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Introduction
Digital technologies are particularly well suited to helping civic action: mobilising large
communities, sharing resources and spreading power. A growing movement of tech
entrepreneurs and innovators in civil society are now developing inspiring digital solutions to
social challenges. These range from social networks for those
living with chronic health conditions, to online platforms for citizen participation in policymaking,
to using open data to create more transparency around public spending. We call this Digital
Social Innovation (DSI). 
 
Just as with other sectors of the economy, ready access to skills is a necessity for DSI to succeed,
but there are shortages in two key areas. Firstly, we look at the shortage of digital skills: this is a
structural problem which is affecting the continent beyond the field of DSI. Secondly, we look at
business skills: this is a problem of developing practitioners’ own skills and providing better ways
for them to access specific skills when needed.
 
The main objective of this project is to create and disseminate digital skills for social change and
inclusion through entrepreneurship. 
 
Digital skills are in the heart of developing any socially inclusive business nowadays. Despite all
the societal advancements that are available to all people nowadays, there is still a general lack
of understanding and ability when it comes to using modern technology and creating value for
others.
 
We intended this learning / training material as a reference toolkit and digital guide in the field of
technological options that one can utilize in order to start and manage a new entrepreneurial
initiative, focused on social inclusiveness. It is clear to all that there are a plenty of detailed video
guides and sources that are out there, provided by great experts, or even by the companies that
are creating and supporting all the software products that we will present in this guide. 
 
However, during our lifetime, we found out that when there are a lot of options, people tend to be
unable to decided which path to choose. This is very applicable to digital technologies – there are
thousands of learning sources, both paid and free, many, many programs and webinars that you
can attend and gain skill and knowledge in using a particular software.
 
So, we tried to map a certain learning path, sorting the most important and essential skills you
might need on your entrepreneurial journey. That’s the main purpose – use all the available tools
as a reference point, in order to create a better experience for your clients, in order to reach more
efficient your target groups and be more successful in the implementation of your social causes /
businesses. Enjoy!

"The best reason to start an organization is
to make meaning; to create a product or

service to make the world a better place."

Guy
Kawasaki



Get skilled in
content

Learn about the various types of
content creation

Kick it off!
Start by bootstrapping &

crowdfunding

Create Your
Idea & Pitch it

Go through the business canvas
and finish it with a pitch deck

Get to
marketing

Learn all about ads and social
media

Digital Upskilling
Route Map overview
Here is an overview of a map of the essential skills you need to gain in order
to be effective in developing your digital social innovations (DSIs). You can
find the detailed map as a separate file, available at dssie.online



Get to know how they work

Digital Creative
Tools - WordPress &
AdWords



Online Marketing— Using WordPress for Managing Content 
WordPress powers millions of blogs and websites. Learn how to create your own with this powerful publishing 
platform. We will help you get the most out of the self-hosted version of WordPress and create feature-rich blogs 
and websites. The toolkit explains how to create and publish posts and pages; customize your site with themes, 
widgets, and custom menus; and extend WordPress even further with plugins. Plus, learn how to get more read-
ers with social media sharing and comments, and how to adjust the settings that keep your site safe and secure. 

Note that the purpose of the following pages is to get you to understand how the CMS works in order to be able to 
plan your content, not to teach you how to use it. There are dedicated courses on that, which we refer to in our 
Route Map. 
 

What is WordPress 
Once installed and configured, you can build pretty much any type of site you want with WordPress. A blog, a 
portfolio, a magazine, an e-commerce storefront, a community site, a business site, a forum, a social network, the 
possibilities are virtually endless. When people ask me what WordPress is, my answer is that WordPress is an in-
terface between the publisher, a data-
base, and the visitor. I want you to 
think of it the same way. WordPress is 
the tool you use to publish content on 
the web, and the tool your visitors use 
to access that content. 

Much like a word processing applica-
tion like Microsoft Word, lets you cre-
ate and access documents, Word-
Press lets you create and access data-
base entries. This also means, if you 
remove WordPress, the content still 
exists. In short, your site and your con-
tent is not WordPress. WordPress is 
just the interface to your site and your 
content. The application called Word-
Press, falls under the umbrella classifi-
cation, CMS, or content management system. 

There are many content management systems out there. Some like Drupal and Joomla!, are open source like 
WordPress. Others, like Sitecore and SharePoint, are proprietary and require special licenses. This brings us to the 

second part of the answer. WordPress is a community. 
What makes Wordpress special, is that it's a free open 
source application, built and maintained by the people 
who use it. You can download WordPress for free, use 
it for free, publish whatever you want with it for free, 
even contribute back to it, for free, or redistribute it, for 
free. 

All of this is made possible by the GPL, or General 
Public License that WordPress is published under. And 
a key part of the GPL is that it's perpetual. Meaning 
Word-
press will 

remain free for as long as you use it. What I mean when I say, Word-
Press is a community, is that WordPress spans far beyond the appli-
cation itself. When you start using Wordpress, you become part of 
the WordPress community, which is made up of people like you, and 
me. By using Wordpress, you are contributing to the community. 

And if and when you're ready, you can begin contributing back to the 
community in other ways. Every year, there are thousands of Word-
Press events happening all over the world in the form of Meetups, 
WordCamps, and other community events. Every day, people like you 
and me write blog posts, submit designs and code, and teach others 
to use WordPress to publish their thoughts, ideas, and creations 
online. And every minute, new information is shared through Word-
Press, and made available to the world through the web. 

So, the next time someone asks you, what WordPress is, you know 
that WordPress is whatever you want it to be. 



How WordPress works 

Before we begin working with WordPress itself, it's important to understand how the application works. This will 

make it easier to grasp what happens when we set up WordPress for the first time, when you create and publish 

new content, and when you extend WordPress with new themes and plugins. As explained in the previous chap-

ter, WordPress is an application that works alongside a database on your server. Now we can dive in a little deep-

er and look at how this all fits together in more detail. For WordPress to work, we need three things, WordPress 

itself, a web server that 

supports PHP and MySQL 

where WordPress can be 

stored and run, and finally, 

a database where Word-

Press can store its data. 

For now, let's look at how 

WordPress works once 

everything is up and running. In WordPress, we can make a number of different types of content, posts, pages, 

and media items. And each of these can have comments associated with them, and each can be extended with 

additional functionality through themes and plugins. When a new post, page, or media item is created, a new en-

try is made in the WordPress database 

containing all the information associated 

with that item: title, content, author, pub-

lishing date, relationships, and so on. 

If files are uploaded, these are also refer-

enced in the database and relationships 

are created for future retrieval. Once the 

item is published, it can be accessed 

through the web using a URL. When the 

visitor enters the URL in their browser, 

WordPress retrieves the data from the 

database and populates the correct template for that type of content based on the current available theme. The 

result is what the user will perceive as your website.  

Finally, if the visitor chooses to leave a comment 

about the item, it will be entered into the database 

and associated with them item for future retrieval. 

What makes this process so powerful is that rather 

than building new webpages in the form of individ-

ual html documents, when we use WordPress, we 

just create database entries, and the application 

builds the pages on the fly when they are requested by the visitor.  

 

To borrow an explanation from sci-

ence fiction, there is no page, there's 

only the idea of a page realized 

when someone visits the URL 

through the browser. This also 

means you can edit the content of an 

item at any time, and that you can 

change the appearance of one piece 

of content or your entire site without 

changing the content itself. 



 

WordPress is dynamic and data driven CMS: 

 

 

 

 

 

 

 

 

 

 

 

 

Understanding Posts 

In Wordpress, the primary content type is the Post. In fact, when Wordpress was first created back in 2004, the 

only thing you could do was create Posts. And on the back end of Wordpress, pretty much everything is still a 

Post. As Wordpress has evolved over the years, so have the content types. Today we have three main types. 

Posts, pages, and media items. The type you will use the most is the Post. And that's what we'll be focusing on in 

this chapter. 

To start off, let's answer the most obvious question. What is 

a Post? A precise description of a post would be an object, 

typically comprised of text and images, that is organized in 

categories and tags and displayed in the reverse chronologi-

cal order of the index page of the site. That might be a bit 

too clunky and technical. In plain English, a Post is an article, 

or a photo, or a video, or anything you publish that shows up 

in a stream. If you visit a magazine, or newspaper, or blog, 

or pretty much any type of publication online, what you 

scroll through are Posts. 

If you share things on social media, they are most likely Posts. The nature of a Post is that it's part of a stream of 

published materials and that it is more or less time dependent in that when it was published matters. In a Word-

press site, you can sort Posts based on categories and tags. You can look up Posts published by a specific author. 



And you can look at Posts published during a specific year, a specific month, or a specific day. The actual con-

tents of a Post is entirely up to you. 

A Post can be just text, just an image, text and im-

ages, an image gallery, a video, an audio file, a 

document. Pretty much anything you can think of 

as an individual piece of work you want to publish 

online and allow others to access through a URL. 

Posts vs Pages 

To truly understand the post, we have to look at it 

in comparison to its counterpart: the page. We'll 

talk more about pages later in the course, but it's 

important to do a quick comparison between the two now so you understand when to use each. Putting posts 

and pages side-by-side, we get a clear picture of their differences.  

Posts are published in a stream, they're organized by categories 

and tags, by publishing date and time, and by the author. Pag-

es, on the other hand, are published as standalone objects. 

They're only organized based on parent/child relationships, 

meaning you can create a page, and then define another page 

as its parent. 

And they also do not display either the page author, or the pub-

lishing time. These differences, and available attributes for 

posts and pages are good indications of what type of content 

they're supposed to be used for. Posts are published in a stream of data and are generally current, relational, and 

a bit ephemeral. Think of them as newspaper or magazine articles, portfolio items, or one of your social media 

streams. You have an idea, you publish it as a post, it pops up at the 

top of your stream, and as time goes on, it moves down the stream. 

Thanks to categories, tags, and other sorting 

data, year after year, you can always find the 

post at a later date, and find other posts relat-

ed to the one you just published. Pages, on the 

other hand, are timeless, static, and perma-

nent. Pages are those pieces you put on your 

sites that will always be there, and are unlikely 

to change in the future. A good indicator that something should be a page is when you're 

thinking of adding a link to it on your main menu.  

Pages are typically things like Contact pages, About pages, Legal 

pages, and so on. Permanent fixtures that talk about the site and its contents rather than 

being the site's contents. So how do you decide whether to create a post or a page? In 

most cases, anything you publish will be a post. When in doubt, ask yourself these two 

questions: First, would the visitor want to see other content I've published that is related 

to this item? If yes, it's a post; if no, it's likely a page. Second, should I have a link to this 

item on my main menu? If yes, it's probably a page; if no, it's probably a post. 

Categories vs Tags 

One of the major benefits of the Web is that it allows us almost unlimited space to publish our thoughts, ideas, 

and creations and share them with the world. The challenge in doing so is that if we don't organize our published 

content in an easy to understand way, it becomes impossible to find. This is why, in WordPress, we sort our posts 

using categories and tags. "Categories" and "Tags" are the two main taxonomies WordPress uses to associate 

posts with each other. 



For reference, "taxonomy" is a fancy word for organized sorting system, 

and it fits very well here. Categories and tags are two different types of 

taxonomies. So before we use them, it's important to know how to use 

them. Categories first. In WordPress, every post must belong to at least 

one category, and every post can belong to as few or as many catego-

ries as you like. If you don't select a category for a post, it will automati-

cally be filed under the category named, "Uncategorized," which makes 

no sense. 

So, the rule of thumb here is to always apply a 

category to every post. Categories are what's 

known as, "hierarchical taxonomies," meaning 

they can have parent-child relationships. Tags, 

by contrast, are non-hierarchical, meaning they 

have no relationships to any other tag. To see 

how this works, we need a practical example. 

Consider an average closet. This is where you 

would typically organize your clothes into main 

groups. 

Jackets, shirts, t-shirts, graphic tees, pants, dresses, skirts, socks, shoes, boots, blouses, etc. These are categories, 

general groupings of similar items that are clearly associated with each other. If you're an extremely organized 

person, you may have organized them further, into subcategories. Suit jackets, sports jackets, winter jackets, 

summer jackets, workwear, leisure wear, party wear, you get the idea. 

In the back of your clothes, you find the tags. These tags tell the infor-

mation about the clothes, like the material they were made of, or how to 

clean the item, where it was made, and so on. All of this info is relevant, 

but you would never organize them based on any of it. Just imagine a 

closet where you have a selection for cotton, another for acrylic, or you or-

ganized your clothes based on country of origin. It would make no sense. 

But, these tags still matter. When you wash your clothes, you bundle simi-

larly tagged items together. 

You would also check to make sure you never wear wool and linen togeth-

er, as it creates static electricity. So this is what categories and tags are all about. "Categories" is the main sorting 

system for your posts, where you group different types of similar content together. And you can make them hier-

archical. A main category for "News" can have a subcategory for "WordPress," which, in turn, has a subcategory 

for "Courses." That way, you can view all news, only news about WordPress, or only news about WordPress 

courses. 

Tags are the smaller factors that may connect posts together, but are not main sorting categories. When I write a 

post about this course for my own blog, I might give it tags like, "SEO," "Themes," "Plugins," and "HTML." That 

way, the posts will relate to other posts that also talk about these topics, even though the posts themselves are 

not mainly about those topics. Now, before we continue, I have to bring up a warning. You will be told by people, 

or articles, or videos on the web, that you should add lots of tags to your posts to boost SEO. 

This is not true. Adding tags for the sake of SEO is pointless, and can be counterproductive. Tags are there to help 

your readers, and search engines, like Google, figure out the connections between your posts. If you make your 

tags meaningful, you'll make your content more accessible. And that's what they're there to do. 

 

 



Google AdWords  
Online marketing has several benefits, but the biggest is the 
ability to target people with amazing granularity. Because 
search and display advertisements are served up digitally, 
we can measure exactly when a user clicked, where they 
clicked from, and what happens after the click. This data lets 
us change our marketing plan, and optimize our ROI. Let's 
start by looking at search marketing. This involves placing 
advertisements on the organic results of search engines. 
These advertisements are sold on a pay-per-click model, so 
you don't pay for impressions, but rather an actual action. 

 

Let's take a look at some of these results by running a query 
here on Google. I'm going to look for "glasses online". You 
can see right away, we have paid ads here along the top, 
and on the right-hand side of the screen. Now search mar-
keting is great, because the searcher has expressed intent. In 
this case, I'm looking for glasses online, so these ads are very 
relevant to my needs. As a marketer, you'll create this custom 
list of words or phrases that you want to display ads against. 

Now when you conduct a search, a lot happens simultane-
ously. Keep your eyes on the four results here on the page, 
and let me refresh. Notice how those changed? This is be-
cause the moment that you run your query, Google is going 
to grab the list of advertisers who want to display ads for this term. Google's going to look at the cost each ad-
vertiser wants to pay, and then they're going to get them in a bidding war until the top bids are identified. Next, 
Google will apply a quality score to the bid, and this score is determined by the key words click-through rate, the 
relevance of the ad, prior keyword performance, and even the keyword focused on the landing page itself. 

The number that comes out determines who wins, and who shows up in which slot for what cost. Now display 
advertisements are banner ads, or even these same text ads, but they're shown on someone else's website, not 
here on the Google result page. You might encounter these as you browse the web. Let me show you an example. 
I'm here on TheCoffeeCompass.com, which is a coffee blog, and as I scroll down, you'll notice that I've got an ad-
vertisement here on the right-hand side. It's an image. This advertisement comes from Casper, and it's being 
shown to me because I went to their website previously. 

So this is a remarketing advertisement. Let me show you another example. Here I'm on The Huffington Post, and 
you can see another display ad, but in this case it's a banner here at the top of the page, and another ad on the 
right-hand side of the page. Now you'll notice that I'm on a page about grilled cheese, and this ad is offering me 
cheese lover recipes, which presents a great example of how targeted you can get with display advertising. In 
this case, this advertiser has decided they wanna show their ad on websites that are talking about cheese, and 
they can even refine which site they want this ad to show up on. 

Display is great for remarketing and even brand awareness, but it's harder to generate a direct response. Now 
most display ads are going to be shown to a very relevant audience, but that audience may not be expressing in-
tent or even purchasing behavior. I may simply be here to read about this grilled cheese and I'm not really inter-
ested in any cheese recipes. Now throughout this chapter, we're going to look at the basics of setting up both 
search and display ads using the Google ad words platform. You can still follow along if you plan on using Bing or 
Yahoo!, as many of these concepts are similar but the platforms will vary. 

To start advertising with Google AdWords you'll need to create an AdWords account. The first step is to open up 
a browser and head over to adwords.google.com. From here, I'll choose start now on the left side of the screen 
and Google is going to redirect us into their guided tour. Now, it's tempting to fill out the information in this guided 
tour, but if you do, Google is going to walk you step by step all the way through setting up your first campaign 



and I'm not a big fan of trying to create something before you've explored how the interface works. 

So simply click skip the guided setup. First things first, we need to either enter in our existing Google account in-
formation or provide information to establish a new Google account. If you use Gmail, Analytics or AdSense, then 
you already have an account established with Google and you can use the same email address you used to log in 
to Analytics to sign up with AdWords. Now, if you're creating a brand new Google account and setting up Google 
AdWords for a business purpose, you likely wanna create the Google account with your business email domain. 

Now, I already have a Google AdWords account set up for my 
business so I'm simply going to enter in my email. Google's 
going to indicate that because we have an account, the next 
step will be to sign into our Google account before we can set 
up that first campaign. Now, if you're setting up a new Google 
account, once you click save and continue, Google will walk 
you through the steps to create your first Google account and 
they're pretty straightforward, you'll set a password, verify 
your account and then you'll end up right back where you 
would as if you already had an account set up. 

Now, regardless if you have an account or you're setting up a 
new one, you need to set up your country, timezone and cur-
rency. This is important. The selections you make right here 
cannot be changed. So make sure that you pick the location and the timezone that you wanna see in your reports 
later. I'm going to pick the Pacific timezone. Now, the way that the timezone works is Google is going to adjust all 
of your data so that it appears in your timezone. So if someone in another timezone makes a sale, that sale will 
show up in the correct day for your timezone, so if it's Wednesday for them but Tuesday for you, the sale will 
show up in Tuesday of your timezone, even though they made that purchase in Wednesday of their timezone. 

Once you've selected your settings, choose save and continue. Google's going to ask me to log in to account. And 
that's it. Now you've got yourself a Google AdWords account. 

AdWords Structure 
Before you begin creating your campaign, it's important to learn how AdWords are structured. A well organized 
account will be essential in creating effective campaigns that target the right audience and ultimately help you 
reach more of your advertising goals. AdWords is organized into five tiers. Account, campaigns, ad groups, key-
words, and your ads. At the very top you have your account, and this is the information you'll establish when you 
sign up. Your email address, password, and billing information. 

There's not much that you'll do at the account level unless you move into managing AdWords for other clients, 
and we won't be covering that. An account has to have one campaign and one ad group. But a well structured 
account will have multiple campaigns and multiple ad groups. So let's talk about those. Your campaign is config-
ured with a budget and settings that will determine when your ad appears. And campaigns help you stay orga-
nized. There's many different philosophies, however, on how you use your campaigns. 

An online retailer 
might organize 
campaigns in the 
same manner 
that their website 
is organized. 
Let's say you're a 
clothing store 
that has many 
different prod-
ucts. You might 
have a campaign 
for each product 
category, such as 
one for jackets 
and one for shoes. Beneath those campaigns you'll have ad groups that add more granularity. Under jackets you 
might have rain, winter, and snow. Under shoes you might have men's, women's, and children. This is organizing 
campaigns by category. However, I prefer to organize campaigns by objective and match type. 

We're going to talk about match type later, but this is essentially how strict Google is with the keywords that 
you've selected. You can have an exact match type, meaning Google only serves ads for the exact keywords that 
you provide, or you might have a broad match, which gives Google the option to show your ads for related 
searches. Let's say that we're advertising a software company that provides online time tracking. You might have 
two objectives. One is to show up alongside competitors, and the other is to show up for people searching for 
time tracking software. 



I would then create four campaigns to start. One for competitors, exact match, one for competitors, broad match, 
one for time tracking keywords, exact match, and one for time tracking keywords, broad match. Beneath that 
we'd set up several ad groups, one ad group for each competitor in the exact match campaign. And then we'd 
duplicate that same set of ad groups underneath the broad match campaign. Next, I'd set up ad groups for the 
different industries people might be searching for the software in. 

I'm going to put those under the time tracking campaigns. This could be freelancers, contractors, customer ser-
vice, and so on. I'd imagine that freelancers might type something like time tracking software for freelancers. And 
one for customer service might be time tracking software for customer service agents. I think you get the idea. 
You might also have ads groups for the way people search. For example, you could have an ad group for reviews. 
This would be people typing in time sheet company reviews, best time sheet software, time sheet software rank-
ing, and so on. 

You may also have an ad group for comparison. This could be someone typing in time sheet company A versus 
time sheet company B. And again, you replicate all the ads groups from within the exact match campaign into the 
broad match campaign. Now, within each ad group you'll have your keywords, and about two to three advertise-
ments. You really only want 10 to 15 keywords in an ad group. Those keywords need to be on the same theme. 
So when in doubt create a new ad group and keep your keywords limited. 

As for ad groups, if you have more 
than 10 ad groups in a campaign it's 
time to break things into more cam-
paigns. By keeping your account or-
ganized, and keeping everything the-
matically grouped and as narrow as 
possible, you can identify which ap-
proaches yield the best results. Start 
organizing your campaigns and ad 
groups before you create them. I rec-
ommend drawing out your structure 
in a spreadsheet. Reorganizing your 
account will delete any data that 
you've accumulated, which can make it hard to understand what was performing well. 

It's better to start by being too specific than too broad. So consider creating several ad groups that are very tar-
geted. If you aren't getting enough traffic, you can always loosen up the targeting. If you're still scratching your 
head, just familiarize yourself with the hierarchy of the AdWords structure. I'll show you a real world example lat-
er, and we'll be going through each of these elements together in later movies. So don't worry too much if it hasn't 
clicked. It'll all come together once we start building out our advertisements. 

Deciding on your Bid Settings 
At this point, it's time to select our budget and big settings, and this is one of the more challenging aspects of 
starting up. Typically, you'll be biding in AdWords on a cost-per-click basis, so you'll set the maximum amount 
you wanna pay every time a person clicks on your ad. And this leads to two of the most common questions I get 
asked: what should I budget and how much should I bid per click? So, let's work out how we arrive at these num-
bers. Say the Landon Hotel is trying to get people to book a stay at their hotel. 

First, we need to decide how much 
we're willing to spend to achieve this 
goal, and for that, we need to under-
stand our customer lifetime value, or 
LTV. Now, I'm going to simplify this 
math. If you wanna understand the 
comprehensive method by which to 
calculate LTV, check out my Marketing 
Tip on calculating customer lifetime 
value. Okay, so back to the Landon 
Hotel. Say they make $100 in profit for 

any one night's stay. They also know the average customer stays for three nights, and those three nights could be 
all in the same stay or over the entire future relationship with that customer. 

And this is why we call it the LTV, it's the value of the customer over their entire relationship with your business. 
Could be one day, could be 10 years. It's really dependent on your business and your customer. So, in this scenar-
io, the LTV of a customer at the Landon Hotel is $300. That's three purchases per customer at $100 profit per pur-
chase. So, if a customer visits the website, clicks Book Now, we can expect to profit $300. 

From here, we need to calculate the maximum we'll pay to acquire this customer, and this is our target CPA, or 
cost per acquisition. A good rule of thumb is to target a CPA no more than a third of your LTV. So, with this 
knowledge, we'd be willing to pay a maximum of $100 to make that sale happen for the Landon Hotel. That 
means that our cost per acquisition can't exceed a hundred bucks. Now, of course, our goal is always to lower our 



CPA. 

The cheaper we get the customer, the more money we make. However, when you start out with AdWords, target 
the maximum end of what you're comfortable spending. From there, you can refine. You wanna know that you 
can at 
least 
make 
your 
cam-
paign 
work, so 
give 
yourself 
plenty of 
room to 
do that. 
Okay, so based on this, we know that we're willing to pay $100 to get someone to book a stay at our hotel, and 
we'll profit $200 on average. Now comes the second stage of our math. We need to figure out what we can 
spend per click.  

We can't set our maximum cost-
per-click to $100 because then 
we could pay $100 for every 
click, and we know that every 

click will not result in a sale. That would be a 100% conversion rate and that's definitely not realistic, so we need 
to figure out how many visitors it takes before one of those visitors makes a purchase. To start, look at your cur-
rent conversion rate for your online traffic. Simply take the total number of sales, dividing that by the total number 
of visitors for that same period. 

 

So, let's say the Landon Hotel converts 8% of the traffic that visit their site. Now, pay-per-click advertising con-
version rates are typically lower than what you see from your typical traffic. So, if your website converts at 8%, 
your ads are more likely to convert at, say, half that, 4%. Now, eventually, you'll get real data on how your ads 
perform, but for now, you have to make assumptions. And these aren't set in stone rules, they're just a really good 
starting place. If you don't know your store conversion data because you're just starting out, that's fine. 

You can use my assumptions. So, let's start with an assumption that 4% of the people who click my ad will make 
a purchase. So, to arrive at our maximum CPC, we take our maximum CPA of $100 and multiply it by our conver-
sion rate of 4%. This gives us $4 for our maximum cost-per-click. Put differently, if our ad has 1,000 clicks, we 
would expect 40 sales and we're willing to spend around $100 per sale. 

So, we would spend $4,000 to acquire 40 customers, and $4,000 divided by those 1,000 clicks is four bucks. I 
simply selected that 1,000 clicks number to make the math easier to follow. So, let's recap all of this. We start 
with your lifetime value, divide that by three to determine your starting max CPA. Now, if you have high margin 
sales, you might be willing to increase that CPA. If you have low margin sales, you might wanna decrease it. 

 

This is just a starting place. Take your 
maximum CPA and multiply that by 
your conversion rate, which'll give you 
your maximum cost per click. Now, it's 
always hard with the first ads. With fu-
ture ads, you can look at your own per-
formance data to determine how to 
modify your bids, and that's gonna be 
based on your actual click-through and 
conversion rates. Now, when it comes to determining your overall budget, you'll have to evaluate how much 
you're comfortable spending. Once you're achieving results, it's easy to increase your budget, but when you're 
starting out, you need to pick a number that will drive enough traffic each day. 

If our max CPC is $4 and our conversion rate is 4%, we know we need at least 25 visitors to make a sale, but 
that's assuming everything goes to plan. We'd really wanna aim for, say, 50 to 100 visitors, so we'll need to tar-
get at least 200 to $400 per day for this budget. Now, there's still a flaw in this plan. You see, we've decided our 
max CPC should be $4, but what we really mean is that our maximum average CPC has to be $4. 

Because Google is auction-based, we might be willing to pay $6 or $8 for a click from time to time as long as the 
average maintains $4. So, don't be afraid to bump up your CPC as you test your campaigns, but use this math 
and methodology as a great place to start. 

 


