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Google Ads is an online adverticing platform that lets businecses chow ads across Google's networke — you only pay when comeone

clicks! @

r

e 2
Q Search Network [l Dicplay Network
Ads on Google Search recultc when people search your keywords. Vicual banner ads across millions of websites & apps.
( (
B Video (YouTobe) BY Shopping
Video ads chown before/during YouTube content. Product lictinge shown on Google Shopping tab.
\ \, J
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ranked ade.

@ How 66066LE DECIDES WHO SHOWS VP

Every cearch triggere an inctant Ad Auction. Google caleulates Ad Rank for every eligible advertiser and chows the highect-

[ AD RANK = BID x QUALITY SCORE x CONTEXT SIGNALS

Higher Ad Rank = Better position = More clicks! %
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Seep 1@ Step 2

Ucer types a cearch query Google finds all ads with matching keywords
e N\ 2

Step 3l Seep 4 Q@

Google calculates Ad Rank for each advertiser Highest Ad Rank wine the top ,bas‘/‘fian./
\ J \\ J

Y% QuaLity Score (1-10)

Gosgle’e rating of your ad quality. Higher QS = lower cost + better position!

Expected CTR Ad Relevance (anding Page Exp.
How likely people click your ad How well ad matches search intent How useful your page ic
e N
ACTUAL CPC = (COMPETITOR AD RANK + YOUR QS) + $0.0)

. J
4 )

L] A> RANK FacTors

( @ Bid amouut) ( ¢ Quality gcare) ( v Context (a{evfce//ocaf/‘on/t/me)) ( @ Ad extensione fmpa.ct) ( l@ Auction-time qm/ity]
. W,

Q Better Quality Seore = You pay (ESS per click than competitore! Smart ads win over big budgets. @
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RSA — RESPONSIVE SEARCH ADS  RECOMMENDED
A dynamic & flexible ad format. You give Google multiple optione — Google feste & learng the best comboc! @
P You provide & Google doee
Up to 15 headlines + ¢ descriptions Tests combinations, learne what performe best per query
72 N
: /\ Pinning — Pin a headline to always chow in pocition 1/2/3. But it limits Google's optimization! :
N e e e e e e e e e o o e e e e e e e e e e e e e e e e e e e e o e e o = e e e = = e = e e o /’
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A EXPANDED SEARCH ADS Lecacy
A ctatic ad format — fixed headlinee & descriptions. Always shows the same way. You control the exact final ad. @
P T T T T T EEEEEEEE N
: ﬁ Example: H1: Choose Running Shoes  H2: Free Delivery H3: 20% OFF :
: Ad1: H1+H2 | Ad2: H1+H3 | Ad3: H2+H3 — Google decides which to chow 1
]
N mm mm mm Em Em Em Em Em Em N N N RN EE EE Em EE EE EE EE BN BN BN BN N BN N N EE EE EE Em Em EE NN EE NN BN BN BN BN BN BN BN EE Em Em Em Em BN Em Em Em Em Em -
\ Vv,
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& Dsa — Dywamic Search Abs
Google uses your website content instead of keywords fo match vser cearches. Auto-generates headlinec! @
& Google generates P You write
Headlines based on search query + page content Deccriptions only — great for large websitec!
V.
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@ Broad MaTcH

Widest reach — ade chow for cearches related to your keyword, including cynonyme & related topics.

Keyword:
running shoes —
Could trigger:

Jogging sweakers, marathon fostwear, best cports choes

() PHRASE MATCH

Ads show for cearches that include the meaning of your keyword. More targeted than Broad.

e 2

Keyword:

“running choes” —

buy running shoee

/

K choes for running backwards

\. J
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[@1] Exacr MaTen

Ads chow only for searches with the came meaning/intent. Most precice control.

e D
Keyword:
[running choes] —
running shoes, running shoe

/
K cheap ronning shoes

\,

\
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© wecanve keyworvs

Block your ad from irrefevant cearches — caves budget & improves relevamce!

r N
Selling premium shoes? Add

-free
-cheap

-Dry




L ag negatives! J
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e Broad — Moct Reach E] Phrace — Balanced [@] Exact — Moct Precice ® Negative — Filterc bad traffic :
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& Sitelink D Callovt Structured Snippets
Extra linke to specific pages below your Short text highlighting offers: "Free Predefined list headers: "Brands: Nike,
ad. Shipping - Engy Retvrne” Adidac”
e N\ ( r \
Q Cocation Affiliate Location Qe Call
Show your address, map & distance fo Show nearby retailers that cell your Dicplay phone number — users call
ctore. product. directly from ad/!
L \.
e N\ ( r \
s Price . App & Promotion
Show products/cervices with prices in the Link 1o your mobile app — drives installe! Highlight cales with a price tag icon.
ad. "30% off!"
J \.
e N\ ( r \
=) Mecsage [ Tmage (ead Form
Let users text your businecs directly from Add a vicval image alongside your fext ad. Collect leads directly in the ad — no
the ad! landing page needed!
L J \L . v,
r

& Dwamic Exrensions

to maximize perf'arma.uce./

Google automatically adds extencions based on your website content. You don’t control them — Google decides when to chow them
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O Maximize CLicks @ Maximize Cowversions

Moct clicke within your budget. (ool Jraffic Moct convercions in full budget. (ool (onvercions

4 4
$ Tarcer cPa MAXIMIZE CONV. VALVE

Convercions at your cet cost/acquisition. Mox total revenve within budget.  Gool- Pevenve

Goal- Eficient Convercions

4 4
TARGET ROAS ® TARGET TMPRESSION SHARE
Specific return on ad cpend.  Coul: Profitable Pevenve Show ad a. % of the time.  (oul- [icibility
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X Withoot VBB Witk VBB
All convercions treated equally. A §5 purchase gets the came bid Google bids harder for the §500 customer — maximizes actval
ac a $500 purchase! kevenue./g

\ v,

How 16 SeT VP

Acsign conversion valves — different values for different actions
Uece Maximize Conversion Value or Target ROAS bidding
Let Google AL optimize towards highest value @

___________________________________________________________ 7’

1\ /
4 )

REQUIREMENTS

( Convercion tracking set up) ( Values ascigned to wnverg’/an;) ( 30-50 conversiong/month m:‘m‘mum)

( Smart Bidding strateqy o.cﬁve)
\L W,
( )

© vaLve RuLes

Apply different value multipliers by device, location, or audience. Example: Mobile users in London are worth 2x—> cet a +100% value rule

for them!
\. Y,
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Seaconality Adjustments tell Google to expect a temporary change in conversion rates — co Smart Bidding doecn’t micread your data

during special evente.

r N\ \
Flash Soles Holiday Evente
Big weekend cale— higher CVR expected Black Friday, Christmas — cpike in demand
\ J \\ J
4 (
Product (aunches Site Downtime
New prodvet — anticipate higher conversion rate Maintenance — lower CVR — adjust down
\_ J \L J

How 16 Ser IT vp

Set a date range (ideal: 1-7 days, max 14 days in advance)
Choose scope: all campaigns [ specific campaigns / devices
Set expected CVR change — e.q., +50% during sale event

1

1 Use when CVR changes by +30% or more
: Apply to specific affected campaigns

: Monitor recults after the event
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Go to Tools & Settings — Bid Strategies — Seaconality Adjustmente

x Don't use for long-term trends
x Don't use for budget changec
x Don't set more than 19 days in advance

e
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RSA 4 | Broab MatcH | vBB

Responcive Widest keyword Value-Based
Search Ads reach Bidding
4 N\ N\ )
RSA's RoLE @ Broab MATCH's ROLE @ VBB's RoLE
Teste many creative combos, learne Capturee a wide range of relevant Tells Google which customers are most
which ad works bect for each user and cearches — including ones you'd never valuable — bids aggreccively for high-
cearch context. Providec the creative think to add manually. Providec the value queries, less for low-value ones.
cignal @ reach cignal i) Provides the value signal @
\, 2\ VAN /
4 )
4> Why TOGETHER?
RSA — right ad for each person | @& Broad Match — right percon | Q VBB — right bid amount
Together: Google finds the right person — chows them the right ad — pays the right price — all avtomatically! ﬁ
1\ J
72 N
X A Broad Match alove = risky! But with Smart Bidding, Google ouly bids on queries likely to convert. Safe + powerfull @ I
N o e e e e e o e e e e e e e e o e e e e o e Em e e Em e e e e e e e e e e e /
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[l ProPewsITY Score

Predicts how likely a ucer is to convert based on real-time signals. Google usec all of thece together to decide how much to bid:

4 N/ N
Q Cocation B Device
Where the user ic — city, country, radive from your ctore. Mobile
(ocal intent = higher bid! —> impulce buying, quick decisions
Decktop
—> research mode, higher-consideration purchases
\, /J \\
4 N\
@ Time & Day Q Search Intent
Morning ve night, weekday vs weekend. Example: gym "Buy BMW price”— 0 High intent
equipment peaks on Monday mornings! BMW review"—> [ Cow intent
Exact wording reveals where the user is in the fonnel!
\. J \\ J
r 2
E Ueer Behavior (Historical)
Pagt cearches, pages visited, videos watched, previoue
purchasec — Google builds a profile over fime.
\.
e 2
Q How Google uces it Q Why it matters
Combines all cignals in real-time at auction —> bids higher for Two people searching the came keyword can get very different
ucers with high propensity to convert! bids based on their signals!
\ J
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C) OFFLINE CONVERSIONS + CONVERSION DELAY

Not all conversione happen instantly online! Offline conversions happen after the click — in-ctore, by phone, or after a long

decision process.

B Ofine Conversion 83 Convercion Delay

Ukcer clicke ad — visite store — buyc in percon. You import The time between a click and the actval conversion. A car

this back to Google via buyer may click today but convert in 30 days!

Google Click ID (6CLID)

¢o it knows the ad worked!
\, J \\ J
T T T T T T T T T T EEEEE RN
: I\ Why it matters for bidding: I your conversion delay ic 19 days, Smart Bidding needs time to see the full picture. Don't panic and change :
: bids too early — give it the full convercion window! Recommended window: cet it to at least as long as your average delay. 'I

® LTV — Lirenime VaLve

Total revenue a cuctomer brings over their entive relationship with your businese — not juct the first purchase!




[ LTV = AVo. ORDER VALVE x PURCHASE FREQVENCY x CUSTOMER LIFESPAN ]

T T T T T T T T T T T TS EEEEEEEEEEEEE N
: Q Customer buye $50/month for 2 yeare — (TV = §1,200. Worth bidding way more than just the firct ~/?‘50./© :
N e e o o o e Em Em Em Em Em Em Em Em Em E Em E Em E Em E Em E Em E Em E Em Em Em E o Em o E Em E Em Em mm Em mm Em Em Em Em mm Em mm mm e mm mm e 7/
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% HVAs — HIGH-VALVE ACTIONS

Specific actione that signal a user is highly valuable — not juct any conversion, but the ones that matter most to your business!

O Examples & How to vee
Repeat purchaces, loyalty sign-ups, premivim plan upgrades, Acsign higher convercion valves to HVAe — /BB bids more
high cart value checkouts, demo requests aggrecsively for veers likely to complete them!
\L W,
4 N
© MHow IT ALL Conneetrs
1] Tdentify your HVAe — Assign (TV-based conversion valves — Google learns propensity patterne — VBB bids more
for similar users —> E OFline conversions feed real data back to Google AT
90091@/;1;{/&6%6{34‘@” flowe to the customere who matter most — online AND offfine! ”
\ Wy,
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