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Lesson no. 9: Google Adwords- PPC Advertising 
 

I. CREATING OUR 1ST SEARCH CAMPAIGN 

To start your campaign, go to https://adwords.google.com, find the “Get started now” 

button, and sign up for an AdWords account. Once you're logged in, click the “Create your 

first campaign” button. 

a) Select your campaign type and name- First, choose the campaign type—for 

now, we highly recommend the “Search Network only” option, then give your 

campaign a name. Also remove the tick next to “Include search partners” for now (you 

can always change this later). 

 

b) Choose the geographic location where you’d like ads to show- Next, 

decide how large or small a geographic area you want to target. You can choose whole 

countries, regions of countries, states or provinces, cities—even U.S. Congressional 

districts. You can also choose custom-designated geographic areas, such as latitude-

longitude coordinates or the radius of a set number of miles or kilometers around a 

specific address. Click “Let me choose ...” and then search for the most appropriate area 

for you. 

 

c) Choose your “bid strategy,” and set your daily budget- Change the default 

“Bid strategy” to “I’ll manually set my bids for clicks.” This gives you more control 

and will help you learn AdWords at a greater level of understanding. You can always 

change to one of the many automatic options later. 

 

Your daily budget is the maximum that Google is authorized to charge you per day. 

Chances are, you'll hit that maximum most days. Google offers several payment options: 

“You can make payments before your ads show (manual payments) or make payments after 
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your ads show, and have those payments made automatically (automatic payments). Some 

businesses are also eligible for a Google credit line (monthly invoicing).” 

Set your daily budget so that if you screw up big-time, your checking account won’t get 

emptied out. You can always come back and bump it up, but it’s important to have a safety 

net. 

Ignore the “Ad Extensions” section for now. This is an important part of any campaign, 

but leave this for now and add these later after you've finished all nine steps. 

Click “Save and continue.”  

d) Create your first ad group, and write your first ad- More people click on ads 

when the headline includes the keyword they’re searching on. So use your keywords in 

your headline when you can. You’re limited to 25 characters here, so for some search 

terms, you’ll need to use abbreviations or shorter synonyms. 

The second and third lines allow for 35 characters of text each. In most markets, you’ll be 

more successful if you describe a benefit on the second line, followed by a feature or offer 

on the third line. Later on, you can test which order converts better. 

Even though Google places the field for your display URL—the web address people see in 

your ad—below your main ad copy here, when your ad displays on the search results page, 

its URL will actually show up right below your headline. The display URL has to be the same 

domain as your site, though the URL itself doesn’t necessarily have to be the specific 

landing page that you take people to. 

The last line is your actual destination URL, or your specific chosen landing page. You can 

also use a tracking link here. 

Here’s the short version of your ad template: 

Headline: up to 25 characters of text 

2nd line: up to 35 characters 

3rd line: up to 35 characters 
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4th line: your Display URL 

e) Insert your keywords into the keyword field in your account- Paste in your 

keywords. Start with just one set, and add plus signs (+), brackets ([ ]), and quotes (“ “) to 

see precisely how many searches of each type you’ll get. When you’re getting started, 

it’s not a good idea to dump hundreds or thousands of keywords in. Start with a tiny 

handful of important ones, and work from there. 

 

f)  Set your maximum cost-per-click- Set your maximum price-per-click now (called 

your “default bid”), but realize this: Every keyword is theoretically a different market, 

which means that each of your major keywords will need a bid price of its own. Google 

will let you set individual bids for each keyword later.  

If you can only afford $50 per day instead of, say, $170, it’s better to bid on low-cost 

keywords so that your ad can be seen by as many people as possible. Due to the limitations 

of any budget, if you’re going after high-priced keywords, you’ll exhaust your budget quickly 

and your ads will only be seen part of the day rather than for a full 24 hours. 

g) Review everything- Double-check your ad and keywords to be sure they’re the best 

possible match. Check your cost-per-click to be sure you get the positions on the page 

you want. Double check your daily budget to be sure you don’t unwittingly drain your 

bank account right out of the gate. 

h) Enter your billing information- Your ads will start showing as soon as you 

confirm your payment  

 

II. DOING CAMPAIGN LEVEL SETTING 

CONTENT NOT FOUND 
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III. UNDERSTANDING LOCATION TARGETING  

A setting that helps you show your ads to customers in a selected geographic location. 

For each ad campaign, you can select locations where you want your ad to be be shown. 

Then, location targeting allows your ads to appear for people in those locations. 

You can choose locations such as entire countries, areas within a country like cities or 

territories, and even a radius around a location, or your Google My Business locations, for 

your ads to show. AdWords may also suggest related locations that you can choose to 

target based on your current settings. 

Location targeting helps you focus your advertising on the areas where you'll find the right 

customers, and will hopefully help you increase your profits as a result. We suggest that you 

choose regions where your customers live and where your business can serve them. 

Keep in mind that you can also select locations to exclude in your campaigns if you don't 

want your ads to show in specific regions. 

Set Location Targeting for Multiple Locations 

a) Open AdWords 

b) Select your Campaign 

c) Select Keywords and Targeting 

d) Select Location 

e) Click make multiple changes 

f) Under “destination” select My data includes columns for campaigns and/or ad 

groups or Use selected destinations.’ 

g) Type your locations or paste your changes 

h) Click process 

i) Click continue and finish and review changes 

j) Click Keep 
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IV. TYPES OF LOCATION TARGETING 

a) Target Commercial Areas 

Whether it be a suburban strip mall or a corporate office park, you can target areas with 

heavy business activity. Go the extra mile by targeting all commercial areas within a certain 

region and layer it on top of your pre-existing targeting options. 

b) Target Airports 

Airports are becoming increasingly digital with ever improving WiFi services and 

even airport-specific apps where you can order your coffee ahead of time. 

Targeting airports can prove to be a fruitful endeavor when promoting travel apps, ebooks, 

or even hotel services to this audience. 

c) Target by Income 

Targeting by income is an effective way to build out customized landing pages for differently 

priced products and services. 

If you own a dealership selling a variety of cars, build a landing featuring luxury cars for 

people with higher incomes and a landing page featuring mid-range sedans for people 

making a little less money. 

d) Target College Students 

Although the common perception of college students are kids ingesting sriracha, ramen, 

and cheap beer, college students have incredible purchasing power that will determine 

which brands will win over the next 25 years. 

 

 

 


