
How to Create 
Google Search and 
Display Ads 

Comfort Ready Home is funded by Bonneville Power Administration and Northwest 
Utilities. Updated December 2024.



Table of 
Contents

1. Introduction 

2. Creating an Account 

3. Creating a Campaign 

4. Paid Search 

5. Display Ads

6. Glossary



What is Google Ads?

Google Ads is an online advertising platform that helps businesses connect with potential customers on 
Google Search, YouTube, and partner websites. By creating targeted ad campaigns, you can promote your 
business, services, or products to people actively searching for what you offer. Google Ads helps drive traffic 
to your website, generate leads, or increase calls and visits to your business.

• Reach the Right Audience: Use keywords, location targeting, and audience demographics to show your 
ads to the most relevant people.

• Set Your Budget: Control how much you spend with no minimum commitment.

• Track Performance: Access reports to see how your ads are performing, including clicks to your website 
and phone calls.

• Flexible Ad Types: Create text, image, and video ads that fit your business goals and target audience.
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Creating a Google Ad Account

Creating Your Account

• Visit https://ads.google.com/

• Click “Sign In” and you will be prompted 
to either create a Google account or log 
into an existing account.

https://ads.google.com/


Creating a Google Ad Account

Creating Your Account

You will be prompted to enter a few 
questions about your business including 
your business name and the URL of the 
website you would like your ads to direct 
to. 



Creating a Google Ad Account

Linking Accounts

During setup, you’ll be asked to link 
Google accounts like YouTube or Google 
Business Profile. This is optional — if you 
don’t have any to link, you can skip it. 

The flow will also guide you through 
setting up your first campaign, or you can 
click “Next’ to complete setup without 
starting one.
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Creating a Campaign

Google Ads Dashboard
When you log back into Google Ads, you’ll land on the homepage. From there, you can navigate the tools 
on the left-hand menu, including options for billing details and account settings.

To create a campaign, click the “Create” icon in the top left corner. 



Creating a Campaign

Campaign Objectives 

You will be prompted to select 
your campaign objective. To 
promote your business and drive 
customers to learn more, we 
recommend selecting the website 
traffic objective. 



Creating a Campaign

Campaign Type

• Search: Ideal for reaching customers actively 
searching for your services on Google. Best for driving 
leads and website traffic.

• Display: Targets customers with engaging ads across 
millions of websites and apps, perfect for building 
brand awareness.

• Video: Reaches potential customers on YouTube with 
video ads designed to drive views and conversions.

When creating a Google Ads campaign, you’ll need to select a campaign type based on your 
business goals. Search, Display, and Video are recommended for driving traffic to your website. 



Creating a Campaign

Bidding 
A bidding strategy in Google Ads determines how 
you pay for ad interactions like clicks to your 
website or impressions, which are the number of 
times your ad appears on a screen.

For simple campaigns, we recommend focusing on 
‘Other optimization options’ and then ‘Clicks.’



Creating a Campaign

Locations and Languages
In this step, you’ll define where and to whom your ads will be 
shown by selecting Locations and Languages:

• Locations: Select the geographic areas where your ads will 
appear. You can target broader regions, such as the entire state 
of Oregon, or narrow it down to specific locations like 
Multnomah County, the city of Portland, or a ZIP code. This 
ensures your ads reach the right audience in the areas you 
serve.

• Location Options: Select ‘Location Options’ and then include 
‘Presence’. 

• Languages: Select the primary language your customers speak 
to ensure your ads are shown to the right audience.



Creating a Campaign

Campaign Dates & Budget 

Budget: Set your daily budget, which determines your 
average spend per day, with Google ensuring your 
monthly total won’t exceed the daily amount times the 
number of days in a month.

Dates: Choose the start and end dates for your campaign. 
Keep in mind that Google Ads defaults to an 'End date' of 
'None,' meaning your campaign will run indefinitely 
unless specified otherwise.



Creating a Campaign

Campaign Targeting 
Google Ads offers Optimized Targeting to help maximize your campaign's effectiveness by using data from your landing page and 
assets. This feature is enabled by default and adjusts targeting to improve website engagement. You can leave it on or customize your 
audience by adding specific targeting criteria.

• Audience Segments: Define the types of people who should see your ads based on behaviors or interests.

• Example: People actively researching HVAC systems or home renovations.

• Demographics: Target users based on characteristics like age, gender, parental status, or household income.

• Example: Ages 30–65, targeting likely homeowners.

• Keywords: Focus your ads on search terms related to your products or services to connect with the right audience.

• Example: “Heat pump installation near me.”

• Topics: Choose specific topics related to your business to show ads on relevant websites, videos, or apps.

• Example: "Heating and cooling systems" topics.

• Placements: Specify exact websites, apps, or YouTube videos where you want your ads to appear.

• Example: YouTube videos about DIY home improvement projects.
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Paid Search

Paid Search 

Paid search ads are a form of digital 
advertising that appear at the top of 
search engine results pages (SERPs) when 
users enter specific keywords or phrases.

Paid search is highly targeted, allowing businesses to reach users actively searching for 
related products, services, or information. It’s an effective way to drive traffic, increase 
visibility, and generate leads by delivering relevant content to audiences at the moment 
of intent.

Sample Search Ads 



Paid Search

Keywords
The purpose of paid search keywords is to connect your ads with the specific terms and phrases 
people use when searching online. By targeting the right keywords, you ensure your ads appear to a 
relevant audience, maximizing visibility and driving high-quality traffic to your website.

Sample Keywords:

• “Heat pump installation near me”

• “Energy-efficient heating systems”

• “Residential HVAC services”



Paid Search

Paid Search Keywords
There are two ways to add keywords:

• Get Keyword Suggestions (Optional)

• Use the ‘Final URL’ field to let Google scan your website for 
relevant keywords.

• Alternatively, enter products or services to generate 
keyword suggestions automatically.

• Enter Keywords (Manual)

• Add specific words or phrases that describe your product or 
service.

• Google Ads will optimize to show your ad when users in 
your target audience 



Paid Search

Keyword Match Types 

Match types in Google Ads determine how closely a user's search 
query needs to match your keywords for your ad to appear.

• Broad Match: Reaches a wide audience with related searches. 
Simply enter the keyword (e.g., heat pump installation).

• Phrase Match: Ensures your ad appears for searches that 
include your phrase or a close variation. Add quotation marks 
around the keyword (e.g., "affordable heat pump installation").

• Exact Match: Limits your ad to show only for searches that 
exactly match your keyword. Use square brackets around the 
keyword (e.g., [heat pump installation near me]).



Paid Search

Ad Components
• Final URL:

• Enter the web page where you want 
customers to land after clicking your ad.

• Ensure the page aligns with the ad 
content to provide a seamless user 
experience.

• Display Path:

• Add a short, customized URL path to 
make your ad link more relevant and 
appealing (e.g., “example.com/heat-
pumps”).



Paid Search

Ad Components
• Headlines:

• Write up to 15 headlines (up to 30 characters each).

• Use attention-grabbing, keyword-rich phrases like "Save 
Energy with Heat Pumps” or "Top-Rated Local HVAC 
Experts”.

• Descriptions:

• Add up to 4 descriptions (up to 90 characters each) to 
provide more details.

• Example: "Affordable heat pump installation with rebates 
available."

• Preview:

• Review how your ad will appear on various devices 
(desktop, mobile, etc.).

• Ensure the text is clear and makes sense in all 
combinations.

Headline

Description



Paid Search

Negative Keywords
Negative keywords help you exclude specific terms from triggering your ads, ensuring your budget is spent 
reaching the most relevant audience. This feature helps refine your campaign by avoiding searches that don’t 
align with your services or goals.

• Click the + button to add a new negative keyword or list.

• Enter terms you want to exclude. 

• Save the list to ensure these keywords won’t show your ads for irrelevant searches.

Sample Negative Keywords:

• “DIY”: To exclude users searching for do-it-yourself heat pump installation.

• “Wholesale”: To exclude searches from people looking to buy heat pumps in bulk rather than installation 
services.
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Display Ads

Display Ads 
Display ads are a form of digital advertising that 
appear on websites, apps, and videos within the 
Google Display Network. Unlike paid search, display 
ads are visually engaging and use images, videos, or 
interactive elements to capture attention. 

They are designed to increase brand awareness, re-
engage past visitors, and drive interest by reaching 
targeted audiences as they browse content online, 
even when they are not actively searching for 
related products or services.



Display Ads

Display Ads 
There are two types of display ads:

• Responsive: ads automatically adjust their size, format, and layout to fit different placements across 
the Google Display Network, combining assets like images and text to optimize performance. Google 
Ads defaults to the responsive format.

• Ideal for flexibility and broad reach, as they adapt to various placements across the Google 
Display Network. Best for advertisers looking to save time and optimize performance 
automatically with multiple asset combinations.

• Banners: static or animated, pre-designed ads with fixed dimensions that do not adapt to different ad 
placements.

• Best for maintaining strict branding control and using custom designs. Best for campaigns with 
specific visual requirements or when targeting placements with fixed dimensions.



Display Ads

Responsive Display Ads 
• Final URL:

• Enter the web page where users will land after clicking your ad. This should 
be highly relevant to your ad content (e.g., a product or service page).

• Business Name:

• Add your business name to let potential customers recognize who you are 
(e.g., “Green Energy HVAC”).

• Headlines:

• Write up to 5 headlines (up to 30 characters each) to grab attention.

• Example: “Cut Your Energy Bills Today!”

• Example: “Expert Heat Pump Installation."

• Descriptions:

• Add detailed descriptions (up to 90 characters) to explain your services.

• Example: “Save money and energy with our efficient heat pumps.”



Display Ads

Responsive Display Ads 
• Images:

• Upload up to 15 images to visually represent your services or products.

• Include at least one landscape image and one square image for optimal 
performance.

• Logos:

• Add up to 5 logos to build brand recognition. Use a high-resolution version 
of your logo for best results.

• Videos (Optional):

• Upload short videos (around 30 seconds) to create engaging ads on 
YouTube or apps.

• Example: A quick walkthrough of the heat pump installation process.

Specifications for responsive ads can be found here. We recommend bookmarking 
and reviewing this resource regularly, as specifications may occasionally be 
updated.

https://support.google.com/google-ads/answer/13676244?hl=en


Display Ads

Banner Display Ads 

• To upload banner ads in Google Ads, go to your campaign and 
navigate to the Ads & Extensions tab. 

• Select “Upload Display Ads” and choose your pre-designed 
banner files (e.g., JPG, PNG, or GIF) that meet Google’s size and 
format requirements. Once uploaded, review the previews to 
ensure they display correctly, then save to add them to your 
campaign.

• Specifications for uploaded banner ads can be found here. We 
recommend bookmarking and reviewing this resource regularly, 
as specifications may occasionally be updated.

Sample Display Ads
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Glossary

• Ad Group: A collection of ads within a campaign that share a common set of keywords and target a specific audience or product theme.

• Ad Strength: A measure in Google Ads that evaluates the effectiveness of your ad assets, providing suggestions to improve their 

performance.

• Banner Ads: Static or animated ads with fixed dimensions designed to display on websites, apps, or other placements in the Google 

Display Network.

• Broad Match: A keyword match type that allows your ads to show for searches related to your keyword, even if they don’t contain the 

exact terms.

• Campaign: A collection of ad groups focused on a specific goal, such as driving website traffic, generating leads, or building brand 

awareness.

• Click-Through Rate (CTR): The percentage of people who clicked on your ad after seeing it. It’s calculated by dividing clicks by impressions 

and multiplying by 100.

• Cost-Per-Click (CPC): A bidding strategy where you pay each time someone clicks on your ad.

• Display Ads: Visually engaging ads that appear across websites, apps, and YouTube within the Google Display Network.

• Exact Match: A keyword match type that ensures your ad only appears when someone searches for the exact term or very close 

variations.

• Final URL: The landing page URL where users are directed after clicking your ad.



Glossary

• Google Display Network (GDN): A collection of websites, apps, and YouTube channels where Google Ads can display visual or video ads.

• Keywords: Words or phrases that trigger your ads when users search for them on Google or visit related content in the Google Display 

Network.

• Match Type: The setting that determines how closely a user’s search query must match your keyword for your ad to appear (e.g., broad 

match, phrase match, exact match).

• Negative Keywords: Keywords you exclude to prevent your ads from appearing in searches that are irrelevant to your business.

• Phrase Match: A keyword match type that allows your ad to show for searches that include your keyword phrase or close variations.

• Responsive Display Ads: Ads that automatically adjust their size, format, and layout to fit various placements across the Google Display 

Network.

• Search Ads: Text-based ads that appear on search engine results pages (SERPs) when users enter relevant keywords.

• Targeting: Settings that determine who sees your ads based on factors like location, demographics, interests, and browsing behavior.

• UTM Parameters: Tracking codes added to URLs to monitor the performance of specific ads or campaigns in analytics tools.
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