


If you decide to set-up AdWords on your own, 

here are nine steps to do it correctly  

from the very beginning.



STEP 1

Create your  
AdWords account



To create your account, you must use a Google Account that is not 
already tied to a Google AdWords account. If you plan to manage 
several AdWords accounts, you will want to first set up a My Client 
Center Account which is the only way you can use one email 
address with multiple Google accounts. 

The account level is where you will select the language and 
timezone. You also want to ensure your AdWords account is linked 
to your Google Analytics account so data is passed back and forth 
between the two products.  To enable this link, you need admin 
access on both products.  When you have this access level, in 
AdWords, you will click on the gear icon  on the top right corner 
of your page after signing in to connect Google Analytics and 
Google AdWords and will see see the option for linked accounts.



STEP 2

Create your Campaign



Now that you have your basic account settings, you will create 
your campaigns which are the top level of your account.  Start by 
selecting the red Campaign button and choosing your campaign 
type.  

For new advertisers, we recommend starting with Search Network 
only which focuses on Google.com ads.  This setting includes  
Search Partners who are non-Google owned sites that make 
Google searches available on their website.  After you select this 
campaign type, at the next screen, choose All the features and 
options available for the Search Network. 

You can now name your first Search campaign. For example, if 
you own a large flower shop, you might want to start doing ads for 
your most profitable items, which could be wedding flowers. In that 
scenario, you might name your first campaign Wedding — Search 
Only to indicate it is for your various wedding offerings advertised 
on the Search Network.



STEP 3

Choose your 
Geographic Area



With AdWords, you can target a few miles away from your brick and 
mortar business location or aim for the entire world. The default 
setting with location is set to your country. If you ignore this default 
and do not specify a geographic region, your ads will show up in 
searches done throughout the country which are not relevant to small 
businesses that serve only their surrounding geographical area.

Type the location that your business aims to serve, which is Santa 
Monica, California in the image below, or use your postal code and 
select a radius by using Advanced Search.

Advanced Search is where you can choose radius targeting 
instead of a particular city, state, or country.



If you choose radius targeting, make sure you select the red Add 
button seen below to apply that location to your campaign settings.



STEP  4

Enter your Daily 
Budget and Bid



To maintain the most control, you may want to start with the Manual 
CPC option where you determine the maximum amount you are 
willing to pay for a click.  As you gather data in your AdWords 
account and become a more advanced AdWords user, you can 
experiment with different bid strategies.

We’re often asked what the “right” amount is for the daily budget 
and bidding. Although we can not give a definitive answer since 
it varies by business, we can provide some parameters for 
establishing these numbers. If you want to spend $1,000 a month, 
that is $33.33/day on average. In that scenario, you may have a 
cost-per-click as high as $3.00-$5.00 because you have enough 
budget to get at least several clicks per day. 

However, if you are starting very small with only $200 per month, 
you then have only $6.67 total to spend per day. In this case, you 
will need to set a very low bid. And in some industries, we see 
clicks that cost over $30! Your daily budget will help determine the 
right amount for your individual bid.



STEP 5

Create Ad Groups



After saving your campaign settings, you are then prompted to 
set up your ad groups. Remember to think in terms of themes. For 
example, a large retailer should be more detailed in an ad group 
rather than only having a single group promoting women’s clothing. 
They may sell women’s dresses, women’s suits, and women’s skirts. 
So each of these three categories would have its own appropriately 
named ad group to keep ads and keywords tightly themed.

The above Ad Group creation screen shows a place to include the 
bid along with the ad group name. Don’t worry too much about the 
bid for the group since you can modify that later and may want to 
do more granular bidding by keyword.  However, you are required 
to enter some value before AdWords will permit you to go to the 
next screen. If you are not sure, bid a low amount, then monitor it 
closely for a couple days to see if it is the right amount for you.



STEP 6

Select your  
Keywords



When it is time to enter keywords, we recommend starting with  
phrase match or broad match modifier type, both of which 
increase the likelihood of receiving relevant clicks.  An exact match 
keyword type is very narrow so although it could bring qualified 
traffic to your site, it could also exclude too many potentially 
relevant visitors. 

With broad match (different than broad match modifier), you are 
likely to receive a lot of clicks, but many of them could be irrelevant.  
With keywords, you should also include negative keywords which 
are words where you do not ever want your ad to display. Let’s walk 
through an example for each of these.

With a phrase match of wedding 
flowers, an ad can trigger for a 
search on unique wedding flowers 
or wedding flowers local as long as 
wedding and flowers are entered 
in that word order.  However, it can 
also trigger the ad for a search on 
cheap wedding flowers if the word 
cheap is not entered as a negative 
word. 

With a broad match modifier of 
+wedding +flowers, the searcher’s 
phrase has to include those two 
words, but they can be in any order 
and include other words.

To prevent clicks for words such as 
cheap, create a negative keyword 
list in the Shared Library.



Once this listed is created, you can easily apply it to multiple 
campaigns.



STEP 7

Write your Ads



Now it’s finally time to write your ads.  Expanded Text Ads were 
launched by Google in 2016. If you’ve worked with AdWords in 
the past, you will note this is quite a change from the classic text 
ads. If you are brand new to AdWords, do not worry about that 
terminology of expanded versus classic since this is the only ad 
format you have seen. 

The below image highlights the format for text ads. Character 
limits for ads are 30 characters (including spaces) for each 
headline and 80 characters (including spaces) for the description.

Text ads include two headlines and we strongly encourage you 
to write two separate statements rather than splitting one long 
statement on the two lines. You can say more about your offer when 
in the description line.



The path field is an opportunity to include your most important 
keywords that will display with your URL in the ad.  In the below ad, 
the advertiser is highlighting that they are a local florist in Texas as 
seen by the words entered at the end of the green URL.



STEP 8

Identify and Set-up 
Conversions



A conversion is a desirable action someone takes on your site.  
With Ecommerce sites, it’s obvious. You want someone to make 
a purchase. Service businesses may consider completion of a 
lead generation form as the conversion. In that case, the form 
completion page can either be a destination goal in Google 
Analytics or conversion tracking code that was added to that page. 

To set up conversion tracking, regardless or your desirable action, 
follow the steps outlined on this link: https://support.google.com/
adwords/answer/6095821

If you choose to go the route of installing conversion tracking code, 
you can verify it is working by following the steps outlined here: 
https://support.google.com/adwords/answer/1722021

If, however, you do not want to add new tracking code to your 
site, you can instead import goals and transactions from Google 
Analytics. This step will not require any special code since it pulls 
existing goals directly from Google Analytics.

Whichever method you choose, when you view your conversions 
(found in Tools > Conversions), you should see something like the 
below which shows your tracked conversions and confirmation that 
they are recording:



Summary
To summarize, your AdWords account is made up of campaigns, ad 
groups, ads, and keywords. Although much of the set-up happens 
in the campaign settings, the bulk of your work is in your ads and 
keywords where you will make edits along the way.  You will also 
want to monitor conversions to see what is happening beyond 
the click and view your analytics data for general site activity that 
occurs after someone comes to your website from AdWords.  



If you need assistance with creating your account  
or the day-to-day maintenance,  

then contact us  

(800) 270-3440


