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Introduction 
Have you ever noticed the “ad” results in a Google search or 
the “promoted” posts on your social media feed? These are 
pay-per-click (PPC) ads and there’s a reason you see them 
so much: They work! 

Businesses big and small use PPC ads to meet a wide range 
of goals, from brand awareness and lead gen to conversions 
and online sales. It’s one of the easiest and most cost-
effective ways to grow your business… 

The only hard part is knowing where to start. 

But we’ve got you covered! Read on learn: 

•	 The basics of PPC including Google Ads, Facebook ads, 
and more. 

•	 Key metrics you need to know and what to strive for. 

•	 Tips for writing great ads and keeping costs low. 

With this easy guide, you can jump into the 
online advertising game with confidence and 
start reaping its benefits. 

The best part about PPC?
200% ROI.*
The hardest part?
Knowing where to start.

* Source

https://www.wordstream.com/blog/ws/2022/04/19/digital-marketing-statistics
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What is PPC? 
PPC stands for pay-per-click, a 
model of online advertising in which 
advertisers pay a fee each time one of 
their ads is clicked.  

PPC ads come in different shapes 
and sizes (literally) and can be 
made up of text, images, videos, 
or a combination. They can appear 
on search engines, websites, social 
media platforms, apps, app stores, 
and more.

When a user clicks on a PPC ad, they are brought to a landing page that has 
more details about the offer and the means of obtaining it. Lots of advertising 
platforms also offer a lead form ad format where clicking on the ad will bring up 
a form within that platform rather than sending users to a landing page.

https://www.wordstream.com/blog/ws/great-landing-pages
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•	 Reach and volume: PPC platforms offer 
impressive targeting options—by interests, 
online behaviors, previous interactions with 
your business, and what they’re searching 
online—ensuring you reach highly qualified 
audiences at scale. 

•	 Fast results: While SEO is essential for any 
business, it takes time for your content to 
rank. PPC ads, on the other hand, can start 
appearing as soon as your campaign is set 
live. 

•	 Data and insights: The data you collect in your 
campaigns allows you to make data-driven 
decisions to maximize your budget as well as 
to gain invaluable customer insights. 

•	 Full funnel-friendly: With all the different 
platforms, media formats, and targeting 
capabilities, you can use PPC throughout 
every step of your funnel. 

•	 Small budget-friendly: PPC ad platforms use 
algorithms that choose winners based not just 
on bid, but on ad quality, leveling the playing 
field and allowing businesses with any budget 
to compete.  

Why PPC? 
PPC is one of the highest ROI 
channels for marketers and 
advertisers, earning an average of 
$2 for every $1 spent. What makes it 
such an effective marketing channel? 
Let’s take a look. 

https://www.wordstream.com/seo
https://www.wordstream.com/blog/ws/2022/04/19/digital-marketing-statistics
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1.	 Choose your campaign type/ad format based on your goal. Most 
platforms offer a variety of campaign types, depending on whether 
you’re looking to build brand awareness, drive traffic, capture leads, or 
generate conversions. 

How does 
PPC  
advertising 
work? 
PPC advertising looks different from 
platform to platform (Google, Bing, 
Facebook, Twitter, Reddit, etc.) but 
in general, the process is typically as 
follows: 



PPC 101: The Beginner’s Guide to PPC 7

2.	 Refine your settings and targeting. The next step is to choose 
your audiences, devices, locations, schedule, etc. The options here 
vary depending on which channel and ad format you’re using.  

3.	 Provide your budget and bidding strategy. Your budget is how 
much you wish to spend on the entire campaign, while your bidding 
strategy is the manner in which you want the platform to spend that 
budget—based on how aggressive you want to be and what you’re 
aiming for—volume, value, a target goal, etc.

4.	 Input your destination URL. This is your landing page.  

5.	 Build your ad. Here is where you input your text and/or upload any 
creative assets. 

 

Once the ad goes live, where and when your ad appears and how 
much you pay for a click on it are all determined algorithmically 
based on your budget, bid, campaign settings, and the quality and 
relevance of your ad. 

The quality and relevance part is important—since all platforms that 
offer PPC advertising want to keep their users satisfied, they reward 
advertisers who create relevant, trustworthy pay-per-click campaigns 
with higher ad positions and lower costs. You can see what we mean 
in this guide to how the Google Ads auction works. 

So if you want to maximize your profits from PPC, 
you need to learn how to do it right. Which is why 
we’ve written this guide!

https://www.wordstream.com/blog/ws/2022/02/14/how-does-google-ads-work
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Search ads 
Also known as paid search ads, these are text ads that appear on search 
engine results pages (SERPs) related to what a user has searched. While 
the term “PPC” can refer to any platform, people most commonly use it 
synonymously with search ads (Google search ads in particular).  

Search ads are based on keywords, which are the words and phrases your 
target audience is typing into search engines.  

Search ads are the go-to ad type for anyone looking to get started in PPC, 
so this guide will mainly be geared toward those. However, the core themes, 
principles, and practices tend to be applicable across platforms and 
strategies.

What is  
Google Ads? 
Google Ads is the pay-per-click 
advertising platform owned and 
operated by Google. It is the largest 
online advertising network in the 
world, used by millions of businesses 
to reach new customers as well as 
their sales, marketing, and revenue 
goals. 

There are several types of Google 
ads, but here are the core networks: 

https://www.wordstream.com/blog/ws/2022/10/05/types-of-google-ads
https://www.wordstream.com/blog/ws/2022/10/05/types-of-google-ads
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Display ads 
Display ads are the visual, banner-style ads you see on websites and 
apps as you’re browsing the web. There are several display ad networks 
out there—Google’s is called the Google Display Network and it reaches 
approximately 90% of global internet users, a vast potential audience.  

While search ads target keywords, display ads target audiences, topics, 
and interests. You can layer audience targeting onto search ads and target 
keywords with display ads, but it’s less common.  

When it comes to search versus display, they’re ultimately best used 
together.

Shopping ads 
While search ads are keyword-based and display ads are audience-based, 
Shopping ads are feed-based. This means you connect a detailed product 
feed to your account and Google will display the products relevant to 
searches on the Google Search tab, Shopping tab, and other placements 
across the Google Shopping network. 

Shopping campaigns are for ecommerce businesses, and viewers can buy 
directly from the ad or click through to the product page and buy from 
there. While you can’t target keywords with shopping campaigns, you can 
use negative keywords and priority settings when bidding to control what 
Google shows and when. 

https://www.wordstream.com/blog/ws/2019/05/23/google-display-ads
https://www.wordstream.com/blog/ws/2022/09/21/google-ads-audience-targeting-cheat-sheet
https://www.wordstream.com/blog/ws/2014/05/20/google-adwords-search-versus-display
https://www.wordstream.com/blog/ws/2021/08/25/google-shopping-ads-priority-bidding-structure
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YouTube ads 
Since Google owns YouTube, you can also use Google Ads to 
create video or static display ads that appear on videos, user 
feeds, and search results within YouTube. Like display ads, 
YouTube ads are based on audiences and topics and have a 
number of different placements and formats. Learn more in our 
complete guide to YouTube advertising. 

https://www.wordstream.com/blog/ws/2022/06/03/how-to-advertise-on-youtube
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Each Google Ads channel offers its own set 
of benefits and can help you hit different 
marketing objectives. And within these 
channels, there are different campaign 
types, placements, formats, and more. 
There are even campaign types that allow 
you to advertise across multiple channels 
at once. Learn more about every Google ad 
type here. 

https://www.wordstream.com/blog/ws/2022/10/05/types-of-google-ads
https://www.wordstream.com/blog/ws/2022/10/05/types-of-google-ads
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What are keywords? 
Keywords are the words and phrases that people type into seach engines. 
Well technically, when a person types them in, they’re called queries; 
when businesses/marketers target them with PPC or SEO, they’re called 
keywords. So if you’re targeting the keyword “sunglasses,” your ad might 
appear for the query “women’s sunglasses,” or “sunglasses for small faces.”  

Keywords 
Since search advertising is the go-to 
for PPC, this next section is dedicated 
to the building blocks of search ads: 
keywords! 
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Why are they important? 
When you build a search ad, you have 
to tell Google which keywords you’re 
targeting so it can know which queries to 
show your ads for.  

This is what makes search advertising so 
effective—the fact that you can get your 
ads to show for highly relevant searches. 
And as you now know, the success of your 
campaigns (including how much you pay 
for them) depends on the relevance of your 
ads and landing pages to the keywords 
you’re bidding on. 

So to succeed at PPC, you need 
to know how to identify and 
target the right keywords. 

But before we get into that, there’s one 
more thing you need to know about: match 
types. 

What are match types? 
When you tell Google which keywords you’re bidding on, you’ll also have to assign 
them a match type. This tells Google how loosely or tightly you want Google to match 
your ads to user queries. There are three match types to choose from: 

•	 Broad match: This is the least restrictive match type, and will cause your ad to appear 
for any queries related to the keyword. Broad match can lead to a lot of irrelevant 
impressions, but it can be helpful at the start of a campaign for gathering data. 

•	 Phrase match: This will match your ad to any queries that include your keyword or 
include anything that means the same thing as the keyword. This is a good match 
type to start out with if you’re a beginner since it’s a happy medium between broad 
and exact. 

•	 Exact match: Choosing exact match tells Google you only want your ad to apper for 
queries that are your keyword or are of the same meaning of the keyword.  
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How to find keywords for your 
PPC campaigns 
Our guide to keyword research will provide an in-depth 
walk through for you, but here are the basics:  

•	 Brainstorm a list of core terms that represent the 
words and phrases your ideal customers use when 
searching for products/services you offer. Note that 
these are the terms they use, not necessarily the 
jargon you may use as an expert in your industry 

•	 Plug these terms into a keyword research tool to get 
the monthly search volume, competition level, and 
average cost per click for those terms. You’ll also find 
related keywords that you hadn’t thought of.  

•	 Refine the list to commercial intent keywords—
meaning they contain terms a person uses when they 
want to purchase or do purchase research, like “buy 
x,” “cheap x,” and “x reviews.” 

•	 Group related keywords together. We’ll get to this in 
a bit, but an ideal Google Ads account has small ad 
groups with tightly related keywords.

Try WordStream’s Free Keyword Tool 
for your PPC keyword research.

https://www.wordstream.com/blog/ws/2017/08/09/easy-keyword-research-guide
https://www.wordstream.com/blog/ws/2013/09/18/best-keyword-research-tools
https://www.wordstream.com/blog/ws/2014/06/30/commercial-intent-keywords
https://www.wordstream.com/keywords?cid=Web_Any_InContentTextLink_Keywords_KWTool
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How to target keywords with your 
PPC campaigns 
When building your Google Ads campaign, you’ll reach the “ad 
group” phase where you’ll be asked to identify which keywords 
to target. That’s where you’ll input your collection of related 
keywords. Here’s what you need to know. 

•	 The best practice is to target no more than 20 keywords per 
ad group. Remember, they should all be related to the same 
theme.  

•	 With search ads, you’re actually bidding on keywords. If you’re 
using manual bidding, you’ll have to specify your maximum bid 
for each keyword (the most you’re willing to pay for a click on 
that ad, if triggered by that keyword), so prioritize according 
to your highest value keywords. If you’re using automated 
bidding, you’ll tell Google what your goal is and Google will set 
the bid for you. 
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•	 When writing your ad copy, use the 
keyword in the headline and description, 
but don’t keyword-stuff. Use the rest of 
the space to include features, benefits, 
and other differentiators.

•	 To make your ad even more relevant to 
the keyword, consider dynamic keyword 
insertion, which inserts the searcher’s 
exact search query into your ad; as well 
as sitelink extensions, to include more 
related keywords. 

•	 Use negative keywords. These are the 
keywords you don’t want Google to show 
your ad for. Monitor the search terms 
report regularly to maintain this list.
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PPC metrics 
Now that you know how the basic mechanics of PPC, it’s time to dive 
further into what makes them tick—the key metrics used to measure 
the success of a campaign. We’re going to cover the core metrics but 
you can catch our complete list of PPC metrics here!

https://www.wordstream.com/blog/ws/2021/10/19/ppc-metrics
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Click-through rate 
Click-through rate is the ratio of ad clicks to ad impressions. An impression 
occurs when your ad appears on the SERP, and a click occurs when the 
person viewing your ad clicks on it. Ergo, CTR is the percentage of people 
who see your ad who then click through to your ad’s destination (whether 
that’s to a landing page, app store, or lead form). 

A click-through rate of 1% means that 1 out of every 100 people who saw 
your ad clicked on it.

Click-through rate is important for 
three reasons. First, it indicates how 
appealing your ad copy and offer are 
to your audience. Second, your click-
through rate impacts your expected 
click-through rate, which factors 
into your Quality Score (more on this 
shortly!), and higher Quality Score 
leads to lower costs. Third, the more 
people who click on your ads, the 
lower your cost per click (more on this 
shortly as well!).  

WHY IT MATTERS 
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Here’s how to get healthy click-through rates with your ads: 

•	 Write compelling copy. Find the right mix of features, 
benefits, differentiators, and value propositions that 
resonates with your target audience.  

•	 Include the keyword. If this is a search ad, include the 
keyword in the headline and description, but don’t 
overdo it.  

•	 Include a CTA. Make sure you have a specific action in 
there, like call now, sign up today, or get a free consult. 

•	 Get your targeting right. Make sure you adjust your 
copy to the audience you’re targeting. This will require 
segmentation, testing, as well as filtering out irrelevant 
keywords.

Our guide to writing exceptional PPC 
ads will be super helpful here. 

HOW TO IMPROVE IT 

https://www.wordstream.com/blog/ws/2022/09/14/improve-google-ads-click-through-rate
https://www.wordstream.com/blog/ws/2022/10/03/how-to-write-exceptional-ppc-ad-copy
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Note you can view our always-updated 
search advertising benchmarks here. 

Average click-through rates vary by ad type, industry, and 
the ad’s position. Here is what our latest search advertising 
benchmarks show, for example.

Keep in mind, however, that a high CTR is only beneficial 
if you’re getting relevant clicks on your ads. If those clicks 
aren’t resulting in leads or sales, you’re wasting budget. 

WHAT’S A GOOD CLICK-THROUGH RATE? 

https://www.wordstream.com/online-advertising-benchmarks
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Quality Score 
As mentioned earlier, online ad platforms decide when/where to show ads 
based not just on the advertiser’s bid, but also on the quality and relevance 
of their ads. Each platform has its own way of measuring ad quality, and 
Google specifically has a number from 1-10 called Quality Score.  

When you create a search ad, you have to tell Google which keywords 
you’re targeting (bidding on) with that ad. Usually, each ad targets a set of 
of related keywords, like public speaking coach, virtual speech coach, and 
communication coach. 

For each keyword, you will get a Quality Score based on: 

•	 How relevant the ad and landing page is to that keyword 

•	 The quality and experience of the landing page 

•	 Your expected click through rate (based on historical performance) 

There is more that goes into Quality Score, since it is a proprietary formula, 
but those are the basics.

Quality Score is vital because it is used to determine your Ad Rank 
(which we’ll cover next!), which determines whether and where you 
appear on the SERP; and because both your Ad Rank and Quality Score 
are used to determine your cost per click (stay tuned for that too!).  

In particular, a higher Quality Score equates to higher Ad Rank and 
lower cost per click.  

This is how the Google Ads auction works and why the highest bid 

alone cannot win—and why Quality Score is so important. 

WHY IT MATTERS 

https://www.wordstream.com/quality-score
https://www.wordstream.com/blog/ws/2022/02/14/how-does-google-ads-work
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Here’s how to achieve solid Quality Scores for your keywords. 

•	 Keyword research. You should always be searching for new and highly 
relevant keywords to add to your campaigns, including long-tail 
opportunities that can contribute to the bulk of your overall traffic. 

•	 Account organization. The ideal Google Ads account structure is to split 
your keywords into single-themed ad groups that can be more effectively 
tied to individual ad campaigns. 

•	 Improve your CTR. The tips we provided earlier, plus the right account 
structure will improve your expected CTR and therefore your Quality 
Score.  

•	 Follow landing page best practices. Make sure these pages pages are 
specific to your ad groups and provide a cohesive, quality, useful, and 
easy experience for visitors. 

•	 Add negative keywords. Continuously research, identify, and exclude 
irrelevant search terms that are wasting your budget.

A healthy Google Ads account has a mix of campaigns, and a Quality Score 
of 10 is just not realistic for some keyword types. Here’s what’s considered 
a good Quality Score for different types of keywords: 

•	 Branded keywords: 8-10 

•	 High commercial intent keywords: 7-9 

•	 Low commercial intent keywords: 7 

•	 Competitor keywords: 3+ 

HOW TO IMPROVE IT 

WHAT’S A GOOD QUALITY SCORE? 

https://www.wordstream.com/blog/ws/2017/08/09/easy-keyword-research-guide
https://www.wordstream.com/blog/ws/2022/05/10/google-ads-account-structure
https://www.wordstream.com/blog/ws/2020/01/15/landing-page-best-practices
https://www.wordstream.com/blog/ws/2018/06/06/negative-keyword-guide
https://www.wordstream.com/blog/ws/2017/09/19/whats-a-good-quality-score
https://www.wordstream.com/blog/ws/2017/09/19/whats-a-good-quality-score
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Ad Rank  
Ad Rank is another metric specific to Google Ads. It is calculated by 
multiplying your maximum bid (the most you’re willing to pay for a click on 
your ad) by your Quality Score.  

Note that your maximum bid is determined by you if you’re using a manual 
bidding strategy, or by Google in real time if you’re using an automated 
bidding strategy (but you can set minimums and maximums and the type of 
bidding strategy based on your goal).  

Because Ad Rank is a function of Quality 
Score and maximum bid, you can either 
improve your Quality Score or your bid. But 
remember, higher bids alone won’t get you 
anywhere. 

Also note that there aren’t any benchmarks 
or averages for Ad Rank since this metric is 
determined in real time for every auction. 

HOW TO IMPROVE IT 

https://www.wordstream.com/ad-ranking
https://www.wordstream.com/blog/ws/2018/12/19/google-ads-automated-bidding
https://www.wordstream.com/blog/ws/2018/12/19/google-ads-automated-bidding
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When a user types a query into Google 
Search, Google calculates the Ad Rank for 
all eligible ads for that query. The ads with 
the highest Ad Rank scores are the ones 
that appear on the SERP, the highest score 
in position one.  

In other words, your Ad Rank determines 
where (and if) your ad will appear on the 
SERP. 

Then, if someone clicks on your ad, Google 
will calculate your cost per click using the 
Ad Rank of the ad below yours and your 
Quality Score (we’ll cover this next). This 
way, you pay the lowest possible CPC 
relative to what others are bidding. 

WHY IT MATTERS 
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Cost per click   
Cost per click (CPC) is, of course, how much you pay for a click on your ad. 
But it has two definitions. You have average CPC for your campaigns and 
account, which is calculated after the fact by dividing total spend by total 
clicks; and then you have actual CPC, which is calculated in real time, for 
each individual click on your ad. 

And since you now know how Quality Score and Ad Rank work, you can see 
how the formula for actual CPC works: 

As you can see, your CPC is influenced by both your and your closest 
competitor’s Ad Rank, maximum bid, and Quality Score, and because of 
these formulas, it will never exceed your maximum bid, and will always be 
the lowest possible price to pay relative to your competitors’ bids.

Cost per click is important because 
your return on investment, whether 
you’re over- or underpaying for each 
action, will be determined by how 
much you are paying for clicks, and by 
what kind of quality you are getting 
for that investment. 

WHY IT MATTERS 

https://www.wordstream.com/cpc
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To lower your cost per click in Google Ads, be sure to: 

•	 Raise your Quality Score. Refer back to our tips! 

•	 Raise your CTR. Ditto! This will help to raise your Quality Score which 
will lower your actual CPC in the auction. And more clicks means a 
bigger denominator in the average CPC formula (spend/clicks), which 
means lower average CPC.  

And remember, it’s not about getting the lowest CPC, it’s about getting 
the highest value for the lowest possible CPC. Some keywords are going 
to be of higher value than others and will be worth the extra money. 

 
Just like CTR, CPC depends on a number of factors such as ad platform, 
ad format, industry, and more. Here are the average CPCs for search ads 
as of writing this guide. 

Note you can 
view our always-
updated search 
advertising 
benchmarks here. 

HOW TO IMPROVE IT 

WHAT’S A GOOD COST PER CLICK? 

https://www.wordstream.com/blog/ws/2021/08/17/lower-cost-per-click
https://www.wordstream.com/online-advertising-benchmarks
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Conversion rate    
Conversion rate is the percentage of clicks on your ad that actually 
convert—where a conversion is the completion of the ultimate desired 
action for that ad, such as a content download, newsletter signup, contact 
form fill, free trial, purchase, and so on. Conversions are the main goal of your 

ads. As we mentioned earlier, getting 
lots of clicks and even achieving a 
low CPC doesn’t matter if those clicks 
aren’t converting. Conversions are the 
meaningful actions that help you to 
meet your business goals and convert 
more searchers into leads, customers, 
and loyal customers. 

WHY IT MATTERS 
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Conversion rate optimization is a practice in its own right, but here are some 
basic strategies: 

•	 Target commercial intent keywords. These are the keywords that 
represent intent to buy and/or research to buy. They will be your core 
keywords with phrases like “cheap,” “best,” “buy,” or “reviews.”  

•	 Target long-tail keywords. These are longer, more specific queries. This 
way you can cater your landing page and ad to particular niches. 

•	 Use landing pages. Don’t send users who click on all of your ads to your 
homepage where they have to figure out what to do. Use landing pages 
specific to each ad and offer, that have just that one call to action. 

•	 Optimize your landing pages for conversion. This warrants its own guide, 
but luckily we’ve got one. In short, include clear copy, a clean layout, real 
testimonials, and make it easy for the user to complete the action.

HOW TO IMPROVE IT 

https://www.wordstream.com/blog/ws/2014/06/30/commercial-intent-keywords
https://www.wordstream.com/long-tail-keywords
https://www.wordstream.com/effective-landing-pages
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You know the drill by now! Conversion rates especially 
vary by industry because typical conversion actions for 
each industry are so different. For example, a common 
conversion action for physicians is to call and/or book an 
appointment, which is a low friction activity, especially 
since you can always cancel your appointment. But for 
furniture, the action is usually buying the furniture. So we 
typically see much lower conversion rates for the latter. 

Note you can view our always-updated 
search advertising benchmarks here. 

WHAT’S A GOOD CONVERSION RATE? 

https://www.wordstream.com/online-advertising-benchmarks
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Cost per action     
Cost per action (CPA)—also known to as cost per acquisition, cost per lead 
(CPL), or cost per conversion—measures how much your business pays for 
each conversion. 

It is calculated by dividing the total cost of a campaign by the total 
number of conversions, and once again, a conversion can mean anything: a 
purchase, form fill, call, download, etc.	

If anything matters more than 
conversions, it’s how much you’re 
paying for those conversions, of 
course. Your return on investment 
depends on your CPA! 

WHY IT MATTERS 
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Like the other metrics what constitutes a “good” cost per 
action varies widely by industry. For example, it’s over $70 
for Furniture, Career/Employment, and Legal services while 
for Auto Repair and Animals/Pets it’s less than $20. It all 
comes down to the conversion action as well as the value of 
the conversion.

Note you can view our always-updated 
search advertising benchmarks here. 

WHAT’S A GOOD COST PER ACTION? 

https://www.wordstream.com/online-advertising-benchmarks
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If you’re looking to bring down your cost per lead, you’ll 
need to increase conversion volume and/or lower your 
cost per click (using our tips above). But there are other 
ways to keep your CPA in check: 

•	 Check your “limited by budget” (LBB) campaigns.  
For high value LBB campaigns, you can increase 
budget or lower your bids. Or, you can do this for low 
value LBB campaigns as a way to save money there so 
you can allocate more to your high value campaigns.

•	 Make bid adjustments. If you’re using Manual or 
Enhanced CPC bidding, you can make bid adjustments 
based on device, demographic, audience, network, 
time of day, and more. If you’re using an automated 
strategy, you may want to adjust your minimums, 
maximums, or targets. 

•	 Clean up your keywords. Allocate more budget 
toward your keywords with low CPLs, and/or pause 
low-performing keywords. Of course, maintaining 
negative keywords ins important too. 

You can find more details about these strategies  
in our post on how to lower your Google Ads CPL. 

HOW TO IMPROVE IT 

https://www.wordstream.com/blog/ws/2022/11/07/how-to-lower-cost-per-lead-google-ads
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Get started with PPC 
To wrap up, here is the key takeaway you need to know about PPC: Ad 
platforms reward relevant, intelligently targeted ads with lower costs per 
click, so the higher the quality of your ads, the higher your ROI. And this 
guide has provided the knowledge and tips for you to do just that! Let’s 
recap: 

•	 Research and select the right keywords, including negatives. 

•	 Organize those keywords into thematic ad groups. 

•	 Write great ads that are relevant to the keyword and catered to your 
target audience. 

•	 Connect those ads to relevant, conversion-optimized landing pages. 

•	 Monitor and manage your campaigns and keywords regularly. 

Now what are you waiting for? Get started on your first 
Google Ads campaign and put it all into practice! 

https://www.wordstream.com/blog/ws/2022/03/21/how-to-run-google-ads
https://www.wordstream.com/blog/ws/2022/03/21/how-to-run-google-ads
https://www.youtube.com/watch?v=oZz9ngRu144
https://www.youtube.com/watch?v=oZz9ngRu144
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