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Google Ads

Creating
Your First
Campaign

Creating your ftirst Google Ads campaign marks a signiticant step in
your digital marketing journey. It's not just about setting up ads — it's
about understanding your audience, crafting the right message, and
making data-driven decisions. The process begins with thorough
keyword research to identity the terms your potential customers are
searching for. Once you have a list of relevant keywords, the next
step is to create engaging and persuasive ad copy that captures
attention and motivates action. You'll also learn how to structure

your campaigns and ad groups strategically for maximum etfticiency
and performance. This module will guide you through each stage —
from setting objectives and choosing bidding strategies to tracking
results and optimizing your ads. By mastering these fundamentals,
you'll gain the contidence and skills needed to run campaigns that
not only reach your audience etftectively but also deliver measurable
business results.
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1. Keyword Research - The Heart of Every Campaign

Keyword research forms the foundation ot every successtul Google
Ads campaign, as it reveals the exact words and phrases potential
customers use when searching for products or services like yours.
By understanding these search behaviors, advertisers can align
their campaigns with user intent and ensure their ads appear at
the right moment. The main objective of keyword research is to
identity high-intent keywords — terms that indicate a strong
likelihood of conversion. Focusing on such keywords not only
improves ad relevance and click-through rates but also helps
maximize return on investment by targeting users ready to take
action.

Start by brainstorming basic terms related to your business. For
example, it you sell organic honey, your base keywords might
include “pure honey,” “organic honey online,” or “buy natural
honey.” Once you have a list, use Google Keyword Planner, a free
tool inside Google Ads. It provides important insights like:

e Search Volume: How many people search for that keyword
monthly.

e Competition: How many advertisers are bidding on that
keyword.

e Average CPC (Cost Per Click): The estimated price you'll pay
per click.

e Trends: How search interest changes over time.

You can also explore third-party tools such as Ubersuggest,
SEMrush, or Ahrefs tor deeper analytics, keyword difficulty, and
related keyword suggestions. Choose a mix of high-volume and
low-competition keywords to balance reach and cost.
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2. Creating a Search Campaign Step-by-Step

Once your keyword list is ready, you can start creating your
campaign. Follow these structured steps:

1.Choose a Campaign Goal: Decide what you want to achieve —
Sales, Leads, Website Tratftic, or Brand Awareness. Your goal
determines the features and bidding options available.

2.Select the Campaign Type: For beginners, a Search Campaign
is ideal. These are text-based ads that appear on Google's
search results page when users look for specitic terms.

3.Set Target Locations: Define where you want your ads to
appear — specific countries, cities, or even a radius around
your business. This ensures your ads reach the right geographic
audience.

4.Detine Budget & Bidding Strategy: Choose a daily budget that

tits your spending capacity. Then select a bidding strategy —

for example, “Maximize Clicks,” “Target CPA,” or “Manual
CPC." Each strategy aligns with your campaign goal.

5.Add Keywords: Insert the list of keywords you researched
earlier. Group similar keywords together to create tightly
focused ad groups. This helps your ads remain relevant and
perform better.

6.Write Your Ad Copy: Create engaging ads with 3 headlines
and 2 descriptions. Each headline should highlight key
benetits, ofters, or your brand’s value proposition.

7.Add a Final URL: This is the landing page users will visit atter

clicking your ad. Ensure it's relevant, tfast, and provides a
seamless experience.

8.Add Extensions: Use sitelinks (extra links), call extensions
(phone numbers), or location extensions (address) to make your

ad more informative and clickable.
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3. Understanding Keyword Match Types

Keyword match types control when your ads appear based on how
closely a user’s search matches your chosen keyword. Google Ads
offers three main types:

Natural Sweetenter
Pure Sweetenter

" o Pure Hon~
oﬁgﬁﬁrﬁ o - Honey for Sale
N = Healthy Sweetenters

Widest reach, less precision.

Puree to Online

Keyword:
“Buy Organic Honey
Online” / \
Organic Honey
Keyword: @ Organic Honey
[Organic HE /
/ \ Organic Honeys
Maximum control, high relevance

Mix match types for different customer journey stages

Purchase Organic Honey Honey Online

Buy Local Buy Organic Money Honey Online

Balances reach & relevance

e Broad Match: Your ad appears tfor any search related to your
keyword. Example: it your keyword is “organic honey,” your ad
might also show for “natural sweetener” or “pure honey for
sale.” This provides the widest reach but may reduce precision.

e Phrase Match: Your ad shows when the search includes your
keyword phrase in the same order. Example: “buy organic
honey online.” This balances reach and relevance.

e Exact Match: Your ad appears only when users search tor your
exact keyword (or close variations). Example: “organic honey.”
This gives you maximum control and relevance, ideal tor high-
intent searches.

Using a mix of match types allows you to target ditferent stages of
the customer journey — from awareness to purchase.
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4. Writing Compelling Ad Copy

Your ad copy is what convinces users to click. Since space is
limited, every word must count. A strong ad highlights your otfer’s
value, solves a problem, and drives action.

Tips tor writing effective Google Ads:

YOUR AD COPY
IS WHAT CONVINCES
USERS TO CLICK

SPACE IS LIMITED. EVERY WORD MUST COUNT

« STRONG AD TIPS FOR EFFECTIVE GOOGLE ADS:

N v \S> CLEAR & RELEVANT

» SOLVES PROBLEM gﬁgﬂgﬁﬁéﬁﬁﬁy
- DRIVES ACTION v
INCLUDE CTA
» MATCH KEYWORDS

ORGANIC HONEY
LIMITED TIME OFFER
SHOP NOW

QUALITY SCORE + CTR

e Be Clear and Relevant: Mention what you're oftering upfront. It
your ad is about “Organic Honey,"” include that exact phrase.

e Show Benefits, Not Just Features: Instead of saying “100%
Natural Honey,” say “Boost Immunity with 100% Natural Honey.”

e Create Urgency: Use phrases like “Limited Time Otter,” “Hurry,
Ends Soon,” or “Buy Now.”

e Include a Call to Action (CTA): Guide users toward the next
step — “Get Free Quote,” “Shop Now,” or “Order Today.”

e Match Ad Copy to Keywords: Ensure your headlines and
descriptions reflect the keywords you're targeting. This
improves Quality Score and CTR (Click-Through Rate).
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5. Bringing It All Together

When you bring together strong keyword research, the right match
types, and persuasive ad copy, you lay the foundation for o
oowerful and profitable Google Ads campaign. Each element

olays a vital role keywords ensure your ads appear for the right
searches, match types determine the precision of your targeting,
and compelling ad copy persuades users to take action. However,
launching your campaign is only the beginning of your journey.

The true success of Google Ads lies in ongoing optimization and
data-driven decision-making.

ONGOING
OPTIMIZATION

D - - * & DATA-DRIVEN

@. ‘g .- < DECISION-MAKING
KEYWORD RESEARCH (-

e - &M PERSUASIVE

AD COPY

MATCH TYPES ™~ (7, "

POWERFUL & PROFITABLE

Once your campaign goes live, it's crucial to monitor performance
regularly. Keep track of key metrics such as impressions, click-
through rate (CTR), cost-per-click (CPC), and conversions. These
insights help you understand how users are interacting with your
ads and whether your investment is generating results. If your CTR
is low, it might mean your ad copy or keywords need improvement.

It your cost-per-conversion is too high, you may need to adjust
your bidding strategy or refine your audience targeting.
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Bid adjustments are another essential part of campaign
management. By analyzing which keywords or devices bring
better pertormance, you can increase bids for high-performing
areas and reduce spending where results are weak. This helps in
maximizing your budget efficiency and boosting your return on

ad spend (ROAS).

BID ADJUSTMENTS
* Maximads & Devices

Increase for High-Performance

Reduce for Weak Results
A/B TESTING
Headlines
Descriptions
CTAS. Ad Copy
Matare Gilist

®  A/BTESTING
Descriptions.
Match Types
Extensions
Increase Conversions

CAMPAIGN MANAGEMENT

Sales. Brand Growth

GOOGLE ADS

It's also important to test variations of your ads — a process
known as A/B testing. Try different headlines, descriptions, or
calls to action to identity which combination delivers the best
response. Over time, even small improvements in ad copy can
signiticantly increase conversions. Similarly, experiment with
different match types or ad extensions to improve relevance and
visibility.

Launching your first campaign is a learning experience that
builds your understanding of how Google Ads works. As you gain
data, your strategy becomes sharper, allowing you to scale your
campaigns confidently. With consistent analysis, smart

optimization, and a focus on user intent, Google Ads can evolve
from a simple advertising platform into a reliable engine for

leads, sales, and long-term brand growth.
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