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In formulating an Ad Group, you first identify your marketing goal — even
before choosing keywords or writing ads. Then you identify your target cus-
tomers by the keywords they will most likely search for. These keywords form
the core of your Ad Group. Researching these words and phrases requires
ingenuity, persistence, testing, and familiarity with interactive tools.

After you've determined a preliminary set of keywords, you create one or
more ads. (Google has you create the ad first and then load up the keywords,
as [ describe in the next chapter. But Google’s procedural order doesn’t
match smart conceptual order. Base your Ad Group, and your entire market-
ing thrust, on keywords.) With your keywords and ads in place, you set a
maximum cost-per-click for the entire Ad Group and individual CPCs for sep-
arate keywords if you want. Your landing must be ready by the time you
launch the Ad Group, but besides that obvious requirement, it doesn’t
matter when you construct it.



