective:
Drive Sales
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Which Ad Will You Stop?

Ad Name Conversions Clicks CTR Cost-per-
conversion

Conversion 
Rate Spent

Ad 1 8 800 0.60% $50 10% $400

Ad 2 20 100 2.0% $80 20% $1,600

The Objective:
Maximise Profit
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Google Search Ads Certification

50 questions, 75 minutes 

https://bit.ly/google-search-cert 

SIGN IN TO YOUR OWN PERSONAL 
GMAIL TO KEEP YOUR 

CERTIFICATIONS

https://bit.ly/google-search-cert
https://bit.ly/google-search-cert


Module 5: Google Display 
Campaign Setup
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Create a Display Ads Campaign

Click the + 
button
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Create a Display Ads Campaign

Click the + New 
Campaign
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There are 6 campaign goals. When you 
select a goal, you’ll see suggested 
campaign settings on the following 
steps aimed at helping you obtain that 
goal. Each campaign can use only one 
goal. Keep in mind the goal you choose 
should be the main thing you want to 
achieve for your business. 
1. Sales - Drive sales online, in app, by 

phone, or in store 
2. Leads - Get leads and other 

conversions by encouraging 
customers to take action 

3. Website traffic - Get the right 
people to visit your website 

4. Product and brand consideration - 
Encourage people to explore your 
products or services 

5. Brand awareness and reach - Reach 
a broad audience and build 
awareness 

6. App promotion - Get more installs 
and interactions for your app
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1. Click the + 
New Campaign

2. Click 
Continue

For the purpose of 
simplicity, we will create a 
campaign without a goal's 
guidance.
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Create a Display Ads Campaign

1. Click the 
Display Icon

2. Select 
Standard 
Display 
Campaign

There are 3 Display campaign types: 

1. Smart - Simple solution to automate 
targeting, bidding, and ad creation. 

2. Standard - Create visually appealing ads that 
serve across the Google Display Network, on 
Youtube, and on mobile or in app 

3. Gmail - Create ads that show in Promotions 
and Social tabs of Gmail inboxes. When you 
click on one of these ads, they may expand 
like an email. 

3. Click 
Continue
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Create a Display Ads Campaign

2. Click 
Location 
Options

About Location Targeting 
Advertisers can target and/or exclude any 
combination of countries, territories, or 
regions.  

How Does Google Determine the location of 
the user? 
• IP address 
• Device location 

It is highly recommended to target only 1 
location per campaign to allow maximum 
control over budget and bidding, as well as 
the most detailed level of reporting of 
performance. 

You can also target bulk locations or radius 
targeting. Further reading: https://
support.google.com/google-ads/answer/
1722043?hl=en&ref_topic=3119074 

1. Select 
Location

https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
https://support.google.com/google-ads/answer/1722043?hl=en&ref_topic=3119074
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Create a Display Ads Campaign

About Advanced Location Targeting Options 
• Reach people in, or who show interest in, your 

targeted locations - This default and 
recommended option lets you reach people who 
are likely to be located, or who are regularly 
located in your targeted location, as well as people 
who have shown interest in your targeted location. 
By selecting this default setting your ad can appear 
to people all over the world, as long as they 
include the location as a keyword. 

• Reach people in or who are regularly in your 
targeted locations - This option lets you show your 
ads to people who are likely to be located, or who 
are regularly located in your target area. This does 
not include people who searched for your target 
locations but whose physical location was outside 
the target location at the time of searching.  

• Reach people who are searching for your 
targeted locations - This option lets you show your 
ads to anyone who searches on Google for your 
targeted location. If a person doesn’t specify a 
location in their search, then the system uses their 
physical location for targeting.
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Create a Display Ads Campaign

About Advanced Location Targeting Options 
By default, you'll exclude people located in or 
showing interest in your excluded locations. You 
have the option to change your default setting to 
exclude only people who are located in your 
excluded locations. Let's take a look at our 
available exclusion options, and examine how they 
work with some example campaigns. 
• Don’t show ads to people in, or who show 

interest in, your excluded locations - With this 
option, we won't show your ads to people who 
are likely to be located in your excluded location 
OR who showed interest in your excluded 
location.  

• Don’t show ads to people within your excluded 
locations - This option keeps your ads from 
appearing to people who are likely to be located 
in the areas you've excluded. People who are 
outside these areas may still see your ads.
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Create a Display Ads Campaign

Select Bid 
Strategy Directly
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Create a Display Ads Campaign

Select Maximise 
Conversions
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Create a Display Ads Campaign
About Automated bid strategies 
• Target CPA - With "Target CPA", Google Ads 

automatically sets bids to help get as many 
conversions as possible at the target cost-per-
acquisition (CPA) you set. Some conversions may 
cost more or less than your target. 

• Target ROAS - With "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. 

• Maximize clicks - With "Maximize clicks", Google 
Ads automatically sets your bids to help get as 
many clicks as possible within your budget. A 
maximum CPC bid limit caps each cost-per-click 
bid. This could limit the clicks on your ad. 

• Maximize conversions - Google Ads automatically 
sets your bids to help you get the most conversions 
within your budget. 

• Viewable CPM- With viewable CPM, you bid on 
1,000 viewable impressions and you pay for 
impressions that are measured as viewable. An ad 
is counted as "viewable" when 50 percent of your 
ad shows on screen for one second or longer for 
Display ads and two seconds or longer for Video 
ads. 

Select a bid 
strategy

Tip: It is recommended to select “Maximize clicks” in the early days 
of your campaign, as you are in the experimental stage and have 
very little data to try other options such as “Target CPA”.

https://support.google.com/google-ads/answer/6268632
https://support.google.com/google-ads/answer/6268637?hl=en
https://support.google.com/google-ads/answer/6268626
https://support.google.com/google-ads/answer/7381968
https://support.google.com/google-ads/answer/6268632
https://support.google.com/google-ads/answer/6268637?hl=en
https://support.google.com/google-ads/answer/6268626
https://support.google.com/google-ads/answer/7381968
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Create a Display Ads Campaign
About Daily Budget 
Up to 2 times your campaign's daily budget can be used to show your ads 
on certain days of the week or certain times of the month based on 
fluctuations in traffic — but not more than you spend on your campaigns 
each month. This means that as long as your budget is consistent for an 
entire month, you won't be charged more than your daily budget 
multiplied by the average number of days in a month, which is 30.4 (365 
days in a year ÷ 12 months). 

However, you'll still only be charged up to 2 times your daily budget. For 
example, if your daily budget is US$10, and you've accumulated $23 in 
costs on a given day, you'll only be charged $20 per day. The remaining $3 
is returned to you as an overdelivery credit, which you can see in your 
transaction history. 

Calculate based on your average cost-per-click  

You can choose a daily budget for each campaign based on your 
advertising goals. 

For example, let's say your cost-per-click is $0.10 on average, and you'd 
like around 500 clicks per day. You might budget $50 per day. 

Using this example, here's how you'd figure out your daily budget: 

$0.10 x 500 = $50 per day (cost-per-click x clicks per day = Daily budget) 

Further reading: https://support.google.com/google-ads/answer/
2375423?hl=en

Enter your daily 
budget

https://support.google.com/google-ads/answer/2375423?hl=en
https://support.google.com/google-ads/answer/2375423?hl=en
https://support.google.com/google-ads/answer/2375423?hl=en
https://support.google.com/google-ads/answer/2375423?hl=en
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Create a Display Ads Campaign

Click to expand 
Additional 
settings



153

Create a Display Ads Campaign

Frequency capping helps control the 
maximum number of times an individual user 
sees your ad on the Display Network. 

Dynamic ads enables dynamic remarking let 
you show personalized content based on what 
people have viewed on your website or app. 
To show content from your website in these 
ads, set up a data feed. 

Content Exclusions let you opt out of showing 
your ads alongside certain categories of 
websites, videos, and mobile apps that may 
not be appropriate for your brand.
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Create a Display Ads Campaign

Click on 
Automated and 
select Manual
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Understanding Targeting Options

1. Research on the various targeting options available. Provide a short 
description in your own words, and make an attempt to match the targeting 
option to campaign goals. 

2. Share what you’ve learnt with your fellow learners in a class 
discussion!

Go to https://bit.ly/display-jul2020 

http://bit.ly/display-jul2020
http://bit.ly/display-jul2020
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Create a Display Ads Campaign
Demographic targeting are based on Parental 
Status, Marital Status, Education, Home 
Ownership 

Affinity audiences are based on a holistic 
picture of their lifestyles, passions, and 
habits. Affinity audiences have demonstrated 
a qualified passion in a given topic. 

In-market audiences are based on a user’s 
search and browsing history. For example, if 
someone is constantly searching for 
accommodation in New York, and looking for 
places to eat or visit in New York, that user 
will fall into the In-market audience list for 
Hotel & Accommodations  

Custom intent audiences are built by 
specifying specific keywords and landing 
pages you would like to target to help Google 
build a relevant audience set for you 

Remarketing audiences are based on past 
visitors to your site. For search ,this 
technique is commonly called Remarketing 
List for Search Ads (RLSA). This helps to pre-
qualify searchers by showing search ads to 
only those who have visited your site before. 

Select Content 
Targeting to 
expand more 
options
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Create a Display Ads Campaign

Keywords: Choose words or phrases related 
to your products or services. The keywords 
you choose help show your ads on relevant 
websites, apps, and videos. 

Topics: A simple way to place your ads on 
many webpages, apps, and videos about a 
certain subject. 

Placements: On the Display Network, a 
placement can be an entire website, a 
specific page of a site, or a mobile app. On 
YouTube, a placement can be a channel or a 
video. 
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Create a Display Ads Campaign

Targeting expansion helps you to reach more 
users by letting Google look for high-
performing audiences similar to your target. 
Expanding reach can increase impressions, 
clicks, and conversions. 

Move the slider to the right to reach more 
people similar to the ones you're already 
targeting through audiences and keywords.  

Move the slider to the left to keep your 
targeting limited to people you're targeting 
through audiences and keywords.

Key in a CPM bid if 
you selected 
Viewable Impressions 
as your bidding 
strategy
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Create a Display Ads Campaign

Click on + New Ad
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Create a Display Ads Campaign

Click on + Images and Logos

Enter the landing page URL
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Create a Display Ads Campaign

Click on + Images and Logos

Enter the landing page URL
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Create a Display Ads Campaign

2. Select images to use 
either as logos or as a main 
image of your ad

1. Select the source of the images
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Create a Display Ads Campaign

Up to 5 Headlines

Up to 15 Images,  
5 Logos,  
5 Videos

Up to 5 Descriptions
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Create a Display Ads Campaign

Click on the 
Desktop icon to see 
the different ad 
sizes Google 
automatically 
generates for you 
based on the 
images, headlines, 
and descriptions 
you’ve entered
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Create a Display Ads Campaign

Click on  
More Options and 
select both Call to 
Action text and 
Custom colours
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Create a Display Ads Campaign
1. Select an 
appropriate call to 
action from the 
dropdown menu

2. Define a custom colour theme for your ads 

Install a Color Picker Chrome Extension or use 
a website like https://htmlcolorcodes.com/

3. Click Create Campaign

https://htmlcolorcodes.com/
https://htmlcolorcodes.com/
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Create a Display Ads Campaign

Click Continue to Campaign
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Time for your last Mock Quiz!
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Google Display Ads Certification

49 questions, 75 minutes 

https://bit.ly/google-display-cert

SIGN IN TO YOUR OWN PERSONAL 
GMAIL TO KEEP YOUR 

CERTIFICATIONS

https://bit.ly/google-display-cert
https://bit.ly/google-display-cert

