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N 7 ' Google search Ads



Using Google Ads to drive traffic and sales to your website

\%\ Main topics of the lecture:

/ 1. Using Google Ads to drive traffic and sales to your
website

Why Google Search is Important

Terms to Learn

Google Search Campaign Structure

How to create a google ad campaign
Keywords Match Type

Google Ad Manager: Getting Ads Account
Google Ads dashboard

Create new campaign
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Google search Ads
Using Google Ads to drive traffic and sales to your website




Why Google Search is Important

e Google Search ads combines between high intent and perfect timing

e Google ads driving potential customers to a website
e It's risk-free, which means you pay only when someone clicks on your | %M;m“-‘“ﬂ |

ad (PPC - pay per click & CPC - cost per click) ?
e Google ads help businesses generate leads and drive e-commerce

sales
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Terms to Learn

* Impression is the number of times your google search ad
appeared In search

* Clicks is number of times someone clicked on your ad
message | mﬂmwgﬁ; -

» CTR (Click Through Rate) is Number of people clicked on your =

ad / number of times yourad has been seen

Q CTR — Clle.S
Impressions

digitalmediametrics.com

(clicks/impressions)
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Google Search Campaign Structure

AdWords
Account

Ad Campaign

Ad Group Ad Group

Keywords
Ad Text
Landing Pages

Keywords
Ad Text
Landing Pages

»

>
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Ad Campaign

Ad Group

Keywords
Ad Text

Landing Pages

Ad Group
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Keywords
Ad Text
Landing Pages
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How to create a google ad campaign

Step 1. Choose Your Objective

Choose your objective

Select an objective to tailor your experience to the goals and settings that will work best for your campaign

0 dwalpall polpll  gaaill Gd elacl  gogleill pliill - dgulall pgll - Joidll - lic 8340 ol g

v e +
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Sales Leads Website traffic Product and brand = |
Drive sales online, in app, by phone, Get leads and other conversions by Get the right people to visit your consideration s Lﬁﬁ:ﬂ‘fﬂﬁfﬂiﬂﬂﬂﬁ L
or in store encouraging customers to take website Encourage people to explore your AR ot IV =
action products or services i e '

i« 0 @ o

Brand awareness and reach App promotion Local store visits and Create a campaign without a

Reach a broad audience and build Get more installs, interactions and promotions goal's guidance

awareness pre-registration for your app Drive visits to local stores, including Choose a campaign type first,
restaurants and dealerships. without a recommendation based

on your objective.




Select a campaign type

Search

Reach customers interested in your
product or service with text ads

Video

Reach and engage viewers on
YouTube and across the web

How to create a google ad campaign

HEW

Performance Max

Reach audiences across all of
Google with a single campaign. See

hiow It works

Discovery

Run ads on YouTube, Grnail,
Discover, and more

Step 2: Select the campaign type
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Display Shopping @ 2 =
Run different kinds of ads across Promote your products with
the web Shopping ads




How to create a google ad campaign

Step 3: Setup your ad group

Targeting and audience segments

Choose who you want to reach
Locations Select locations to target )
(®) Al countries and territories
O Egypt
() Enter another location
v Location options
Languages Select the languages your customers speak. @ A

Q Start typing or select a language

English (%)

Audience segments Select audience segments to add to your campaign v




How to create a google ad campaign

Step 4. Set up your bidding strategy and budget

Budget and bidding
Define how much you want to spend and how you want to spend it

Budget Set your average daily budget for this campaign For the month, you won't pay more A
. than your daily budget times the
EGP average number of days in a month.

Some days you might spend less
than your daily budget, and on
others you might spend up to twice
as much. Learn more

Bidding What do you want to focus on? @ A
Conversions «

Recommended for your campaign

Set a target cost per action (optional)

Target CPA @
EGP 720.00

Your recommended target CPA is EGP720.00 based on your past
average cost per conversion in Search campaigns

& This campaign will use the Maximize conversions bid strategy to help you
get the most conversions for your budget and target CPA

Or, select a bid strategy directly (not recommended)




How to create a google ad campaign

Step 5: Select your target keywords

Ad group name

Ad grOUp1 gl il golpll ouaill did elicl  souleill plhill dwljall pgull  Joudill  Lic 83t dzuutiyll
d15il1 gueall @eoln
Keywords Find relevant keywords by describing what you're advertising in this ad group o o .
Go Enter related web page URL ‘5‘3”‘1”' PDﬂJg' m%f¢tgjf¢jl Plﬁjg wigleil
B (piza @) Add products or service T

Keywords are words or phrases that are used to match your ads with the terms people are searching for

pizza near me
dominos near me
pizza hut near me
little caesars near me
pizzeria

pizza delivery near me
pizza hut menu

papa john's near me
pizza places near me
pepperoni

calzone

new york pizza
dominos menu

litla raccare manii

Match types help control which searches can trigger your ads
a:- -
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Keywords Match Type

A broad match keyword will match all the

searches of equivalent phrase and exact match diaAall 8"‘“3'" q_g_ph
keywords, plus additional related searches. Show F — o

wauleill goizoll 1340 ity Ml Jll gliall gasl (oziui
the ad so long as all the keywords are part of the it il e i i
search, regardless of word order.

U7 L antiill go o |
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A phrase match keyword will match all the
searches as the same keyword in an exact
match. Also show the ad if there are extra
words before or after the keyword.

Show an ad only when the query is the exact
same as the keyword.




Keywords Match Type

Exact Match

Most targetted audience.

------------------------------------------------------------------------------------------------------------------------------

Phrase Match s Maﬁ“ﬁm &wgﬁi W
L More targeted audience. ! N
Broad Match
BROAD MATCH Default option with the broadest reach.

=/
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Keywords Match Type
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Online marketing

soulail garall 39 ity Al Jo gHEIGgsH oo
" algainoll elig'daiil Joell Jildo plell prdig nguun W 3
P (]

Online marketing
for small business
in New York
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Keywords Match Type

Keyword Match Types

Jaawill dpulyall olpll  gauyaill dud cliacl ouleill plaill  duuljall pguull Joudll  lic 83y druuiyll :I I

For the keyword lawn mowing service, we can match the following queries (Q.)

Broad match Phrase match Exact match .
oo I U N
Ads may show on searches Ads may show on Ads may show on searches i e m@ﬁﬂfiﬁﬁwjﬂﬁ
that relate to your keyword. searches that include the that are the same meaning
meaning of your keyword. as your keyword.
lawn aeration prices Q. lawn mowing service near me Q lawn mowing service Q)
hire company to mow lawn Q grass cutting service

landscaping service to cut grass A

Notation for inputting keywords: Notation for inputting keywords: Notation for inputting keywords:
keyword “keyword” [keyword]
i
Comprehensive matching Moderate matching Tight matching : \‘ .

=/
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How to create a google ad campaign

Step 6: Create Your ad

8 pizzahut.me
hitps/iwww.egvpt plzzahutme » ... §

Pizza Hut EGYPT | Pizza Delivery Near You | Order Online

Pizza Hut, one of the most popular Pizza destinations in EGYPT is now online. Order
Pizza cnline that is both delicious and value for money

Preview ¢ > N O -

()

Ad + wornesamels.con/ % —it Destination/ Website URL

Best Pizza in Town | Dine In and Delivery |
Buy 1 Get 1 Offer is Available < - Headlines

In this pizza place you can enjoy a vatiety of quality
takan food from our Italian chel. Enjoy the best talian

food in town from real italian Chefs. Din in now and get s Descriptions/ Meta description
S0% off




7 How to create a google ad campaign

Headline

Peoaple are most likely 1o notice yvour headline text, so consider including words that people may hawve
entered in their Google search. Your text ad consists of three headlines wihere you can enter up to 30
characters each 1o promote vour product or service. The headlines are separated by a wvertical pipe ("]
and may show differently based on the device someone IS using when they view your ad.

Display URL

The display URL, usually in green, shows yvour website address. This display URL Is made up of the domain
from your final URL and the text in the optional “FPath” fields. These fields are designed o help people wino
sag your ad get a better sense of where theyll be taken when they click it. Your path text doesn't have 1o
match the exact language of yvour display URL.

Description

U=se the description fields to highlight details about yvour product or service. It"'s a good idea w include a
“call 1o action™—the action you want your customer to take. If you're an online shoe store, yvour description
might inclede “Shop now™ or “Buy shoes mow.” If ywou offer a service, vou might want to add something like
“GEet an instant quote online™ or “"See pricimg.”™

Length limits

Fisld Max lerngth
Headline 1 A0 characters
Read more: https://support.qgoogle.com/google-ads/answer/17043897?hl=en

Headline 2 A0 characters

Headline 3 A0 characters

Description 1 >0 characoers

Description 2 o0 characiers

Path (2) 15 characters each




7 / How to create a google ad campaign

Google’s new dynamic text ads {b CTR = —licks
Impressions
Final URL & digitalmediametrics.com
. . . ntips//www.example.com
o ° °
Add your website/destination Responsive/Dynamic search ads let you
Display path &
URL RO create an ad that adapts to show more
* Enter up to 15 different 0718 0/ 1 relevant messages to your customers. Enter
headlines (30 characters each) Headlines 0/15 & multl.ple headlmes.and descriptions when
_ A For optimal ad performance, clude these keywords in your headlinea creating a responsive search ad, and over
and google will rotate them and . . :

. _ . pizza near me dominos nearme @& pizzena pizza hut near me t|me, GOOg|e AdS aUtOmatlca”y tEStS d|fferent
flnd you the beSt Comb|nat|0n little caesars near me pizza delivery near me dominos menu Comb|nat|0ns and |earns Wh|Ch COmb|nat|OnS
to get '[he best CTR pizza hut menu papa john's near me domino's pizza near me pe rform beSt

* Add up to 4 description lines (90 Moen idaas 3

Best Pizza in Town

characters each)

* Check your ad preview before ekt Descriptions 0/4 @) View ideas
' Experi The Italian Food o
you run the campaign iizarste Ay ik In this pizza place you can enjoy a variety of quality ltalian food from our
: . : Italian chef
* You can pin different headlines  8uy1Get1offer is available e
and descriptions to certain New headline o Enjoy the best ltalian food in town from real Italian Chefs. Din in now and
. get 50% off
position New headline

oo ———




Google Ad Manager: Getting Ads Account

https://admanager.google.com/home/contact-us/

guill duwalyall ol guyaill @ eliael  goulail plAil  dpuljall pgull Joudll Lie 81 il

Frs
Go gle Ad Manager Capabilities Partner Solutions Success Stories Resources Blog Support Signin Get started

a5l geaall @golx

Please complete the form below and a Google Ad Manager t_()\Lcjnjg_ul g?_.iﬁjg m@jumtlstmgjf PJ;J“ ~rr ,9,.,

representative will be in touch with you soon.

Get in touch

U7 L antiill go o |
O Ll L8y

First name* Last name*
)— L I
—_— | Work email* Phone*
—
#
@ Company name* Website URL*®
|_. —

Country* ~  Select monthly pageview amo.. -

How can we help you?

(Maximum of 150 characters)*
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https://admanager.google.com/home/contact-us/

7 Getting Ads Account ID from Google Ads

First, log in to Google Ads. On successful login, you will see a screen to select a —
Google Ads Account. If not the only option you have is to create an account. =

If you have one or more google ads accounts you will be asked to select one.
You can get an idea from the below screen.

e ‘ H N j e ,11! kﬂ‘\
: ¢ i i i i 3 A § L .‘ i gﬁﬂ i 35‘%1‘“\
Ads pevan ram gptadgrel com ayleill gairall 1Mo @dlis Katl Joll glial ,,d e l ;
A\ Google Ad " alleninall cliyg dpaiil Jaell Jildio ploll padig iglet! =

‘ K

|7 el go Mjo 7
{ g

Use Google Ads as...
f 00 NO! have 9\!". LOOg AdS Accounts Would you ke X GoOgIe Ads aceount AR Y
Creale a new O f LO0OU ON)
tp In progress)

Google Ads account

y . : . v D In progress)
WITCH GOOGLE ACCOUN ’

NEW GOOGLE ADS ACCOUNT

SWITCH GOOGLE ACCOUNT




How to create a google ad campaign

Create your message
Highlight what’s best about your business in 3 short sentences to get customers excited.
Or create compelling banner ads by adding images.

Now it's time to write your ad
I . s .
What S you r m a | n ad Ve rt |S| n g g Oa | ? The more headlines and description lines you provide, the more combinations will be tested to learn which perform the best

over time

Headlines
Adding 3 headlines or more will help your ad performance Ad Preview < > Il
& Get more calls v Headline 1
Cybersecurity
— Headline 2 Ad - www.logixmea.com
I Digital Transformation Cybersecurity | Eng. Information

Get more website sales or leads Management

metiS Get The Competitive Edge With Software Solutions
— Headline 3 - Designed Locally For You. Engineering Information

‘ Management
Enterprise Content Management )

R Call business
Get more visits to your physical location

— Headline 4

: Assets can be shown in any order, so to make sure
SAP Transformation

that they make sense individually or in combination
and do not violate our policies or local law. You can
, make sure certain text appears in your ad.

— Headline 5

E Get more views and engagement on YouTube EAg: Wntormation haanagement




How to create a google ad campaign

D
‘ Eng. Information Management ‘

Add images to get more attention for your ads ;

Descriptions

Adding 2 descriptions or more will help your ad performance

Images

Add 2 or more high quality images (1 square and 1 landscape required)

— Description 1
‘ Engineering Information Management ‘

— — Description 2

+ New image A Knowledgeable & Passionate, Team, Creating Software Solu

— Description 3

> Whatever You Need In The Online World - We've Got It Coverec
Logos
Addupto 3
— DESCFH)HDI'I 4
‘ Get The Competitive Edge With Software Solutions Designed L ‘
+

Show a call button in your ad

— Phone number
‘ 02 27518180 ‘

‘ Egypt ~

Only include images in your ads that you have the legal rights to use and to share with Google for your advertising.

Need inspiration? Learn more about writing_successful ads

Back




How to create a google ad campaign

We’'ll display your ads when people search for products or services like yours. Your ads can appear on Google
Search and Maps, and across our network of partner sites.

You'll pay for results, like when people click your ad to call your business, visit your website, or get directions to
your store.

Add images

Add images

Upload Web
Upload Web

Website
Minimum size: 600 x 314 pixels. Recommended size: 1200 x 628 pixels. Max size: 4096 x 4096 pixels.

No images found that meet recommended guidelines. Please refresh the page and try again.

Social Media Accounts -+ New image LDG'H

Get images from your social accounts

. . . *
Get images from your social accounts to use in your ads. 2 X112
0 www.facebook.com/logixmea X () www.linkedin.com/company/logixmea X
Only include images in your ads that you have the legal rights to use and to share with Google for your advertising. Only include images in your ads that you have the legal rights to use and to share with Google for your advertising.
Cancel Cancel




7 How to create a google ad campaign

i\ Google Ads | Create your first campaign

O Add business information Add your information for faster campaign setup

O About your business This helps Google create keywords and headlines for campaigns

O Link accounts
What's your business name?

(O Create your campaign

( Enter your business name (optional)

El Enter payment details

What's your website URL?

GO Enter a web page (optional)

This could be a web page or social media page

Create an account without a campaign

=/
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How to create a google ad campaign

Link your accounts for faster campaign setup
This saves you time by creating keywords and headlines for campaigns

Linked accounts

YouTube channel

- Link your channel Perihan Salah to gain insight into how people

engage with your video ads and Youtube channel

This info comes from your Google Account, and can be removed or edited after campaign creation.
Learn more about unlinking_a YouTube channel

Link more accounts

Mobile app Add
Promote your app across Search, YouTube, and Google Play

- Google Business Profile Add
i) Highlight your business in Search and Google Maps

Phone number Add
Let people call right from your ads

=/

G155l saoall dools
EVERYOMNE S SMART UNIVERSITY




How to create a google ad campaign

+

A Performance Max Cl"eate adS

) Add business information

Create ads for Performance Max campaigns What is your gDal for this Campaign?

O Create your campaign Select the most relevant conversions for your campaign. Learn more about conversion goals

Get the best of Google automation to drive performance, respond in real-time to consumer shifts, and find more converting customers across Google
) Choose goal channels - YouTube, Display, Search, Discover, and more. Not right for you? View other campaign types

) Choose campaign

= Purchases O
(O Create ads Assets A ® Your campaign cannot run ads A Someone buys a product or service
() Budget ,
@ Submit lead form O
ﬁ Enter payment details Final URL @ Assets: Multiple asset group issues A p{}terltl-m customer fills out a form
N avrancinn e e (3) A
URL expansion is on (&)
t. Phone call leads O
— Final URL A potential customer calls your business
https://www.logixmea.com/
Your ads
Page views O
B Someone views a key page (such as an article or product page)
!
I:I( ::I | Ad strength: Incomplete @
IJ.ea::l f:rms ® A N Brand awareness
Add a form ) ) . ' . ) . . .
| () Images () Videos - Reach a broad audience, get video views, and build consideration for your O
@ Headlines @ Descriptions brand
A Because you selected leads as a campaign
goal, you should add a lead form to use with S
your ads. Add some images and logos to make €€ more
your ad stand out < >
< Lead forms
Skip

=/

G155l saoall dools
EVERYOMNE S SMART UNIVERSITY




Below is the screen grab of the Google Ads dashboard.

WOIRSpace mier Campaign status: Enabled Ad group status: All ~ Add filt -
Save

oveniew @  Overview Alltime | Apr 29,2018 - Nov 26,2022 ] - Show last 30 days

Recommendation »

¢
<+ New campaign — [
Insights Download Feedback
* Campaigns
Impressions v os! Cost Impression share :
» Ad groups
34.5K SINKV VG ES132K  75.54%°
» Ads & assets
Videos X
18K E£60K
Landing pages
Keywords oK EFI0K
Audiences
Content ()| — e — e — E€0.00
2nd quarter 2018 4th quarter 2022
» Settings
Change history Q Optimization score : Q Recommendation :
Sho ¢ . _
+ W more 61 3% Your optlmization score O 1 gt:Amore efficiently with Maximize conversions using a target +6.4%

Increase your score by applying the recommendations in these

-_— e Get more conversions at a lower or similar CPA with a fully
$5.2% Fullhouse - Lavista Projects - automated bid strategy

Recommended because your account has enough conversion data to benefit
63.1% Fullhouse - Zayed Projects - from Maximize conversions bidding, which can use data from all of your

campaigns to optimize performance

All recommendations ATy D View




Tracking your performance

Workspace filter Campaign status: Enabled Ad group status: All :

Save

Overview @ Overview Alltime | Apr 29,2018 - Nov 26,2022 ] Show last 30 days
Recommendation: »
4
_ -+ New campaign = =
Insights Download Feedback
* Campaigns
Impressions = Cost » Baiformance ion share :
» Ad groups k
34.5K EE132K Clicks 4%
Ads & assets
Impressions
Videos CTR
Landing pages Avg. CPC
Keywords Avg. CPM
Cost
Audiences
Avg. CPV
Content E ———— o 1
Views
2nd quanter 2018 41h quarter 2022
* Settings . View rate 4
, Interactions .
Change history Q Optimization score Recommendation :
Interaction rate
-+ Show more . 61 30/ Your optimization score ?;:Amore efficiently with Maximize conversions using a target +6.4%
. o Increase your score by applying the t  Conversions
CE— campalgns
Conversions y *tmore conversions at a lower or similar CPA with a fully
55.2% Fullhouse - Lavista Projects tomated bid strategy
Conv. value »
sommended because your account has enough conversion data to benefit
63.1% Fullhouse - Zayed Projects Cost / conv. m Maximize conversions bidding, which can use data from all of your
npaigns to oplimize performance @
Conv. rate '
All recommendations pply all View
~ Conv. value / cost

1Sl saonall dools
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7 Selecting a certain date to track

Campaign status: Enabled Ad group status: All

Overview @ Overview Custom

Jan 1, 2022 ] - l 11/26/2022 l

Recommendation.
-+ New campaign SEP 2022 + < >
Insights Today

* Campaigns YeRlorony S M T W T F s
IMmpressions « COSl » < ‘ h T T T T SR TIE T TN TG TR
v Ad groups b WEpISRSion Fhare This week (Sun - Today) »  oomninn oo AN S = S
R R eale 345K E£132K 75.54% Last 7 days ::??:::3?:::::’?:::?::::::::::::::::::
SEP 2022 1 2 3
' Videos Last week (Sun - Sat) 4-5-6-78-9"10
» Landing pages ,f’ Last 14 days N 12 13 14 15 16 17
/ B e ——
< » Keywords / This month 18 1 20 21 22 23 24
/ ....................................
/\ /\ J O ST R e A SR S L e g
Audiences T / \ / Last 30 days 25 26 27 28 29 3N
/ \ \ / et e e et e e ettt St
/ \ / Zf
» Content Lt L / Last month _?01’20‘22""” e o 1_
SRS 0 2" 7% 4" 5 & % 8
* Settings - . Alitime e e e e et e
9. 100 11 12 13 14 15
Change history Q optimization score : tls Campaigns ::;;:::1:;:::1:;:::‘:;:::;‘:):::;;:::;;::
30 |days up to today IO S oo e ST,
U e n 61 3‘77 Your optimization score @ Summaryof| 23 24 25 (26 27 28 29
P 0 Increase your score by applying the recommendations in these 30 days up toyesterday ———e
=] campaigns
l 30 AN
55.2% Fullhouse - Lavista Projects -
Fullhouse - Compare B Wavi2022 l
[
63.1% Fullhouse - Zayed Projects - i k
Fullhouse - Cancel Apply
All recommendations <C1/1) FrOiaEe
All campaians

=]
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7 Tracking your impressions, cost & CTR

Save

oveniew @  Overview Custom | Jan1-Nov26,2022 |< > Show last 30 days

-+ New campaign & D
Download Feedback

Recommendation: ¢

Insights

* Campaigns

Impressions » Cost » I Impression share :
» Ad groups o
o (o)
» Ads & assets 272K E£774K /70 77.28/0
' Videos

¢ Landing pages

< » Keywords
A

Audiences / \.

» Content
Dec 27, 2021 Nov 212022

» Settings N

Change history Q Optimization score E Q Recommendation 5
-+ Show more > 61 30/ Your optimization score 0 1 gi:Amore efficiently with Maximize conversions using a larget +6.4%

. 0

Increase your score by applying the recommendations in these

_— N Get more conversions at a lower or similar CPA with a fully
55.2% Fullhouse - Lavista Projects - automated bid strategy

Recommended because your account has enough conversion data to benefit
63.1% Fullhouse - Zayed Projects % from Maximize conversions bidding, which can use data from all of your

campaigns to oplimize performance (®

All recommendations <111 D View

=]

1Sl saonall dools
EVERYOMNE S SMART UNIVERSITY



7 You can change the buttons from the list

I Overview @ Overview Custom | Jan1-Nov26,2022 ~ ] { > Showlast 30 days
Recommendation: e
-+ New campaign & D
Insights Download Feedback
» Campaigns
Pai{onnsnce CTR Impression share :
» Ad groups
Clicks 0) 0
5 8.30%  77.28%
Impressions
* Videos CTR 270
» Landing pages Avg. CPC
B » Keywords Avg. CPM o
Cost
Audiences
Avg. CPV A
» Content
Views 0
Nov 21,2022
» Settings . View rate - -
Change history Interactions : [ Biggest changes Bkt :
Interaction rate
L]
G R KOs on score © Biggest changes to your campaigns and ad groups
Conversions ? by applying the recommendations in these
Jan 1 = Nov 26, 2022 compared to Feb 5 - Dec 31,2021 @
Conversions »
Sy vl ,  Projects 2 @ Fullhouse - Lavista Proj.. Bl
Cost / conv. 'rojects B4 EGPS0,075.30
Conv. rate i
<11 o Fullhouse - Zayed Proj.. » I +€GP4.506.26
Conv. value / cost L Tatweer Mist New Zayed -

=]
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7 Tracking your performance

Overview ® Overview Custom [ Jan1-Nov26,2022 ~ | > Show last 30 days

e —— \!‘_WII""LIIW" LA IL - yTyyyvesvunangyee I — B — 1
Recommendation
Insights 61 3% Your optimization score @ Biggest changes to your campaigns and ad groups
» Increase your score by applying the recommendations in these
— campaigns Jan 1 - Nov 26, 2022 compared to Feb 5 - Dec 31,2021 @
* Campaigns
55.2% Fullhouse - Lavista Projects — @ Fullhouse - Lavista Proj. - +EGP65.902.75
» Ad groups sic
o,
i t 63.1% Fullhouse - Zayed Projects . o : - £GP50.075.30
s & assets _ A998
Videos AN Imeommancaticinn Cino Fullhouse - Zayed Proj _ » I +EGP4,586.26
Tatweer Misr New Zayed $

Landing pages , - @ Fullhouse - Zayed Proj.. » +EGP3,320.73
tls Campaigns H HOP - Terrace I $u
Keywords @
: Summary of how your campaigns are performing <t I & 15D
Audiences
Content Cost v Clicks v Impressions v —_—
tls Conversion tracking status l All v ] ?. E
» Settings Fullhouse - Lavista - 2,056 25,506 —_—
Projects
Change history Fullhouse - Zayed
Aeoleots y EGP11,451.38 201 1,687 Tag inactive | 0
4+ Show more . RS
All campaigns 1/
ey Unverified | 0
Mg Search keywords © Add keyword : No recent

conversions

Cost w Clicks v Impressions v

Recording
conversions

488 5467
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You can track the keywords people are using while searching

The primary way of targeting people in Google Ads is using keywords
that people are using.

The secondary way is targeting them demographically. I

Overview Q Overview Custon | Jan 1 - Nov 26,2022 v ’ { Show last 30 days
R R R ® ‘iz vista north coast EGP3,691.83 119 1,449
Category Country Search Interest
Ins;ghts KC‘YWOFGS NQQ&UVC keywords ( 1/10 ) Do ary & :i-_-:;,'.o‘?.u;. EG ,va\(yv\ 14"
Schooling (K-12) - s
* Campaigns Py,
. Hotels EG +35%
Q Searches SOrt by Impressions » -
» Ad groups
All search trends
» Ads & assets Searches Words
' Videos (: lavista )( lavistabay )( la vista north coast @) Billing -
» Landing pages la vista cascada lavista la vista sokhna
alance as of Nov 26, 2022 s xl automaltic pay @
'. Keywords la vista developments lavista bay lavista cascada Balance ag of Nov 26, 20 ext NANS By
EGP 7,684.71 Dec 1, 2022
: la vista ras el hekma tatweer misr la vista bay north coast
Audiences
or when your balance
lavista developments la vista bay east la vista city reaches EGP 4.000.00
» Content
la vista city new capital la vista ray
» Settings
lavieta hauvu narth ~aacolt la wieta 7.0 W1
Payment methods
Change history All searches {1710 )
Primary Mastercard «+++ 8577 Backup Add a backup
+ Show more P A Your ads arent running  FiX it

B Most-shown search ads

® Fullhouse - Lavista Projects » @ Lavista 2 wE .
= J 3 View billing View statements and tax documents

B @



You can see the best ad you have or the most shown search ad
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oyiz - P LA [.,l ch. v'cvv N RN A LAJ . TYVUY &V, &V A A - \
[ lavista )( | bay )( | t th t ) ' | :
Recommendations ( lavista ) la vusta a)_f )| lavista north coas @) Eilling :
la vista cascada lavista la vista sokhna
Insights
26 2022 - a G %)
la vista developments v 26, 2022 Next automaltic payment
~ .
* Campaigns 7 lavista n Dec 1. 2022
la vista ras el hekma tatwe '
» Ad groups _ 7 or when your balance
lavista developments | Triggered by your keyword: lavista (Phrase maich} reaches EGP 4.000.00
» Ads & assets |
a vista cily new  mnressions 885
* Videos lawviceta hau narth ~nc Clicks 87
All searches Add as keyword Add as negative keyword | ,
» Landing pages = ¥ zard «+++ 8577 Backup Add a backup
" Keywords is saarch has hean added as a kowword in'Some: a¢ o running Fix it
G RN € (D This search has been added as a keyword in some ad groups o)
Audiences Fullhouse - Lavista Proiects »
B RRo0eS - Lanale RIgacts ) @ LMAS View billing View statements and tax documents
» Content
: o Auct sights @ .
> Settings Book your Unit in La Vista Now | Sahel, e’ Auction isighta @ & ~ :
Sokhna, or Cairo | Buy your Unitin La...
Change history lavista.fullhouseegypt.com/projects/egypt Other advertisers who are participating in the same ad auctions
Own your unit in Sahel. Sokhna, Shorouk, New Cairo, Impression share -
-+ Show more i

or October and live the luxunous life. Choose your
destination in Sahel, Sokhna, New Cairo, or October

100.00

‘V":AQ!
Ad Impressions Clicks w CTR = 5
& F nawy.com
® Enabled 19,346 1,578 8.16% et
properiyti
25 00 ® realestateco
P mountainvie
All search ads All assets < 179 D
' booking.com
S
= Qthers
UL -
0 Devices : n'r e NN NN
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Overview ™)

Recommendation e

Insights

* Campaigns

» Ad groups

» Ads & assets

Videos

Landing pages

Keywords

Audiences

Content

* Settings

Change history

-+ Show more o

EVEHRHYUNE S SMAHT UNMIVEHSIT Y

Overview

You can see the exact timing and day your ad was searched for.

T | O Py e ey

I cicks

m 78.4% m 0.5% m 21.0%
Devices
@ Day & hour Impressions ¥

Your performance by day of week and time of day

Day Day & Hour Hour

OM=-S <420

You can track performance by day and hour

Custom Jan 1 - Nov 26, 2022 v < Show |

Gender Gender & Age Age

T ...

18-24 25-34 3544 4554 5564 65+

LA R

Based on the 75% of your impressions with known gender and age. ®

Demographics

&

| B )

12 AM & AM 12 PM 6 PM

Ad schedule

12 AM




You can check the gender and age

7

You can track which age and gender searched more.

Custom Jan 1 - Nov 26, 2022

Overview Q Overview

- . . . e i WYV Y WA T - "~ —
| Summary of the demographic groups your ads are reaching by age

Insights S —
I O eccssons | and gender

» Campaigns a 81.5”'; a 0.6 B 18 0’;.
e I T .. - oo
W 78.4% | 0.5% m 21.0%
» Ads & assets Devices
Male
* Videos
N Female
\ .
» Landing pages (\/ Day & hour Impressions ¥ :
i Your performance by day of week and time of day Based on the 79% of your impressions with known gender. 3
Audiences Demographics
Day Day & Hour Hour e
» Content
S
* Settings M =
T
Change history W
T —
B
<+ Show more ’ S |
12AM 6AM  12PM 6PM 12 AM

Ad schedule



Create new campaign
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a) NSV VITVY

—_

W AW AW

Recommendation e
-+ New campaign
Insights

* Campaigns

/'\'.";; CPM = C9IICKS w

E£L2.84K 2.26K

» Ad groups

¢ Ads & assets

* Videos

* Landing pages

» Keywords

Audiences
» Content

Dec 27. 2021

* Settings

Change history Q Optimization score E

Show more * " .
F 61.3% Your optimization score @
o o Increase your score by applying the recommendations in these
[Em———1 campaigns

55.2% Fullhouse - Lavista Proiects

=]

Impression share

77.28%

&, [

Download Feedback

[ Biggest changes Cost w :

Biggest changes to your campaigns and ad groups

Jan 1 - Nov 26, 2022 compared to Feb 5 - Dec 31,2021 @

+*EGP6S5,902.75
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What's your campaign objective?

Choose your objective

Example choose website traffic then press continue

Choosing your campaign objective

Select an objective to tailor your experience to the goals and settings that will work best for your campaign

o

Sales

Drive sales online, in app, by phone,

or in store

<

Brand awareness and reach

Reach a broad audience and build

awareness

oy
o)

Leads

Get leads and other conversions by
encouraging customers 1o take
acton

0

App promotion

Get more installs, engagement and
pre-registration for your app

Website traffic

Get the right people 10 VIS your

website @

0

Local store visits and
promotions

Drive visits to local stores, including
restaurants and dealerships.

+,
Product and brand
consideration

Encourage people to explore your
products or services

€3

Create a campaign without a
goal's guidance
Choose a campaign type first,

without a recommendation based
on your objective.

Cancel Continue




Add your website and give a name to your campaign

Select the ways you'd like to reach your goal @

‘ & Your business's website \

Campaign name

Website traffic-Search-93




Choosing bidding type

Bidding

a dwlall polll  guyaill G sbiacl  soulall pliaill dwljall pgull  Joudill  Lic 83t dzuutiyll

Bidding

What do you want to focus on? (@ > .A_I I I o .

, d19ill gioal avoln
Recommended = T .

waleill goinall V0 ity I JgUPglallggatl awui
- " aileniaall clig doiil Joell Jildo plell prdig igleill
Conversions

ynal) v BN AR S
Juotdill go Mjo- |
C— Lallllieady
Conversion value
Clicks {':D Clicks are when someone clicks on your ad.
Other optimization options |
Impression share
anversions at a similar CPA by setting a target and staying unconstrained by budget Apply

Alternative bid strategies like portfolios are available in settings after you create your campaign

=]
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Cost per click is determined by bidding which is the competition

Increase in competition results in increase in ad price

Set your budget cap

You'll never pay more than the monthly cap you set, and you can adjust or pause anytime.

Plus, we’ll show you estimated results for your budget.

Bidding

Bidding A

What do you want to focus on? (@

Clicks ~

Set a maximum cost per click bid limit

Maximum CPC bid limit ®

EGP 20.00 ‘

: Bid more efficiently with Maxir*.ize conversions using a target CPA: Get more conversions at a lower or similar CPA with a fully sl
[ '
automated bid strategy @

Alternative bid strategies like portfolios are available in settings after you create your campaign

il dguljall golpll  guyaill Gud eliael  sogtetll pliaill dgulpall pguull  Joudll  lic 63 iyl :AI

waleill goizoll vo ity I JgUl glall ggatl aaiui 1% ,,
" aleainall eliyg dyaiil Joell Jildo plell ng}ygmm W 3
P (]

| 7 & Juntaill go Mjo i
\ 7=




How to create a google ad campaign

Choosing your audience

X New audience signal

Audience name

Custom segments

Your data

Interests & detailed
demographics

Demographics

Enter audience name

People based on their search activity, downloaded apps, or visited sites @

+ New segment

People who have previously interacted with your business @

Create a new data list in audience manager

People based on their interests, life events, or detailed demographics

All demographics (recommended) @

Performance Max

@ In Performance Max campaigns,
your ads will be shown to people
beyond your selections to find new
conversions

Eligible

This audience is eligible for use

Best practices




To Sum Up!

1. We learned how to use Google Ads to drive
traffic and sales to your website

Why Google Search is Important

Terms to Learn

Google Search Campaign Structure

How to create a google ad campaign
Keywords Match Type

Google Ad Manager: Getting Ads Account
Google Ads dashboard

Create new campaign
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