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Create a Google Ads Account

Step 1) Sign up for a Google Ads account.

Go to https://ads.google.com/home/ and sign up for a new account.

If you have an existing business profile on Google My Business, then you can link it in. If
not, then | suggest you claim your business and set it up.
At this point you want to “Switch to Expert Mode” to allow you to control how you set

up your campaign.

N\ Google Ads | New campaign
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Let's get started! Use information from your
Business Profile?

Connect the information that you have already provided about your
business

s G mchroni
a ® ,

updates with your ads campaign
@000

@ Yes, use info from this Business Profile

Sail Inn B&B -

(O No, don't use info from this Business Profile

—
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Create your Campaign

Remember, Campaigns are organized based on 3 elements. Product, Location and
sometimes Language.

Step 2) Choose an objective for your Campaign.

In this case, we don’t want to select one at this point, so we select, “create a campaign
without a goal”

4 Google Ads = New campaign

Choose your objective

Select an objective to tailor your experience to the goals and settings that will work best for your campaign

© 2 i +

Sales Leads Website traffic Product and brand

Drive sales online, in app, by phone Get leads and other conversions by Get the right people to visit your consideration

orin store encouraging customers to take website Encourage people to explore your
action products of services

o< 0] Q S

Brand awareness and reach App promotion Local store visits and Create a campaign without a

Reach a broad audience and build Get more installs, engagement and promotions goal's guidance

awareness pre-registration for your app Drive visits to local shops, including Choose a campaign type first,
restaurants and dealerships. without a recommendation based

on your objective.

Create an account without a campaign

Back

Step 3) Choose an objective for your Campaign step 2

We select “Search” and then “Website Visits”

4 Google Ads = New campaign

Select a campaign type

Search Performance Max Display Video
Reach audiences across all of Reach customers across three Reach viewers on YouTube and get
Google with a single campaign. See million sites and apps with conversions

orks engaging creative

App Smart Discovery Shopping

vcase your products to
s as they explore what to

Drive downloads and grow Reach customers with a one-stop Run ads on YouTube, Gmail, st
engagement for your app solution built for small businesses Discover and more

elect the results thal want to get from this campaign @

O website visits

O App downloads
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Step 4) Name your Campaign - Part 1

4 Google Ads | New campaign

’ Select campaign settings ° Set up ad groups o Create ads ° Billing

General settings

Type: Search v

Campaign name A
Sail Inn Search Ad Canada

Networks Search Network A

Ads can appear near Google Search results and other Google sites when people search
for terms that are relevant to your keywords.

Include Google search partners @

Display Network

Easy way to get additional conversions at similar or lower costs than Search with
unused Search budget.

Include Google Display Network @
v Show more settings

Targeting and audience segments

Choose who you want to reach

Step 5) Name your Campaign — Part 2

Deselect Search and Display Network

4 Google Ads | New campaign

© seiect campaign settings © setupacgroups © createans O sing

General settings

Type: Search V4

Campaign name A
Sail Inn Search Ad Canada

Networks Search Network A

an appear near Google Search results and other Google sites when people search

Display Network

Easy way to get additional conversions at similar or lower costs than Search with
W search budget.
|de Google Display Network @

gl miss the opportunity to get additional conversions at similar or lower costs
"With just one click




Step 6) Define where you want your ad to appear

Here you can identify specific locations based on your customer demographic

4 Google Ads | New campaign

0 Select campaign settings ° Set up ad groups e Create ads o Billing

Include Google Display Network @

v Show more settings

Targeting and audience segments

Choose who you want to reach

Locations Select locations to target @ ~

(O Allcountries and territories

(O canada

(@ Enter another location

Targeted locations (3) Reach @ &

Calgary, Alberta, Canada city 3,560,000 ®

Edmonton, Alberta, Canada city 1,330,000 ®

Toronto, Ontario, Canada city 12,700,000 ®

Q_ Enter a location to target or exclude Advanced search

For example, a country, city, region or postcode

v Location options
Languages Select the languages that your customers speak. @ Based on your targeted locations, A
you may want to add these
languages:
Q_ start typing or select a language
French

Step 7) Budget and Bidding Strategy

This is the average amount you will spend every day.
Leave the “set a maximum CPC Bid limit”

4 Google Ads = New campaign

@ setect campaign settings © setupadgroups © createaos © siing
Audience segments Select audience segments to add to your campaign v
Budget and bidding

Define how much you want to spend and how you want to spend it

Budget Set your average daily budget for this campaign For the month, you worit pay more  x,
than your daily budget times the
average number of days in a
Canadian Dollar (CAD CAS) v || CA$15.00 month. Some days you might
spend less than your daily budget,
and on others you might spend up
10 twice as much. Learn more

Bidding What do you want to focus on? @ A

Clicks +

Set a maximum cost per click bid limit

Maximum CPC bid limit ®

CA$1.00

(@ This campaign will use the Maximise Clicks bid strategy to help
you get the most clicks at a cost per click at or below your bid
limit

Alternative bid strategies like portfolios are available in settings after you create your campaign

A Hide more settings

SME
SOLUTIONS




Click on “Hide More settings” to confirm that your Ad rotation is optimized.

4 Google Ads | New campaign

© seiect campaign settings © setupadgroups © cresteads © siing

tnan your aany puager tmes
average number of days in a

Canadian Dollar (CAD CA$) ~ || CA$15.00 month. Some days you might
spend less than your daily budget,
and on others you might spend up
to twice as much. Learn more

Bidding What do you want to focus on? @ A

Clicks v

i

Set a maximum cost per click bid limit

Maximum CPC bid limit @

CA$1.00

D

@ This campaign will use the Maximise Clicks bid strategy to help
you get the most clicks at a cost per click at or below your bid
limit

Alternative bid strategies like portfolios are available in settings after you create your campaign

A Hide more settings

Ad rotation @ Optimise: Prefer best performing ads Show ads that are expected to get A
more clicks or conversions.
(O Do not optimise: Rotate ads indefinitely Recommende for most
advertisers.

Optimise for conversions (Not supported)

Rotate evenly (Not supported)

SME
SOLUTIONS

utions 2023




Create your Ad Group

Remember Ad Groups use the same keywords.

Step 8) Create Ad Group

This is where you Name your Ad group.

4 Google Ads | New campaig

@& selectcampaign settings © setupadgroups © cresteass © sing

Set up ad groups

Daily estimates
Ad group type @
Standard v

Estimates are based on your keywords

and daily budget @
An ad group contains one or more ads and a set of related keywords. For best results, try to focus all the ads and keywords in an ad group on one
product o service.

~ Adgroup1 ~
Slicks/day ¢
7 CA$5.06
Ad group name Av9. CPC
‘ Ad group 1 CAS0.68

Daily budget
Keywords Google Ads can find keywords for you by scanning a web page or seeing what's working for similar
products or services

CA$15.00/day

‘ G wwwsailinn.ca

Keywords are words or phrases that are used to match your ads with the terms people are searching
for

bed and breakfast

bed and breakfast on

bed and breakfast breakfast
bed and breakfast inn

bed and breakfast rooms
bed and bed breakfast

the bed and breakfast

bed and breakfast sites

inn lunenbur

bed and breakfast in

the inn bed and breakfast
lunenburg bed and breakfast

Step 9) Identify Keywords.

These are very general Keywords as we are going to enhance this in a few steps.

4 Google Ads

@ select campaign settings

© setupadgroups © cresteass © saing

Daily estimates
Keywords Google Ads can find keywords for you by scanning a web page or seeing what's working for similar

Estimates are based on your keywords
and daily budget @
@ wwwselincs

~ CanadianAdGroup A
E1  Enter products or services to advertise

45 CA$15.00
CAS$0.33
Keywords are words or phrases that are used to match your ads with the terms people are searching
for
Hotel Daily budget
in
bed and breakfast CA$15.00/day
“Lunenburg Inn”
“Lunenburg B&B™
“Lunenburg bed and breakfast”
“Lunenburg Hotel"
Nova Scotia Bed & Breakfast
Lunenburg
B&B
Mateh types help control which search

n wigger your ads
Keyword = Brosd match “keyword" = Phrase match [keyword] = Exsct match Learn more

© Newadgrovp

Save and continue
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Step 10) Skip creating the ad at this stage

You should just save and continue here and skip creating the ad until you have properly
researched the keywords you identified above. Scroll down to skip creating the ad.

4 Google Ads = New campaign

@& select campaign settings & setupad groups © createaas O sing

Create ads
For each ad group, we recommend that you create a responsive search ad with at least 'Good' ad strength that closely relates to the theme of your keywords.

Ad group: Canadian Ad Group Keywords: Hotel, Inn, bed and breakfast, Lunenburg Inn, Lunenburg B&B, Lunenburg bed and breakfast, Lunenburg Hotel + 3 more \/ Show more
Sail Inn Search Ad Canada

(O Add more headlines View ideas

@ Ad strength @ (O Include popular keywords in your headlines View ideas

Start by adding at least 5 headlines
Incomplete (O Make your headlines more unique View ideas

(O Make your descriptions more unique View ideas

Preview g o
Final URL @ ~
(— Final URL
www.sailinn.ca A
Ad - www.sailinn.ca/
This will be used to suggest headlines and descriptions
Headline 1| Headline 2 | Headline 3
Description 1. Description 2
Display path @ A
www.sailinn.ca This preview shows potential ads assembled using your assets. Not all combinations are shown. Assets can be shown in any
order, so make sure that they make sense individually or in combination, and don't violate our policies or local law. Some
/ , ‘ shortening may also occur in some formats. You can make sure certain text appears in your ad. Learn more
0/15 0/1s
Headlines 0/15 @  View ideas ~

Step 11) Billing information

You will need to fill in your credit card and billing info before you can continue.

4 Google Ads | Startreachi people

@& select campaign settings & setupad groups & createacs © setupbiiing

Confirm payment info

[J Billing country

‘ Canada -

@ Time zone

‘ (GMT-04:00) Halifax Time -

Time zone applies to your entire account and cannot be changed later.

28  Introductory offer

Offer successfully applied. You'll receive a CA$600.00 credit when you spend /
CA$600.00

Q) Yes, send me performance tips, promotional offers, surveys and invitations to try new
features

(O No, don't send me performance tips, promotional offers,surveys and invitations to try new
features

Payments profile

Choose the payments profile that will be associated with this account or transaction. A payments profile is shared and
used across all Google products.

SME
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Step 12) Explore your campaign options

Don’t worry that your campaign is not showing, let’s confirm your keywords are
appropriate for your ad first.

T @ a4 ¢ o 0 —

4. Google Ads Sewch Reports Toolsand  Refresh  Help  Notifications | hamtayler@gmaicom

settings.

@ A ] (@ sail Inn Search Ad Canada Select an ad group Change view

Campaign 1 0f 1

@ Enabled Status: Bid strategy leaming  Type: Search Budget CA$15.00/day Optimisation score: = v More details
Overview Overview Custom | 16Jan2023 Show last 30 days
Recommendations
Insights ° Feedback

» Ad groups

To finish setting up your campaign, create an ad H

» Ads and assets

» Landing pages ° o ® =

Campaign incomplete Ads will be reviewed Ads will be shown to
» Keywords Ads missing customers
Audiences
(@ You need at least one ad before we can publish your ad to customers —
» Content
Create ads
Settings

Change history

Your campaign can't run ads

— Showless
Review issues that are preventing people from seeing your ads
» Locations
» Ad schedule o o) o) le)
Devices

Create campaign Policy review Impressions Clicks

Create ad grou
Advanced bid adj eate ad group

Drafts

A Create ad group A This campaign does not have any ads

Fxneriments

Create an ad group In this campaign Get your ads running by adding ads to each ad group

Step 13) Using the Keyword Planner

Go up to the “Tools and Settings” in the top bar, click on “Planning” and then “Keyword
Planner”. When the window opens, select “Discover New Keywords”.

Qa W R C ® Q —

4. Google Ads Sewch Reports  Toolsand  Refresh  Help  Notfications | i ayler@omalca
setings

@ All campaigns Select a campaign (5) Planning |8 shared Library ' Bulk Actions X Measurement Setup B Billing
Workspace filter Campaign status: Enabled, Paused Ad group status: Enabled, Paused  Performance Planner Audience manager All bulk actions Conversions Business data Summary
Overview Q Overview Keyword Planner Bid strategies Rules Google Analytics Policy manager Transactions
e Reach Planner Negative keyword lists Scripts Attribution Access and security Documents
Insights
Ad Preview and Diagnosis  Shared budgets Uploads Linked accounts Promotions
» Campaigns
Click . .
» Adgrowps App advertising hub Location groups Google tag Settings
» Ads and assets Placement exclusion lists Preferences Advertiser verification
» Landing pages
Asset library Google Merchant Center
» Keywords
Content suitability "™
Audiences
» Content
» Settings 0
Change history
Campaigns : Measure conversions :
— Showless ih paig : ih H
» Locations Summary of how your campaigns are performing @ select the action that you'd like to track
» Adschedule A conversion action is something valuable to your business
Cost v Cicks v CTR -
that people do after interacting with your ads.
Devices Sail Inn Search Ad -
L R CA$0.00 [ 0.00%
anads Select v

Advanced bid ad].

SME
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Step 14) Using the Keyword planner 2

Here you can introduce the keywords you came up with in step 9. Click “Get Results”.

&< 4 Google Ads | Keyword Planner Search  Report

Discover new keywords X

Start with keywords Start with a website

Enter products or services closely related to your business
[SQ Lunenburg Bed & Breakf.. X M Lunenburg Hotel X J Bed and Breakfast X Try not to be 00 specific or general. For example, ‘meal
delivery” is better than “meals” for a food delivery
business
Hotel X [RTSCIEER |+ Add another keyword
Learn more

Fa English (default) © Canada

Enter a site to filter unrelated keywords @

Using your site will filter out services, products or

GD sailinn.ca brands that you don't offer

Get results

Step 15) Keyword planner results

These keyword ideas that google comes up with may help you identify additional
keywords or give you an idea of different Ad groups.

X 4 Google Ads | Keyword plan Search  Reports Refresh
Keyword ideas Lunenburg Bed & Breakfast, Lunenburg Hotel, Bed and o
g Canada ¥ English = Google Jan-Dec2022 ~ &, Download keyword ideas
Breakfast, Hotel, Lunenburg Osallit % Engl 9 = "
Forecast
R Broaden your search: |+ lodging |+ smallhotel |+ lodgingoption |+ lodgingbusiness | |+ placestostay =+ accommodation |+ bed
~ Keyword plan
Saved keyword:
e ad Exclude adultideas X Addfilter 90 keyword ideas available O eyword view ~ )
Columns Refine keywords X
Negative
keywords O Kooty Avg. monthly searches  Three month change YoY change  Competition Adimpression share 190 /P29 bl (low | Top of page bid (NaH - pccount status Expand all
Keywords that you provided Brand or Non-Brand v
Non8rands, b & b, unesco, booking, salinn |
[ tunenburg bed & bee 10-100 o 1005 - - - -
Place v
O tunenburg hotel K- 10K o 900%  Low - casoer A$185 | InAccount bed & breaklast, hotels,inns
[0 bed andbreakfast 10K - 100K o% 0% Low CAS0.47 CA$1.26 In Account
O o M- 1M o 0% Low - cAs163 CASA18  InAccount
O tunenburg 10K - 100K o 0% Low cAS050 AS155 | InAccount
Keyword ideas
O booking 100K~ 1M o 0% Medium - CAS066 casn 63
O totelsnearme 100K - 1M o 0% Low - cast 26 cassen
O bookinghotel 10K - 100K o 0% Medum - cast.70 486,00
O e 10K - 100K o 900%  Low - cas03s €a$127 | InAccount
O  roomsnearme K- 10K o 4900% | Low - CAS0.67 cAs200

Showrows | 10+ \ 1100190 >l
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Step 16) Return to Ad Group and add additional Keywords

4 Google Ads

@ All campaigns

© Enabled

Overview

Recommendations

» Ads and assets

» Landing pages

~ Keywords

Search keywords

Negative keywords

Search terms

Auction insights

Audience

» Content

Settings

Devices

Change history

Status: Eligible  Type: Standard

(@ sail Inn Search Ad Canada

Search keywords

Add Keywords

v More details

Canadian Ad Group

Q

Search

To build a list of relevant keywords, add ideas below. Keywords can trigger your ad to show when people search for related terms. Learn more about choosing effective keywords

Lodgin
Lunenburg Lodging

Match types help control which search

Keyword = Broad match

Cancel

O @  Kewo

4 Google Ads

@ All campaigns

@ Enabled

Overview
Recommendations.

» Ads and assets

» Landing pages

* Keywords
Search keywords
Negative keywords
Search terms.
Auction insights
Audience

» Content
Settings
Devices

Change history

SME

Status: Eligible  Type: Standard

(1 Sail Inn Search Ad Canada

Search keywords

Add Keywords

yword" = Phrase m

an trigger your a

steh [keyword]

Match type

v More detalls

Exact match

Canadian Ad Group

Get keyword ideas

@D Enter a relat

B enier

ur product or service

Keywords (by relevance)

+  hotels nearme
+  marott
+  tavelodge
+ o
+  holdayinn
I
Add all ideas
Status Final URL

Impr.

Q

Search

To build a list of relevant keywords, add ideas below. Keywords can trigger your ad to show when people search for related terms. Learn more about choosing effective keywords.

Enter or paste keywords. You can separate each keyword by commas or enter

one per line

es help control which searcl

SOLUTIONS

d' = Ph

ase mat

\

Get keyword ideas

‘ GD https://www.ashleahouse.com/

I B3 Enter your product or service

Keywords (by relevance)

house bed

breakfast

+
+

4 breakfastbed
+  bedandbreakfastin
4 victorian house bed and breakfast

L

Add all ideas

[@] Q ©

Reports  Toolsand  Refresh
ettings

Custom | 16

cTR Cost

@ N ©

Reports  Toolsand  Refresh
settings.

16Jan2023 v

Now you have your definitive keyword list, you can return to your ad group and add in
the keywords. As a last check you can add in a competitor’s website to see which
adwords they might use.

@ Q

Help  Notifications
Change view
Ad group 10f 1

Jan2023  ~ Show last 30 days

¥ Clicks Avg. CPC

(0] Q 799

Help  Notifications | liam.tayler@gmai
Change vie

Adgroup 10f 1

Show last 30 days

11
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Create Your Ad

Step 17) Create your ad - Step 1

You need to click on “Ads” in the column on the left and then “Responsive Search ad”.

QAW & ¢ @ Q ———

4. Google Ads Serch  Reports  Toosand  Retresh  Welp  Noticatons | lsmisyer@gmalcom

settings

C G Change view
@ A Ad Canads Canadian Ad Group nge view

Adgroup 10 1

@ Enabled Status: Eligible  Type: Standard v More details
Overview Ads Custom | 16Jan2023 Show last 30 days
Recommendations e -

= Clicks ~ ‘ = None ~ &7 &2 =2
Charttype  Expand  Adjust

~ Ads and assets
Assets
» Landing pages

eyt e
] Qa = m @ & oo N

Audience Add filter

Ad status: Enabled,
Search  Segment Columns  Reports Downlosd  Expand  More
» Content
o Status Adtype & Clicks Impr. e Avg. CPC cost
Settings
© Responsive search ad
DRk Recommended
Change history
0 0 - - cas0.00

vV TotakAdgroup @

Step 18) Create your ad — Step 2: URL

Add in the final web address (URL) that you want to send your customers to.

X 4 Google Ads = New responsive search ad

Ad group: Canadian Ad Group Keywords: bed and breakfast, Inn, Hotel, B&8, Bed & breakfast, Lunenburg, Lodging + 3 more \/ Show more

Sail Inn Search Ad Canada

Add more headlines View ideas

include popular keywords in your headlines View ideas

Ad strength @
/) Incomplete

Start by adding at least § headlines

Make your headlines more unique View ideas

Make your descriptions more unique View ideas

(]

With responsive search ads, you enter multiple headlines and Preview u]
descriptions and Google combines them into ads. ()

Final URL @ ~
Final URL Ad - www sallion ca/
https://sailinn.ca
Headline 1| Headline 2 | Headline 3
Description 1. Description 2.
® ~
Display path © This preview shows potential embled using your assets. Not all combin ¢ shown. Assets can be shown in any
order, 50 make sure that they make sense individually of in combination, and donit violate our policies or local law. Some
woew.sailinn.ca shortening may also occur in some formats. You can make sure certain text appears in your ad. Learn more
T
A~

Headlines 0/15 @

For optimal ad performance, include these keywords in

your headiines
‘Lunenburg B&8®  “Lunenburg Inn"

More ideas >

SME
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Step 19) Create your ad — Step 3: Headlines

You can enter up to 15 Headlines, which google will then rotate based on what your
customer is searching for. Try and use your Keywords in the headlines for more impact.

Qa @ ] 0 Jal

Search  Reports  Toolsand  Help Notifications
settings

X 4 Google Ads | New responsive search ad

@ Add more headlines View ideas
© Ad strength @ @ Include popular keywords in your headlines  View ideas

Try adding a few more unique headlines or unpinning some assets
Average @ Make your headlines more unique View ideas

(O Make your descriptions more unique  View ideas

‘Headlines 8/15 @ -~
Preview < > on g o

For optimal ad performance, include these keywords in

your headiines

@ "Lunenburg B&B" @ "Lunenburg Inn’

More ideas > Ad - www.sailinn.ca/
Amazing location in Lunenburg | Historic
Stay in historic Lunenburg B&B ‘ zing gl
B&B in Lunenburg
Required 30/30
Description 1. Description 2.
’ Cozy B&B in downtown Lunenburg ‘
Required 80/30 This preview shows potential ads assembled using your assets. Not all combinations are shown. Assets can be shown in any
order, so make sure that they make sense individually o in combination, and don't violate our policies or local law. Some
Amazing location in Lunenburg shortening may also occur in some formats. You can make sure certain text appears in your ad. Learn more
Required 29/30
{ Bed & Breakfast - The Sail Inn ‘
30/30
’ Hotel - The Sail Inn ‘
20/30
’ Ocean Views - The Sail Inn B&8 ‘
30/30
‘ Historic B&B in Lunenburg ‘
25/30
’ Restored Captain's House B&8 ‘
YRS

Step 20) Create your ad — Step 4: Descriptions

Here you have a bit more space to describe your business and create a “Call to Action”
like “Book now, before it is too late”.

Qa @ ] 0 jal

Search  Reports  Toolsand  Help  Notifications
ettings

X 4 Google Ads | Editresponsive search ad

@ Add more headlines View ideas
Ad strength O Include popular keywords in your headlines View ideas
< > Tryincluding more keywords in your headlines gth @
Poor @ Make your headlines more unique View ideas

@ Make your descriptions more unique View ideas

Headline suggestions with top keywords x
Descriptions 4/4 @  View ideas A
These suggestions are based on your final URL and other ads in your ad group.
Come and stay at our lovingly restored Captain's o) YYou have entered the maximum number of headlines. To add a headline, remove an existing one.
House Bed & Breakfast Make sure that you donit remove a high-performing asset by reviewing asset details.
Required 70/90

+ TheSaillnn | | + Comfortable Rooms
Al rooms have harbour views and incredible
Breakfasts served daily

Required 67/90 Call to action phrases
The Sail Inn s in the centre of Old Town + OrderOnline | | + BookToday = | + ShopOnlineNow | + Book With Confidence
Lunenburg - an unbeatable location
76/90 + Shop Online Today | | + BookNow | + Book Online Now
4 elegantly furnished rooms, all with harbour View 19 more
views; perfect for business & leisure.
84/90

Promotion phrases

+ GreatService || + BestPrices || -+ Unbeatable Prices | | + View Prices, Deals And Offers

Sitelinks @ A
Add f f
e fourormore to maximise performance + EverydayLowPrices | + GreatValue ForMoney | + Great Prices
(@ You'lneed to add at least two sitelinks View 18 more

for them to appear in your ads. To
maximise performance, add four or
more.
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Step 21) Create your ad — Step 5: Sitelinks

Sitelinks appear under your ad and can direct your customer to a specific page. Think of
the pages your clients mostly visit and include them here

Campaign-level sitelinks

Add sitelinks to this campaign. Any sitelinks will also be added to your account and can be used across campaigns.

[ (@ Changes made here will apply to all ads within this campaign ]

Cancel 1o0f 3 previews < >

Add itelink
new sitelin Highlight sitelink @I
Sitelink 1
Sitelink text Mobile
{ Book your room ‘
14/25
line 1
(AII our rooms have harbour views €] \ Ad - www.example.com
e 32/35 Headline 1| Headline 2 | Headline 3
f with gourmet breakfast served daily ] Description 1. Description 2.
Final URL 35/35 Book your room
{ https://www.sailinn.ca/book-a-room @) ] Take a virtual tour
What to do in Lunenburg
Sitelink 2. Sitelink text
Sitelink text
Take a virtual tour
This preview shows potential ads assembled using your assets. Not all combinations are shown. Assets can be shown in any order, so make
0 sure that they make sense individually or in combination, and don't violate our policies or local law. Some shortening may also occur in some
line 1 e formats. You can make sure certain text appears in your ad. Learn more
( Walk around the Sail Inn with our @
line 2 B/
f virtual tour, just click & go ‘
Final URL e
{ https://www.sailinn.ca/virtual-tour @ ]

Congratulations, you have created your first ad!
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Audience

This is where you can define your audience more specifically and really target your ads.
Step 22) Target specific Demographics

If you can, you should really drill into your specific target customer base

Click on the left column “Audiences”
Then click on “Edit Demographics”

4 Google Ads

® Enabled All ads under review  Type: Search get: CAS15.00/day - v More detalls Campaign 1 of 1

Overview Audiences Custom | 16-17Jan2023 ~ Show last 3

Recommen dations )
Insights about top performing audience segments coming your way
o Once your campaign has enough performance data, you can view top audience segments on the insights page. You don't necessarily need to add audience
segments for reporting now. Learm more 2)
+ Ad groups Gotlt
ets

Pl Demographics
Age Gender Household Income

ih
Settings M Clicks ~ M None ~ charttpe

\/ Show table Edit demographics

Step 23) Demographic targeting
Click on the Genders, Ages and Income you want to target.

X  Edit demographics

Ad group: Sail Inn Search Ad Canada > Canadian Ad Group

Gender Age Household income
Female 0O 18-24 Top 10%
Male 25-34 0 1-20%
Unknown ® 35-44 21-30%
45-54 31-40%
55-64 41-50%
65+ O vLower sox
Unknown ® Unknown @

/A Note: Household income targeting is only available in select countries. Learn more

Save demographics [ERSREE]
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Step 24) Confirm Targeted Locations

Click on the left column and select “Locations” and then “Locations” to view the
locations you identified in step 6.

Qa @ Q c 0o 768 inn
4 Google Ads Search Reports Toolsand  Refresh  Help  Notifications liam tayler@gmail.co
sattings
QA s all Inn Search Ad Canada  ~ s an ad group
@Enabled  Status: Allads under review  Type:Search  Budget: CA$15.00/day Optimisation score: = v More detalls Campaign 1 of 1
Overview Locations Custom | 16-17Jan2023 ~ Show last 30 days
Recommendations z 7 . ——
Insights
> Ad groups
» Ads and assets
» Landing pages
-~ -
Map data ©2023 Googie INEGI Terms of Use
> Keywords
Highlighted areas represent places advertisers can target or exclude with Google Ads location targeting. Learn more
Audiences
= s o :
Y Add filter Targeted locations ¥ = m = : ~
> Content Segment  Columns  Download  Expand  More
settings O Targetedlocation Bid ad) o Clicks Impr. o Avg. CPC Cost
@il [ calgary, Alberta, Canada - o 0 - - CAS0.00
Edmonton, Alberta, Canada - o 0 - - CAS0.00
— Showless o
N O Toronto, Ontario, Canada - o 0 - - CAS0.00
| [eaions Total: Locations @ 0 0 = = CA$0.00
Exchuded ' Total: Campaign @ 0 0 - - CAS0.00
Per shop report 1-30f3
» Ad schedule
Reporting is not carried out in real time, Time zone for all dates and times: (GMT-04:00) Atlantic Time. Learn more
Devices ‘Some inventory may be provided through thircparty intermediaries.

You'l see Media Rating Council (MRC) accreditation noted in the column header's hover text for accredited metrics.

Step 25) Confirm Campaign ad groups and ads are “Enabled”

Finally, one by one in the left column you should click on “ Campaigns”, “Ad Groups”

and “Ads” and confirm that they are all Enabled.
®

Workspace filter Campaign status: Enabled, Paused Ad group status: Enabled, Paused | Add filter
Save
Overview @ Campaigns Custom | 16-17Jan2023 + > Showlast 30 days
[ (@  You are viewing data between 2023-1-16 and 2023-1-17. Change daterange  Dismiss
Insights
i o . :
o =
Chart type Expand Adjust
Campaigns [~ 2 5 - o

Auction insights

» Adgroups

» Ads and assets

0
16 Jan 2023 17 Jan 2023
» Landing pages e
= 3 o :
» Keywords Y Add filter Q = m ] = e : ~
Search  Segment  Columns  Reports  Download  Expand  More
Audiences optimt § |
0O e  campaign Budget Status e | pa " Impr. cTR Cost | posteteor 3 Clicks  Conv.rate  Conversion:
» Content
[m] Inn Search Ad Canada  #* CAS$15.00/day 7 Paused —  search 0 - casogo  Mamise [ 0.00% 000
> Settings @ Enable
ut removed campaigns in your curren... @ = 0 = CA$0.00 4 0.00% 0.00
Change history
O Pause
o sunt @ CA$0.00/day - 0 - CAS0.00 0 0.00% 0.00
uggeste:
» Locations © Remove
1-10f1
+ showmore .

Step 26) WATCH YOUR AD SPEND
Make sure that you are not wasting money on adwords by checking regularly what
words are being clicked on and by whom. Change and update as required!
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