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/ Conversion Defecations



1st Session Summary
• How to create Google Account

• Account Structure 

➢ Campaign's Planning and Forecasting

• Use the Keyword planner (TOOL), Brainstorm your Keywords ideas, Fine Tune your relevant Keywords list, Set your 
needed Budget, Expect your clicks, Set your KPIs.

• Tips: Think like a customer / Organize by theme / Be specific / Negative Keywords / Keyword Planner

• Keywords Selection Criteria (Relevancy – High Search Volume)

• Keyword Planner (KW ideas – fine tuning – average budget – KPIs) - Campaign Planning

Planning Implementation Optimization Reporting



• Avg. CPC for the Auction = Total Avg. Cost / Total Avg. Monthly Search
• Market share (Conversion) – Clicks & Cost “Monthly”
• / 30.4 = (expected) Daily Budget  &  Daily Clicks “KPIs”. 

1st Session Summary



Keyword match type

Reach Relevance
So you could use broad match to serve your ad on a wider variety of user searches or you could use exact match to reduce it to specific user searches

Broad Match / Keyword Phrase match /  “Keyword” Exact match  / [Keyword]

Negative match /  - keyword

1st Session Summary

1. Call Extensions
2. Location Extensions
3. Sitelinks Extensions
4. Callout extensions
5. Structured Snippets 
6. Price extension 
7. Promotion Extension
8. Lead form extension
9. App extension
10. Image Extension
11. Affiliate location extension
12. Message Extensions

Ads Extensions





Bidding Strategies

Automated Manual



Manual Bidding

• 100% Control the Cost and volume of clicks on ads. 

• Control Your Daily Budget.

• Control maximum bid Default bid (Maximum cost per click).

Manual 
CPC

Default Bid
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THERE IS a Default Bid (max.CPC)



Automated Bidding (Smart Bidding)

Each type of automated bidding 

strategies is designed to help 
you to achieve a specific 
performance goal for your 

business.



Using Smart bidding
• Smart Bidding uses machine learning to optimize your bids to maximize your goal. 

“automated bid strategies” 

• Algorithms train on data to help you make more accurate predictions across your account 
about how different bid amounts will impact conversions or conversion value.

• To evaluate results accurately, measure performance over longer time periods such as a 
month or longer. you need to have conversion tracking enabled

Predict

Optimize

Enhance
Bid

Automatically SET YOUR Bid



Extra Advanced 
Informationautomatically Sets bids to help you get the most clicks

automatically Sets bids to help you get the most conversions – Historical figures needed

automatically Sets bids to help you get the most conversion value possible - previous figures needed.

• Smart bidding strategies use advanced machine learning to automatically optimize and set bids (auction-time 
bidding: tailor bids for each auction). SO, THERE IS NO Default Bid (max.CPC) So, Your Daily Budget Might be 
Exceeded

• You have to define the value that you want to maximize, such as sales revenue (set up conversion tracking)

• Maximize conversion / conversion value: allow to display your ads more or less frequently based on where, when and 
how people search & optimize your bids based on real-time data (your existing bid adjustments are not used and 
your daily budget might be exceeded for a while). 

automatically sets your bids to increase your ads' chances of appearing in the search page



THERE IS NO Default Bid (max.CPC)



• Enhanced Cost Per Click (ECPC).

• Automate the Default Bid (max.CPC) in manual bidding.

• ECPC works by raising your Default Bid (max.CPC) for clicks that seem more likely to lead to conversions. 

• This feature can help increase conversions and get more value from your budget.





Search 
Campaign
Targeting

Interface Language



implementation





• The ad auction process repeats for every search on Google, each 
time with potentially different results depending on the competition 
at that moment)

• So don't worry if your position on the page - it's normal for it to vary 
each time.

• Ads can appear on the top or bottom of a search results page.

Ad position & Rank



Main factors that contribute to Ad Rank

1- Bid: the highest amount you're willing to pay for a click on your ad.

(maximum CPC “Default bid”)

2- Ad formats: (The expected impact from your ad’s text and/or extensions) 
matching with (the search terms the person has entered)

• Text ads are made up of headline text, a description, and a display URL. You can also use ad 
extensions with text ads as an option.



3- Quality Score 

(Expected Click Through Rate, Ad Relevance, Landing page experience)

• Exp. CTR: Measures how your ad will be clicked when shown. This score is based 
on the Past (CTR & Maximum bid) of your previous ads (your Account). 

• Ad Relevance Measures: Ad Content: “title, URL, description, extension” &
Keywords list & Landing page content.

• Landing Page Experience: Estimates how useful your page is to people who click 
your ad (landing page content how easy, fast it is for people to navigate).

Score of 10 (1 being poor, 10 being great) 

A landing page is a standalone web page that a person "lands" on after clicking through from an ad, 
or other digital location. 

Once they're on your landing page, users are encouraged to take an action, such as joining your list 
or buying your products



• The simplicity of your ad group aids you to enhance your quality score significantly and 
draw better results from your ad campaign.

• When you will provide your searchers with exactly what they are looking for, you will 
definitely increase the number of your conversions to a great scale. 



Landing Page optimization tips for Ads

• Landing page content Must be relevant to your Ad.

• Landing page includes the same Ad message &  Same 
Keywords & Same CTA (Similar emotional response)

• Easy and fast navigation.

• Large and clearly labeled buttons, effective color contrasts.

• Direct & Clear CTAs to make next steps clear to your 
prospect. 

• One CTA per landing page is optimal. 

• Mobile friendly.

• Recommended to avoid directing users to the common 
homepage. (unless your objective is awareness or General 
Website Traffic) 



Search top impression share “Search top IS”
• The impressions you’ve received in the top location (anywhere above the organic 

search results) describes how your ad ranks against others.

What is your ad Ranks?



Ads Writing Tips
• The better the message will be, the bigger will be the results.

• Include most important messaging in your headline

• Users decide to click on the ad because they attracted to the content of it

• Insert your keywords in your ad copy (Headline and description)

• Use buying and motivational keywords

• Use Clear CTA in your message



Common Reasons for Ad Disapproval
• Inappropriate Content: (adult-oriented content, gambling, dangerous products 

(like fireworks, weapons), offensive content.

• Copyrighted content: If another company has a copyright over certain words, you’ll 
be flagged for using them. Find a synonym to use instead.

• Ad claims your company is #1 or the “best in business.” these kind of statements 
are not allowed in the ad text. Instead, use tagline like “Customers Love Us!”

• “Trick-To-Click” text. Any ad that says “click here” in the ad text will be flagged. Try 
using a different call to action, like “Shop Now!”

• Difference  between the display URL and the destination of landing page. 



Common Reasons for Ad Disapproval
• Spelling & Grammar: 
✓ Ads must be grammatically correct and clear

✓ Typos

✓ Extra punctuation marks e.g., Buy Now!!! Or ready to start???

✓ Too many exclamation marks ! . only one is allowed per ad, no exclamation 
allowed in the headline of the ad.

✓ Ad contains words that are in all caps. HUGE SALE – SHOP NOW 

✓ Unnecessary Symbols and special characters $ % *  ^ 

✓ Emojis  ☺  :* 

• Any Other local restrictions 



Top reasons for disapproval





Optimization - Best Practices
• Spend less time investigating and more time improving performance

• Be Patient At least 100 impressions to let QS settle 

• Bid enough from the beginning to be in top positions.

• Improve your Search top IS: Improve the quality score of your ads, landing page experience and 
Increase your bid.

• Check performance of: Campaign, each Ad group, each Ad (CTR, imp., clicks, avg. CPC, ad position, 
cost, etc.…)

• Make changes that will increase relevance

• Review your keywords regularly and weed out ones that are not driving high conversion (Low 
impressions)



• Use Search Term Report (add and/or exclude Keywords) 

• Check Auction insights to know your auction’s competitors then optimize your plan, bids and KPIs

• Use the Bid Adjustment if needed 

• Create tight ad groups with specific ad copy for each one leads to better conversions and stronger 
quality scores.

• Keep an eye to the current circumstances and trends , post-COVID conditions are causing search 
habits to change. 



Auction insight
The Auction insights report lets you compare your performance with other 
advertisers who are participating in the same auctions that you are.

Impression share tells you the impression share of you and other advertisers which you were both eligible to show.(This number is updated once a day)

Position above rate tells you your impressions that are shown as the first ad above the organic search results.

Top of page rate tells you how often your ad was shown at the top of the page, above the unpaid search results.



Search Terms
• Search terms are words that people use in their search queries when they come across your ads. 

Hence, keeping a check on your search term report is extremely useful.

• Determine unnecessary and irrelevant search terms that are resulting in the wastage of your funds 
(add to negative keyword)

Using Negative Keywords for Your Ads

• For example, if you base your ad on the keyword "data management" you don't want your ad to 
surface for people searching for "data management job" The people who searched for this second 
term are much less likely to convert.

• There are a handful of universal negative keywords that any campaign should use. Keywords like 
“free” “samples” “meaning of”. 

• Negative keywords also vary depending on the nature and aims of your ad.



1. Campaign’s Objective 

2. Target audience insights (persona) 

3. Location 

4. Bidding Strategy 

5. Landing page 

6. List of relevant keywords with search volume (per Ad group) 

7. Average Auction CPC 

8. Expected Daily Budget 

9. Daily Expected Clicks (KPIs) 

10.Campaign Duration 

11.Total Budget 

12.Total Expected Clicks (KPIs) 

Search Campaign Brief 

Be Clear on what you 
want to achieve and 
what you are expecting





Report (1 June 2020-7 june 2021)

Campaign state Campaign Budget Status Impressions Interactions Interaction Types Interaction Rate(CTR) Avg. Cost Cost

paused Campaign 1 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

enabled Campaign 2 xxxxx eligible xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

enabled Campaign 3 xxxxx eligible xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

paused Campaign 4 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

paused Campaign 5 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

enabled Campaign 6 xxxxx eligible xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

enabled Campaign 7 xxxxx eligible xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

paused Campaign 8 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

paused Campaign 9 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

paused Campaign 10 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

paused Campaign 11 xxxxx campaign paused xxxxx xxxxx Clicks xxxxx xxxxx xxxxx

Total – all but removed campaigns -- -- -- -- -- -- -- -- --

Total - search -- -- -- -- -- -- -- -- --

Total – Display -- -- -- -- -- -- -- -- --

Total – Video -- -- -- -- -- -- -- -- --

Total -- -- -- -- -- -- -- -- --



Objective : Leads 
Goal : Brand Awareness 
KPIs: 1% Leads from Clicks

Date ………………

Surveillance 



Keyword Planer & Daily Budget=209 KUSD



Planning Campaign CTR 3.04%



Planning Campaign Setting Device 



Planning Campaign Keyword enhance 
Chose the best Keyword from keywords Tab pause or delete the 
Keywords not effective 



enhance  Campaign Search terms



enhance  Campaign Delete Keyword very low



Reports Campaign CTR



Reports Campaign Avg. Position & Cost 



KPI’s
Total Clicks = ……. clicks  



Reports



































Ad Group

Keywords



Search Terms



Ads

Device Review



Demographics Review



Recommendations



Display Campaign

Display ads: images ads that are shown on the articles, videos, or websites that 

consumers browse. 



Google Display Network

Image ads capture people’s attention across the Google Display Network’s

More than 2M+ of URLs – Egypt: 55K+ URL 

• Great Method to increase Awareness
• Ads will appear across a large collection of websites, mobile apps, and video content (GDN) 

• Ads appear on the URLs (Publishers) which turned on the monetization (joined GDN)

• Google sites such as YouTube, trends, my business, etc.…..
• Google web search is not included

a collection of over two million websites that reach over 90% of Internet users



Websites 
image ads



Websites image ads



Websites image ads



Websites image ads



Same 
advertiser –

different 
websites(pl
acements)



GDN – Mobile Apps.



GDN – Mobile Apps.



GDN Campaign – Mobile App. installation



GDN – IN Video ads



Social Networks –
sponsored / ads by 

Google





Ads Formats
Non-animated image ads: 
Formats: GIF, JPG , PNG.

Animated image ads:

Not available for all advertisers. your account meets the following 
requirements:

✓Has a good history of policy.
✓Has a good payment history (1000$ total lifetime spend)

Ads Sizes



Image ad
“Max. size: 150 KB” Ad sizes

Responsive Ad
“Recommended”

Easier way, ads are asset-based, Automatically adjust ads size, appearance, format to 
fit available ad spaces including (logos, headlines, images, videos, descriptions) uses 
the multiple assets you upload to optimize for the best performance according to the 
available ad space.



Bidding Strategies

The Bidding Strategies you should use depends on:

• the goals you are looking to achieve.

• Your KPIs

• Your Ad’s Design

• No performance differences

vCPM

Pricing Ratio: When CPC = 1 EGP, the vCPM = 20 EGP

CPC

Budget 2000 EGP
CPC = 1 EGP ----- You are guaranteed 2000 clicks.
CPM = 20 EGP ----- 100 CMP You are guaranteed  100,000 imp. (2% Conv. = 2000 clicks)

Example

CPC OR vCPM



Planner “Estimated performance”

FYI



Display planner tips 
Campaign's Planning and Forecasting 

Define Your Campaign

BudgetKPIs Note: A good Google Ads CTR is 0.5 -1 % + on the 
display network and video.



Targeting Definitions

Audience Targeting Content Targeting



Audience Targeting

1. Demographics
2. Affinity
3. In-market & live events
4. Combined Segments (Audiences)
5. Custom Segments (Audiences)
6. Your data and similar segment 

(Remarketing & Similar audiences)

Content Targeting

1. Topics
2. Placement
3. Keywords



Content Targeting



• Topics: Target one ad to multiple pages about certain topics. you reach a broad 

range of pages on the GDN. Google Ads analyzes web content and considers 
factors such as text, Titles, language, and page structure then determines the 

central themes of each webpage and targets ads based on your selected topic.

• Placement: Target URLs that your customers visit., we'll only look at your 

chosen URLs. 

• Keywords: Place your ads next to content that contain the Keywords. Google's 

technology scans the content and webpage and automatically displays ads with 
keywords that match the subject or web address of the page.



Example 
Content targeting:

Topics: Cars (And/or) Sports

AND

Placement: youm7.com (And/or) yallakora

AND

Keywords: BMW (And/or) Race



Audience Targeting



• Demographics: Users Locations, Ages, Genders.

• Affinity: using a Users browsing history, time on pages 
visited and then associates an interest category with the users 
browser. (interests and habits) “Menu”

• In-market: only Show ads to users who have been actively searching 
for products and services like yours (temporary interested) to interact

with your ads “Menu”



Example 
Content targeting:

Affinity: Online Shopping (And/or) Mobile phones
• Permanent interested in online Shopping (And/or) Mobile Phones

AND

In-Market: Coffee (And/or) Mobile accessories
• Temporary interested in Coffee (And/or) Mobile accessories



Display Campaign Advanced Targeting

Extra Advanced 
Information



Example 
Content targeting:

Affinity: Online Shopping (And/or) Mobile phones
• Permanent interested in Shopping (And/or) Mobile Phones

OR

In-Market: Coffee (And/or) Mobile accessories
• Temporary interested in Shopping (And/or) Cars

A Combined Audience 



• A Combined Audience lets you reach people who belong to more than one 
audience group (affinity & in-market) . Add Audience with (OR Rule)



• Custom Audience: Enter Custom intent as Interests, phrases or 
URL content. 



• Remarketing: Target users that already visit with your website before

• Optimized targeting (Similar audiences): Automatically finding new customers similar to your existing 
customers (Machine Learning).

✓ Expand your audience by targeting users with interests related to the users in your remarketing lists. 

✓ These users aren't searching for your products or services directly, but their related interests may 
lead them to interacting with your ads.

Remarketing List has to 
include more than 1000 

unique user



Which targeting options should I use?

The Targeting option you should use 

depends on the goals you are looking to 

achieve

Simplify your Ad group (ONE targeting method per ad group)

Campaign Objective 

KPIs to measure 



Implementation






