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Your Nonprofit
Imagine your nonprofit here right when a 

user is searching for your cause.

www.YourNonprofit.org

Google Grants provides select nonprofits with free 

advertising on Google.com, via the Google AdWords 

program.

What’s it all about?



Account Management
• How to Edit Ad Text

• How to Edit Keywords

• Types of Keywords

• Change Campaign Settings

• Popular Tools



Home Tab



Account Tree
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Use the account tree to navigate between any ad group or 

campaign with a single click

For more space to work, 

use the toggle button to 

hide the tree

For more space to work, 

use the toggle button to 

hide the tree

Expand a campaign to 

see a list of its ad groups

Expand a campaign to 

see a list of its ad groups



How to edit ad text

Click on the Ads tab to make changes

Click on the pencil icon 

to edit ad text

Click on the pencil icon 

to edit ad text



How to edit ad text



Ad Text Tips
– Keyword First 

Place your keyword in the top line of the creative. Our system will 

automatically bold it. 

– Include a Call to Action

Make sure your creative offers a strong call to action. What do you want 

the Google user to do? Examples: Donate Here, Volunteer Now, Sign 

Up Now.

– Punctuate the end of the first Description line

Ads promoted above the search results run across one line. 

– Test

Include 2 or 3 different creatives for each ad group, so that you have 

concrete data to determine which messaging or offer gets the best 

user response. 



How to edit keywords



How to edit keywords



Glossary

– Click :

• A click occurs when a user sees your ad and clicks on the title of your ad, 

leading them to your website. 

– Impr.:

• The "Impr" located on your reporting statistics refers to the number of 

"impressions" for your ad. The number of impressions is the number of 

times an ad is displayed on Google. 

– CTR:

• Click-through rate (CTR) is the number of clicks your ad receives divided 

by the number of times your ad is shown (impressions) via Google.

– Avg. CPC:

• Average Cost per Click (Avg. CPC) is the average amount you'll pay each 

time someone clicks your ad.



Types of Keywords

Ensures your ad doesn't show for any search that 

includes that term 

Allows your ad to show for searches that match 

the exact phrase exclusively 

Allows your ad to show for searches that match 

the exact phrase 

Allows your ad to show on similar phrases & 

relevant variations

Definition

[breast cancer research]

User Query: breast cancer 

research

Exact

-ovarianNegative

“breast cancer research”

User Query: new breast 

cancer research

Phrase

Cancer research

User Query: research on 

cancer

Broad

ExampleType



What are negative keywords?

• Adding a negative keyword to your ad group or campaign means that your 

ads won't show for search queries containing that term. 

• Example: Add the negative keyword –ovarian if you work for a nonprofit 

that funds breast cancer research & don’t want your ad to appear for a 

search on ovarian cancer research

• Purpose:

• Filter out unwanted impressions

• reduce your cost-per-click (CPC)

• Increase your ROI



How to add negative keywords



Change campaign settings



Popular Tools



Popular Tools



Keyword Tool



Ads Diagnostic Tool



Ad Preview Tool



Account Performance
• Regularly review your Account

• How to Identify Problem Areas



Is my account performing well?

– Review performance statistics for your campaigns, 
ad groups, keywords & ads



How to Identify Problem Areas

• Campaign Statistics

– Sort data by Quality Score, Clickthrough Rate 

(CTR), and Cost

• You may need to enable the Quality Score (QS) 

column in your account

1-4 is poor QS; 5-7 is 

okay; 8-10 is great!

1-4 is poor QS; 5-7 is 

okay; 8-10 is great!



• Campaign Statistics

– Identify problem areas

• ‘Poor’ Quality Scores

• CTRs below 1%

• High-cost with poor Quality Score or low CTR

– Target these areas for optimization

How to Identify Problem Areas

CTR <1% & Poor QS 

so optimize!

CTR <1% & Poor QS 

so optimize!



Reports & Tracking
• Why run reports?

• Popular Reports

• Google Analytics



Why run reports?

• Reports Center

– Organizes & trends account data

– Schedule recurring reports

– Get them emailed directly to you



Reporting



Popular Reports

Get keyword click, cost, & 

conversion dataKeyword Performance

Show search queries which 

triggered your ad & received 

clicks

Search Query 

Performance

Get data for your entire 

accountAccount Performance



Account Performance Report

• Choose ‘Quarterly’ or ‘Monthly’ time period to 

assess trends

• Sort by CTR

• Sort by Quality Score, CTR, Impressions, & then 

Cost



Keyword Performance Report

• Sort by Quality Score, CTR, Impressions, & 

then Cost

– Ensure high impression, high cost areas are in-line 

with your goals

• If they aren’t, take note for optimization



Search Query Performance

Example: the report shows your ad appeared on the keyword 
‘prostate cancer.’ Add –prostate as a negative keyword

• This report shows performance data for the 

search queries that triggered your ads & 

received clicks

• Add keywords with high click volume to your list

• Add negative keywords



How does it work? 

•Free analytics solution shows 

you website visitor behavior

Benefits for Marketers

•Understand who your visitors 

are and where they come 

from

•Learn how visitors use your 

website 

•Discover which visitors are 

likely to convert and how to 

attract more of them

Google Analytics

Learn more about Google Analytics: http://www.google.com/analytics
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Track All Goals/Conversions

Possible 
Goals:

• Online 
Donation

• Project 
Awareness

• Volunteer 
Acquisition
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Report Structure

5 Main Navigation Categories:

• Visitors

–Visitor information such as loyalty, language, and location

• Traffic Sources

–Natural and paid sources of traffic, includes AdWords reports

• Content

–Pageview information

• Goals

–Conversion rates and goal paths (volunteer acquisition)

• Ecommerce (if enabled)

–Donation tracking, donors loyalty
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Takeaways



Takeaways

• Log in! 

• Become comfortable navigating your account: edit 

ads, choose keywords & campaign settings

• Use AdWords Tools to troubleshoot

• Run reports to assess results

• Use a tracking platform (like Analytics) to get the 

data you need to make smart decisions
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Thank You & Good Luck!


