
Creating successful campaigns in Google Ads— 

whether it's Search, Display, or Video—requires careful planning, targeting, and optimization. 

Here's a quick guide for each type: 

1. Search Campaign Notes 

Search ads appear when users actively search for products, services, or information related to 

your business. Your goal is to match users' search intent with relevant ads. 

Key Steps for Search Campaigns: 

 Keyword Research: Identify high-performing, relevant keywords that potential 

customers are likely to search for. Use tools like Google Keyword Planner or competitor 

research. 

o Broad Match: Reaches the widest audience but can have less relevance. 

o Phrase Match: Matches specific phrases and adds flexibility. 

o Exact Match: Targets very specific terms. 

o Negative Keywords: Exclude irrelevant searches to avoid wasting budget. 

 Ad Copy: Craft compelling ad copy that directly addresses the user’s search intent. 

Ensure you highlight unique selling points (USPs) like discounts, fast delivery, or 

customer service. 

o Headline: Use the main keyword in the headline, and if possible, match the 

search query. 

o Description: Focus on what makes your product or service stand out. Include a 

call-to-action (CTA). 

o Ad Extensions: Utilize all available ad extensions (site link, callout, structured 

snippets) to increase visibility and improve CTR. 

 Landing Page: Ensure that the ad’s landing page is relevant to the ad’s content. A good 

user experience (UX) and clear conversion goals are key. 

o Mobile-friendly. 

o Fast loading speed. 

 Bidding Strategies: 

o Manual CPC: Set your own cost-per-click bids. 

o Enhanced CPC: Allows Google to adjust bids based on the likelihood of 

conversion. 

o Maximize Conversions: Automated bidding strategy that focuses on generating 

as many conversions as possible within your budget. 

 Targeting & Location: Focus on geographical areas where your customers are located. 

You can set specific regions, cities, or even a radius around a particular point. 

Optimization Tips: 

 Monitor Quality Score: Google rewards relevant ads and landing pages with lower costs 

and better placements. 



 Use Ad Variations: Test different headlines, descriptions, and CTAs to improve 

performance. 

 Ad Rotation: Test different combinations of ads to find the highest-converting ones. 

 

2. Display Campaign Notes 

Display ads are visually appealing ads that appear on the Google Display Network, reaching a 

broad audience even when they aren’t actively searching for your product or service. 

Key Steps for Display Campaigns: 

 Targeting: There are various targeting options available: 

o Audience Targeting: Target based on interests, demographics, or previous 

interactions (e.g., remarketing, in-market audiences). 

o Contextual Targeting: Display ads on sites that are related to your keywords, 

themes, or topics. 

o Placement Targeting: Choose specific websites, YouTube channels, or apps 

where you want your ads to appear. 

o Geographic Targeting: Target users in specific locations based on where they 

are browsing. 

 Ad Design: Create visually compelling display ads. Remember, you need to grab 

attention quickly. 

o Responsive Display Ads: Automatically adjust size and format for different 

placements. Google can create different variations using the assets you provide 

(headlines, images, logos). 

o Static Image Ads: Create visually appealing and brand-aligned static ads with a 

clear CTA. 

o Animated Banner Ads: Limited to 30 seconds, these should have a strong visual 

hook and call-to-action. 

 Ad Formats: Consider a variety of ad sizes to ensure optimal reach across the network. 

Popular sizes include: 

o Leaderboard (728x90) 

o Medium Rectangle (300x250) 

o Skyscraper (160x600) 

 Budget & Bidding: 

o CPM (Cost Per Thousand Impressions): Ideal for brand awareness campaigns 

where you focus on maximizing impressions. 

o CPC (Cost Per Click): For more performance-oriented goals like driving traffic 

to your website. 

Optimization Tips: 

 A/B Testing: Test different ad creatives and targeting strategies to optimize performance. 



 Exclusion Lists: Exclude irrelevant websites and placements using placement exclusions 

or negative audience targeting. 

 Frequency Capping: Limit the number of times a user sees the same ad to avoid ad 

fatigue. 

 Monitor Performance: Track click-through rates (CTR) and conversions to gauge which 

creatives and placements are working best. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



3. Video Campaign Notes 

Video ads can be a powerful tool on YouTube and other Google partner sites. They can engage 

users, build brand awareness, and even drive conversions. 

Key Steps for Video Campaigns: 

 Campaign Type: Choose the right video campaign type: 

o Skippable In-Stream Ads: Appear before, during, or after videos. Users can skip 

after 5 seconds. 

o Non-Skippable In-Stream Ads: Play before the main video and must be watched 

in full. 

o Bumper Ads: Short, non-skippable ads (6 seconds) that are ideal for brand 

awareness. 

o Discovery Ads: Appear on YouTube search results or as suggested videos. These 

are great for targeted video marketing. 

 Targeting: You can target based on: 

o Demographics: Age, gender, parental status, household income. 

o Interests: Specific interests or behaviors like "Tech Enthusiasts" or "Home 

Improvement". 

o Remarketing: Show ads to users who have already interacted with your content. 

o Custom Intent Audiences: Target users who have recently searched for relevant 

terms on Google. 

o Topics & Keywords: You can target specific YouTube videos, channels, or 

topics. 

 Video Length: For skippable ads, aim for 15-30 seconds. For non-skippable or bumper 

ads, keep the message concise (6 seconds). 

o Keep the first 5 seconds engaging, as users can skip after that. 

 Creative Tips: 

o Strong Hook: Capture attention in the first few seconds. 

o Clear Branding: Make sure your brand is visible early on. 

o Call to Action: Direct viewers on what to do next—whether it’s visiting your 

website, subscribing to your channel, or making a purchase. 

o Video Quality: Ensure high production quality with good visuals and sound. 

 Bidding Options: 

o CPV (Cost Per View): Pay when users watch your video or engage with it (e.g., 

click on a link). 

o CPC (Cost Per Click): Pay when users click on your video ad. 

o CPM (Cost Per Thousand Impressions): Pay based on the number of 

impressions your ad gets. 

Optimization Tips: 

 Test Different Ad Lengths: Determine whether shorter or longer videos perform better. 

 Optimize for View-Through Rate (VTR): Focus on the percentage of viewers who 

watch your video in full. 



 Engagement Metrics: Track likes, comments, shares, and clicks to understand how well 

your video resonates with viewers. 

 

General Best Practices for All Campaigns: 

 Regular Monitoring: Track campaign performance regularly and adjust your targeting, 

ad copy, and budget allocation. 

 Use Conversion Tracking: Implement Google Tag Manager or Google Analytics to 

track how your campaigns drive conversions. 

 Optimize for Mobile: Ensure that your ads and landing pages are mobile-friendly, as 

many users will view them on their phones. 

By following these tips and maintaining a strategic approach, you can create effective and high-

performing campaigns across Search, Display, and Video in Google Ads. 

 


