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Upon campaign creation, people often 

tend to glance over this tab due to 
time limitation. Unfortunately for 
those people, it is a very important 

part of the process and can 
significantly impact the campaign’s 

performance.

A screenshot of the settings of a search 
campaign:



CHAPTER 5

Campaign Name
First, you name your campaign, this has no performance implication 

other than keeping organised within your account. 

Status
Next is status; here you can enable, pause or remove a campaign. 

Goal
The next option is goal. Each campaign can use only one goal and the goal you choose should be the 

objective that you want to achieve for your business.

Networks
Networks allows you to include or exclude search partners and the display network. Probably the 
most frequent option is search network only – possibly because, for the most part, the best results 

come from search, however, exceptions apply.



Including the display network means that your ads will show on 
Google search and perhaps Google search partners.

 However, with display selected, it means that your text ads will also 
show on the display network. Your ads will be shown across websites 
which accept Google advertising when Google thinks that it is likely 

the user viewing the ad will convert from a visitor to a customer. 
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You can also include search partners or exclude search partners – what this 
means is Google has some other search engines which it shows ads on. One 

historical example which Google used to work with is Ask Jeeves, but Google 
has never released a list of search partners. 
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Search partners can vary in their performance but as a general rule it tends to perform quite 
well and there doesn’t tend to be any significant increase or decrease in performance. So all 
I would say about this is to monitor it to see if it’s beneficial or not. There is a way of doing 

that which is explained in a previous chapter (segment). 
So if you were to select Google search network or un-tick the box which says include 

search partners, then your ads will only show on Google search and nowhere else. 
Alternatively, if you were to tick the box it would show 

on the list of other websites which also have search engines.
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If you want to switch mobiles off and don’t want to show your ads on 
mobile devices, you would apply a decrease of 100% here. If you think 

that it will be unprofitable or less profitable to advertise on mobiles then 
you might do a decrease of say 50% or if you thought it was more 

profitable depending on your business then you might want to increase 
bids instead. What this means is you would set a standard bid, e.g. £1, 

and based on this particular setting, 

Devices
The devices option used to be underneath and this allows you to decide whether 

you would like to show your ads on mobile devices or if you would like to 
increase or decrease the amount you are willing to pay by a percentage for mobile 

or tablet devices. This is now located under “ad schedule”, on the left but I’ve 
included it in this section because it is relevant. 
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Google Ads would increase or decrease the bids based on what you enter 
in here. Depending on your industry or niche, mobile devices may not 

perform as well as desktops or tablets. 

However, the bids can be adjusted at any time, not just when setting 
up your campaign, so really this should be a reactive action, based on 
the data which you have collected in your account over a period of 

time.
 The data will indicate how profitable or unprofitable mobile 
devices are and based on this, you would set your increase or 

decrease of the mobile device bid.



CHAPTER 5

Locations
Locations are fairly self-explanatory. 
Essentially, this is where you select 

the locations that you want your ads 
to show to people. For example, you 
would select the United Kingdom if 
you want people in the UK to see 
your ads but if you only wanted 

people in a specific area to see ads, 
you would select London, Bristol, 

Brighton, Manchester etc. 
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There is an important, and often overlooked, complexity to the location setting. If you click 
on the location options underneath, you can fine-tune the settings and this make or break a 

campaign in some cases. In our example (see Figure 5.2), we are targeting the United 
Kingdom. The location options underneath the settings give you additional, advanced 

options. The default advanced option is:  
People in, or who show interest in, your targeted locations (recommended). However, 

despite Google’s (recommended), in most circumstances, the option that is most effective 
is: people in or regularly in your targeted locations.



The options look quite similar but in reality, they can make 
a huge difference to you because if you only service or 

deliver to the United Kingdom, for example, you want your 
ads to show only to people who are physically in, or 

regularly in the UK. The default option would also include 
people who are interested in the UK. In other words, 

without making this simple option change, you would be 
showing ads to anyone in the whole world who has shown 
Google that they are interested in the United Kingdom. So 
the default option could burn through your budget, showing 
ads to people who will never become a customer. You will 
see when your ads start to show the user location in the 

predefined reports tab, explained later in the book.
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Languages
The languages option allows you to pick which predominant language the person speaks, based 

on the browser they are using. People often get confused and think this is the language the 
visitor is searching in, however, this is not the case; it is simply the language settings on the 

browser they are using.

This is worth remembering because if a Spanish person who is physically located in the UK 
searches for your keyword, your ad won’t show if their browser settings are set to Spanish and 
you only have English selected. In this example, unless you have all languages selected, because 
they are using a Spanish browser, your ad won’t show to them even though they are physically 

in the UK, type their search in English and actively want your product/service.
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Budget
The budget that you select is a per-day budget. 

This is important to calculate because if you set a certain amount of spend per day, 
it accumulates very quickly so I would calculate your monthly budget that you are 

willing to spend and then divide it by 30 days and that will be your per-day budget.

You also have the option of sharing budgets across multiple campaigns. This option has 
its merits but can be added at a later stage if appropriate so I won’t go into it in detail 

here.



Bidding
The bidding option allows you to select the method of bidding you 

want to use to show your ads.They are as follows:

Manual CPC
This is where you select the amount you are willing to pay

Maximise clicks
This is where Google Ads will automatically set the amount and try to get you the most clicks possible. 

Maximise conversions
This is an option where Google Ads will set the bids based on historical conversion data.

Target CPA 
This is where you are able to select a maximum cost per conversion and Google Ads will try and work to 

(target or max cost per conversion).
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The advanced settings at the bottom 
of the setup page involve ad 

scheduling and start date. Start date 
is fairly self-explanatory, but ad 

scheduling is where you would pick 
what times of the day and/or days of 

the week that you would like your 
ads to show.
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Ad rotation 
Ad rotation gives you the option of split-testing different versions of your ads to ensure you show your best 
performing, most engaging ad copy. You also have the option to split-test within the experiment drop down 
below it. Split testing, often referred to as A/B testing, is an important part of Google Ads optimisation and is 
used to find out which is the most effective version by testing one against another. 

Campaign URL
The campaign URL options is for people that wish to add URL extensions to the end of their URL where they 
have a piece of software to use for different or advanced tracking. 

Dynamic search ads 
The dynamic search ads setting is an option available for companies which have a lot of pages or products that 
they offer. The ad that is shown to the visitor is based on your website content, so it dynamically changes based 
on what the searcher has typed in. 



Call only
Call only campaigns are for people searching on mobile devices. Instead of 

visiting the website when they click, they have the option to call your 
business directly so instead of paying for clicks you are paying for calls.

IP exclusions 
The IP exclusions option allows you to stop showing ads to people that 
have a particular IP address. This can be useful if your staff members are 

not aware that when they click on an ad it is charging you. It is also 
important if you are concerned about competitors who might be clicking on 

your ad with the intention to spend your budget. 
Don’t worry too much about this though; Google Ads are usually very 

good at filtering this out and the concern that often comes 
from this type of discussion is normally unjustified.
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The reason why I have gone through the settings tab in this level of details is 
because when people create their campaigns they tend to glaze over this part of 
the process. Hopefully, you now understand why it’s so important to take the 
time to do the set up properly when creating your campaign. It really can be 

the difference between a profitable and unprofitable campaign.
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