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Google Ads Search Campaign 
1. Set up a search campaign talking about your blog: 
   a. Locations to be targeted - Delhi, Mumbai, Kolkata, 
Chennai 
   b. Bidding strategy – manual CPC 
   c. Daily budget - Rs 100 
   d. Bids - INR 1 or as per your choice 

2. Create 2 ad groups each with 10 keywords each relevant 
to your blog 

3. Write 2 ad texts for each ad group (include a call to 
action that asks people to “visit your blog”)  

4. Create responsive search ads for each ad group 

5. While writing the ad, talk creatively about why someone 
should go to your blog and spend time on it 

6. Create at least 5 different ad extensions like site links, 
call extensions, callouts, featured snippets, etc at the 
campaign level. 

7. Using bid modifier to set 20% higher bids on mobile 
devices 

8. Use Ad Schedule to ensure that your ads don't run on a 
weekend 
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Location Targeting 

Configuring the campaign's location targeting to include 
Mumbai, Delhi, Kolkata, and Chennai. 
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Bidding Strategy  

Configuring the bidding strategy as manual cost per click 
(CPC), with a daily budget set at ₹10 and individual bids 
set at ₹1. 
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Ad Groups 

Established two distinct ad groups, each containing ten 
keywords. 
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Keywords for ad group 1: 
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Keywords for ad group 2: 
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Ads for each Ad Group 

Curated a total of 4 different ads in 2 different ad groups. 
Each having one responsive search ad. With a call-to-
action: Visit the blog to unfold. 
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Preview of Ad 1- 

Desktop: 

Mobile device: 
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Preview of Ad 2- 

Desktop: 

Mobile device: 
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Preview of Ad 3- 

Desktop: 

Mobile: 
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Preview of Ad 4- 

Desktop: 

Mobile: 
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Ad Extensions 
As my blog focuses on football and isn't linked to Google 
Business, I incorporated ad extensions to enhance the 
visibility of my blog site. 

Sitelinks: 

I crafted a site link titled "WC Final Rigged?" for my blog, 
which delves into the topic of whether the Qatar FIFA 
World Cup final was manipulated or involves a conspiracy. 
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Callout: 

 I employed callouts such as ‘Visit the blog to unfold’, 
‘Uncover Now: View Blog’ to pique curiosity about my 
blog with the ultimate goal of conversion. 
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Lead Form: 
 

Meticulously curated a Google Lead Form designed to 
capture engagement, intending to leverage the gathered data 
later for audience creation. 
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Preview of the lead form, complete with a compelling call-
to-action as “Subscribe- Subscribe to be thrilled”. 
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Call Extension: 

Even though my blog site doesn't necessitate a call 
extension, as I don't offer products or services requiring 
phone calls, I included the call extension to enhance 
exposure for learning purposes. 

Additional extensions include Promotion, Price, Structured 
Snippets, and Apps extensions. Which would be a great fit 
for a business with a product or service to offer. 
Unfortunately, it doesn’t add value to my blog site’s google 
ads.  

Nevertheless, Structured Snippets could enhance the blog 
by enabling you to emphasise specific elements or 
categories. Unfortunately, the listed categories didn't align 
with the content of my blog.  
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Structure Snippets: 

As I don't offer any products or services, the headers 
mentioned in structured snippets don't resonate with the 
content of my blog site's ad. Therefore, I've acknowledged 
them without actually incorporating them into the ad. 
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Bid Modifier 

Implementing a bid modifier to increase bids by 20% 
specifically for mobile devices. 
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Scheduling 

The advertisements were slated to run exclusively on 
weekdays, specifically from Monday to Friday, with no 
scheduling on weekends. 
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Campaign Overview 
 A summary of the entire campaign. 
 

I’ve only finished incorporating four out of five ad 
extensions, as the remaining extensions didn't align with the 
content of my blog. 
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