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• Campaign Organization (beginner/intermediate)

• Ad Group Organization (beginner/intermediate)

• Our Process (beginner / intermediate / advanced)

• Auditing your structure (intermediate / advanced)
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Agenda



Google Ads Account Organization

Campaign Structure
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PPC Account Structure

MCC – My Client Center

Account

App 
Campaign

Account 

YouTube 
Campaign

Account

Search Campaign

Ad Group

Ad Keyword

Ad Group

Ad Keyword

Display Campaign

Ad Group

Ad Targeting

Ad Group

Ad Targeting

Adalysis



Google Ads Account Organization

Why Do You Create a New Campaign?
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Most Common Organization: Just Staying Organized

Account

Shirts Pants Dresses Etc…



Account

Brand Search Display Shopping Video Remarketing
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Networks



Account

Top Regions / 
Products

High Budget to max clicks

Secondary 
Regions/Products

Lower budget as Lower ROAS / Conv. Rates / etc 

Other Display / Search 
as necessary
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Budget Management
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Shared Budges is Also Useful in Campaign Organization



Account

Search: Italy
Search: 
Greece

Search: 
Athens

Search: 
Croatia

Remarketing
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Locations
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There Are Multiple Ways to Accomplish the Same Thing

Campaign Per Location

• Easy to adjust and 
test ads by location

• Change budget by 
location

• More campaigns to 
manage

Single Campaign w/ 
Ad Customizers

• Less campaigns to 
manage

• Some ads won’t show 
properly 
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Easier to Trend Stats

A
cc

o
un

t

Search -1 

Another Search

RLSA

DSA

Remarketing

Gmail

In-Market Audiences

Topic targeting

Etc…



Account

Brand Target Impression Share

Top Keywords Target CPA

Shopping Target ROAS

Remarketing Target CPA

Top of Funnel
Max Clicks or Target CPA 

off of interaction goal
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Bidding
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By Stage of  the Buying Funnel

Adalysis
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Feature vs Benefits in the Funnel
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CTA: Calls to Action throughout the Funnel



Google Ads Account Organization

Match Type Changes & How it Affects 
Campaign Organization
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Exact Match

• Same intent as search 
term

Phrase match

• Same intent included, 
possibly with 
additional information

Modified Broad

• Similarish intent

Broad Match

• Any intent that is 
loosely related to the 
search term
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Keyword Matches Today
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Keyword Matching Rules

If two matching 
keywords are in the 
same campaign; 

Google shows the ‘most 
exact’ one.

If two matching 
keywords are in the 
different campaigns; 

Google tries to show the 
‘most restrictive’ one.

When in doubt; the 
highest ad rank ad 

(Quality Score, Bid, Ad 
Extensions) is displayed.

Google usually rotates 
through all the matching 
ones to figure out which 
one to show over time.



Google is causing duplicate search term issues
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Ad Group Keyword in Ad Group Matched Search Term Impressions

Register trademark [register trademark] register trademark 11

Register trademark [register trademark] trademark registration 19

Register trademark [trademark registration] registration trademark 32

Register trademark [trademark registration] trademark registration 0

Trademark Logo [trademark logo] trademark logo 9

Trademarking +trademarking register trademark 1023

Trademarking +trademarking trademark registration 973

Trademarking +trademarking trademark logo 1542
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“Alpha / Beta” OR “Discovery / Managed”Campaign Structure
A

cc
o
u

n
t

Discovery Campaign

Modified Broad Match

Does the query convert?

Yes: Add top keywords to 
managed campaign 

(exact/phrase)

Add keyword as negative exact 
match in discovery campaign

No: Add negatives as necessary

Managed Campaign
Bid based upon CPA /ROAS 

targets

21
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Keyword / GDN Workflow:
Discovery can be: topics, interests, keywords, etc
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Match Types by Campaign

A
cc

o
un

t
Brand Keywords Max Budget

Exact Match Max Budget

Phrase Match
Max budget when 

possible
Uses exact match 

negative keywords

Modified Broad 
match

Manipulate budget to 
hit targets

Uses all phrase match 
negative keywords

23
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Be Careful of  ‘Over Engineering’. You can cause 0 ads to show. 
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Match Types By Ad Group

A
cc

o
un

t

Campaign

Broad match -Phrase

Phrase -Exact

Exact
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Match Types Within Ad Groups

A
cc

o
un

t

Campaign

Ad Group 1

Modified

Phrase

Exact

Ad Group 2

Modified

Phrase

ExactEtc…

26



• If for budget purposes (high budget on exact match), yes.

• If for different bid methods, yes.

• If for different keyword level bids, no.

If you are using the exact same ads in multiple ad groups, there’s no need for 
an additional ad group. 
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Should you separate out match types by ad group / campaign?



• Google Considers car hire & care rental the same entity.

Consider Negative Keywords in Campaign Structure

Keyword Ads CTR Conv Rate

Hire Car Hire 2.7% 4.21%

Hire Car Rental 1.8% 4.15%

Rental Car Hire 1.7% 4.23%

Rental Car Rental 2.9% 4.30%
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Structure Is Never An Absolute

Account

Brand Mobile 
(whitepapers)

Exact

Phrase

Modified broad

Brand Desktop (Free 
Trial)

Exact

Phrase

Modified Broad

Top Markets

Canada, US, UK, 
Germany, Australia, 

Netherlands

Top Markets (RLSA) Secondary Markets

Audience is bid 
modified only

GDN In-Market GDN Remarketing GDN Video



Your want different 
ads by GEO

Budget control

Each Network 
(search, display, 
app, shopping, 

video, etc)

Change of targeting 
types (remarketing 

vs in-marketing 
audiences)

Easier organization 
for you (product or 

service lines)
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Overall Rules: Create a New Campaign If…



Google Ads Account Organization

Ad Group Structure
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Ad Group Structure
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Quality Score Improvement Workflow
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What This Means

Every keyword

Every keyword & 
every ad are reflective 
of what’s found on the 

landing page

Works with every ad
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Example: Plumber Company

• One Campaign

• One ad group

• 532 keywords

• 1 ad

• 0.5% CTR

• 3% CR

• $300+ CPAs



Ad Groups Ad Groups to be Modified Modifiers

Emergency plumbing

Bathroom remodeling

Kitchen remodeling

Grease trap cleaning

Hydrostatic testing

Plumber general

Backflow preventer

Bathroom sink

Dishwasher

Drains

Garbage disposal

Gas lines

Grease trap

Tub

Ice maker

Instant hot water

Kitchen sink

Sewer line

Etc…...

Repair / Fix

Install

bgTheoryAdalysis 36

Creating the Plumbing Ad Groups with Formulas



• Backflow Preventer - Install

• Backflow Preventer - Repair

• Backflow Preventer - Testing

• Bathroom Plumbing

• Bathroom Remodeling

• Bathroom Sink - Install

• Bathroom Sink - Repair

• Dishwasher - Install

• Dishwasher - Repair

• Drains

• Emergency Plumbing

• Garbage Disposal - Install

• Garbage Disposal - Repair

• Gas Lines - Install

• Gas Lines - Repair

• Gas Lines - Testing

• Grease Trap cleaning

• Tub - Fix

• Tub - Install

• Hydrostatic Testing

• Ice Maker - Install

• Ice Maker - Repair

• Instant Hot Water

• Instant Hot Water - Install

• Instant Hot Water - Repair

• Kitchen Plumbing

• Kitchen Remodeling

• Kitchen Sink - Install

• Kitchen Sink - Repair

• Leak Repair

• Pipe Cleaning

• Pipe Relining

• Pipe Repair

• Sewer Line - Install

• Sewer Line - Repair

• Sewer Line - Underground

• Shower - Install

• Shower - Repair

• Sink - Install

• Sink - Repair

• Slab Leak Detection

• Toilet - Install

• Toilet - Repair

• Water Filter

• Water Heater

• Water Heater - Electric

• Water Heater - Electric -
Install

• Water Heater - Electric -
Repair

• Water Heater - Energy

• Water Heater - Energy -
Install

• Water Heater - Energy -
Repair

• Water Heater - Gas

• Water Heater - Gas - Install

• Water Heater - Gas -
Repair

• Water Heater - Hybrid

• Water Heater - Hybrid -
Install

• Water Heater - Hybrid -
Repair

• Water Heater - Install

• Water Heater - Repair

• Water Heater - Solar

• Water Heater - Solar -
Install

• Water Heater - Solar -
Repair

• Water Heater - Tankless

• Water Heater - Tankless -
Install

• Water Heater - Tankless -
Repair

• Water Jet Cleaning

• Water Line Repair

• Commercial Plumbing

• Plumber - general

bgTheoryAdalysis 37

Output Ad Groups
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Geographic Ad Groups

Bellaire

Brookshire

Cinco Ranch

Cypress

First Colony

Friendswood

Greatwood

Heights

Houston

Humble

Jersey Village

Katy

Lake Olympia

Meadows Place

Memorial

Mission Bend

Missouri City

Needville

New Territory

Pearland

Pecan Grove

Pheasant Creek

Piney Point

Quail Valley

Rice Village

Richmond

River Oaks

Riverstone

Rosenburg

Rosharon

Seabrook

Sienna Plantation

Spring

Spring Valley

Stafford

Sugar Creek

Sugar Land

Sweetwater

West University

Plumbing

Plumbing contractor

Plumber

Plumbing company

Plumber in 

Locations Keywords: GEO x
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Start with Formulaic Ads for Easier Scale
Note: Customizing ads by ad group does get better results. Might do this as a 2 nd step.
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Always Test Ads

H1: Captivating Headline H2: Call To Action H3: Consumer Benefit

D1: Business Feature (Optional + CTA)

D2: Supporting data to  description or overall info. OK to end in CTA

H1: Captivating Headline H2: Consumer Benefit H3: Call to Action 

D1: Business Benefits (optional + Feature/CTA)

D2: Supporting data to  description or overall info. OK to end in CTA

Adalysis
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The Testing Types

Single Ad Group Testing

Insights within an ad group

• Best for high traffic ad groups

• Best for Brand ad groups

• Good for other ad groups 
after you’ve done some multi-
ad group testing for global 
insights

Multi-Ad Group Testing

Insights across a segment

• Best for template created ads

• Best for small data accounts

• Best for market research

Adalysis
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Multi Ad Group Testing

This is a gender test for Cell Phone Repair
Men preferred 
Money back 
guarantee

Women 
preferred Same 

Day Service

Adalysis
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Results of  Reorganization

Original Campaign

• One Campaign

• 1 ad group

• 532 keywords

• 1 ad

• 0.5% CTR

• 3% Conv. Rate

• $300+ CPA

Post Optimization

• 2 Campaigns

• 112 ad groups

• 436 keywords

• 336 ads

• 8% CTR

• 11% Conv. Rate

• $27 CPA



bgTheory44

Don’t Forget to Customize Ad Extensions by Campaign

Adalysis
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What do the Ad Extensions Promote?
Is it consistent with your ad?

Adalysis
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Do the Extensions Help or Hurt the Messaging?
Schools vs Ecommerce (with classes) vs Local Classes

Adalysis
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Ad Group Organization

If the keyword isn’t 
reflected by both the ad 
and the landing page, 

you need a new ad 
group

If you are using 
automated bidding, you 

can keep all your 
keyword / match type 
combos in the same ad 

group

If you are bidding 
manually, you can 

organize match types 
however you want

Ensure the ad extensions 
compliment the 

keywords/ ads/ landing 
pages in that campaign



Google Ads Account Organization

Our Campaign Org Process
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Start With Strategic Documentation
Might have this by department in Lage Companies

Review Quarterly or Annually to Check for Changes
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Determine Personas, Marketing Tactics, etc.

The Technophile The Sports Fanatic The Urbanite Couple The Mom

Wants ‘The Best’ tech.

Primary demographic: Usually 25-34 

year old single male

Secondary demographic: 34+ year 

old father

Assumes they know best the household 

in regards to technology

Wants to be impressed with numbers.

• Wants 1000 TV channels, even 

though watches less than 20

• Wants higher broadband speeds 

than can use

Often has a budget, but often willing 

to spend more for better

Wants to Watch Any Game Live

Primary demographic: 25 - 50 year 

old father 

Secondary demographic:  25-34 

year old single male

Willing to ‘go along’ with the spouses 

decisions if they get every possible 

sports channel.

Doesn’t care about broadband 

speeds, home security, etc as long as 

its ‘good enough’ – spouse can make 

the call.

Often has a budget, but often willing 

to spend more for ‘sports packages’.

Wants to Live in a City, yet Feel 

Secure and Comfortable

Primary demographic: 25-34 year 

old professional couple

Secondary demographic: 40-49 year 

old couple who recently moved after 

kids went to college

• Lives in urban neighborhood. 

• Wants good home security. 

• Unsure about ‘cutting the cord’ for 

TV

• Likes the idea of home 

automation and comfortable 

living.

Has a budget, but often willing to 

spend more feeling secure.

Controls The Household Budget & 

Makes Family Decisions

Primary demographic: 25-40 year 

old Mom

Mom controls the household budget 

and purchases the home’s utilities. 

Preferences based upon kid’s age:

• Under 6: Nick jr, Disney, Average 

broadband, high home security

• 7-12: Educational channels, Nick, 

good broadband speed, good 

home security

• 13-18: Varity of channels, great 

broadband, OK home security 

Has a budget and will try to stick to 

it. 
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Determine Funnel Strategies

Adalysis



This Often Culminates Into a Marketing Plan
Get Buy-In from All Stakeholders

Review Annually Unless New Products/Services are Launched
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• Account Name 

• Campaign Name 

• Platform 

• Network 

• Location 

• Purpose 

• Special Notes 

• Conversion Tracking 

• Budget 

• Targeting Types 

• Audience Types 

• Assets (links to images for that 
account/campaign/etc info)

• Current Tests 

• Previous Tests

• Links to PM system for testing & 
other data

Organization: Every Account has a Spreadsheet with this Info
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Naming Convention Key for Adobe

SEGMENT KEY REASONING TESTING

Country US, CA, UK etc
First parameter so campaign will be grouped by country 
alphabetically

Country/language tests

Program 
C-Pro, EDU, 
Acrobat, etc

High-level rollup of programs – Country & Program should 
match account name 

Budget
Segment

Design, Video, 

etc (where 
applicable)

To match CTAs, campaigns CTA testing

Tier 
PURCH, CONS, 
AWAR, RETE

For setting custom groups, utilizing DKI, etc. CTA testing

Campaign Theme
Creative Suite 

KW (where 
applicable)

Brand: DKI, migration promo, upselling, old version 

messaging, subscription. General: More targeted ad 
copy/LPs

Dynamic content

Engine GG, BNG, YSM More specific grouping (if applicable)
Tailored CTAs, deep-linking –
free, buy, trial, etc.

Language
Fr, du, etc 

(where 
applicable)

Shared terms bucketed by which program they are 

shared with. Can add to custom groups and set ad 
scheduling at the KW level

Double serving. Portfolio 
considerations

Content/Mobile
Content, iPads, 
Android, etc.

Match type testing for high volume/top keywords. Based 

off of search inventory and past performance. Easy to 
neg match

Avoiding overlap. See match 
type methodology. 
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If  you Know the Key: Easy to Understand
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Our Typical Account
A

cc
o
un

t Search

Brand

Non-brand / top 
market / products

Non-brand / secondary 
markets / products

Repeat as necessary

RLSA

DSADisplay

Gmail

Remarketing

In-Market

Other audiences / 
targeting as necessary



Campaign Setup

Determine 
Organization

• GEOS

• Products

• Funnel Stages

• Etc…

Ensure that 
organization can:

• Manage how budgets 
are allocated

• Fits the corporate 
structure for HR (legal 
review, brand review, 
etc)

Resources

• Do you have the 
people & Technology 
to manage?

Ensure PPC 
targeting can align 

with structure

Layout in Excel to 
determine any 
issues

• Create naming 
conventions, assets, etc

bgTheoryAdalysis 57



Google Ads Account Organization

Auditing Your Account
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Why Campaigns get Audited

Conversions 
decreased \ Spend 

Increased \
Someone’s Unhappy

Ensure they are 
following best 

practices / nothing 
wrong

See what else they 
can get out of their 

campaigns
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What Does The Funnel / Customer / Etc Look Like?
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What Conversions Are Being Tracked?
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When Attribution Must Be Part of  the Audit
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What is Not Being Tracked?
Or only used in certain campaigns?

Most Common 
Untracked Conversions

• Phone Calls

• Downloads

• Mailto Links

bgTheoryAdalysis 63



Campaign Settings
Organization. Consistency. Modifiers. Locations. Devices. 

Locations Languages Budgets Bid Types
Bid 

Adjustments
Networks
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Change History

How often are 
changes being 

made?

Is automation 
making the 
changes?

Is something off?
Did conversions 

change (trending 
won’t be correct)?

Where is their 
focus?
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Are Scripts Running?
Are Scripts No Longer Running?
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Year Over Year & Period Over Period Trending
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Visualize Data Interactions

Create Your Own with 

DataStudio:

http://bit.ly/DSAnalyzer
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Google Ads Account Organization

Now We Understand the Big Picture
Where do we focus for improvement?
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Quality Score

Ad group 
organization

Keywords vs 
Queries

Ad Testing
Landing 

Page 
Analysis

Ad Extensions
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Impression Share

Budgets Bid Type

Bid 
Adjustments

Auction 
Insights
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• If impression share is high, quality score is high, and CPAs are good. Then 
we’ll focus more on ad testing and new targeting (i.e. keywords, audiences, 
etc)

• If these are poor, then we follow the data to find the story, refine the 
targeting, and put a plan of action into place. 

New vs. Refined Targeting
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Ad group organization

If ad relevance 
average or below, 

examine 
organization closely.

Look at number of 
keywords by ad 

group

Look at unique 
queries by ad group
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Do Negative Keywords Exist? Are there conflicts?

Scripts 3rd Party Software

Google will show ad 
group & campaign 
conflicts; but ignores 
campaign negative 

lists
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N-Grams: Obvious Negatives? Top N-Grams Relevant?
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Match Type Changes: How’s the Data Looking?
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Match Type YoY Analysis
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Look for Duplicate Keywords, Search Terms, and Other 
Organizational Issues
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YoY Keyword Trending: Did some keywords go Dark?
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How Are Audiences Being Used? 
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http://bit.ly/DSAudience

Use Data Studio

for Audience

Visualization
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Are there Demographic / Audience Trends to Investigate?
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Make Sure You Know Your Actual Customers
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Are Bid Modifiers Working Properly?
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Are Extensions In Place AND Getting Impressions?

This is a tricky analysis. Follow it here: https://adalysis.com/blog/audit-ad-extensions/
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Ad Testing: Single, Multi, Any? Is anyone ACTING based on the data?
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Auction insights
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Competitor Ad Analysis

Competitors using 
$ for UK/EU ads

Good structured 
snippets, but 
Canada is 
mentioned

Good use of 
price extension

Prices are all over 
the place

Online vs 
Attorney is a 
consideration
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Put the ‘Wins’ In Priority Order 
Priority is time or money

Easy to 
Implement

Save 
Money

More 
Conversions

Save 
Time
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Audit Wrap-Up

Start by understanding 
goals

Where is the improvement?

• Impression share

• Quality Score

• New Targeting

• Refined Targeting

• Bid methodology

Time frame comparisons 
reveal many issues

Trending makes it easier to 
find insights

Data Studio can be 
quicker to visualize data 

than Google Ads UI
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Automate Your PPC To Do List

• Read our blog: Adalysis.com/blog

• Recommendation Engine: Adalysis.com 
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Brad Geddes

Co-Founder, Adalysis

Thank You!
Google Marketing 

Conference
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