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Part 1:

Optimizing Your Google Grants Campaign
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Campaign Structure: Best Practices

You know the basics of how to structure a campaign……

• Campaigns should be centered on specific goals (ex. donations, volunteers, brand 
awareness)

• Create tightly-themed Ad Groups to ensure most relevant ad copy is being served

• Set campaigns to relevant geographic and language targets
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• Set campaigns to relevant geographic and language targets

• Create multiple campaigns for different language or geo targets

…..but what else should you know about campaign stru cture?



Best Practices for Campaign Structure: Campaigns
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Create Multiple Campaigns for each goal, and set up one-time/short-term, promotion-
specific campaigns when/where its applicable.



FAQs About Multiple Campaigns

Can I have the same keyword running in multiple campaigns?

• Technically you can, though we advise against it. Your keywords will be competing 
against each other in the auction, so there is no advantage to doing this.

How can I move keywords between campaigns (ex. from a “Main” campaign to a 
“Summer Event” campaign for a short time)?
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• Simply “pause” or “delete” the keyword from the existing ad group, and post it again in 
the new ad group (*be sure to input the CPC and Destination URL you want to use for 
each keyword)

Will moving keywords between ad groups/campaigns hurt my Quality Score/Ad 
Rank?

• The keyword’s performance history will remain the same,
• BUT the Quality Score COULD be impacted by the relevancy of the ad copy in the 

new ad group.



Campaign Structure: Advanced Settings
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Campaign Structure: Delivery Methods

2 types of Ad Delivery to test:
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1) Standard: Will show ads as evenly as possible throughout 24 hour period

• Default; good for most advertisers

2) Accelerated: Will show ads as quickly as possible based on demand

• Good to test to determine demand of your keywords in different campaigns

• Further optimize campaigns based on findings



Campaign Structure: Ad Scheduling
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Ad Scheduling: You can show your ads over 24 hr/7 day a week schedule, 
or you can edit when your ads serve (time and/or day)



Campaign Structure: Ad Scheduling
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• This can help maximize traffic for a limited budget

• This can also help with ad serving on competitive terms (schedule to 
run ads on competitive terms at less competitive hours/days)



Best Practices for Campaign Structure: Ad Groups

Google Confidential and Proprietary

Think of your Ad Groups as “mini” campaigns and structure them as you would 
your campaigns – by theme/goal



“Why is it important to have tightly themed Ad Groups?”

Each Ad Group must contain at least one text ad, and with tightly themed Ads 
Groups, you can write more specific/relevant ads….

Relevant Ad Text            Strong CTR             Higher Quality Score          

Google Confidential and Proprietary

Higher Rank on the Page               Increased potential for clicks!



And one last reminder: Quality Score vs. Ad Rank

Quality Score: Calculated for each of your keywords. 

Some factors include:

• The historical CTR of the keyword and the matched ad on Google

• Your account history, which is measured by the CTR of all the ads and keywords in your account 

• The historical CTR of the display URLs in the ad group 

• The quality of your landing page
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• The quality of your landing page

• The relevance of the keyword to the ads in its ad group 

• The relevance of the keyword and the matched ad to the search query 

• Your account's performance in the geographical region where the ad will be shown 

• Other relevance factors

Ad Rank: Ad Rank = CPC bid � Quality Score 



Website Optimizer
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Website Optimizer Product Overview

WHY

WHAT
Google’s Website Optimizer is a free testing tool which helps advertisers test 
what combination of site content drives the most conversions 

Website Optimizer is designed to help online marketers convert more                   
visitors into customers
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WHEN

HOW

Website Optimizer is currently available to all users, either through the 
AdWords interface or via the standalone version 

Either log in to your Google AdWords account, or access the standalone 
version at: www.google.com/websiteoptimizer



Website Optimization: why is it important?

•Visitors spend an average of 8 seconds* before deciding whether or 
not to remain on a website

• Search engines and AdWords drive traffic and analytics solutions 
provide data on conversions, but they do not drive the visitor beyond 
the landing page
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•Website Optimizer helps you convert these visitors into buyers by 
increasing conversions, and subsequently, your ROI

Website Optimization is a key step in increasing 
ROI

*MarketingSherpa, Landing Page Handbook, 2005



Website Optimization: How it works?

Customers 
Visit your 
Website

1/3 visitors

1/3 visitors

14% Make Purchase

20% Make Purchase

Original

Combo 1

Winning Combo
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Test variations of the same page

1/3 visitors

1/3 visitors 20% Make Purchase

2% Make Purchase Customers 
Convert

Combo 2



A/B and Multivariate Testing
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A/B: Test whole pages

Original Page (A) New Variation (B)

Google Confidential and Proprietary

New Variation (C)



Multivariate: Test multiple “Sections” of Your Page

?
?

Test a headline
Test an image

A “section” is any area of 
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?
A “section” is any area of 
your page where you’d like 
to test alternative copy or 
creative



Multivariate: Test Multiple Sections and Combinations
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Multivariate: Test Multiple Sections and Combinations
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Multivariate: Test Multiple Sections and Combinations
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2 different headlines

x 3 different images   

= 6 possible combinations



Section 1

Section 2

Section 3

Detailed Graphical Reporting

• Reports are available in two 
formats

– Combinations Tab shows 
how each combination affects 
overall conversions
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Section 4

Section 5

– Page Sections Tab rates 
how each section contributes 
to overall conversions as well 
as how each individual 
creative performs



Account Optimization with Google Analytics
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Optimizing with Google Analytics

Site Content Review: Learn where users 
are going on your site and how long 
they are staying there

Geography and Location Review: Great 
tool for geo-targeting; target new 
countries/cities/languages
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countries/cities/languages

Site Design Report: Ensure your site is 
compatible with the settings for the 
majority of users coming to your site

Traffic Sources: Determine where to focus 
marketing efforts/budgets



Leverage Organic Search
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• Discover what users search for to reach your site



How Can I Use Organic Search to Optimize My Account?

• Identify organic keywords that convert but are not included in your 
current marketing campaigns

• Start bidding on new keywords!
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Internal Site Search
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• Understand how your users are searching on your site



How Can I Use Site Search to Optimize My Account?

• Add internal search terms as keywords to your account

• Add/edit/test landing pages based on site search
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Conversion Tracking
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Conversion Tracking



What is Conversion Tracking?

Google Conversion Tracking: 

• Measures “conversions” on your site (ex. sign-ups, donations)

• Helps you identify which ads and keywords are working for you, and 
which need to be optimized!
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AdWords Conversion Tracking
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• The system places a cookie on a user's computer when he/she clicks on one of your 
AdWords ads. 

• Then, if the user reaches one of your conversion pages, the cookie is connected to 
your web page. 

• When a match is made, Google records a successful conversion for you.

**Please note that the cookie Google adds to a user's computer or mobile device when he or she clicks on an ad expires in approximately 30 days. This 
measure, and the fact that Google uses separate servers for conversion tracking and search results, protects the user's privacy.



Analyzing ROI Using Conversion Data

Getting insight into your conversion data (Analytics, Conversion Tracking, 
other sources) is the most effective way to truly optimize for ROI.

• Analyze CTR vs. Conversion Rates.  

• Look at High-Volume / High-Cost terms that don’t convert.

– Consider decreasing CPC bids or simply eliminating or refining these terms, and/or 
improving creative.

• Look at Low Volume / Low Cost terms that have High Conversion rates.

– Consider increasing CPC bids to improve position, as well as expanding the 
keyword list with similar expanded keywords.



Campaign Optimization Takeaways

• Set up multiple campaigns per goal

• Test Advanced Settings options to maximize your budget

• Take advantage of free tools like Website Optimizer to learn 
how to best optimize your site for conversions

• Take advantage of Google Analytics for your keyword 
optimization (among many other things!) 



Part 2:

Maximizing Your Online Initiatives With
Other Google for Non-Profit Products



Google for Non-Profit Products

• In addition to Google Grants, Google offers many other free 
products for select non-profits

• Let’s take a look at a few of the most popular tools

- YouTube Nonprofit Program

- Google Maps & Earth

- Google Apps



YouTube Nonprofit Program

• Use video as a way to tell a compelling story about your 
organization, share your impact and needs

• With the YouTube Nonprofit Program, you can receive a 
‘nonprofit’ channel on YouTube – increased upload capacity, 
premium branding capabilities, and more

www.youtube.com/nonprofits



YouTube Nonprofit Program

New Features

• Call-to-action feature lets you drive traffic from your video to 
your webpage, where you can collect donations, signatures, etc.

• Video Volunteers program allows you to find volunteers to 
assist with your video creationassist with your video creation

www.youtube.com/nonprofits



Google Maps & Earth

• Share your story geographically with Google Maps & Earth

• Create dynamic, interactive maps to educate and inspire

• Embed maps on your site or blog to engage supporters

• Google Earth Outreach allows select non-profits pro or 
premier versions of Earth, Maps API, and more!premier versions of Earth, Maps API, and more!

earth.google.com/outreach



Google Apps for Non-Profits

• Free communication, collaboration, and publishing t ools
for your organization

• Includes email accounts on your organization’s domain
(sally@your-nonprofit.org)

• Collaboration tools let you share information easily across • Collaboration tools let you share information easily across 
your organization

• Select non-profits receive the premium Education Edition at 
no cost

www.google.com/a/help/intl/en/npo/index.html



Want to learn more?

• Visit www.google.com/nonprofits

• Learn about additional products, review guides, etc.

• Sign up for Google’s monthly newsletter for non-profits, join the 
Discussion Forum, and more!



Google Grants Workshop!

• August 4th and 5th in Mountain View, CA

• 2-day event, with the first day focused on Google Grants and 
the second day on other Google for Non-Profit products

• Event is free, but travel is on your own

• If interested, sign up by June 30th to enter our invitation lottery 
for the event

• Read our blog post for more information and link to the interest 
form



Questions?Questions?



Thank You!Thank You!


