
Google	AdWords	Remarketing	Campaign	
	
On	March	25,	2010,	Google	announced	the	launching	of	“Remarketing”.	This	
AdWords	feature	allows	AdWords	advertisers	to	reach	users	as	they’re	browsing	the	
web	on	sites	within	the	Google	Content	Network.	Remarketing	provides	advertisers	
	simple	way	to	remarket	to	those	users	who	reach	their	site	by	showing	them	a
tailored	ads	on	sites	throughout	the	Google	Content	Network.	
	
In	simpler	terms,	remarketing	allows	you	to	serve	an	ad	across	Google’s	content	
etwork	specifically	targeted	to	people	who	have	previously	visited	your	website.	
his	c ou	multiple	opportunities	to	reach	consumers	who:	
n
T
	

apability	allows	y

 did	not	convert;	

 	
 converted;	

 
signed	up	for	an	email	newsletter;
abandoned	a	shopping	cart;	and	

 signed	up	for	a	trail	subscription.	
	
oogle	provides	the	following	example	for	the	“Remarketing”	feature	on	the	G Google	

Inside	AdWords	blog:	
	

Let’s	say	you’re	a	basketball	team	with	tickets	that	you	want	to	sell.	You	
can	put	a	piece	of	code	on	the	tickets	page	of	your	website,	which	will	let	
you	later	show	relevant	ticket	ads	(such	as	last	minute	discounts)	to	
everyone	who	has	visited	that	page,	as	they	subsequently	browse	sites	in	
the	Google	Content	Network.	In	addition	to	your	own	site,	you	can	also	
remarket	to	users	who	visited	your	YouTube	brand	channel	or	clicked	your	
YouTube	homepage	ad.	

oogle	provides	another	example	of	how	the	feature	works	on	
	
G AdWords	Help:	
	

As	online	shoppers	look	for	new	running	shoes,	they	visit	a	popular	online	
store,	FastSneakers.com,	to	browse	the	different	styles.	However,	many	
users	may	leave	without	buying	anything.	FastSneakers.com	could	add	
these	users	to	a	"Site	Visitor"	list.	This	will	enable	FastSneakers.com	to	
reach	out	to	these	potential	buyers,	as	they	browse	other	websites,	with	a	
compelling	call‐to‐action	or	offer	that	will	encourage	them	to	return	to	the	
website	to	complete	a	purchase.	

The	“Remarketing”	feature	also	allows	advertisers	to	run	a	number	of	remarketing	
campaigns	at	the	same	time.	For	example,	an	advertiser	could	offer	discount	game	
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tickets	to	users	who’ve	previously	visited	their	tickets	page,	advertise	VIP	hospitality	
packages	to	users	who	clicked	on	their	“How	to	get	to	the	arena”	page,	and	
dvertise	a	sale	on	team	merchandise	to	users	who	previously	visited	their	YouTube	
rand	channel.	
a
b
	
	
The	Basics	
	
The	AdWords	Remarketing	feature	works	through	a	small	piece	of	code	which	you	
can	install	on	your	homepage	or	any	page	of	your	site.	The	code,	which	Google	calls	
the	“remarketing	tag”,	sends	a	signal	to	AdWords	to	save	your	visitors’	cookie	ID	to	
your	remarketing	list.	For	example,	if	you	place	the	code	on	your	site’s	homepage,	
dWords	will	save	each	and	every	visitor	who	lands	on	your	homepage	to	your	A
“Homepage	List”.	
	
Then,	you	can	create	an	AdWords	campaign	that	will	specifically	target	ONLY	the	
eople	who	are	on	your	remarketing	list	as	these	people	browse	the	Web	p
(particularly	when	they	visit	sites	that	are	part	of	Google’s	Content	Network).	
	
Google	allows	you	to	embed/install	multiple	remarketing	tags	on	your	site.	For	
example,	you	can	create	a	"Homepage	Visitor"	list	and	a	"Completed	Conversion"	
ist.	To	do	this,	you	will	use	two	separate	tags	–	one	to	go	on	your	site’s	homepage,	l
and	another	to	go	on	your	site’s	conversion	page.	
	
here	are	three	steps	to	setting	up	a	campaign	(provided	that	you	already	have	an	
d o ady	created	a	campaign):	
T
A
	
W rds	account	and	that	you	have	alre

 1. Define	your	audience	in	AdWords	
2. Get	a	code	to	put	on	your	website	(this	can	be	one	or	multiple	pa ges)	
3. Create	an	ad	group	and	define	the	audiences	you	wish	to	reach		

	
or	the	benefit	of	those	who	don’t	have	an	AdWords	account	yet,	the	next	section	
eaches	you	how.	
F
t
	
	
	
	
Creating	an	AdWords	Account	

o	to	
	
G https://adwords.google.com/um/StartNewAccount	
	

https://adwords.google.com/um/StartNewAccount
https://adwords.google.com/um/StartNewAccount


	
	
If	you	already	have	a	Google	account	(i.e.,	a	Gmail	account),	click	on	the	first	radio	
button.	Otherwise,	click	on	the	second	one.	Clicking	on	the	second	option	will	allow	
ou	to	create	a	Google	account.	By	the	way,	you	can	use	a	non‐Gmail	address	in	
egistering	for	a	Google	account.	
y
r
	

	
	
Enter	your	email	address	in	the	Ema
	
nter	your	desired	password	in	the	Password	field	(and	re‐enter	it	in	the	following	

il	field.	

E
field).	

aracters	shown	t that	you’re	human.	
	
Enter	the	ch o	verify	
	
Click	on	the	Create	Account	button.	



	
O
	
n	the	following	page,	select	your	country	from	the	dropdown	menu.	

	
	
S
	
elect	your	time	zone.	

	
	
	

elect	the	currency	for	your	account.	
	
S
	



	
	
ote	that	you	will	not	be	allowed	to	change	your	time	zone	and	currency	settings	

created	yo
N
once	you’ve	 ur	account.	
	
Click	on	the	Continue	button	when	you’re	done.	
	
Check	your	email	and	click	on	the	link	provided	to	verify	your	account.	
	
o	enable	Google	to	help	you	in	case	you	ever	forget	your	password,	click	on	the	Add	
	mobile	phone	number	link.	
T
a
	

	
	
f	you	choose	not	to	provide	your	mobile	phone	number,	click	on	the	Click	here	to	
ontinue	link	to	proceed.	
I
c
	
Creating	Your	Campaign	
	
As	mentioned	earlier,	for	the	remarketing	feature	to	work,	you	must	have	an	



AdWords	campaign.	If	you	have	never	created	a	campaign	yet,	here’s	how.	
	
icking	up	from	where	we	left	off	in	the	previous	section	(after	creating	your	P
account)…	
	
f	you	click	on	the	Click	here	to	continue	link,	you	will	be	brought	to	your	AdWords	I
account	dashboard.	
	
his	being	your	first	time	to	use	AdWords,	you	should	see	a	Create	your	first	T
campaign	button.	Click	on	it.	

n	the	following	page,	enter	a	name	for	your	campaign	in	the	Campaign	name	field.	
	
O
	

	
	
hoose	your	ad’s	target	location/territory	and	language.	To	modify	these	settings,	
lick	on	the	corresponding	Edit	link	for	each.	
C
c
	

	
By	default,	your	campaign/ad	will	be	displayed	on	both	Google	search	and	content	
networks.	If	you	want	to	have	your	ad	displayed	only	on	Google	search	or	only	on	
the	content	network,	click	on	the	radio	button	labeled	Let	me	choose.	This	will	
isplay	more	options.	But	for	the	remarketing	feature	to	work,	make	sure	that	
ontent	networks	is	selected.	
d
c
	



	
	
C
	
lick	on	your	desired	settings.	

	
	
Also,	by	default,	your	campaign	is	set	to	be	displayed	on	all	devices	(i.e.,	desktop	
computers	and	mobile	devices).	If	you	want	your	ad	to	be	displayed	only	on	certain	
ypes	of	devices,	click	on	the	radio	button	labeled	Let	me	choose.	This	will	display	
ore	options.	

t
m
	

	
	
ust	so	that	you	know,	AdWords	also	provides	you	with	additional	targeting	options	

such	as	operating	systems	and	carriers.	
J
for	mobile	devices	
	
Moving	forward…	

nter	your	(maximum)	daily	budget	for	your	ad.	
	
E
	



	
	
C
	
lick	on	the	Save	and	Continue	button	when	you’re	done.	

	
	

n	the	following	screen,	enter	a	name	for	your	ad	group...	
	
O
	

	
	
	
lick	on	the	type	of	ad	you	want	to	create.	In	the	sample	below,	we	are	creating	a	C
text	ad.	

eld.	
	
nter	the	headline	of	your	ad	in	the	Headline	fi

scription	line	1	fie
E
Enter	the	first	description	line	of	your	ad	in	the	De ld.	
	
Enter	the	second	description	line	of	your	ad	in	the	Description	line	2	field.	



	
Enter	your	ad’s	display	URL	in	the	Display	URL	field.	
	
nter	your	ad’s	destination	URL	(your	ad’s	landing	page’s	URL)	in	the	Destination	
RL	field.	

E
U
	
	

	
	

nter	the	keywords	for	your	ad...	
	
E
	

	
	
	

lick	on	the	Save	and	continue	to	billing	button	when	you’re	done.	
	
C
	



	
	
	
n	the	Billing	tab,	select	the	country/territory	where	your	billing	address	is	located	
nd	click	on	the	Continue	button.	
I
a
	

	
	
nter	your	business	name	in	the	Business	name	field.	You	may	leave	this	blank	if	E
you	so	choose.	
	
Enter	your	name	in	the	Contact	name	field.	
	
nter	your	complete	(billing)	address	in	the	Street	address,	City,	State,	and	Zip	code	E
fields.	

hone	number	in	the	Phone	number	field.	
	
Enter	your	p

lick	on	the	Continue	button.	
	
C
	



	
	
C
	
hoose	your	desired	payment	method.	

	



Enter	the	necessary	details	for	your	chosen	payment	option.	
	
or	the	bank	account	option,	you	must	provide	your	account	holder	name,	account	
ype,	bank	account	routing	number,	and	bank	account	number.	
F
t
	

	
	
For	the	credit	card	option,	you	need	to	provide	your	credit	card	number,	your	credit	
ard’s	expiration	date,	your	credit	card’s	verification	code,	the	cardholder’s	name,	
nd	the	complete	billing	address	associated	with	the	credit	card	you’re	using.	
c
a
	

	
After	you’ve	filled	out	all	the	necessary	information,	click	on	the	Continue	button.	



	
In	the	least	step,	you	will	be	asked	to	agree	to	AdWords’s	term

nce	you’ve	done	that,	your	ad	will	begin	to	run	immediately.	

s	and	conditions.	
	
O
	
	
Enabling	the	Remarketing	Feature	
	
nce	you’ve	finished	creating	your	ad,	go	to	the	Campaigns	tab	of	your	account	and	
lick	on	the	downward	pointing	arrow	at	the	end	of	the	tabs	row.	
O
c
	

	
	
C
	
lick	on	the	tick	box	labeled	Audiences	and	click	OK.	

	
	
	

lick	on	the	Audiences	tab	and	click	on	the	Add	audiences	button.	
	
C
	



	
	
C
	
lick	on	the	Create	and	manage	lists	link.	

	
	
C
	
lick	on	the	New	audience	button…	

	
	
…
	
	and	click	on	Remarketing	list.	



	
	
Enter	a	name	for	your	remarketing	list	in	the	Remarketing	list	name	field.	

	description	for	your	re
	
Enter	a marketing	list	if	you	like.	This	part	is	optional.	
	
n	the	Membership	duration	field,	enter	how	long	(number	of	days)	a	visitor	should	I
be	a	member	of	this	audience.	
	
Choose	a	“tag”.	If	you	choose	the	Create	new	remarketing	tag	option,	what	you	
have	entered	as	the	name	of	your	list	will	be	used	as	the	tag	for	your	list.	On	the	
other	hand,	if	you	choose	the	Select	from	existing	tags	option,	you	will	be	enabled	
o	choose	from	a	list	of	tags	you’ve	created	before	(considering	that	you’ve	already	
sed	the	remarketing	feature	in	the	past).	
t
u
	

	
Finally,	click	on	the	Save	button.	
	
Repeat	the	process	to	create	additional	lists.	



	
The	Remarketing	Tag	
	
he	remarketing	tag	is	the	piece	of	code	that	you	need	to	install	on	your	site	to	make	T
your	remarketing	campaigns	work.	

lick	on	the	tag	of	the	audience/list	you	have	created.	
	
C
	

	
	
T
	
his	will	open	a	popup	box	that	contains	a	script.	

	
	
Copy	and	paste	the	code	into	your	web	page.	
	
Assigning	a	List/Audience	to	an	Ad	Group	
	
After	creating	your	list	and	installing	the	code	on	your	page,	the	next	thing	you	



should	do	is	to	assign	the	list	to	an	ad	group.	Considering	that	we’ve	already	created	
an	ad	group	earlier,	we	could	either	assign	our	list/audience	to	that	ad	group	OR	
reate	a	new	ad	group	for	it.	In	this	example,	we	are	going	to	assign	our	newly	

audience	to d	group	we	created	earlier.	
c
created	list/ 	the	a

lick	on	the	Campaigns	tab.	
	
C
	

	
	
C
	
lick	on	your	campaign.	

	
	
C
	
lick	on	your	ad	group.	

	
	

lick	on	the	Audiences	tab.	
	
C
	



	
	
C
	
lick	on	the	Add	audiences	button.	

	
	
lick	on	the	Add	link	that	corresponds	to	the	list/audience	you	want	to	assign	to	
our	ad	group.	
C
y
	

	
	
You	should	see	your	list/audience	appear	under	Selected	audiences.	



	
	
	
Tips	
	
There	are	a	lot	of	things	you	can	do	with	the	remarketing	feature.	
	
or	example,	you	can	use	the	remarketing	feature	to	“pull	back”	audiences	who	have	F
abandoned	their	shopping	carts.	

ou	can	create	an	ad	for	them	that	says	something	like:	
	
Y
	

(Your company name) misses you 
We still have the items in your shopping 
cart if you’d like to revisit them. 

	
r	encourage	them	to	proceed	with	their	purchases	by	offering	them	discounts	with	
n	ad	that	says	something	like:	
O
a
	

We still have the items in your shopping cart. 

	

Use code10 and get 10% off 
on all the items in your cart. 

In	addition	to	ads,	you	can	also	create	special	landing	pages	for	them.	
	
As	mentioned	earlier	in	this	document,	it’s	not	only	non‐converters	and	shopping	
cart	abandoners	that	you	can	remarket	to.	You	can	remarket	to	just	about	any	kind	
of	visitor	that	comes	to	your	site.	An	example	would	be	to	use	the	remarketing	
eature	to	inform	past	buyers	of	new	products	or	special	offers.	You	can	also	use	the	f
remarketing	feature	to	simply	remind	them	of	your	company/business.	
	
he	possibilities	are	endless.	If	you	can	put	a	code	on	a	page,	you	can	define	an	
udience.	
T
a
	
	



The	Downside	
	
As	good	as	the	remarketing	feature	may	sound,	it	does	have	one	limitation.	
Remarketing	audiences	do	not	become	live	until	there	are	five	hundred	active	
cookies.	If	you	segment	your	audience	with	too	small	a	sample,	your	remarketing	
campaigns	may	never	become	active.	


