Set up shopping and PMax campaigns (this is the basis for

e-commerce)

A Shopping ad is an ad type that features detailed information about
specific products that you sell. They let you promote your online and local

inventory, boost traffic to your website or local shop and find better qualified

leads.

Performance Max is an automated campaign that does most of th
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Google Analytics 4
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Add new keywords

Add new relevant keywords, you can ensure that your ads are shown to
people who are actually interested in what you have to offer. This increases
the chances of people clicking on your ads and converting into customers.

Incorrectly configured anal

ations: set up Google Analytics 4. Until the transaction value is
, you cannot use some of the bidding strategies.



Relevant keywords can help you boost conversions by ensuring that your
ads are seen by people who are already interested in what you have to
offer. This can lead to more sales, leads, or other desired actions.

Using negative keyword lists

Increased ad relevance: Your ads will only show to users who are
searching for terms that are relevant to your products or services. This_can
lead to a higher click-through rate (CTR) and improved ad rank. 6
Budget savings: You won't be spending money on clicks from us@o
are not interested in what you have to offer. This can help yo o]
and improve your return on investment (ROI).

Reduced irrelevant traffic: You'll see fewer clicks from us o are not
interested in your products or services. This can hel ve time and

resources.
Improved campaign performance: By using %k word lists, you can
improve the overall performance of your G dS’campaigns. This can

lead to more conversions, sales, and revgnues

ney

Recommendationg xng negative keyword lists:

Target words that accurately represent what you DON'T offer.
Regularly analy ur campaign performance to identify areas for
improveme

Make n adjustments to your negative keyword list based on the

da
Cre»eparate lists for different campaign types, ad groups, or keywords.
This allows for better ad targeting and increased relevance.

Use all types of assets

Different types of assets can appear in different places across the Google
Ads network, allowing you to reach a wider audience with your message.



You can use different types of assets to create more relevant ads for your
keywords and target audience.

Adding images, videos, and other visual elements to your ads can make
them more appealing and lead to more clicks.

Using different types of assets can help you create more persuasive ads
that are more likely to lead to conversions.

By tracking the performance of different types of assets, you can gairQ
valuable insights into what works best for your audience.
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Fix disapproved ads
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Use UTM parameters

You can use UTM parameters to track the performance of your marketing
campaigns. Specifically, you can see where traffic is coming from, which
campaigns are driving the most clicks and which channels are most
effective.
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Optimizing your G@ account:
N

Involves:

Setting up rsion tracking

Creatin Ive ad copy
Ch e right keywords
Setti ids and budgets

Optimizing your landing pages
Tracking and measuring results

Conversion tracking:

Tracking template is the URL you
want the ad click to go to for
tracking. Learn more

Essential for measuring the success of your campaigns

Change view
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Allows you to track how many people convert after clicking on your ads

Ad copy:

Should be clear, concise, and persuasive
Should use relevant keywords

Should be tested and optimized

Keywords: %
Should be relevant to your products or services Q

Should be targeted to your ideal customer
Should be monitored and adjusted regularly @

Bids and budgets: @ t

Should be set based on your goals and bu
Should be monitored and adjusted reg&}

Landing pages: \'

Should be relevant to your %
Should be designed to co itors into customers
Should be tested and g d

Tracking and measuri

Essential for d g the success of your campaigns
Allows you to_ide what's working and what's not

Helps ym@necessary adjustments to improve your results

Tips:
Us Ive keywords
Use a® extensions

Use remarketing

Use Google Analytics

By following these tips and using the right tools, you can optimize your
Google Ads account for profit and improve your results.
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