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Tutor Background
David started in web-design as a hobby in 2005. The hobby took hold and David set up a
web design business in 2005 called Designhand Limited.

He left the comfort and scars of corporate life after 11 designhand (@

years with Hewlett Packard in Auckland to venture out .Co.NZ
on his own. taking your business to the world il

https://www.designhand.co.nz/

In 2008, David started writing entry level courses in web-design and delivering them
through schools and community education facilities across New Zealand.

David appreciated early on that web design could be conducted any hour of the day or night
and in any town in the country, thanks to broadband.

The customer base can be anywhere and communications can be over email, and after one
initial customer meeting, the rest can be undertaken remotely.

Today David runs Designhand Limited, a web design

business in New Zealand and Website Optimisers WebsiteOptimisers
Limited across Australia and New Zealand. Website MAKING WEBSITES WoRK
Optimisers focuses on website optimisation

including SEO and Adwords.

https://www.websiteoptimisers.net

David completed in 2014 his Google Adwords Certification and a Certificate in Digital
Marketing with the Marketing Association of New Zealand which are key areas of
competency that David felt he needed to be competent in website optimisation.

Google

Certificate of AdWords Certification

Digital Marketing

Passed with Merit David Pantis

A
ma.
David now also runs an entity called Web Training Courses which
is a startup focusing on web related courses. WEBTrammg
T Courses

https://www.webtrainingcourses.net
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About the Course

The course is designed to provide an overview of Google Adwords. Google Adwords is a
complex pay per click solution and this course is designed as an overview for beginners
wanting to understand the basics. We cover:

e What is Google Adwords and what is it used for

e Main menu items

e How to create a Campaign, Ad Group and Ads

e Basicreporting

e Connecting Google Analytics and Google Search Console

What is Google Adwords?
Google Adwords enables advertisers to bid on a cost per click to show their Ads up the top
in the Google Search results.

Every time there is an ad spot on a Search Engine Results Page (SERP), an instantaneous
auction takes place for the keyword. A combination of multiple factors, including bid
amount and the quality of the ad, decide the winner who will appear in the top spot of the
SERP.

These auctions are what keeps the gears of PPC moving.

Who should attend?

Small business owners or marketing staff who wish to gain an understanding of how Google
Adwords works and be competent to create an Adwords account, Campaign and Ad Group
and run their first Ad.

Students should have strong computer skills in order to learn the practical components of
this course.
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Course Module Overview

Module 1 - Adwords Overview

This module covers foundation material on the Adwords platform. We cover what Pay Per
Click marketing is what the auction process is about. We discuss the difference between
Organic SEO and Adwords and where Ads appear in Google.

Module 2 - Accounts, Campaigns, Ad Groups & Ad Formats
This module covers an overview about the structure of an Adwords Account, Campaigns and
Ad Groups. We go through the basic process of creating an Account.

This module also covers the format of Search Ads and the main differences between
Desktop and Mobile ads.

Module 3 -Keywords, Bidding, Ad Rank, Quality Score
We delve in to explaining keywords and match types, the differences between them and
when to use specific match types more effectively.

We also cover the jargon used in Ads accounts, Impressions, Clicks, CTR etc.

We talk about the bidding process and cover how Ad Rank works and what factors affect
your Quality Score you can optimise your Ads campaign for better Cost Per Click ratios.

Module 4 - Adwords Dashboard & Main Menus
We run through the main Adwords interface and how to navigate around the main menus.

Module 5 - Creating a Campaign, Ad Group & Ads
In this module we go about creating a basic Campaign, adding an Ad Group, Keywords and a
couple of Ads.

Module 6 — Ad Extensions & Negative Keywords
This area covers an overview of Ad Extensions and the basic ones you should use such as
Sitelink Extensions, Location Extensions and Call Extensions.

We also cover briefly negative keywords, why we use them and how to set them.
Module 7 - Basic Reports & Measurement

Adwords can be vary wasteful if not configured correctly. We show how to connect
Adwords to Google Analytics and Google Search Console and how to view activity in

Analytics of your Adwords account.

We cover also how to run a basic Search Terms and Dimensions report.
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Module 1 - Adwords Overview

What is Google Adwords?

Adwords is a Pay Per Click (PPC) advertising model that lets
marketers place ads on an Ad platform (Google Ads) and the
advertiser pays Google every time their Ad is clicked.

The goal of a PPC ad is to lead the person viewing it to click
through to the advertiser’s website or app, where that visitor can complete a valuable
action, such as purchasing a product.

Search engines are incredibly popular advertising platforms. They allow you to display ads
that are relevant to what users are searching for.

AdWords is an automated auction. You write your ads and choose relevant keywords (a
keyword is the search term — word or phrase — that a person searching on Google types in
which will then trigger your ad). Then, a prospective customer searches and all the ads with
keywords related to their search query are put into an auction, including yours.

Adwords Auction
Adwords is an auction process that enables an advertiser to bid on keywords to trigger the
display of adverts and you are in an auction against other bidders.

How Does the = S
{Ad\/\/ords Auction }
Work?

A number of factors come in to play as to where your Ad will display (Ad Position). The
auction process is quite fair as it just doesn’t take the bid price in to account. It takes in to
account your Maximum Bid and Quality Score. More about this in module 3.

WHAT GETS ENTERED INTO THESE AUCTIONS?

Advertisers identify keywords | !
they want to bid on, how @ & | keyword |
much they want to spend, and ! |
create groupings of these

keywords that are paired with ads.

Google then enters the keyword
from your account it deems

» %
maost relevant into the auction i
with the maximum bid you've §
specified as well as the associated
‘ & v

< ave ohe entry into
uction from your account.
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Difference Between Adwords PPC and SEO Organic

It is a good time to point out the main differences between SEO and Organic Google and
Google Ads.

Organic SEO focuses on improving and optimising a website -
to better perform in the Organic area of the Google SERP SEO for Small Business
(Search Engine Result Pages). o

Our course s offered as a beginner SEO course for peop
SEO training class is geared around covering the main pi

You can learn more about this in my SEO for Small Business
course.

Google —_

= — Google

_; Adwords
SEO —

(PPC)
(Organic)

Go
% S Goagle
4. AdWords

PPC

SEO
Search Engine Optimization Pay Per Click

“Paid Advertising”

“Organic”

pros: | Pros:
* Best long term ROI . _
* More exposure & brand awareness Quick set up

(impressions, clicks, etc)

Cons:

* Can be difficult to quantify Cons:

* Takes time .

* Can mean more work on your * Can be expensive lesson
website to set it up properly * Subject to “Ad Blindness”
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Google Organic Results
Donate To Charity - 1 in 2 Australians will develop cancer
L¥) cancercouncil.com.aw/Donate+ To+Charity ~
Donate to support our work
Cancer Council NSW has 328 followers on Google+

Give A One Off Donation Donate in memory
Give A Regular Donation Where the money goes?

Chaﬂty Donation Gift - Give a Gift that Can Change Lives
L¥] unwrapped.oxfam.org.aw/ ~
Oxfam Charity Gifts. See Full Range

s — Organic Results
1/4

To Help provide Food, Water & Shelter for Families in Crisis

Donate to charity - UNICEF Australia
www.unicef.org.auDonate.aspx ¥
Offers you many ways to donate to charity and help children in need.

Charity donations and gifts for world's children's charity ...
www.uniceforg.au/ ¥

Supports children in need with charity donations from you to help them survive and
improve their lives.

Donate Planet: Donate to Charity | Disaster Relief ...
hitps/idonateplanetcomv ¥

Keep in touch o see us grow and change the way you give. ... Donate Planet is a not-for-
profit fo 1, bringing charities tog in one place so it's simple .

Supporting Charities in their fundrasing activities. ... Use the search form below to
search for the organisation you wish to donate to. Search Tips: If you unsure of

Google Ads

1 Paid Results | .. .. ...

Donate To Charity - 1 in 2 Australians will develop cancer
[} cancercouncil.com.au/Donate+To+Charity ~

Donate to support our work.
Cancer Council NSW has 328 followers on Google+
Give A One Off Donation Donate in memory
Give A Regular Donation Where the money goes?

Charity Donation Gift - Give a Gift that Can Change Lives
LX) unwrapped.oxfam.org.au/
Oxfam Charity Gifts. See Full Range

Donate to UNHCR - unrefugees.org.au
%) www.unrefugees.org.au/ v
To Help provide Food, Water & Shelter for Families in Crisis.

www.unicef.org.aw/Donate.aspx ~
Offers you many ways to donate to charity and help children in need.

Charity donations and gifts for world's children's charity ...
www.unicef.org.aw/ ~

Supports children in need with charity donations from you to help them survive and
improve their lives.
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Adwords Account Class Example
This course is going to focus on the building of an Adwords account for ;
a business that | run called Web Training Courses. WEB :

Web Training Courses is my own . ol U ot K277 64311000 001 17753 | smvicomgeos ‘
training entity where | deliver my own
training courses, currently in
Melbourne and | plan to run these in
New Zealand in the near future. Al

o Coursss  Reviews  ContactUs

ootcamp Course

Currently | teach through Selwyn
College and Rutherford College
Community Education programmes but
plan to extend these courses further
afield and offer these in other centres
across New Zealand. . -

UPCOMING COURSES

Currently None Available

ganisation is interested in 2oy of cur courses. We can also wris custorm

https://www.webtrainingcourses.net/

| use Google Ads to advertise my courses when | run them in Melbourne.

| have a training location based at the Quest Hotel, 155 Bourke Street and | have a pin in the
map for my Google My Business location.

@
FestivalHall @ & i @ Target a8
= Web Training Courses
@ coo @ 9 ! East
il Melbourne
NEWQUAY @ Shin Chin g AT e
Marvel Stadium Q Dynamic Web Training% Q = = L20] a8
Federation Square
S 155/
Yo, e N %] The Web | Melbourne
Docklands School Australia O Arts Centre Melbourne Cricket Ground
m Map data 2019 Google
Rating~ Hours ~
Web Training Courses © &
5.0 Y (8) - Training centre
y WEBSITE DIRECTIONS

1565 Bourke St - +61 481 177

In our course we are going to be working in a Google Ads account as a class that is based on
running Ads for Web Training Courses.
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Module 2 - Accounts, Campaigns, Ad Groups & Formats

Google Adwords Account Structure
Just like every other platform, the Google Ads account has a specific structure that every
advertiser needs to be familiar with in order to run successful campaigns online.

The image below shows how an Adwords account should be structured.

ADWORDS ACCOUNT

Unigue email address & password
Billing information

CAMPAIGN CAMPAIGN

Daily budget Daily budget

Location/language targeting Location/language targeting

Distribution preferences Distribution preferences
End date End date

AD GROUP AD GROUP AD GROUP AD GROUP AD GROUP AD GROUP

Keywords Keywords Keywords Keywords Keywords Keywords
Ads Ads Ads Ads Ads Ads

The highest level is the Account level where the advertisers can adjust the billing
information and the time zone. This is at the Google Adwords Account level and we will
cover in class the creation of a Google Account and an Adwords Account.
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Each Adwords Account is organised into three levels, Account Level, Campaign Level, Ad
Group Level and each Ad Group consists of Keywords, Ads and Ad Extensions.

Your account is associated with a unique Google Account. It contains: (ie. the same email
and password that you can use to access other Google services) and billing information.

Your Campaign contains the following:
e Settings on which parts of the Google Network it belongs to (Search or Display etc)
e One or more ad groups
e Adaily budget and bidding settings
e Language, location, mobile and ad schedule targeting settings
e Other ad settings like a frequency cap, ad rotation, start/end date and keyword,
matching options
e Ad extensions

Your Ad Group contains the following:
e One or more ads
e One or more keywords
e An optional mobile bid adjustment
e Optional Ad Extension details which can occur at the ad group level

Google Adwords Networks
The Google Ads Network is split up in to 4 main parts:
e Google Display Ads
e Google Video Ads
e Google Search Ads
e Google App Ads

Go-gf iy <
Display Ads Video Ads Search Ads App Ads
With text and banner ads Your business comes to Your ad appears next to Promote your app by
across Gmail and a life in front of new search results on Google running ads across the
network of over two customers on YouTube. Talk about good timing
million websites and apps, It's a unique way to share no design experience
your ad can show up your story. required
where your customers are
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The most common Google Ads networks are the Search and Display Networks and the main
difference between them are:

e Google Search Ads - text based, keywords driven. You can think of the Search
Network like the old Yellow Pages. Prospects used to “search” in the Yellow Pages
when they were about to make a purchase and businesses could prominently
advertise their products and services.

e Google Display Ads - when you target using the Display Network, you’re not
targeting prospects searching for your products or services. Your are interrupting
people as they visit one of the nearly 3 million websites in the Display Network. That
is why Display Advertising is sometimes referred to as ‘interruption marketing’.

The first big difference between the two
types of ads is that display ads use a push

approach, while search ads use a pull Seafch B8 Aemmtormean:

approach. ol s
Fareena'’s Flowers

If your brand or the products you sell have a Display

good amount of search volume, thenit's a
good idea to start out with a search
advertising campaign.

Search Ads Format
Example of a website Ad for a wedding venue in the Yarra Valley, Victoria.

Just Engaged - Need a Venue | Wedding Reception Yarra Valley

[2d) www theriverstoneesiate.com.au/yarmra-valley/wedding-venue » (03) 5962 3947

360 degree views of the Yarra Valley, wedding ceremony and reception venue. Combine our
stunning location and let our staff create memories that will last forever. Tue-Sun Support Available.
Download A Brochure. Highlights: Dedicated Staff Available, Providing Good Culinary Experience.
Wedding Event Packages - Wedding Gallery - Wedding Testimonials - Winter Weddings

9 Warrandyte - 2 locations nearby

Display Ads Format
Example of CNN website with Rugby World Cup Ad up the top.

0SS ;D* 00 ABATEM

SEO Articles 2017 Ther

&

< C 0 & edtioncancom PP B-IR: RN JON SCH R a
@ Aus . "

SEO Powersuite Op. Adwords Articles &

ARE BACK
FOR MORE

NEW ZEALANDV ENGLAND BUY TICKETS

@M Worid USPoliics Business Health Entertainment Style Travel Sports

Inside the raid that
killed Baghdadi

They were born in secretata  Landmark ruling could change
home for unwed mothers. Now reality TV as we know it

their stories might be wiped
from history

As violence escalates, some Hong Kong
protest supporters have had enough

Top US envoy once dodged bullets for his
§  country. Now he's dodging Trump attacks

LEN s
Long hunt for ISIS leader came
forces overcame gunfire, a booby trap and explosive vests

Wildfires in California wine country force
nearly 200,000 to flee

Two killed and 14 injured In Texas shooting
ANALYSIS The most shocking lines from Trump's announcement

ANALYSIS: Lies, lies, lies: How Trump's fiction

Page 12 of 75

www.webtrainingcourses.net



;=

E Training
Courses
o

Google Ads Fundamentals Tw

About Google Accounts
To create a Google Ads account you need a Google account set up first.

A Google Account is a user account that is required for access, authentication and
authorisation to all online Google services.

The account is a central account that you can connect up the following to under the one
account:

e Google Analytics

e Google Adwords

e Google Search Console
e Google Tag Manager

e Google My Business

e Google Data Studio

e Google Optimize

A e Mmoo na

One password. All of Google.

Want to enjoy the best of Google? Just stay signed in. One username and
password is all you need to unlock maore features from services you use
every day, like Gmail, Maps. Google+, and YouTube

Creating a Google Account
To create a Google account all you need is to either create a GMAIL address or a Google
account using your own email address.

Sign in to your Google account or create a new one. Sign in up the top right.

SR - |

Google

(=

Google Search I'm Feeling Lucky

Or, click on Sign in and enter your Google account email address and password or click on
Create Account.
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Google
Sign in

with your Google Account

=P

Forgot email?

your computer? Use Guest mode to sign in privately

Learn more

English (United States) ~ Help

Our Google account for our course is:

Google email address —

Google password — EIXIIXET

Creating a New Account

adwordsfundamentalscourse@gmail.com

Below is a set of screenshots on setting up a new Google account. | have made up a
fictitious account as an example for the screenshots below. (we could do this in class if
someone wants a Google account, you will need your phone and be able to verify your

account)

analyticsfundamentals@gmail.com

Google
Create your Google Account

First name Last name

David Partis

Username

analyticsfundamentals @gmail.com
You can use letters, numbers & periods
Use my current email address instead
Pas: Confirm
.......... @

Use 8 or more characters with a mix of letters, numbers &

symbols

Sign in instead

Verify your account with a phone number

0 @

One account. All of Google
working for you
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Google

Verify your phone number

For your security, Google wants to make sure it's
really you. Google will send a text message with a
6-digit verification code. Standard rates apply

Phone number

- +64 0274491410

Back

Google

Verify your phone number

For your security, Google wants to make sure

it's

really you. Google will send a text message with a

6-digit verification code. Standard rates apply

Wl 0274491410

G- 454849

Back Call instead

It is important at this stage to put in a recovery phone number and email address for your
Google account in case it is every compromised or if you lose your password and need to

reconnect to your account.

When someone tries to login that is not a commonly used IP address of yours then you get
sent an email or a text notifying you of suspicious activity on your account.

This is important, see screenshot below. It is important to fill out all of these fields.

Google

David, welcome to Google

®

analyticsfundamentals@gmail.com

Phone number (optional)

al +64 0274491410

We'll use your number for account security. It won't be visible to

others.

Recovery email address (optional)
david@designhand.co.nz

Wwe'll use it to keep your account secure

Month Day
December 01

Your birthday

Gender
Male

Why we ask for this information

Back

Year

1962

Google

Get more from your number

If you like, you can add your phone number to your account

for use across Google services. Learn more

For example, your number will be used to

[ Receive video calls & messages

(G Make Google services, including ads, more relevant

to you

More options

I always click Skip

Google
Privacy and Terms

Combining data
We also combine this data among our services a

ind

across your devices for these purposes. For example,

depending on your account settings, we show yo

u ads

based on information about your interests, which we can
derive from your use of Search and YouTube, and we use

data from trillions of search queries to build spell

correction models that we use across all of our services.

You're in control
Depending on your account settings, some of thi:

s data

may be associated with your Google Account and we
treat this data as personal information. You can control

how we collect and use this data now by clicking
Options” below. You can always adjust your cont
later or withdraw your consent for the future by vi
My Account (myaccount.google.com).

MORE OPTIONS

Cancel

“More
rols
isiting

Page 15 of 75

www.webtrainingcourses.net



AR

Training
Google Ads Fundamentals TWYE Courses |

We should now have a verified Google account to start Google Adwords.
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Creating a Google Ads Account

So now we have our Google account, we can create a Google Ads account.

Once again we can create one of these in class if someone wants a base account created.

You will need to be able to verify your Google account and also put credit card details in to
complete the process.

Google the keyword ‘Google Ads’ while logged in to your Google account or click on this
URL:

https://ads.google.com/intl/en AU/home/

Google

google ads

(=

google ads

google adsense

google ads login
google ads certification
google ads account
google ads support
google ads manager
google ads sign in
google ads academy
google ads cost

Google Search I'm Feeling Lucky

Click on the first Ad and enter the account creation process.

Google  googleads ¢ Q

All News Images Videos Shopping Maore Settings Tools

About 2,550,000,000 results (0.57 seconds)

Google.com | Google | Ads

ads.google.com/start v

Google Ads - An Easy & Effective Tool. Start advertising with Google. Here's $100 Google Ads
Credit. Set Your Own Budget. Show Ads Locally. Target Specific Locations. Free Expert Support.
Promote Your Website. Types: Search Ads, Banner Ads, Video Ads, Mobile Ads. App Ads

The first screen takes you to the setup process where you can retrieve a Google Ads credit
for $100 of free advertising. Sounds good to me.
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Google AdWords
1s now Google
Ads.

The new Google Ads, previously Google Adwords,
gets you in front of customers when they're
searching for businesses like yours on Google
Search, Google Maps and more. Sign up now and
get $100 in free credit when you spend $25

Start today and get $100 in ad credit’

seopersonaltraining@gmail.com

~” I'm not a robot ==Y

reCAPTCHA
GET OFFER CODE

Privacy - Tenma
For free account setup, call 1800 721 768"
Mon-Fri, 2am-6pm

Get started without the offer

Now click the Start Now button.

Start advertising
Nnow

You will receive your coupon by email within one
minute.

Create your first ad now. You can apply your
coupon after you start.

START NOW

Didn't receive the email or need help? Call us: 1800 721 768"
Mon-Fri, 9am-6pm

Now enter your website address and whether you want tips sent to you or not.
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Welcome to Google Ads!

We'll help you sign up and start advertising in just a few steps.
Experienced with Goagle Ads? Skip the guided setup.

What is your email address?

seopersonaltraining@gmail.com

What is your website?
www.seopersonaltrainer.com

Yes, | want personalized tips and recommendations to improve my ad performance.

@ No | don't want personalized tips and recommendations to improve my ad performance.

Hello, again. Next, click "Continue” to sign in to your Google Account and continue
setting up your first campaign

Do you want to create a new Google Ads account associated with this emall
address? Click here.

If you have created an account before then click on the link that comes up below. For this
exercise we are going to bypass the long winded process and click on the Experienced with
Google Ads link.

Experienced with Google Ads?

Select a campaign type ®

[ search [ isplay @ A

Drive app installs across
Google's networks

Reach customers
interested in your
product or service with
text ads

Create an account without a campaign

Now select on the left hand box Search and then | select Create a campaign without a goal
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Select a campaign type ®

g o

Select the single goal that would make this campaign successful to you @

‘ Sales When you select a goal, you'll see recommended settings and features customized for your
campaign’s success. If you don't want a goal's recommendations, you can create your campaign

o0 without a goal.

an Leads

I% Website traffic

® Create a campaign without a goal

Clicking on this brings up a second screen where you put your website URL and select what
you actually want to achieve from driving advertisers to your website. Then click on
Continue

I ° Create a campaign without a goal

Select the results you want to get from this campaign ®

Website visits

www.seopersonaltrainer.com

[] Phone calls

[C] App downloads

After selecting Continue this takes you a screen where you create your first Campaign
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General settings

Type: Search Va
Campaign name SEO Training *
Networks Reach people beyond Google Search N

No additional setup needed. Ads only show when they're predicted to be effective.

[7] Include your ads on Google search partner sites &
Show your ads with relevant search results.

0 Most advertisers include their ads on Google search partner sites

[7] Include your ads on the Google Display Network &
Show your ads when people are browsing millions of sites, news pages, blogs, and Google
websites like Gmail and YouTube.

o Don't miss the opportunity to reach more people across 3 million sites and apps

v Show more settings

| also deselect Google Search Partners and Display Network. Only run Search Network to
get started.

The second part of the screen asks you for more information.

Targeting and audiences
Choose who you want to reach

Locations Select locations that are important for your business. Learn more A

QO Allcountries and territories

QO Australia
@ custom

Included locations (1) Reach®
Auckland, Auckland, New Zealand city 2,080,000 @
Q_ Enter alocation to include or exclude Advanced search

For example, a country, city, region, or zip code

v Location options

Languages Select the languages your customers speak To show ads to people with A
Your ads show to customers with these language preferences, or on sites with Spanish as a language preference,
these languages. select Spanish as your campaign

language and use Spanish ad text

Q Enter a language and keywords.

English €&

| have selected Auckland and language English.
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Now we set the budget and bidding model. | have set a sample budget of $5 per day and the
bidding option of Manual CPC. We will cover more on this later but | have chosen the
manual approach which gives you full control of your bidding.

| don’t let Google manage this for me as their approach is to spend your budget as fast as
they can. This is only a money go round right?

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

Budget Enter the average you want to spend each day For the mon A
New Zealand Dollar (NZD NZ$) NZS$ 5 L
av
m
to twice as much. Learn more
v Delivery method
Bidding Back to previous bidding options A
Select your bid strategy ®
Manual CPC v With “Manual CPC
se v maxim
Help increase conversions with Enhanced CPC ®
Learn more
Learn more
We will discuss Extensions later so will bypass this section for now. Click on Save and
Continue
Ad extensions
Get up to 15% higher clickthrough rate by showing additional information on your ads
Sitelink extensions Add additional links to your ad v
Callout extensions Add more business information to your ad v
Call extensions Add a phone number to your ad v

o Ad extension

SAVE AND CONTINUE 2\ e

After this you get taken to the Ad Group creation screen.

Here you add your first keyword and set a bid price. There are keyword suggestions out on
the right hand side to suggest keywords that you might like to add to your Ad Group.
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Setup ad groups
Ad group type (@ :  Standard

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 Get keyword ideas
Local SEQ Training
www.seopersonaltrainer.com
I o
Defautt bid @ seo training
NZ$ 2.50
Keywords Menthly searches
local seg training <+ wordpress seo course 10-100
-+ seocertification course 10- 100
seo certifled = o
10— 100
+ professional A=10
- |eam gooaie seo 0-100 >
ADD ALL IDEAS
Match types help contrel which searches can trigger your ads
keyword = Broad match "keyword" = Phrase match [keyword] = Exactmatch Leam more
€ NEW AD GROUP v
SAVE AND CONTINUE
Select Save and Continue
Now we enter the Ad setup process. Once completed hit Done
New text ad a 1of2 previews ¢ >
Final URL
https://www.seop iner.com/ itline/ o Mobile
Headline 1
SEO Training Course ®
19/30 o @
Headline 2 SEO Training Course | Learn the Basics | o
Learn the Basics ® Personal One on One Training
= seopersonaltrainer.com/seo-personal/training
Headline 3 0
” Ji " :
Personal One on One Training m ® Beglnner SEO Course delivered in a p_ersor?al trainer
environment. Full one day course split up in to
28/30 management modules
Display path ®
www.seopersonaltrainer.com / seo-personal / training
12/15 8/15 Your ad might not always include all your text. Some shortening may also occur in some formats. Y
Description 1 = ‘ sure certain text appears in your ad. Learn more
Beginner SEO Course delivered in a personal trainer environment ®
Description 2 83190
Full one day course split up in to management modules m ©)
53/90

v Ad URL options

DONE CANCEL

Lets look at each of these areas separately below. The first part is the Ad setup.
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New text ad
Final URL
https://www.seopersonaltrainer.com/course-outline/ ®
Headline 1
SEO Training Course (©)
Headline 2

Y
Learn the Basics 2
Headline 3 6/3
Personal One on One Training m @

We will cover this again later in the course when we create our own Campaign. You will
notice the Final URL above which is the actual destination URL on the website. This needs

to be exactly correct with the landing page.

The second part is the display URL below and this can be made to look exactly how you like
and doesn’t need to match the website URL. We then have two description fields.

]

seopersonaltrainer.com / seo-personal training
Description 1 “
Beginner SEO Course delivered in a personal trainer environment @
6 90
Description 2
" " o))
Full one day course split up in to management modules m @

v Ad URL options

DONE CANCEL

Below is an example of what our advert might look like based on what we have entered
above. This gives you the ability to check that it will look as you require it.

Mobile

SEO Training Course | Learn the Basics | @
Personal One on One Training
seopersonaltrainer.com/seo-personal/training

Beginner SEO Course delivered in a personal trainer
environment. Full one day course split up in to
management modules
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We can add all sorts of additional things to the advert called Extensions which we will cover
more of in Module 6.

Now we get taken to the Billing section.

Confirm payment info

[ EMng ooty
Sl Taaland -

[Ty Tememne

it
[EFT+1 2:00] M Tesaland Thms -
THTa 200G & QoS 1 Wour N SO0t Snd Canndt be changad iater.
EEFETHLCRAOD T APPLY

Sand mis parforrnancs Hps, prorrotional offers, sureeys, and Imwitaons bo iy nesr faohres
Cutomer info

8 Accoomype @ A

IrgEwidial

Haw yoa pay
[E] Autometic payrments

Yo Dy Tor ko sarwice only after pous aconis coeks, Via an automatic chars whan your reach your oifing
tharemncld or 210 Cays el pour kast aotomatic peyment, whichaver comas fint.

Payment method (51
-_—‘. ism m e 10EE

B8 Credit or d=bit card address is same 2= above

Please raview thess Tenms canefully. Thay Include the use of bindng artitration 1o resche disputes. Lesm o

Iese Advenizing Program Terms " Terms") are emered inie by Google Naew Zealesd Limired

n:"fw'-i-og!n N s a rescdler of Gongle advestising programs and sevices, and the eanity

execuling these Eeniim oo thut acospts thes Teres el cally (*C 1 droole:

advestising pragrams and services uee opemted by Google LLC androc its affilistes, incleding

Crtogle BME. I8 Seese Terme, Coogle” naeans Crooghe LLE andior its afiillisses as the comsext

sequines. These Terns govern Cussmnes's participation in Google sdvertising progrues aod

services (i) thaet are aczessible throagh the socounlis) given o L"u.-:;\'mm"m. Cn e e m_h |
;ﬂrr.; Vs (i thee e este be oo e Tamo =

| egrun i Sw Garme Sxz e aed seEes

The paeacne wrm i b el o o e T R el b arered awscwiyeed

Frunind = motirder—s wcih it Briamcy Poiicy
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Introductory Offer

Get $150 in free ad credit
when you spend your first

$ 1 50 $150 with Google Ads. Use

offer code 3CKMN-LM7K4-
9WPH.*

When you sign up for a G Suite account often Google will email you a Promotional or
Introductory Offer code that you can put in to your Google Ads account. This gives you a
discount on Google Ads.

All completed.

Congrats! You're all done.

we'll review your campaign, usually within an hour. -
After it's approved, you can edit your campaign and check its progress, ‘ %
N
-
.
/ —
EXPLORE YOUR CAMPAIGN L
.
°
- -
~
Resources
\a Download the mobile app @ Learn more !\. Contact us
Manage ads while you're on the go Get answers to your questions Monday - Friday: 9 AM to 9 PM
Androidapp | i0Sapp Visit the Help center 1-866-246-6453

This is what the Dashboard now looks like inside a brand new Adwords account.

= 4 Google Ads | All campaigns

All campaigns H Overview &  Overview
Y search campaigns Recommendations
Clicks ¥ Impressions ¥ Avg. CPC Cost
Snalcanusocs Campaigns 0 (0] $0.00 $0.00
Ad groups )
B  SEOTraining
Ads & extensions.
Rem
Landing pages
Keywords
Audiences 12 AM
Demographics
Keywords H Ads
Settings Ad group: Local SEO Training
Cost v clicks ¥ CIR g
Locat e .
ntations SEO Training Course | Learn the Basics
@ local seo training AS$0.00 0 0.00%
Ad schaduie’ Beginner SEO Course delivered in a personal trainer environment. Full one
day course split up in to management modules:
Devices.
Advanced bid adj
Change history Ad Impressions Clicks = CTRw
® Enabled 0 0 0.00%
Drafts &
experiments
ALL KEYWORDS > ALL ADS >

Once the account is created by default the Ad Group that you created will be activated so
you need to pause it unless you want these Ads to run straight away.

Page 26 of 75

www.webtrainingcourses.net



Google Ads Fundamentals

mTraining
[_w%urses —’

Settings
Locations
Ad schedule
Devices

Advanced bid adj.

Y  Adgroup status: All but removed Add filter

O e Ad group Status
O {0 Training #* Pause
@ Enable
O Pause !butrem. @

Total: Campaign (@
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Adwords Account Structure
We covered this before briefly but | am going to revisit this structure as we drill down in to
the insides of an Adwords account.

Account

Keywords and ads

By Product

Ad Group

P

\ Campaign \
& .
. “ & Campaign
Q \ ‘

v

Q Ad Group

Lets look at some examples of Campaign, Ad Groups structures.

Ad Group
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e.g for a company selling Bar Stools and Sofa Beds you might have the following structure:

O e

O e

[} Bar Stools NEW

[} sofaBeds NEW

Under the Bar Stools NEW Campaign this would be the Ad Group structure.

O e Ad group Status maz'_afé;g

O e Bar Stools NZ Eligible (en'?lég;é?d?

O e Bar Stools Eligible (en'gggﬁ

O® faen L

O ® 53 awe | 22

0o BEm, e | 220

I

O e Mmoo w2

Ads Formats
Search Ads are set out in the format below.

Ad group - - - 7
FinalURL @  nwpy ~ l
Title part1 @

30 characters remaining | dynamic toxt l
Title part2 @

30 characters remaining | dynamic text
Title part3 @

30 characters remaining | dynamic text

Path @ ! /

Adtext1 @

90 characters romaining | dynamic text
Adtext2 @

90 characters remaining | dynamic text
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In reality this is what an advert looks like:

Edit text ad
Final URL
https://www.theriverstoneestate.com.au/yarra-valley-weddings/ @
Headline 1
Just Engaged - Need a Venue @
27 130
Headllne 2
Wedding Reception Yarra Valley @
Headline 3 30/ 3
Unigue & Customised Packages m )
:_"E i
Display path (&
theriverstoneestate com.au / yarra-valley / wedding-venue
e 13/ 15
Description 1 2y g

Spectacular views of the Yarra Valley, wedding ceremony and reception venue @

Description 2 o/ 90

Combine our stunning location and let our staff create memories that will m @
last forever

Search Ads - Desktop
30

30
Just Engaged -RNeed a Venue | Wedding Recé'ﬁtion Yarra Valley
www.theriverstoneestate.com.au/yarra-valley/wedding-venue v (03) 5962 3947 «Call Ext
360 degree views of the Yarra Valley, wedding ceremony and reception venue. Combine our
stunning location and let our staff create memories that will last forever. Download A Brochure. Tue-
Sun Support Available. = 90
Wedding Event Packages - Wedding Gallery - Wedding Testimonials - Winter Weddings «Sitelink Ext
9 321 Jumping Creek RdiVarrandyte VIC - Open today - 9:00 am — 12:00 pm v

Location Ext
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Search Ads — Mobile

Wedding in the Yarra Valley | Winery
Venue | theriverstoneestate.com.au
theriverstoneestate.com.au/yarra-valley/we...

Need a Wedding Venue | Wedding Reception e

he Ri ff st f Yarra Valley | Unique & Customised Packages
The Riverstone Estate offers exclusive use of our theriverstoneestate.com.au/yarra-valley/wedding-ve..

premises for your wedding day. Combine our
stunning location and let our staff create
. " 360 degree views of the Yarra Valley, wedding ceremony
memories that will last forever. Tue-Sun Support 5 ook ol S Mol Sodicdia
. and reception venue. Combine our stunning location and
Available. Download A Brochure. let our staff create memories that will last forever

Wedding Event Packages =~ Wedding Gallery W Wedding Event Packages

Wedding Testimonials

¥, Call(03) 5962 3947 Wedding Gallery

Winter Weddings

!‘ Call (03) 5962 3947

Differences Between Desktop & Mobile Ads

Mobile text ads look like normal text ads that you'd see on a desktop computer (lap

top). The main difference is that Google show more ads per page when someone's searching
on a desktop computer, and fewer ads per page when someone's searching on a mobile
device.

You can make bid adjustments for mobile - anywhere between +300% and -100% - so the
ads that might appear on desktops may appear in different positions on mobiles.

It is a good idea also to consider running a mobile specific campaign where your website has
a mobile friendly version- directing mobile traffic directly to the mobile url.
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Module 3 - Keywords, Bidding, Ad Rank, Quality Score

Keywords
Keywords are what you use to define where your ads should appear.

Without a solid understanding of what keywords are and how to use them effectively, you'll
never be successful with PPC.

Before getting started, it’s important to understand some of the terminologies in this
course.
e Search Term: The word or words a user types into Google when performing a search.
e Keyword: A word, or a set of words, that you add to your Google AdWords
campaigns.
¢ Keyword Match Type: A setting for your keywords that will determine the keywords
reach.

= Branded keywords include company names (e.g., Amazon,
Target).

= Generic keywords typically cover ambiguous keywords, and
can also be referred to as short tail keywords (e.g., “running shoes,”
“plumbing,” “towing”). The gist of a generic keyword is that we don't
understand their intent yet. There is nothing in the search that shows us
whether this person is looking to buy a pair of shoes, or if they are just
searching for different kinds of shoes.

= Transactional keywords are keywords that have both a strong
and weak purchase intent. As long as there is some purchase
intent, then you can label a keyword a commercial keyword. This is
everything from “Nike running shoes” to “plumbing services.”

m  Locational keywords cover everything that's related to a location
and are very powerful for location-based companies. Often these
are your typical home services. It can be a city name (e.g., “towing
company San Francisco”) or an actual request to show ads that have
companies “near me” (e.g., “towing company near me”).

= Long-tail keywords cover keywords that consist of more than 3-4
words (e.g., “Nike running shoes for marathon”). They are typically
highly transactional meaning they have higher conversion rates than
the other keyword types.

= |nformational keywords cover keywords where people are
simply looking for information. This can be anything from “Sears store
directions” to “how to get rid of a wart.” You would rarely use info-
keywords for Google AdWords.
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Reach the right customers

Keywords are the roots of your ad campaign. They set the entire advertising
process in motion. If your potential customers are searching for your product
or service, they'll find you more quickly if you've chosen the right keywords.

You should think about your keywords in the same way you have structured your campaigns
and ad groups. Each of your ad groups should contain tightly themed keywords. A small
group of carefully targeted keywords are far better than a large group of un-targeted
keywords.

For example, an ad group with the theme of climbing roses should only contain keywords
specifically related to climbing roses rather than a large group of keywords related to
flowers or roses in general. There is no one-size fits all answer but try to aim for between 5
and 50 keywords in each ad group.

Theming your keyword groups in this way will help you when writing your ads and, most
importantly of all, make your advertising high quality — allowing your customers to find you
easily.
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Keyword Match Types
Keyword Match Types provide a mechanism where you can specify how you want a
keyword or phrase to trigger an Ad. You can be broad or specific.

Broad: formal shoes
Also matches*: formal footwear, evening footwear, men's dress wingtips...

/ Modified Broad: formal +shoes
Also matches*: evening shoes, black dress shoes...

‘

’

Modified Broad: +formal +shoes
Also matches*: frmal shoes, formal evening shoes...

Phrase: “formal shoes”

Also matches®: black formal shoes,
formal shoes for men...

Exact: [formal shoes)
Matches: formal shoes

Broad Match
Broad match is the default and displays ads for the actual keyword as well as, related terms
and synonyms

e The keyword formal shoes could match mens formal shoes, semi formal shoes etc.
e Keywords on the Display Network are always considered as broad match, rendering
phrase match, broach modifier and exact match unnecessary.

Modified Broad Match
This allows you to be more targeted than standard broad match while capturing more
search queries than phrase or exact match.

e To use broad match modifier, add a + immediately before each word in the keyword
that you want to match more closely (this will prevent your ad displaying for
synonyms of the modified word)

e The keyword +formal +shoes would match formal evening shoes and semi formal
shoes but not semiformal shoes

Phrase Match
(e.g. “formal shoes”) narrows matching to require the words to appear in the exact order,
with optional words before or after.

e The keyword “formal shoes” would match semi formal shoes and cheap formal
shoes but would not match formal black shoes

e You will still appear for close variants of your keyword (eg. plurals, misspellings and
different forms of the same word). So, “formal shoe” can also match frmal shoes
etc.
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Exact Match
(e.g. [formal shoes]) only shows your ad for the exact phrase (and no extra words
before or after)

e The keyword [formal shoes] would match formal shoes, but would not match cheap
formal shoes and small formal shoes

e You will still appear for close variants of your keyword (eg. plurals, misspellings and
different forms of the same word). So, [formal shoes] can also match frmal shoes
etc.

Negative match
(e.g. -free) prevents your ad from showing when that term is within what somebody
searched for:

e Using the broad match keyword of formal shoes and the negative match of -free
would allow your ad to display for red formal shoes, but would not display for free
formal shoes

e Negative keywords can be at the ad group level and at the campaign level. You can
also create shared lists of negative keywords, to be used in multiple campaigns

e Negative keywords are only applied to the first 10 words of a search query (if a
search query is longer than 10 words)

e Negative match always requires the search phrase to contain the exact word(s) from
your keyword. It does not consider close variants, synonyms or related searches

Embedded Match
This match type is negative phrase and negative exact match (e.g. -[Toy Story] and -“Toy
Story”)

e The embedded match -[Toy Story] would stop ad from appearing on the term Toy
Story, but would allow ads to display on Toy Story dolls, Toy Story products

Broad matching tends to provide more visibility and easier campaign management (fewer
keywords needed to capture relevant searches), but higher costs, lower conversion rates
and a higher CPA.

Phrase and exact matches tend to giver fewer clicks but lower costs, higher conversion rates
and a lower CPA.

Negative keywords tend to decrease impressions and costs but improve your CTR (and
campaign performance) by stopping your ads from showing for irrelevant search queries.
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Match type Special Example Ads may show on searches Example
symbol keyword that searches
Broad match none women'’s hats include misspellings, synonyms, buy ladies hats

related searches, and other
relevant variations

Broad match +keyword +women's +hats contain the modified term (or hats for women
modifier close variations, but not
synonyms), in any order

Phrase match *keyword" ‘women's hats" are a phrase, and close buy women's
variations of that phrase hats
Exact match [keyword] [women'’s hats] are an exact term and close women's hats

variations of that exact term

Negative match -keyword -women are searches without the term baseball hats

Ad Rank

Ad position is the order in which your ad shows up on a page. Ads can appear on the top of
a search results page or on the bottom of the page.

Ad position is determined by your Ad Rank in the auction. Your Ad Rank is a score that's
based on your bid and the components of Quality Score.

The quality components of Ad Rank are a measurement of the quality of your ad text and
landing page in the context of what a user is searching for.

AD RANK = MAX CPC % QUALITY SCORE
== ' ==

Thix best combined
CPC Bid x Quality Score
gets the best position:

: le's secret sauce for rewardin
The maximum that your wﬁ'ﬂ“‘g "

willing to pay for a click = CHUIALITY
e ‘ . SCORE
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S v eleN RS P (8, G St mmers S
cate. asee | Gur orire saies Trad
ron Bgen

Small business SEO | Hire Digial Marketer 3t 3S+r
I3 v retraractsan comy -

HOW DOES GOOGLE DETERMINE [:[3’
WHICH AD IS SHOWN WHERE?

Once you are entered into the auction, Google looks at two key
factors to determine where your ad ranks: your maximum bid
and your quality score.

_ CPC QUALITY
AD RANK = gy * "QCORE

The best combined
CPC Bid x Quality Score
gets the best position:

This is a metric to determine how
relevant and useful your ad is to
the user {components are TTR,
refevance, and landing page). The
higher your quality score, the
better:

This is the masimurm bid you
specify for your keyword
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Google also incorporates the expected impact from your Ad Extensions and other ad
formats when computing your Ad Rank. When doing so, Google considers such factors as
the relevance, clickthrough rates, and the prominence of the extensions or formats on the
search results page.

So even if your competition has higher bids than yours, you can still win a higher position
at a lower price by using highly relevant keywords, ads and extensions (higher quality
score).

The ad with the highest Ad Rank appears in the first eligible position on the search results
page. The ad with the second-highest Ad Rank appears beneath it, and so on down the

page.
All high-ranking ads are eligible to show in the top positions, provided they exceed a certain

Ad Rank threshold. These are "Top" placement ads. "Other" placement ads are located at
the side or bottom of the page.

Advertiser I

Advertiser II

Advertiser III

Advertiser IV
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Quality Score

Quality Score is Google’s measure of how relevant a keyword is. As soon as Google
has enough data, keywords in an advertiser’s account are assigned a score between

1 and 10, with 10 being the best.

Quality Score  Exp. CTR

Keyword

Landing page

exp.

Ad relevance

7/10

yarra valley * Average

wedding®

[yarra valley

wedding *
venues]

+wedding

+venues +Yarra *
Valley

+yarra +valley

+wedding »
+venues

6/10 Average

6/10 Average

6/10 Average

Average

Average

Average

Average

Above average

Average

Average

Average

This number is a representation of the aggregate relevance of the keyword across the
many auctions in which it participates. It is meant to guide advertisers but it is not used

to rank ads.

KEYWORD
RELEVANCY

AD
RELEVANCY

QUALITY SCORE

VARIOUS
RELEVANCY
FACTORS

GO&‘:;},g| e

HISTORICAL
PERFORMANCE

LANDING
PAGE

Page 39 of 75

www.webtrainingcourses.net



i
le Ads F ta WEB
Google Ads Fundamentals Ty
Impressions

Impressions are when your Ad is shown to a viewer on the Google Search page.
Even if the Ad is not clicked on it is still counted as an impression.

Impressions

» Number of times your ad(s) were displayed
» Includes people who and

Clicks

Clicks are when a viewer actually clicks on your Ad.

Just Engaged - Need a Venyg
(Ad) www.theriverstoneestate.com.al

360 degree views of the Yarra Valley, w{

edding Reception Yarra Valley
~valley/wedding-venue v (03) 5962 3947
mony and reception venue. Combine our

stunning location and let our staff c at will last forever. Download A Brochure. Tue-

Sun Support Available
Wedding Event Packages - Wedding Gallery - VVedding Testimonials - Winter Weddings
@ 321 Jumping Creek Rd, Warrandyte VIC - Oy y 12 pmv

CTR (click-through rate)

Put simply, click-through rate is the percentage of impressions that resulted in a click.

CTR

» Stands for Click Through Rate
» CTR = (Total Clicks + Total Impressions) x 100

100 Clicks

100 = 50% CTR
200 Impressions >

50% of people click your ad
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If your PPC ad had 1,000 impressions and 10 clicks, that’s a 1 percent CTR. As a metric, CTR
tells you how relevant searchers are finding your ad to be.

®  High CIR, users are finding your ad to be highly relevant.

= low CIR, users are finding your ad to be less relevant.

O Campaign Budget Status Impr. Clicks Conversion: CTR Cost

Limited
O e Y Bar Stools NEW NZ$85.0.. by © 171 243 6.25 20.75% NZ$576.79
budget
Limited

O e Y SofaBeds NEW NZ$85.0. by M 1,863 41 12.50 22.06% NZ$578.09

11

The ultimate goal of any PPC campaign is to get qualified users to come to your website and
perform a desired action (e.g., make a purchase, fill out a lead or contact form, download a
spec sheet).

CTR is the first step in the process to improving your ad’s relevancy and generating those
desired actions.
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Main Focus Areas of Adwords - Simplified.. @
Measure of the ~ Number of
effectiveness on o L impressions

campaign the received vs
w lower the better number eligible
to recieve
Cost Per :
Conversion & &Vq Impression
Share %

Cost Per Click §

*r
*r  ®

Conversion Rate % Click Through

‘

Quality Score m

?/10 Rate %
Measures the @ Ratio of Clicks vs Ratio of Clicks vs
relevancy of Conversions. Shows Impressions. Shows

effectiveness of relevancy and
Conversions affects Quality Score

20% 20% 20% 20% 20%

Keywords vs Ads vs
Landing Pages
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Module 4 - Adwords Dashboard & Main Menus

Adwords Account Login

First we need to login to our Google account.

In the Chrome Browser type www.google.co.nz and bring up a standard Google screen.

G Google X+

<« C 0 @ google.conz

In the top right hand corner you will see a sign in box. Click on Sign In.

Gmail Images

Sign in to a Google account:

adwordsfundamentalscourse@gmail.com with password *##*®*xk%x

Google
Signin
Use your Google Account

Emall or phone

adwordsfundamentalscourse@gmail.com

Forgot email?

Not your computer? Use Guest mode to sign in privately
Learn more

Create account m

Google

Welcome

@® adwordsfundamentalscourse@gmail.com ~

Forgot password? m
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Now we need to login to Google Ads.

You can either Google ‘Google Ads’

Google

{=

google ads

google ads

Get More Customers With Easy Online Advertising - Google Ads@
https://ads.google.com » intl » en_nz =

Grow your business with Google Ads Get in front of customers when they're searching for
businesses like yours on Google Search and Maps. Only pay for results, like clicks to your
website or calls to your business.

Google Ads - Get More ...@ How it works@
Get more customers on the phone, Learn how tc advertise on Google
on your site, and in the door ... in just a few steps. Our easy ...

More results from google.com »

G google ads - Google Search x e
< C (0 A adsgooglecom

Or type the url that loads Google Ads

https://ads.google.com

Click Sign In on the right hand side.

aE@* B ABA@DEme O

SEO Articles 2017 iThemes Training W... »

Sigrile

This is what we see when we log in to Google Ads.

. 0800 451796*

A Overview - SEO Personal Traininc X E

<« C ¢ @& adsgooglecom/aw/averview?ocid=324166921&¢uid=33.. ¢ f? /- m a . (@ EZ‘Z\B 2

@ Australian Taxation... SEO Powersuite Op... Adwords Articles &... Lighthouse Speed... SEO Speed Articles SEQ Content &

= 4 Google Ads All campaigns Q. Try “billing”

All campaigns 1/2 >  None of your ads are running - Your campaigns and ad groups are paused or removed. Enabl

Enabled and e Overview ® Overview

SEO Training <
Q] 9 Recommendations Y  Campaign status: All; Ad group status: All - ADD FILTER

Campaigns 13

Clicks = Impressions v Avg. C

0 0 $0.1

Ad groups

Ade & avtancinne
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Google Ads Dashboard & Menus

We have a number of menu’s in Google Ads. Lets run through what each menu is used for.

#% Google Ads ‘

@

(1) Navigation menu (Z) Page menu (@) Pagetitle 4) Top bar (5) Table tool bar

Basic Account Management

Go to any page Q GO TO icon _'-_,ﬂ'len enter the page you want to go to.
Or type G then T on your keyboard

Expand navigation menu b Arrow icon

Canmaing To view all your campaigns, click All campaigns 'T_'i, then Campaigns @

P To go to one campaign, select the campaign | 1__','.

Ads Ads & extensions @ ,Ads @

Keywords Keywords @

Search terms Keywords @, then Search terms @

Extensions Ads & extensions @, Extensions @

Modify columns Table tool bar @ , then Modify columns

Audiences or remarketing Audiences @

ggg\;'a;s:rl’r:;t?ct;nbutmn, ‘\ Tool icon ' ', then Measurement section

Shared library, Tools, .

Keyword Planner, Billing \ Tonkon

Business data \\ Tool icon | , then Setup section

Change history Change history @

Help (7] Help icon
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Reporting

Dimensions m
Reports and m
Dashboards

Expand table &0
Download +
Filter g o
Choose columns m

Group rows by =

Segment rows by

nl

Auction insights

Automatic placements

Advanced Features
Create an automated rule
Upload

Bulk actions

Bulk apply negative keyword lists

to campaigns

Bid adjustments

Bid-only audiences
Target-and-bid audiences

Audience manager

Audience insights and sources
Drafts & experiments

Ad variations

Auto-tagging

Content exclusions

(account-level)

URL options / tracking template

(account-level)

Import Analytics goals

Conversion web pages

Campaign groups

Charticon( ,then Pre-defined reports

Charticon( 4 ), then Reports or Dashboards

Expand table icon @

Download icon @

Filter icon (:9
Column icon @]

Segment and group icon @
Segment and group icon @

Campaigns, Ad groups, of Keywords REW, then Auction insights @

=y
E/Lthenwher'e ads showed@

Placements (

H 3-dot icon @
H 3-doticon @
a, Tools icon ( )

Campaigns (z 1 select the desired campaigns, then Edit (F\1

then Edit targetlng

Audiences, Locations, Ad schedule, Devices, or Advanced

bid adj.(2)

Renamed to audience observations

Renamed to audience targeting
X, Tools icon [ )
a, Tools icon ( 4 ), then Audience Manager, then left menu
Drafts & experiments @

Drafts & exper‘imentsrq\], then ad variations@
"~/

All campaigns| 1 , then settings G’J and Account
settings @
All campaigns( 1 1, then Settlngsf 1and Account

settings @

All campaigns| 1 |, then settings (E:]and Account
settings @
Tools icon [ 4 |, then Conversions, then °, then Import

X Tools icon ( 4
conversion, then Web Pages @

n Navigation panel| 1)

, then Conversions, click on any existing
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Navigation menu

The navigation menu on the far left is used for viewing Campaigns, and Ad Groups that sit
under each campaign. In the screenshot below you can see SEO for Small Business is the
Campaign and SEO Training is the Ad Group.

= 4 Google Ads | Allcal

All campaigns Overview

Enabled and Paused 1endal

All

IBY  sEo for small B

All enabled

SEO Training ke
All but removed

Removed campaigns
tensic

Al pages
All enabled

All but removed

es
Hide drafts
aphics

You can select the 3 dots and a dropdown menu appears which allows you to show only the
Campaign or Ad Groups that are enabled.

(2) Page menu

The second menu in is called the Page Menu and enables you to manage Ads & Extensions,
Keywords, Audiences etc

Overview A

Recommendations

Campaigns 1]

Ad groups

Ads & extensions

Landing pages

Keywords

b Audiences

Demographics

Settings
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Top bar

The top bar menu has 3 main functions, Search, Reports and Tools & Settings.

Search — used to look for functions in Ads where you don’t know where the reside. | often
type the term Change History in here to find what changes have been made in an account.

Q_ Search for a page

Reports — this menu provides a number of predefined reports or you can create your own
reports in here.

Q m 9\ o

SEARCH  REPORTS  TOOLS& COUrSESWED
SETTINGS

Predefined reports (Dimensions) » g

Reports

Dashboards

The reports interface is quite easy to use and an example below shows a Search Terms
Report with the attributes that you can drag and drop to make or change the report.

© Exciting updates to Keyword Planner x

Performance Planner
Keyword Planner
Reach Planner

Ad Preview and Diagnosis

Audience manager
Bid strategies
Negative keyword lists
Shared budgets

Placement exclusion lists

All bulk actions
Rules
Scripts

Uploads

Conversions
Google Analytics

Search attribution

Business data
Policy manager
Account access
Linked accounts
Preferences

Google Merchant
Center

Q search Search terms Report  #* SRESS ESAVEAS 4 S
sowion  souepuie
~ Last month —
Level of detail A 7§ Table ~ Sep1-30,2019 ~ < > = Y m
e men oo
Campaign =
Ad = Row Adgroup €  Searchterm € Column  Clicks €)  Impressions €  Conversions € CTR €  Avg.CPC €  Cost €@  Cost/conv. @
Label (Campaign) Searchkeyword €  Added/Excluded € Conv. rate €
Label (Ad group) Search term match type €
Label (Ad) S h St h
Adgroup ¥ Searchterm v earc Y Added/Exclude w Searchterm ¥  Clicks v Impressions v Conversions v CTR v Avg.CPC v
keyword match type
Label (Keyword) Yerta vl " "
arra Valley yara valley yarra valley
Weddings Weddingvenies  weddingvenues Added Exac) 4 9 rod Iaise% Asats
Final URL =
Small Wedding small wedding small wedding Added Exact 12 67 0.00 17.91% A$3.46
Venue venues melbourne  venues melbourne
Landing page
Yarra Valley wedding venues +wedding +venues ... . -
I
=) PLANNING |EB SHARED LIBRARY @ BULK ACTIONS I MEASUREMENT [ seTuP 5 BILLING

Billing summary
Billing documents

Billing settings

Page 48 of 75

www.webtrainingcourses.net



AR

WE Training
Google Ads Fundamentals r SmBDcourses |

Module 5 - Creating a Campaign, Ad Group & Ads

Creating a Campaign

We are going to make a student training account to run some Ads for Web Training Courses.

Click on All Campaigns up the top left and your screen should look like this before we start.

= 4 Google Ads All campaigns

L

Overview

All campaigns CAMPAIGNS AUCTION INSIGHTS

Recommendations
Enabled and Paused i
B}  sco for Small Business Campaigns f

Removed campaigns are hidden Ad groupe

Ads & extensions

Y  Campaign status: All but removed  ADD FILTER
Aulences

Demographics ®  campaign

Settings O e E¥ €O for Small Business

Locations Total: All but removed campaigns @

Click on the blue circle with the white plus inside.

Click on New Campaign

Mar 12.2019

+  New campaign

]_D Load campaign settings

o bl e e b e

Now click on Create a Campaign Without a Goals Guidance.

Qa m 2\

SEARCH  REPORTS  TOOLSE
SETTINGS

4 Google Ads | New campaign

Select the goal that would make this campaign successful to you @
Sales Leads Website traffic Product and brand consideration

(<] o 2

Create a campaign without a

Brand awareness and reach App promotion goal's guidance
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Now click on Search as we want to create a Search Campaign.

Select a campaign type @

Search Display Shopping Video

Reach customers interested in your Run difterent kinds of ads across the Promote your products with Reach and engage viewers on
product or service with text ads web Shopping ads YouTube and across the web
App Smart

» ‘ ) Reach your business goals with
Drive app promotion across Google's automated ads on Google and across
networks the web

(ool (1 CANCEL

Now select Website Visits, put in the URL www.webtrainingcourses.net and click Continue

Google Ads | New campaign :,; =]

=

Search Display Shopping Video

Reach customers interested in your Run different kinds of ads across the Promote your products with Reach and engage viewers on
product or service with text ads web Shopping ads YouTube and across the web

App Smart

Reach your business goals with
Drive app promotion across Google's automated ads on Google and
networks across the web

this campaign @

the results you want to get frg

Website visits

www.webtrainingcourses.net

[J Phone calls

[ App downloads

» conTINuE [INVEN

Now we enter in the name of our campaign. In my example | am going to use Tutor and in
your case type your student number you have been allocated, Learn 1 etc
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General settings

Type: Search /
Campaign name Tutor « A
Networks Search Network A

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 @

@ Most advertisers include their ads on Google search partner sites

Expand your reach by showing ads to relevant customers as they browse sites, videos, and

apps across the Internet

D Include Google Display Network @

Display Network

© Don't miss the opportunity to reach more people across 3 million sites and apps

v Show more settings

Further down the page we have the location settings for our Ads. Because the master

account when | set the account up has a target location of Melbourne City, each campaign
we create will default to the same location settings.

Lets also add Auckland as a City location and Auckland as a Region so we can view our Ads.

We can change each campaign to have different settings if we want to. This is the power of
Google Ads, the campaign settings enable you to target different locations with different

Ads.

g Set up ad groups

Choose who you want to reach

Locations

Matches
Auckland, New Zealand region
1 Auckland, Auckland, New Zealand city

-

' Auckland Airport, Auckland, New Zealand airpor

Reach ®
2,100,000
2,080,000

140,000

Auckland Park, Gauteng, South Africa neighbourhood -

A Limited reach @

Bishop Auckland, England, United Kingdom city
Papakura, Auckland, New Zealand city
Pukekohe, Auckland, New Zealand city

Locations that include: Auckland, New Zealand
New Zealand country

Related locations
New Zealand country
L17, England, United Kingdom postal code

S
O W o
o o o
o O O
o O O

3,550,000

3,550,000
125,000

TARGET

~Melourne; victora, Austrana cy

Q_  auckland|

For example, a country, ¢

v Location options

Advanced search
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o Set up ad groups e Create ads ° Confirmation

Choose who you want to reach

Locations Select locations to target @

O All countries and states/territories

O Australia

@ Enter another location

Targeted locations: (3) Reach @ €@

Auckland, Auckland, New Zealand city 2,080,000 @

Auckland, New Zealand region 2,100,000 9

Melbourne, Victeria, Australia city 5970,000 @
Q,  Enteralocation to target or exclude Advanced search

For example, a country, city, region or pestcode

v Location options
We can also set some Location Options

~ Location options

Target @
@ People in, or who show interest in, your targeted locations (recommended)
o People in or regularly in your targeted locations

O People searching for your targeted locations

Exclude @
@ People in, or who show interest in, your excluded locations (recommended)

O People in your excluded locations

Leave the Audiences area empty for now, this is more an advanced Ads feature, outside the
scope of this course.

Now lets look at Budget and Bidding.
Our campaign budget below will be $15 per day.

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

Budget Enter the average you want to spend each day
4515.00

to twice as much. Learn more

In the next screen we have our bidding options.
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Bidding What do you want to focus an? @ ~
Clicks «

D Set a maximum cost per click bid limit

& This campaign will use the Maximize Clicks bid strategy to help you get the
most clicks for your budget

0O, select a bid strategy directly (not recommended)

Leave Clicks as our bidding focus. You can change this to Conversions but the default is
Clicks. Now select Or, select a bid strategy directly (not recommended)

Bidding What do you want to focus on?
Clicks ~

Q@

[[] setamaximum cost per click bid limit

@ This campaign will use the Maximize Clicks bid strategy to help you get the
most clicks for your budget

Or, select a bid strategy directly (not recommended)

| always select Manual CPC.

What this means is that we are going to manually set our Max Cost Per Click ourselves
rather than have an automated bid strategy.

Bidding Back to previous bidding options

Select your bid strategy @

Target CPA nc

Target ROAS

Maximize clicks

Maximize conversions
v Show more settings
Maximize conversion value

Target impression share

Ad extensions o R
Get up to 15% higher clickthrough rate by . s
| Manual CPC

Sitelink extensions

Further down we have the option to create Ad Extensions which we will leave for now.

We will cover Ad Extensions in Module 6.
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Ad extensions

Get up to 15% higher clickthrough rate by showing additional information on your ads

Sitelink extensions Add additional links to your ad v
Callout extensions Add more business information to your ad ~
Call extensions Add a phone number to your ad v

o Ad extension

SAVE AND CONTINUE [lerati{ei 8

Click Save and Continue.

Creating An Ad Group

Set up ad groups
Adgrouptype ® : Standard v

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 Get keyword ideas

SEO for Small Business

GD www.webtrainingcourses.net
Default bid @)
AS10
Keywords Monthly searches
seo for small businesq «

+ + +

E S

ADD ALL IDEAS

Match types help control which searches can trigger your ads
keyword = Broad match “keyword' = Phrase match [keyword] = Exact match Learn more

Here we get to create our first Ad Group, set a default bid of $10 for the Ad Group and put
in a starting target keyword (SEO for small business).

The amount is so high because we are running Ads in Auckland and the keywords would
have a lot of competitors.

For our course we are going to use a long tail keyword ‘SEO for Small Business’ so that we
can see our Ad when it runs.
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GO gle seo for small business Q,

Q Al [ images [ News [ Videos ) Shopping ! More Seftings  Toal
About 142 000,000 resuits (0.59 seconds)

SEO For Small Business Course | Classroom SEO Training
www.webtrainingcourses.net/SEO-training/melbourne ~

Our course is ofiered as a beginner SEO course for people keen on learmning the basics. Our
local SEO training class is geared around covering the main principles that matter.

Start an Online Business WordPress Bootcamp
Tips and Techniques Weekend WordPress Course
Understand the Basics Learn To Build A Website

Creating An Ad

We are going to use the landing page on the website that has the SEO For Small Business
Course content.

https://www.webtrainingcourses.net/courses/seo-small-business-course/

Call Us Today! NZ 027 449 1410 or AU 0481 177 953 | leam@webitrainingcoursesnet

~ WEB:::

Reviews Contact Us

SEO for Small Business

1-day course COURSE DETAILS

Our course is offered as a beginner SEO course for people keen on learning the basics. Our local Time: 9am to 5pm
SEO training class is geared around covering the main principles that make up the most
important factors. Cost: $250 plus GST

On completion of this course, students should be able to demonstrate an understanding of the Venue: Quest On Bourke Street—155
following: Bourke St, Melbourne VIC 3000

» Learn a bit about Digital Marketing and the difference this makes to our marketing strategy
toda Quest on Bourke
y View larger map St Vincent's

e Learn about the key concepts of Search Engine Optimisation (SEQ) from an organic (L - - Hospital

R AR e R N R e T - Bunnings

The next screenshot shows what we set for our first Ad. You can create whatever you like
here and develop your own skills in writing Ads.

It is important though in the Headline 1 to have the name of the Course which is our
keyword that we have set up ‘SEO for Small Business’.
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https:/www.webtrainingcourses.net/courses/seo-small-business-course/ UI'| GOpied from webSite

SEO For Small Business Course main keyword in our

Headline 2 first Headlme SEO For Small Business Course | Classroom SEO ©
Classroom SEO Training ©) Training | Covers the Fundamentals

webtrainingcourses.net/SEO-training/Auckland

Covers the Fundamentals m

)
©
Our course is offered as a beginner SEO course for people
keen on learning the basics. Our local SEO training class is

Display path ® o

) - eared around covering the main principles that matter.
ww webtrainingcourses.net / SEO-training Auckland « 9 9 principl

Our course is offered as a beginner SEQ course for people keen on leaming the @«A aanimored m A
basics.

Our local SEQ training class is geared around covering the main pnnmplesm )
that matter.

kil syt sample of what our Ad looks

like
DONE  CANCEL
Click Save and Continue
Congratulations! Your campaign is ready.
Review your campaign summary ®
Clicks Cost
0 AS$0.00
Daily estimate Daily estimate
D Oct 27,2019 - No end date Campaign budget Bid strategy
A$15.00/day Manual CPC
Q@ Auckiand
Campaign goal
YA English No goal selected
Ad Groups Keywords Ads

CONTINUE TO CAMPAIGN

Now that we have created our Campaign, Ad Group and Ad we should change the default
match type on the keyword ‘seo for small business’ to Exact match.
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The reason for this is so we are focusing on a very specific phrase rather than a broad or
phrase match.

Y  keyword status: All butremoved  ADD FILTER

|:| [ ] Keyword Status Max. CPC Policy details

O e~ Keyword AS5.00 5} #° Approved

[seo for small business]

Broad match

Phrase match Gance. PAVE

1 1 Exactmatch [

Now lets add another keyword ‘seo for small business course’. Click on the blue plus circle.

Y  Keyword status: Allenabled  ADD FILTER

Mar 12, 2019

O e Keyword Status Max. CPC Policy details

D ® [seo for small businass] Eligible AS7.00 Approved

Put a [ in front of the phrase and a ] at the end which sets the keyword as Exact match.
Add Keywords

To build a list of relevant keywords, add ideas below. Keywords can trigger your ad to show when people search for related terms. Learn maore about

[seo for small business course] Getkeyword ideas

C_
EH Enter your produc ce
Keywords Monthly searches
+  seo 1K=
+ 0e - 1t
+  seomarketing 0T - 1K
+  seowebsite 0o - 1
+ 02 - 1
-+ 0o - 1k
Match types help control which searches can trigger your ads =+  website ranking 0 — 1K
keyword = Broad match "keyword® = Phrase match [keyword] = Exact match ADD ALL IDEAS

Learn more

B3

Click on Save
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Ads Preview & Diagnosis

Now we need to check that our Ad is running. There is a tester under the Top Menu under
Planning called Ad Preview and Diagnosis.

It will take a while for our Ad to be approved and our keyword that is set to generate
impressions on our Ad. So be patient.

Q m 204692 g
SaRcu  RPORTS  Toowsa (2 J QSe————r— ®
scrmos
ype: Ssarch ) PLANNING |E SHARED LIBRARY i@ BULK ACTIONS £ MEASUREMENT [ seTup £ BILLING
ENSIONS Performance Planner Audience manager All bulk actions Conversions Business data Billing summary
Keyword Planner Bid strategies Rules Google Analytics Policy manager Billing documents
Reach Planner Negative keyword lists Scripts Search attribution Account access Billing settings
Ad Preview and Diagnosis Shared budgets Uploads Linked accounts
Placement exclusion lists Preferences
Google Merchant
Center
4 Google Ads | Ad Preview and Diagnosis Tool
Location Language Device
‘o for small business =
Q Northland, New Zealand English Maobile

@ Your ad is showing

For the keyward [seo for small business] (Tutor = SEQ for Small Businzss)

WEUSHES GURTRINESTILE Wil o) Wi -Sile OCW Ppauraye
that is tailored for

Ad + www_webtrainingoourses.ned' SEO-training/melb. ...

SEO For Small Business Course
Classroom SEQ Training

Qur course Is offered as a beginner SEQ course for
people keen on leaming the basics. Our local SEOQ
training class is geared around covering the main
principles that matter

Start an Online Business Google Ads Fundament
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Our Ad on a Desktop Screen

GO Ogle seo for small business $ Q

Q Al Eimages & News [ Videos < Shopping i More Settings  Tools

About 142,000,000 results (0.94 seconds)

SEO For Small Business Course | Classroom SEO Training

(Ad) www.webtrainingcourses.net/SEO-training/Auckland ~

Our course is offered as a beginner SEO course for people keen on leaming the basics. Our
local SEO training class is geared around covering the main principles that matter.

Google Ads Fundamentals Start an Online Business
Learn the Basics Tips and Techniques
Configure Your Own Ads Understand the Basics

SEO For Small Business Course | Classroom SEO Training
www.webtrainingcourses.net/SEO-training/ Auckland v +61 481 177 953

Our course is offered as a beginner SEO course for people keen on learning the basics. Our
local SEO training class is geared around covering the main principles that matter.

Google Analytics Course - Google Ads Fundamentals - Start an Online Business

Our Ad on a Mobile Screen

Ad - webtrainingcourses.net/SEO-training/Auckland

SEO For Small Business Course |
Classroom SEO Training

Our course is offered as a beginner SEO course
for people keen on learning the basics. Our local
SEO training class is geared around covering the
main principles that matter.

Google Analytics Course  Google Ads Fundamen

Looking at Google — Once Ads are Approved

Please do not click on any of our Ads or Extensions (It COSTS ME...)
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Module 6 — Ad Extensions & Negative Keywords

Ad Extensions

Ad Extensions are extra components of an Ad that make the Ad more attractive to viewers. A
graphic below shows the most common Extensions and | am going to go through the setup
of 3 of the main extensions:

e Call Extensions
e Sitelink Extensions
e Location Extensions

JustFab™ Shoes & More - Two Pairs From Just £35

omirme e coctns T cauouts

STRUCTURED SNIPPETS il
Locksmith in Gateshead
cksmit — CALLS
SITELINKS —
- SELLER RATINGS

LOCATIONS ___

Call Extensions

This Extension enables a phone number to be added at the Account, Campaign or Ad Group
level. This number appears on an Ad. Add yours to your Campaign, not the Account.

Add call extension

Campaignv

@ Create new O Use existing

New Zealand v 027 4491410 ®

Call reporting is turned on 3

n®

Use account settings (Calls from ads) ~
v Advanced options

Click on Save
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Sitelink Extensions

The sitelink extension is a clickable Google ad extension that allows you to send your
customers to different pages on your site in addition to your main landing page, and which
makes your ad larger and more visible in the search results.

Rods & Blinds | Roller Blinds NZ Available | Hundreds Of Styles

www.rodsandblinds.co.nz/ ¥
Rods & Blinds Is A Family Owned Business Based In HamNggn In The Waikato.
Roller Blinds - Venetian Blinds - Dual Roller Blinds - Sunscreen Blinds

Select under Ads & Extensions the Extensions tab.

All campaigns >

= 4 Google Ads | Tutor

@ Enabled Status: Eligible  Type: Search Budget: AS5.00/day More ¢

All campaigns e Overview

Recommendations ADS EXTENSIONS AUTOMATED EXTENSIONS

Ad groups f

Ads & extensions

Landing pages

You will see the screenshot below and go down to the bottom and click on Create An
Extension.

08 EXTENSIONS AUTOMATED EXTENSIONS

Get more clicks with extensions

Improve your ads by adding more details about your business, such as phone numbers, locations, special features, website links,

specific pages of your website, fike store hours, products, o conact
forms. Vihen samecne cicks or 1aps on your links, they skip right to the information

ey
CREATE SITELINK EXTENSION

Free delvery 2477 hours, Mebership dess Y cwEn Tasses

= specal offers, ke free Make i easy for people 1o reach your business
¢ 2&-hour customer drectly by adding a phare rumber 1o your ads.

CREATE CALLOUT EXTENSION CREATE CALL EXTENSION

Losking for a specic excension?

» © CREATE AD EXTENSION

Select Sitelink Extension
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Il c2 i
Google Ads | Tuor "™’

e @ Enabled Status: Eligible  Typr

Recommendations ADS EXTEN

lor Small Busi Ad groups

Ads & extensions

lor Small Business ©  Sitelink extension
Landing pages

npaigns are hidden

Callout extension
Keywords

godlances Structured snippet extension

Demographics

Call extension

Settings

Message extension
Locations
fdscheduls Location extension
Devices

Affiliate location extension
Advanced bid ad].

Add sitelink extension

Add to

Campaignv

Extension

(® Ccreatenew () Use existing

Sitelink 1

Google Analytics Course

wn

Description line 1 (recommended)

Basic Principles of Analytics ®
Description line 2 (recommended) 29435
Basic Account Setup

Final URL 19/ 35
https://www.webtrainingcourses.net/courses/google-analyt ®
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Click on Save

Sitelink 2
Sitelink text

Start an Online Business

Description line 1 (recommended)

Tips and Techniques
Description line 2 (recommended)
Understand the Basics

Final URL

https://www.webtrainingcourses.net/courses/how-to-start-z

Sitelink 3
Sitelink text

Google Ads Fundamentals

Description line 1 (recommended)
Learn the Basics

Description line 2 (recommended)
Configure Your Own Ads

Final URL

https://www.webtrainingcourses.net/courses/google-adwor

Sitelink 4
Sitelink text

WordPress Bootcamp

Description line 1 (recommended)

Weekend WordPress Course
Description line 2 (recommended)
Learn To Build A Website

Final URL

https://www.webtrainingcourses.net/courses/wordpress-bo

ADD SITELINK

~ Sitelink URL options

~ Advanced options

24

/25

®

24/35
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Location Extensions
This is where you link your Google My Business listing to your Ads account so you can show
your location under the Ad.

Create location extensions

To get started, link your Google Ads account to a Google My Business account. Learn more

@ Find an account O Link to an account | know

webtrainingcourses.net Countries: Australia, New Zealand /’
GMB account Verified/total Example listings Countries l
Web Training Courses, 155 Bourke Street, .
o 2 3
le..@... 1/1 (100%) Melbourne VIC 3000 Australia SELECT
PREVIEW
Click on Select and then Continue.
@ Find an account O Link to an account | know
Selected GMB account ¥
GMB account Verified/total Example listings Countries
Web Training Courses, 155 Bourke Street,
le.@.. 1/1 (100%) Melbourne VIC 3000 Australia
PREVIEW

Create location extensions

To get started, link your Google Ads account to a Google My Business acco

Your request to use locations was sent to le..@..

When your request is approved, locations in the Google My Business account le...@...
ads. Learn more
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A Google Ads account would like to link to your Google My Business locations

Google Ads <noreply@google.com>
To leam@webtrainingcourses.net

Google My Business

N\ Google Ads

Hello,

courseswebtraining@gmail.com has requested permission to link your Google My Business
account le___@... to their Google Ads account Adwords Fundamentals Course.

Click here to approve or reject the request.

AdWords link requested

courseswebtraining@gmail.com has requested to link Google My Business accounts managed by
learn@webtrainingcourses.net to AdWords.

Linking your account to AdWords will allow Adwords Fundamentals Course (6594204692) to see your locations, but not edit
your business information or add labels. You can contact the requester at courseswebtraining@gmail.com.

LEARN MORE

Click on Approve and this should all be linked through.

Overview H

Recommendations ° Y Extension type: Al ADD FILTER

Campaigns .
O

Ad groups

| Ads & extensions

Landing pages

= Keywords
Audiences

Demographics

Settings
Locations

Ad erhadula

ADS EXTENSIONS AUTOMATED EXTENSIONS

DECLINE APPROVE

Extension Extension type

Level

Status

Account

Google Analytics Course
Basic Principles of Analytics Sitelink extension
Basic Account Setup

Start an Online Business
Tips and Techniques Sitelink extension
Understand the Basics

Google Ads Fundamentals
Learn the Basics Sitelink extension
Configure Your Own Ads

WordPress Bootcamp
Weekend WordPress Course Sitelink extension
Learn To Build A Website

|learn@webtrainingcourses.net (V... N
i . Location extension
All lecations selected

Account

Account

Account

Account

Account

Under review

Under review

Under review

Under review
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Negative Keywords
Negative keywords are used to exclude your ads from showing on searches.

Let’s say you're a plumbing company, then excluding searches for “jobs” or from cities you
don’t service will help increase the performance of your Google AdWords campaigns.

In the ecommerce space, let’s say you sell marathon running shoes, but not trail running
shoes, you can exclude “trail” from triggering your ads.

This is powerful because you’re more or less paying the same for every click the same
keyword generates.

This means you can end up paying for clicks that aren’t as relevant for your business as you
might have thought.

Create a Negative Keyword List
On the Page Menu click on Keywords, then up the top click on Negative Keywords

Overview @ Enabled Status: Eligible  Type: Standard Max. CPC: A$10.00 More details w
Recommendations SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS AUCTION INSIGHTS
Ads & extensions @ Add negative keywords or G Use negative keyword list

create new list

Landing pages
Megative keywords can prevent your ad from showing 1o people who search for or browse content related to th

Keywords Add 1o
Campaian -
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Overview

@ Enabled Status: Eligible  Type: Standard Max. CPC: AS10.00 More details

T SEARCH KEYWORDS NEGATIVE KEYWORDS SEARCH TERMS AUCTION INSIGHTS

Campaign -
Ads & extensions

) Negative keywords
Landing pages - :

free

cheap
Keywords instructor

manual

Audiences

Demographics

b Settings

Devices

Change histary

Save to new or existing list

Course Negative List Mo existing lists to add to

-

| have added words such as:

e Free
e Cheap
e Manual

e |nstructor

As | don’t want these keywords to generate clicks on my Ads.

For example the phrase ‘free seo for small business course’ won'’t trigger my Ads.
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Module 7 - Basic Reports & Measurement

Connect Adwords to Analytics
It is important to have Google Analytics running and connected to your website and if you
are running Google Ads it is important to link these two.

Under Tools & Settings on the Top Menu click on Linked Accounts.

Q m W2\ @ M T advous inga,

o courseswebtraining@gmail.co

=) PLANNING |E SHARED LIBRARY If@ BULK ACTIONS X MEASUREMENT 3 setup B BILLING
Performance Planner Audience manager All bulk actions Conversions Business data Billing summary
Keyword Planner Bid strategies Rules Google Analytics Policy manager Billing documents
Reach Planner Negative keyword lists Scripts Search attribution Account access Billing settings
Ad Preview and Diagnosis Shared budgets Uploads Linked accounts «

Placement exclusion lists Preferences

Google Merchant Center

At this point you should be logged in to the same Google account that Google Analytics is
connected to. Click on Google Analytics and Details.

Google Ads | Linked accounts

d  coogle Analytics

gh

DETAILS

Click on the Link and link the account.

Analytics property Status Views Goals Audiences Actions

Web Training Courses

UA-75503249-1 Notlinked e

In my account | have a couple of different views in Analytics as | use this account for the
Google Analytics Fundamentals course. Click on Link and Import Site Metrics and Save.
Web Training Courses

To link this property, select which views to link to Google Ads. You can also choose to
import site metrics from 1 view.

Views Link Impert site metrics
All Web Site Data (DO Not

Touch) . .

Student One View

Tutor View

CANCEL SAVE
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Once this is completed your linked account should look like this below.

Analytics property Status Views Goals Audiences Actions

Web Training Courses

bppietbinity Linked 1 view | 0lists UNLINK

The reasons for linking these two together are twofold.

For Adwords it enables you to import Goals from Analytics and set these up as Conversion
actions. In Analytics it enables you to see your Adwords data as an input feed.

~ #* Acquisition
Overview
v All Traffic

~ Google Ads

Campaigns
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Basic Reports
There are a number of basic reports set up in Adwords which are easy to use or you can
write your own.

Predefined reports (Dimensions) »

Reports

Dashboards
Campaign Basic >
Ad group Time |
Ad Conversions b

5

Search keyword Labels >
Search Terms Locations b
Final URL Extensions

Paid & organic Display/Video »

Campaign details Other ’
Ad group details
group (ABZ v impr. (Top) %
Audience op)
Landing page 3.00% 75.00%

Expanded landing page

Search Terms Report
The Search Terms report is a popular report and shows us what actual keywords have been
searched for and generated clicks to our Ads.

Under Predefined Reports> Basic> Search Terms Report we will take a look at this report
structure.
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m 2\ 659-4204692 Adwords Fundam...
= @ 2

courseswebtraining@gmail.com

s TOOLS &
SETTINGS

Predefine

S Basic 4
Reports i

Ad group Tang ’

Dashboat Ad Conversions »

Labels 4

Search keyword

Search Terms « Locations »

Final URL Extensions  »
Paid & organic Display/Video »
Campaign details Other )
Ad group details
Audience
Landing page

Expanded landing page

Once the report writer interface comes up click on the Columnsicon* ™ to see all the
report fields.

RESET SAVE AS . 4 ®

DOWNLOAD SCHEDULE

Today
280ct2019 ~ < » m
SEGMENT ER COLUMNS

Now we can see all the report fields. The column on the left has all the fields that we can
drag over to the right. We can also hit the £} key on a field and it will remove itself.

¢ 4 Google Ads = Reporting §! 6204692 Adwords Fundan.

courseswebtraining@gmail.com gy

Q search 5 Search Terms /' RESET. SAVEAS
Unsaved
Level of detail A~ “ i Table ~ ' ' MO v < = ,IK

Campaign =
Adgroup = Row Searchtern €  Searchtemmatchtype €@  Column  Clicks €  Impressions @ CTR @  Avg.CPC @  Cost @  Impr(Abs.Top)% @  Impr. (Top) % ©
Ad = Added/Excluded @ Conversions €  View-throughconv. €@  Cost/conv. @  Conv.rate @
Search keyword - e
Searchterm v Search term Added/Exclude ¥ ¥ clicks ¥ Impressions ¥ CR~ Avg.CPC ¥ Cost ¥ Impr. (Abs. Impr. (Top) % ¥ Conversions ¥
match type Top) %
Label (Campaign) =
seo for small 5
i v Exact Added 1 4 2500% $975 975 25.00% 75.00% 0.00

- Showrows 50 ¥ 1-Tof1

In the Search Terms report there is a field missing that we are going to add, Search
Keyword.
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Q. keyword| b4 :

Level of detail ~
Search keyword =

Label (Keyword) =

Drag this from the left and drop it over on to the Row fields area.

Q. keyword X : Search Terms #
Unsaved
Level of detail ~ " 18 Table
Label (Keyword)
Row  Searchterm €3 Search term match type €3 Columi

Targeting ~
Added/Excluded € Search keyword €
Display/video keyword

Searchterm v  Searchierm ¥ 4h404/Evciyde w  Search

match type keyword
Attributes ~
seo for small Exact Added seo for small
business business

Keywords: active
You can also drag these around within the Rows and Columns which in turn re-orders the
report.
Row  Searchterm €3  Search keyword €3
Search term match type €3

Added/Excluded €3

Search term = ﬁearchd S Seiriht;erm ¥ Added/Exclude ¥ 4 Cclicks ~
eywor match type

seo for small seo for small et Added .

business business

To export this report to a .csv file or excel format click on the Download arrow up the top
right.

RESET SAVE AS i ®
DOWMLOAD SCHEDULE
Today — Y i

280ct2019 ~ <

SEGMENT FILTER COLUMNS
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Now click on Excel .csv

RESET SAVE AS * @

DOWNLOAD SCHEDL

Today

ay .csv
280ct2019 « < "

Excel .csv e

1sv
©  Impr.(Abs. Top) % € xml
w.rate €3 -csv.gz

.xml.gz

pdf

3w Fret W ImprrrADsT Tmnr ITani o w

Now click on Open or Save File and save to your computer.

(@ Opening Search Terms.csv ? x

You have chosen to open

| Search Terms.csv
from: ads.google.com Copy download link
‘What should QupZilla do with this file?

O Open...

(@) Save File

cor

Below is an example of a Search Terms Report for one of my customers.

|Search term report (Sep 1, 2010-Nov 25, 2016)

Added/Exc Conversion  Cost/  Impression Avg. Avg.
Match type Search term Keyword Ad group Clicks Conv.rate  Cost CTR o
luded s conv. s CPC position
exact | roller blinds [roller blinds] Added Roller Blinds 395 1846 4090 25378 9.66%  7,294.88 16.12% 1.78 1.9
exact easy blinds +easy +blinds Added Easy Blinds 73 3.85 495 1390 14.84%  282.65 35.61% 0.57 1
exact blinds [blinds] Added Blinds 68 46.72 1059 14024 6.42%  3,177.02  7.55% 3 2.2
exact easyblinds "easyblinds" Added Easy Blinds 66 3.44 356 755 18.75%  233.09 47.15%  0.65 1
exact roller blinds +roller +blinds Added Roller Blinds 64 3N 1005 9765 6.48%  2462.23 10.29% 2.45 26
phrase easy blinds nz +easy +blinds Added Easy Blinds 62 6.2 374 111 17.13%  397.62  33.66% 1.06 1
exact easy blinds [easy blinds] Added Easy Blinds 57 6.34 315 533 19.06%  383.71 59.10% 1.22 1
phrase | roller blinds auckland "roller blinds" Added Roller Blinds 56 15.8 468 2291 11.97% 8846  2043% 1.89 22
broad | easy blinds nz roller blinds None Roller Blinds 41 451 259 504 15.83%  185.04 51.39% 0.71 1
exact blinds nz [blinds nz] Added Roller Blinds 39 42.14 415 1766 9.40%  1643.36 23.50% 3.96 15
exact roller blinds online [roller blinds online] Added Roller Blinds 34 13.62 254 715 13.39%  463.16  35.52% 1.82 1.6
exact roller blinds nz [roller blinds nz] Added Roller Blinds 33 50.92 379 1966 8.73%  1,684.04 19.28% 4.44 26
exact roman blinds [roman blinds] Added Roman Blinds 31 3316 650 9577 477%  1,027.95 6.79% 158 21
broad ready made blinds roller blinds None Roller Blinds 30 37.08 640 6078 469%  1,112.28 10.53% 174 23
exact venetian blinds [venetian blinds] Added Venetian Blinds 24 51.68 376 6321 6.38% 124044  5.95% 33 1.7
broad | blinds online roller blinds online None Roller Blinds 2% 31.8 428 2180 5.61% 763.11  19.63% 178 1.8
exact | roman blinds nz [roman blinds nz] Added Roman Blinds 23 64.98 999 4867 231% 149778 2053% 15 22
exact blinds auckland +Blinds +Auckland Added Blinds Auckland 2 33.56 229 2638 9.17% 70481  8.68%  3.08 24
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Dimensions Report
The Dimensions Report is useful to see on a daily basis what the clicks, impressions,
conversions etc are for an active Campaign or Ad Group.

Select Time>Day

|
Predefined reports (Dimensions) » Basic >
Reports ' E
Dayo Time »
Dashboa '
» Day Conversions » S
Week Labels N
Locations »
) Cost@® Impr( Month |
Quarter Extensions >
(%) Conv. rate € . .
Year Display/Video »
Hour of Day Other »

Because our account is a training account we don't have a lot of daily data in there yet, |
have copied a screenshot from Smooch Collection who sell Bar Stools and Sofa Beds.

Vovst St % i Last 7 days o
evel of detai 113 Table ~ 0ct21-27,2019 ~ < > )
se6l
Campaign |
Ad group = Row Day Column  Clicks €  Impressions € CTR €  Avg.cPC €  Cost €  Impr. (Abs. Top) % &
Ad = Conversions €  View-throughconv. €3  Cost/conv. €3 Conv. rate €3
Search keyword = e i
Day Clicks v Impressions v CTR v Avg. CPC Cost v "‘F‘_-r( );; h Impr. (Top) % v Conversions v e
op)
Label (Campaign) =
Oct 27,2019 122 3316 3.68% NZ$1.76 NZ$214.70 69.95% 84.74% 3.00
Label (Ad group) =
Oct 26, 2019 13 3079 367% NZ$1.66 NZ$187.60 69.93% 83.37% 325
Label (Ad) =
Oct 25,2019 102 2749 371% NZ$1.82 NZ$185.98 72.75% 86.24% 3.00
Label (Keyword) =
Oct 24,2019 101 2965 341% NZ$1.82 NZ$183.60 67.57% 84.82% 350
Final URL
Oct 23,2019 110 2996 367% NZ$1.69 NZ$185.99 67.53% 8247% 3.00
Landing page
Oct 22,2019 107 2697 397% NZ$1.77 NZ$189.48 65.29% 80.83% 2,00
Expanded landing page
Oct 21,2019 133 2879 26%% NZ$1.63 NZ$216.90 68.58% 79.82% 333

Distance from location

Same thing here if you want this in to a report click on Download and then you can
manipulate this data in Excel.

To save a report once you have changed any of the fields or layout click on Save As up the
top right and give the report a name then this will appear in your own Reports menu area.

SAVE AS ¥ ®©
DOWNLOAD SCHEDULE
Today - Y m
280ct2019 ~ < = Predefined reports (Dimensions) »
seoMENT  FUTER CoLuMN
. Reports

Dashboards
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Predefined reports (Dimensions)

Basic Basic Labels
e Custom Landing page Campaign details Labels
OPEN OPEN OPEN
Y ADD FILTER

D Your saved reports Creation date .. Last accessed Date range
D m Conversions by Landing Page May 7,2019 Aug 13,2019 Last month
D m Impression Share Sep 5,2018 Apr11,2019 Last month
\:| m Search Terms Report Sep 5,2018 May 7,2019 Last month
D m Dimensions Report Sep 5,2018 Aug 13,2019 Last month
D m Conversions Report Sep 5,2018 Aug 13,2019 Last month
D l Auction insights report Jul 24,2018 Apr11,2019 Last month

An example below of a Dimensions report for one of my customers.
Dimensions Report
October 1, 2019 - October 30, 2019

Day Currency Clicks Impressions Conversions CTR Avg. CPC Cost Cost/ conv. Conv. rate
30/10/2019 NZD 104 2,438 2 427% 1.77 184.04 92.02 1.92%
29/10/2019 NZD 103 2,550 5 4.04% 1.69 173.82 34.76 4.85%
28/10/2019 NZD 102 4,058 2.5 2.51% 1.86 189.44 75.78 2.45%
27/10/2019 NZD 122 3,316 3 3.68% 1.76 214.7 71.57 2.46%
26/10/2019 NZD 113 3,079 3.25 3.67% 1.66 187.6 57.47 2.90%
25/10/2019 NZD 102 2,749 3 3.71% 1.82 185.98 61.99 2.94%
24/10/2019 NZD 101 2,965 4 3.41% 1.82 183.6 45.9 3.96%
23/10/2019 NZD 110 2,996 3 3.67% 1.69 185.99 62 2.73%
22/10/2019 NZD 107 2,697 2 3.97% 1.77 189.48 94.74 1.87%
21/10/2019 NZD 133 2,879 3.33 4.62% 1.63 216.9 65.07 2.51%
20/10/2019 NZD 114 3,661 3 3.11% 1.7 193.94 64.65 2.63%
19/10/2019 NZD 139 3,857 4.75 3.60% 15 208.58 43.91 3.42%
18/10/2019 NZD 96 2,685 5.33 3.58% 1.93 185.43 34.77 5.56%
17/10/2019 NZD 114 2,771 1.25 4.11% 1.87 213.37 170.7 1.10%
16/10/2019 NZD 100 1,528 3.75 6.54% 1.78 177:51 47.34 3.75%
15/10/2019 NZD 103 2172 5 4.74% 1.86 191.95 38.39 4.85%
14/10/2019 NZD 111 3,138 5.5 3.54% 1.82 202.54 36.83 4.95%
13/10/2019 NZD 115 3,200 5:33 3.59% 1.66 190.84 35.78 4.64%
12/10/2019 NZD 123 3,566 2.67 3.45% 1.73 212.58 79.72 2.17%
11/10/2019 NZD 109 2,926 4.17 3.73%| 1.75 191.29 45.91 3.82%
10/10/2019 NZD 109 2,905 2 3.75% 1.76  191.77 95.88 1.83%

9/10/2019 NZD 119 2,903 4 4.10% 1.65 196.31 49.08 3.36%

8/10/2019 NZD 139 2,845 6 4.89% 1.62 225.01 375 4.32%

7/10/2019 NZD 106 2,475 4 4.28% 1.84 195.18 48.8 3.77%
The End
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