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8 Google search Ads (con’t)



Using Google Ads to drive traffic and sales to your website

How to create a google ad campaign

Google Ad Manager: Getting Ads Account

Choose the right campaign type

Responsive search ads

Keyword Planner

5 tips for creating impactful responsive search ads

a5l eron)l dooly
EVERYONE S SMART UNIVERSITY



Create new campaign
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Recommendation: e ‘
-+ New campaign =
Insights Download Feedback

* Campaigns

Avg. CPM Clicks w CTR - Impression share

E£2.84K 2.26K 8.30% 77.28%

» Ad groups

¢ Ads & assets

* Videos

* Landing pages

» Keywords
Audiences
» Content
Dec 27,2021 Nov 21, 2022
* Settings -
Change history . . C .
Q Optimization score . G Biggest changes ost w .
I Show more . n . .
61 30/ Your optimization score @ Biggest changes to your campaigns and ad groups
. o Increase your score by applying the recommendations in these
[r— carnpalgHns Jan 1 - Nov 26, 2022 compared to Feb 5 - Dec 31, 2021 @
55.2% Fullhouse - Lavista Projects . P T +EGP65,902.75
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Google Ad Manager: Getting Ads Account

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

GD gle Ads Overview Howitworks Cost FAQ Advancedresources Contact

Grow your Google
business with :

english language classes i\
Google Ads

Get in front of customers when they're searching for

Ad - example-business.com

Ascendance - Kids English Language

| _ Classes
businesses like yours on Google Search and Maps. Only
o _ All Ages and Styles. Try a Free Class Today
pay for results, like clicks to your website or calls to

your business.

-

vertise on YouTube?
e.

Click here

c-L I



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

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‘\
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Use Google Ads as...
-';J'Ln,;:.;‘u, LOOg AlS Accounts Would you e X GOOQIQ AdS aceount 108.805.1645

>EtUD IN progress)

Google Ads account

; ! : U In progress)
TCH GOOGLE ACCOUNT PIes

NEW GOOGLE ADS ACCOUNT

SWITCH GOOGLE ACCOUNT




8 Google Search Ads

www.ads.google.com

@ 534-136-2146
perihan2542012@gmail.com

N\ Google Ads | New campaign

#

Let's get started! What is your business
name?

( Your business name

This helps us show your ad when people search for you by name

Are you a professional marketqr? Switch to Expert Mode

Need help?
~ Call for free ad setup help at 0800 000 0522
Q 08:00-16:00, Sunday - Thursday

More help options

—
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http://www.ads.google.com/

Create a campaign

A campaign allows you to promote your products or services
on Google’s vast network of search results, websites, videos,

mobile apps, maps, shopping listings, and more. &_!_55_” g.l.n:\.ll deola
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You'll choose a campaign type based on your advertising

objective, brand strategy, and how much time you’re able to
Invest.

Each campaign type has its own set of targeting and ads. For
example, a Search campaign lets you place text ads on search
results, whereas a Video campaign lets you advertise video
ads on YouTube.



https://support.google.com/google-ads/answer/2567043
https://support.google.com/google-ads/answer/9510373
https://support.google.com/google-ads/answer/2375497

Choose your objective

L

Sales

Drive sales online, in app, by phone,
or in store

q:
Brand awareness and reach

Reach a broad audience and build
awareness

How to create a google ad campaign

Leads

Get leads and other conversions by
encouraging customers to take
action

0

App promotion

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

Choose Your Objective

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

X
Website traffic

Get the right people to visit your
website

9

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

e

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

without a recommendation based
on your objective.
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8 How to create a google ad campaign

Select the campaign type

Select a campaign type
Jaasaill dgaulyall golpll guyaill dd ebiacl  gouleill plhill  dgulsll pguiyll Jaudll  lic 3y dxuuiyll :’
HEW
oo R P TR
Search Performance Max Displa Shoppin ‘ 0
Pl P o
Reach customers interested in your Reach audiences across all of Run different kinds of ads across Promote your products with
product or service with text ads Google with a single campaign. See the web Shopping ads
how it works
Video Discovery
Reach and engage viewers on Run ads on YouTube, Gmail,
YouTube and across the web Discover, and more




8 Choose the right campaign type

Google Ads begins with a goal and a campaign.
You'll choose a campaign type based on your marketing

goals, brand strategy, and how much time you can invest.
@151l groall d@eola
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8 Choose the right campaign type

Search campaigns: Text ads on search results

Search campaigns are text ads on search results that let you reach people while
they’re searching on Google for the products and services you offer.

It's great for driving sales, leads, or traffic to your website, as you can show your | | R

ads to people actively searching for your products and services. | st st s e o e w0 ]

Why choose Search campaigns L auonll agol-
1. Sales and leads: i sisll i it S ol B o s | 4

" laniall clijg dsaiil Jooll Jildo ploll padig wigleill
; =

* Boost your online sales and signups.
* Consider using leads if you have a longer sales cycle.

2. Easy setup:

 Write text ads and pick keywords.

* Skip special files or assets since they aren’t needed.

 Try Smart campaigns for an even easier setup.

* Highly specific targeting: Reach people actively searching for what you

a:. offer.
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8 Choose the right campaign type

Display campaigns: Image ads on websites

Display campaigns let you reach a relevant audience with visually engaging ads as
they browse millions of websites, apps, and Google-owned properties, such as

YouTube, to achieve your marketing objectives. Display campaigns are a great way —

to expand your reach and stay top of mind with an audience beyond just Google| | « wum v s cospm g o
Search.

You can also create a Display campaign that uses your data segments to show ads QI ] o

to people who've visited your website or have used your app. mmmd E.. [ 3

cileoinall elig'dyoiil Joell Jiléo ,nthI pm-lg wigletll

Why choose Display campaigns

* Sales and leads: Use visually engaging call-to-actions to drive sales and signups.

 Awareness and consideration: Create memorable ads to make people aware of
your brand or consider your product.

 Reach: Target people beyond search results while they’re browsing websites and\_}
apps.

* Your data segments: Follow up with people who’ve already viewed your ads or
visited your site.

=/
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8 Choose the right campaign type

Video campaigns: Video ads on YouTube

Video campaigns let you show video ads on YouTube and other websites. —

Some Video campaign types can help you boost general awareness of your brand. AN
Others are designed to drive conversions or get people to shop on your website.

Why choose Video campaigns

4 z | , .v;',' B 4 . - J 3 _ .\.“L‘A
soalaill goisoll 1in i A DT SR | (i
" aleainall eliig diaiil Joell Jildo plell padig }_sugl.o_dl v
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 Awareness and consideration: Use video ads to make people aware of your
brand or consider buying your product.

e Sales and leads: Use the “Drive conversions” campaign subtype to set up action-
focused video ads.

 Expand your reach: Target people beyond search results while they’re on
YouTube.

* Your data segments: Follow up with people who've already viewed your ads or
visited your site.
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https://support.google.com/google-ads/answer/6340491

8 Choose the right campaign type

App campaigns: Promote your app on many channels

App campaigns help you find new app users and increase sales within your
app.

This campaign type uses information from your app to automatically
optimize ads across Search, Play, YouTube, Discover, and over 3 million
sites and apps.

Why choose App campaigns Y %@mdmmﬁw o

 App promotion: Drive installs, engagements, and signups for your app
on mobile devices.

 Multi-channel marketing: Show your app on Search, Display, Play, and
YouTube under one campaign.

 Easy setup and management: Automate targeting, bidding, and ad
creation for optimal performance. App campaigns: Promote your app
on many channels

=/
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https://support.google.com/google-ads/answer/6247380

g Choose the right campaign type

Local campaigns: Promote locations on many channels

Local campaigns began automatically upgrading to Performance Max in August
2022. All new campaigns optimizing to store goals should be created in
Performance Max. With the upcoming completion of the upgrade, new Local
campaigns creation will no longer be supported.

Local campaigns help you bring people to your physical stores and venues.
Your ads will be automatically optimized to appear across Search, Display, Google
Maps, and YouTube.

Why choose Local campaigns

* In-person store sales: Use online ads to promote your inventory and bring
shoppers into your physical stores.

* Promote offers and events: Advertise in-store events and local promotions.

* Detailed location info: Help people find your business address and hours.

 Multi-channel marketing: Show your ads on Search, Display, Maps, and YouTube
under one campaign.
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https://support.google.com/google-ads/answer/9118422

g Choose the right campaign type

Smart campaigns: Automate your campaigns

Smart campaigns are the easiest way to automate your campaigns

and get your ads up and running.

Enter your business information and create a few ads, and Google

finds the best targeting to get you the most for your time and

money.

Why choose Smart campaigns

e Sales and leads: Increase sales and signups for your products
and services.

* Easy setup: Enter your business information and create a few
ads, and Google will automate your campaign.

 Advanced optimization: Google optimizes your ads and
targeting for you.

g_n_unJ fa10 (oitiy s3I Jg¥l gliall ggat
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https://support.google.com/google-ads/answer/7457632

g Choose the right campaign type

Performance Max campaigns

Performance Max campaigns: Access all channels from a single
campaignh with automated optimization.

Performance Max is a goal-based campaign type that allows
performance advertisers to access all Google Ads inventory from a
single campaign.

Performance Max helps you drive performance based on your
specified conversion goals, delivering more conversions and value
by optimizing performance in real-time and across channels using
Smart Bidding.
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https://support.google.com/google-ads/answer/10724817
https://support.google.com/google-ads/answer/1752334

g Choose the right campaign type

Performance Max campaigns

Why choose Performance Max campaigns

* Simple to set up, with automated optimization: Performance
Max campaigns are designed to be easy to launch, and when
vour campaign is live, it'll be optimized automatically to drive
the best performance possible. Steer automation by providing
high-quality creative assets and sharing your expertise about
which audiences are most likely to convert.

* Increase conversions and value: Automation optimizes your
budget and bids across channels to help capture new
conversion opportunities in real time.
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g Choose the right campaign type

Performance Max campaigns

Why choose Performance Max campaigns

* Find new customers: Unlock new audience segments by
using real-time understanding of user intent, behavior, 15111 groa > 1=
and context to show up in the right moments with more e o m“,;,}d" W
relevant ads. S e DRl

* Gain richer insights: Performance Max campaigns are
now part of the “Insights” page to help you understand
how automation is working and how you can improve
your campaign. Using the “Combinations” report, you can
learn how your top-performing assets are being
combined to build creatives.
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g Choose the right campaign type

Shopping campaigns or Performance Max

Shopping campaigns or Performance Max with Merchant Center feed:

Product listings on Google

Shopping campaigns are product listings that are ideal if you're a

retailer looking to sell your product inventory. Shopping ads appear on

search results and the Google Shopping tab. L i ,.

Store owners can also use local inventory ads to promote products A %M::mtu&ﬁf

available at their physical locations. S e

Why choose Shopping campaigns

* Retail marketing: Use visually engaging product listings to promote
vour retail products.

 Sales and leads: Get people to buy on your online store or sign up
for more.

* Boost a nearby storefront: Sell your local store inventory to nearby
people.

=/
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https://support.google.com/google-ads/answer/2454022
https://support.google.com/google-ads/answer/6275309

Create a campaign.. Instructions

1. Select your advertising objective and choose a goal

The first step in creating a new campaign is choosing your advertising
objective. After you choose this objective, you will be guided in choosing
your goals. This goal will help you determine the best campaign type to
reach your intended audience.

2. Select a campaign type

Your campaign type determines the places online where customers will find
your ads.

Each campaign type has a different setup and set of best practices. Select a
campaign type. If you selected a goal, you’ll be given the options for the
best campaignh types to achieve it.

You’ll be taken to a new page to select your settings, set up ad groups, and
create your ads.

Campaign type:

Search: Text ads on search results
Display: Image ads on websites
Video: Video ads on YouTube
Shopping: Product listings on
Google

Discovery: Advertise within online
feeds

App: Promote your app on many
channels

Local: Promote your locations on
many channels

Smart: Simplify your campaigns
Performance Max: Find high value
customers across all channels


https://support.google.com/google-ads/answer/10995103
https://support.google.com/google-ads/answer/2567043

8 / Responsive Search Ads

Responsive search ads let you create an ad that adapts to show more
relevant messages to your customers. Enter multiple headlines and
descriptions when creating a responsive search ad, and over time, Google
Ads automatically tests different combinations and learns which
combinations perform best.

By adapting your ad’s content to more closely match potential customers’ - =
search terms, responsive search ads may improve your campaign’s %Wﬁ'&%ﬂﬂmgﬁiﬁ
performance. L e

Tips

e Assets can be shown in any order, so make sure they make sense
individually or in combinations, and don't violate our policies or local law.

* |f you have text that should appear in every ad, you must add the text to
either Headline position 1, Headline position 2, or Description position 1.

=/
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8 Responsive Search Ads: Benefits

Responsive search ads help you:

* Create flexible ads that adapt to device widths, giving you more
room to share your message with potential customers.

* Save time by providing multiple headline and description options, . B
allowing Google Ads to show the most relevant combinations to ,, %M&%&&Mmﬂﬁw
your customers. Eoen Ve

* Tailor your headlines and descriptions to your customers’
locations, regular locations, or locations of interest.

 Reach more potential customers with multiple headline and
description options that give your ads the opportunity to compete
in more auctions and match more queries.

* Increase ad group performance by attracting more clicks and
conversions that your existing text ads aren’t capturing because
responsive search ads help you compete in more auctions.

=/
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Responsive Search Ads: How it Works

The more headlines and descriptions you enter, the more
opportunities Google Ads has to serve ads that more closely match
your potential customers’ search queries, which can improve your
ad performance.

* After you enter headlines and descriptions, Google Ads assembles i N
the text into multiple ad combinations in a way that avoids | %miﬁ‘“d”““w
redundancy. Unlike expanded text ads, you can provide up to 15 S Zled -
headlines and 4 descriptions for a single responsive search ad.

* Next, in any given ad, a maximum of 3 headlines and 2 descriptions
will be selected to show in different combinations and orders. Part
of your ad text may automatically appear in bold when it matches or
closely matches a user's search query.

 OQOvertime, Google Ads will test the most promising ad combinations,

and learn which combinations are the most relevant for different

gueries.

=] _
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8 Responsive Search Ads: How it Works

Tips for entering your headlines

 Keep in mind that headlines and descriptions may appear in any order.

* Try writing the first 3 headlines as if they’ll appear together in your ad.

 Be sure to include at least one of your keywords in your headlines, Q101 .
and create headlines that are relevant to the keywords you’re %m&gs; X
targeting. '

* Focus on providing as many unique headlines as you can. More
headlines give Google Ads more options to assemble your messages
into relevant ads, which may increase performance.

* Try highlighting additional product or service benefits, a problem
you’re solving, or shipping and returns information.

* You can provide even more headlines by creating variations of the
headlines you’'ve already entered. For example, try a different call to
action.

=/

G155l saoall dools
EVERYOMNE S SMART UNIVERSITY




8 Responsive Search Ads: How it Works

Pin headlines and descriptions to specific positions

By default, when you create a responsive search ad, headlines and
descriptions can appear in any order. You can control where individual QL |
headlines and descriptions appear in your ad by pinning headlines and et | ... |
.. s .. “alenizall sliyg daill Jooll o ploll priig wislatl -
descriptions to specific positions. |

1. Create or edit a responsive search ad.

2. To the right of any headline or description you wish to pin, click the pin
icon Pin, then choose the position you’d like to pin that headline or
description to.

3. To pin any headline or description that’s unpinned, click the pin icon Pin,
then select the position you’d like to show the headline or description in.

4. Click Save.

=/
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4 Google Ads = New campaign

o Select campaign settings

8 Create new campaign

Select Campaign Settings

e Create ads o Billing

e Set up ad groups

General settings

Type: Search

Goal: Website traffic

Campaign name

Networks

ESU DM Course

Search Network N

Ads can appear near Google Search results and other Google sites when people search
for terms that are relevant to your keywords

Include Google search partners @

Display Network

Easy way to get additional conversions at similar or lower costs than Search with
unused Search budget.

Include Google Display Network @



8 How to create a google ad campaign

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




8 How to create a google ad campaign

't up ad groups e Create ads

O siing

Audience segments Select audience segments to add to your campaign. You can create new segments in Audience Manager. @
e Create ads o Billing
Search Browse None selected Clear all
Select audience segments to add to your campaign. You ¢
Q Try "arts & crafts supplies” Select one or more segments to observe.
Search Browse
Who they are >
(Detailed demographics)
What their interests and habits are >
(Affinity)
@ What they are actively researching or »
planning
) , (In-market)
You'll see recently selected segments and ideas here.
Use search to start looking for a segment. _ .
How they have interacted with your >
business

(Your data and similar segments)

Your combined audience segments >
(Combined segments)

‘ (O Targeting
O Targetlng Narrow the reach of your campaign to the selected segment

Narrow the reach of your campaign to the selected segments, with the option to adjust the bids
(®) Observation (recommended)
@ Observation ([Egnmmended} Don't narrow the reach of your campaign, with the option to
Don't narrow the reach of your campaign, with the option to adjust the bids on the selected segments

EVERYOMNE S SMART UNIVERSITY



How to create a google ad campaign

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

— <

What do you want to focus on? (@ N

Bidding
Conversions «

cmmended 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)




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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Select Campaign Settings

8 How to create a google ad campaign

o Select campaign settings e Set up ad groups

e Create ads o Billing

An ad group contains one or more ads and a set of related keywords. For best results, try to focus all the ads and keywords in an ad group on one

product or service.

Ad group name

Keywords

EVERYVOMNE S SMART UNIVERSITY

Shoes

Google Ads can find keywords for you by scanning a web page or seeing what's working for similar
products or services

GD Enter a URL to scan for keywords

& shoes X  Add products or services to advertise

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

shoes
running shoes
adidas shoes
slippers

nike sneakers
ladies shoes
nike zoom
nike shoes
sneakers
nike uptempo
yeezy

Daily estimates

Estimates are based on your keywords
and daily budget @

~" Shoes FaN

EGP5.82

Daily budget

EGP1,000.00/day

+% Budget Option At

-25%  Current +25%  +50%




Keyword Planner

 Keyword Planner lets you discover new keyword ideas
to help you create a list of keywords for your Search
campaigns.

* Helps you research new keyword ideas, get bid %
estimates, and plan out your Search campaigns. gt et ST

 Makes it easy for you to find keywords that are relevant | & =

to your product, service, website, or landing page.
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Keyword Planner
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Haywords you provided

[0 oots W00 AN High - 8077
K ywanrd idaas
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8 How to create a google ad campaign

et up ad groups

Ad group: Shoes Keywords: shoes, running shoes, adidas shoes, slippers, nike sneakers, ladies shoes, nike zoom, nike shoes, sneakers, nike uptempo, yeezy, skechers shoes,
Website traffic-Search-5 puma shoes, mens boots, shoe stores + 10 more A Show less

() Add more headlines View ideas

< 5 Try adding a few more unigue headlines or unpinning some Ad strength @ (O Include popular keywords in your headlines View ideas
assets Poor () Make your headlines more unigue View ideas
O Make your descriptions more unique View ideas
Preview < > P E ]
Final URL & A
Final URL '
http://www.adidas.com A
Sponsored
This will be used to suggest headlines and descriptions
© Business name .
www.adidas.com,/50%_off/new_collection :
Display path & N Buy The comfy Shoes | running shoes |
isplay pa
sports shoes
Description 1. Description 2.
adidas.com /| 50% off H new collection ‘
7/15 14/15
This preview shows potential ads assembled using your assets. Not all combinations are shown. Assets can be shown in any
order, s0 make sure that they make sense individually or in combination, and don't violate our policies or local law. Some
shortening may also occur in some formats. You can make sure certain text appears in your ad. Learn more
Headlines 3/15 3 View ideas ~

running shoes
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5 Write it right: 5 tips for creating impactful responsive

search ads

1. Write concise and distinctive headlines

The system optimizes headline-description combinations to provide fresh
iInformation in every ad. For each campaign, marketers can submit up to 15
headlines and four descriptions. Concise, memorable headlines work best.

Each headline should highlight a new point, offer a fresh take, or say something
different.

Each headline should also include key elements such as the brand name,
oroduct, relevant keywords, benefits offered, and a call-to-action. Here's a

nypothetical example of a headline that combines various key elements to
oromote a smartphone by BrandXYZ.

L] .,\le",\ o, A_I,\,
neadline exalrpie.

BrandXYZ II\/Iodel1J smartphone lsupports both 4G and SG]

Product Keyword Product benefit

=]
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8 Write it right: 5 tips for creating impactful responsive

search ads

L’

= Go: :gle

Q. KFC delivery

All News Images Maps Videos

Ad - hitps./fwww.kfc.com.my/

KFC® Online - Only On KFC®

Social Distancing Doesn't Mean Giving
Up KFC®&, Use Self Collect For
Contactless Pick Up. Your Favourite
KFC® Meals Freshly Prepared, Packed |
& Ready For Contactless Takeaway....

KFC Delivery Menu
KFC Delivery Locations
Limited Time Promotions

Extra Hot & Spicy Bucket

@ KFC Malaysia
Google Play

h 4

Shoppin:

Install

Google 52

Q. kfc promo L)

Al Images News Videos Maps Shoppin

Ad - https:/fwww. kfc.com.my/

KFC promo - KFC® Offer

Social Distancing Doesn’t Mean Giving
Up KFC®, Use Self Collect For
Contactless Pick Up. Your Favourite
KFC® Meals Freshly Prepared, Packed
& Ready For Contactless Takeaway....

Limited Time Promotions
KFC® Jimat 123
KFC® App Exclusive Deals

Extra Hot & Spicy Bucket

@ KFC Malaysia %
Google Play ¥ Insta



5 Write it right: 5 tips for creating impactful responsive

search ads

3. Use call-to-action words ° ) e )
Motivate people to act when they

read your ad. Don’t be shy to use
@ BUY NOW ) -\/ BOOK NOW

action-oriented words in ad
° READ MORE )

descriptions, or include call-to-action
e LOG IN ) ° CLICK HERE )

(CTA) phrases such as “contact us
today” or “book now.” Ideally, the CTA M Cowniono
should be in sync with the user
journey design and lead people to the
product or service.

=]
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Write it right: 5 tips for creating impactful responsive

search ads

“We GUARANTEE -
Fresh hot pizza, delivered in 30 minutes or less or it’s FREE!”

4. Highlight unique selling points

Keyword like “50% off” and “free
installments” might capture
audience attention, but it’s also
important to showcase the
product’s unique selling point in the
headline or description.
Highlighting a product’s features
and benefits helps people make an
informed purchase decision.
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5 Write it right: 5 tips for creating impactful responsive

search ads

5. Pin key elements to optimize visibility

Juauill duljall qolpdl gyl dua el @mlmll pliaill  duljall pauyll  Joudll

Although the system randomizes the headline-
description combinations, marketers can_pin headlines RN
and descriptions to specific positions in Search ads. S N
This keeps key elements such as the product name,
price, or unique selling point highly visible in the
headline and description.

Marketers can also pin two or three descriptions to one
position and assess which headline or description
performs better to optimize the ads.

=]
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https://support.google.com/google-ads/answer/9438230?hl=en#:~:text=Tips%20for-,pinning,-Pinning%20one%20headline

To Sum Up!

=
ol delpl polpll  guuall Eal sl gaalll plB sl pgunll Joutll  lic 8h4  Esuasiyl) [ ot

We have learned:
1. How to create a google ad campaign

2. How Google Ad Manager works and how to get
an Ads Account

3. Choose the right campaign type

4. What is responsive search ads and how do they
work.

5. What is keyword Planner

6. 5 tips for creating impactful responsive search
ads
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