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Part 1: Google

Optimizing Your Google Grants Campaign
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Campaign Structure: Best Practices Go gle

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
e 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?
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Best Practices for Campaign Structure: Campaigns Go gle

Control Center ~ [N Reporting +  Tools » | Billing + My account ~
paig p ] 9 y
All online campaigns “ All online campaigns May 17, 2009
[ main campaign A& Alerts (1) Show Yesterday ¥

[ Promo Dec 2008

Ad groups  Settings Ads  Keywords  MNetworks Fiter and views ¥ |

P Change Graph Options
0.85%

| HCTr
|
Y 5z 2008 o ' May 18, 2008
4 liew campaign Change =tafis . » || More actions... » Show - All | All enabled | All but deleted
[0 ® Campaign Budget Status Clicks + Impr. CTR (7 Avg.CPC (2) Cost Avg. Pos.
o e Iain Campaign 9289254 $320.00/day Eligible 32 3,958 0.81% $0.92 $29.49 41
o e Promo Dec 2008 33507684 $50.00/day Ended 0 0 0.00% $0.00 $0.00 0
Total - search 32 3,958 0.81% $0.92 $29.49 41
Total - content 0 0 0.00% $0.00 $0.00 0
Total - all campaigns 32 3,058 0.21% $0.92 $20.49 44

Show rows: 1-20f2

Create Multiple Campaigns for each goal, and set up one-time/short-term, promaotion-
specific campaigns when/where its applicable.
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FAQs About Multiple Campaigns Co 81(’3

Can | 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 | move keywords between campaigns (ex. from a “Main” campaign to a
“Summer Event” campaign for a short time)?

. 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.
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Campaign Structure: Advanced Settings

Ops Control Center ~

All online campaians

Help

What should | know about this
new AdWords interface?

How do | change my
campaign's budget?

How do | change my language
targeting?

Keyboard shortcuts
Help Center

Search help center|[ Go |

had

[*

[

>

(£

Campaigns Reporting Tools Billing My account

All online campaigns =

udget: $300.00/day Targeting: Google search; All dev

Ads Keywords Networks

Google

View Optimization Reguest

Wiew History: this campaign

View Bid Lanscape: this campaign

Approval Bin: Primary | Secondary | All | Whitelists

Campaign settings

General

Audience
Locations 20 Country: Canada
Country: United States
Edit
Languages Z' English Edit
Demographic (advanced)
Metworks, devices, and extensions

Metworks and devices 2!  Google search; All devices Edit



Campaign Structure: Delivery Methods Google

2 types of Ad Delivery to test:

Bidding and budget

Bidding option ) Focus on clicks, manual maximum CPC bidding Edit

Budget 2 $300.00/day Edit

Position preference, delivery method (advanced)
Position preference  Off: Show ads in any position Edit
Delivery method

(%) Standard: Show ads evenly over time
(") Accelerated: Show ads as quickly as possible

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
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Campaign Structure: Ad Scheduling Go gle

Audience

Locations 2} Country- Canada
Country: United States
Edit

Languages 2! English Edit
Demographic (advanced)
Networks, devices, and extensions
Networks and devices 2!  Google search; All devices Edit
Bidding and budget
Bidding option 2} Focus on clicks, manual maximum CPC bidding Edit
Budget = $300.00/day Edit

= Position preference, delivery method (advanced)
Position preference Off: Show ads in any position Edit

Delivery method Standard: Show ads evenly over time Edit

Advanced settings

= Schedule: Start date, end date, ad scheduling
Start date  May 25, 2009

End date None Edit

Ad scheduling 2@ Show ads all days and hours Edit

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)
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Campaign Structure: Ad Scheduling Go gle

SR o 10 mment o, Yo o vy e g ) |10 o rle58 Gung B tme perod,
Reset to all days and nuurs.| Mode: Basic | Bid adjustment 0  Clock: 12 hour | 24 hour
Day Time period Midnight  4:00 AM 8:00 AM Noon 4:00 PM 8:00 PM
NEEE ENEE NEEE NEEE EEE EEEE
NEEE ENEE NEEE DEEE NEE EEEE
NEEE ENEE NEEE EEEE EEEE EEEE
HEEE ENEE NEEE DEEE EEEE EEEE
NEEE ENEE NEEE NEEE EEE EEEE
NEEE ENEE NEEE EEEE EEEE EEEE
HEEE ENEE NEEE DEEE EEE EEEE

* 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)

Google Confidential and Proprietary



Ad groups Settings Ads Keywords Metworks

P Change Graph Options
D.08%

0,009
MNow 5, 2002

4 MNew ad group Edit Change status... = More actions... =
F = Ad group Status Search Max. Content Clicks + Impr. CTR &) Avg. Cost
CPC Auto Max. CPC (7
CPC &)
O = Daonations Eligible auto: 511.42 auto 1 1,965 0.05% 50.97 30.97
g = Events Eligible auto: $11.42 auto 1 1,317 0.08% 30.49 30.49
O = Branded Eligible auto: $11.42 auto 0 5 0.00% F0.00 F0.00
O = Support Eligible auto: $11.42 auto 0 1,209 0.00% $0.00 $0.00
Centers
Taotal - search 2 4 496 0.04% 5073 $1.46
Total - content 0 0 0.00% $0.00 $0.00
Total - all ad groups 2 4,496 0.04% $0.73 $1.46

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

Higher Rank on the Page ‘ Increased potential for clicks!
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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

 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
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Google

Website Optimizer
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Website Optimizer Product Overview

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

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
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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

*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

Google Confidential and Proprietary
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Website Optimization: How it works?

Google

1/3 visitors

Customers

Visit your
Website

B
WEBSITE

! FREESHIPPING!

For a mied tme, e'e oflng e shgping o ousmostpapul

bike: The 5 of rear whel ravel & assisted by sealed bearng and
s & el ned leverage ra kot masimum beneltfor ol
i Monly $579, this bke s 2 tead

1/3 visitors 20% Make Purchase

Winning Combo

1/3 visitors 2% Make Purchase

I

Customers

Test variations of the same page

Convert




A/B and Multivariate Testing Google
3

What type of experiment would you like to create?

Mot sure which type of experiment is right for vou? Learn more about Website Optimizer experiments

A/B Experiment " - The simplest way to start testing fast Create »

- This method compares the performance of entirely different versions of a
ﬂ page. Use it if the points below describe your desired experiment.

® Your page traffic is fairly low (less than ~1,000 views a week)
® You want to move sections around or change the overall look of the page

Multivariate Experiment - The most robust way to test lots of ideas Create »
o This method compares the performance of content variations in multiple
|| L - locations on a page. Use it if the points below describe your desired
o —| experiment.

® Your page traffic is fairly high (more than =1,000 views a week)
® You want to try multiple content changes in different parts of the page
simultanecusly.




A/B: Test whole pages

Original Page (A)

search for bikes

g0 |

Newest bikes
Bike reviews
Parts and Gear
Order history
Register bike
Trails and maps

ut Timbuktu Bike Zone WITITH

About Us | Site Map | Privacy Policy | Contact Us

SHoPPING CART | CHECKOUT

2008 Bikes are now in stock! Take 20% off old
models

E Add to Shopping Cart

We've got the bike for you. Check out our latest model. The
5' of rear wheel travel is assisted by sealed bearing and
features a finely tuned leverage ratio for maximum benefit
for all day riding. All of our bikes are tested and rated by the
top riders in the biking community. At only $679, this bike is
a steal!

New Variation (B)

Google

" Timbuktu Bike Zone WITTTH

search for bikes

g |
Newest bikes

Bike reviews
Parts and Gear

models

E Add to Shopping Cart |

We've got the bike for you.
Order history | Check out our latest model. The [
Register bike 5' of rear wheel travel is assisted |
Trails and maps by sealed bearing and features a
finely tuned leverage ratio for
maximum benefit for all day
riding. All of our bikes are tested
and rated by the top riders in the
biking community. At only $679,
this bike is a steal!

search for bikes

oo |

| Newest bikes
Bike reviews

4 Parts and Gear
Order history
Register bike
Trails and maps

models

About Us | Site Map | Privacy Policy | Contact Us

w Timbuktu Bike Zone WrTTT™

2008 Bikes are now in stock! Take 20% off old

SHOPPING CART | CHECKOUT

ct Us

SHopPING CART | CHECKOUT

2008 Bikes are now in stock! Take 20% off old

We've got the bike for you. Check out our
latest model. The 5' of rear wheel travel
is assisted by sealed bearing and features
a finely tuned leverage ratio for
maximum benefit for all day riding. All of
our bikes are tested and rated by the top
riders in the biking community. At only
£679, this bike is a steal!

e Add to Shopping Cart |

New Variation (C)



/

The be?

o —

fal £

Cheh b 1o Raghder. :
Prargok Lbwhr M T
» 2006 Bikes PR A “section” is any area of
b 2006 Reviews g your page where you'd like
b Order History %’i‘;ﬁ: ::: to test alternative copy or
» Register Blke :::ﬁ::mzﬁ:w cre atlve
s e o u :ﬂl:: ;Br:rn:!;‘:um

riding. Al of our bikes ars :
b Parts,/Gear testad and rated by the lap

riders in the biling

exenamanity. Al only $678,

thist Bikis & & steall

W Add to Shopping Cart
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The best bikes, the best deals

=" Timbuktu Bike Zone

Slgnn

srer lpre

PO
T

» 2006 Bikes

» 2006 Reviews
¥ Order History
b Register Blke
# Trails/Maps

p Parts/Gear

¥ Add to Shopping Cart

SHOPPING CART BT | CHECKOUT

Loaking for the best terrain
ik it the lowesst oast?
Wi got the bike for ya

| Crvck oLt the our ftest

mode. The 57 of rear whesal
travei s assisted by sepled
bearngs and festures &

B finaly tuned beverage ratia for

masimuim benefit for il day
riding. All of our bikes are
teated and rated by the iop
ridars. M anky $679, this bike
e & stanit Special Pramotional
ode avadabie via amad,

»" Timbuktu Bike Zone

SHOPPING CART BT | CHECKOUT

b 2006 Reviews
¥ Order History

¥ Register Bike
B Teails/Maps

» Parits/Gear

The best bikes, the best deals
— 2006 Bikes are now in stock!
Take 20% off all old models
e

Looking for the best
» 2006 Bikes v ke ot the

Wie"ve ot thie bitke for yau
Chiisck alat ther our lstest
moded The 5 of rear whesl
travel is assisted by sasled
bewrings and Features & Fnely
tumed leverage ratia foe
i benafit far all day
riding. All of our bikes are
testad and ralsd by the Lop
ridears in the biking
eoienainity. Ak only $679,
this bike s & steal!

Y Add o Shopping Cart

»" Timbuktu Bike Zone

The best bikes, the best deals

SHOPPING CART BT | CHECKOUT

Slgnn

ser Hinr

Sesqwword

Gl hara 10 Raghtes.

» 2006 Blkes.

b 2006 Reviews
¥ Order History

¥ Register Bike
P Teails/Maps

P Parts/Gear

2006 Bikes are now in stock!
Take 20% off all old models

Looking for the best
terrain bike at the
lowest cost?

Wie've: got the bike For yais
Crich out thve o [stest
moeded. The 57 of rear whesl
tranvel s assistd by sanied
bearings and features & finsly
e leverage ratia for

| msimiim baneBt for &l day
riding. All of ol bikes are

| tested and rated by te top
s in the biking
coemamainity. At only $679,
ths bike is & steall

Y Add to Shopping Cart
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I 2006 Bikes Now in Stock! I

2006 Bikes are now in stock!
Take 20% off all old models

2006 Bikes are now in stock!
Take 20% off all old models

2 different headlines

X 3 different images

= 6 possible combinations
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Detailed Graphical Reporting

g@@ Completed - Uninstall | Copy | Follow Up | Settings | Report
Created: Sep 25, 2008 | Launched: Sep 25, 2008

This experiment is completed and is no longer reporting any new data. If you have not done so already, you can update your page to reflect a winning combination.

* Reports are available in two

Combinations (32) WU EELE LT Download: @i @csv Brev | et
 Voor esom e s g formats
Section 1. Orgnal BBt - - - - m
515 | o . .
E——— e — Combinations Tgb _shows
35wl | Disable || Al Combinations 27) how each combination affects
e [ e TS o owenes oy overall conversions
cocions 0 Ovicinal Enabled 25.0% £2.2% -t X — —  500/2000 — Page Sections Tab rates
VE ol | & Combination 10 has a 100%% chance of outperforming the original. Run a follow-up experiment » hOW eaCh Secnon Contnbutes
S:“/‘:”SZ: [J Combination 10 Enabled 90.9% £1.4% -+ fi+ 100% 264% 20007 2200 to Overa” ConverSionS as We”
[] Combination 1 Enabled 22.2% +2.2% -t {+ 10.7% -11.1% 400 /1800 as hOW eaCh |nd|V|dua|
[] Combination 26 Enabled 21.1% +2.4% -t i+ 351% -15.8% 40041300 tlve performs
[] Combination 3 Enabled 20.0%+22% -—J— 1+ 1.23% -20.0%  340/1700 crea
[] Combination 15 Enabled 18.0% +20% -—f— 1+ 0.07% -28.0%  342/1300
[] Combination 18 Enabled 15.5% +1.8% -—J} i+ 0.00% -38.1% 30241950
[] Combination 4 Enabled 14.4%+20% -—f—1+ 0.00% 42.3% 23171600
[] Combination 2 Enabled 14.3% +1.7% -—J i+ 0.00% -42.9%  300/2100
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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

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

My Analytics Accounts:

Top Content Apr 29, 2007 - May 29, 2007 ~
s | B

|88 Addo Dashiboar |

B WP T TS %

ThsAIS0, 3067 Ny 7, 2007 Tty 4, 007 Titay 21,2007

517 URLs were viewed a total of 53,978 times

views: 1 = 5]
Pagevious @ Uniqus Pageviews @ | Time on Page ® Boumce e ® %ea @ s iox
53,0978 43,036 00:00:40 24.78% 34.79% $0.00

Google Analytics

 zoom out

Apr 29, 2007 - May 29, 2007 ~

Visits +

ool | Expori | 5 Emai | [ 58 Add fo Dastiboard |

Browsers and OS Apr 29, 2007 - May 29, 2007 ~

Visits ¥

—f W W v W |

@ About tis Reged TApril 30, 2007 Thiay 7, 2007 TMay 18, 2007 Ttay 21, 2007

®semma; 18,777 visits used 37 browser and OS combinations

| s
M All Traffic Sources

Visits

%6 of Site Total: 100.00% [Export 7] [E3 Emeil | (B Add o Dasbbonrd]

Browser and 05

18,777 Dec 1. 2006 - Feb 28, 2007 ~

Visits -

3,000

Y N T T v T

Sileusige Goal Conversion | Ecommerce

Show | Source Medium

TDecambel Decembe | Dacemberl Decambell January 1] January 3 January 1] January 2/ danuary 2| Febraary | February | Febraary |

All traffic sources sent 130,518 visits via 2.623 sources and mediums

views: [ = [ £]

Visits @ Pagesfvisit (@) Avg Time on Site (@ % New Visite

130.518 2.50 00:01:06 83.68%
% of Site Total Site Ava: 2,50 Site Avg: 00:01:06 Site Avg: 83.66%
100.00% (0.00%) h) 0.02%)

Bounce Rate

63.81%

@

Site Avg: 63.81%
0%}

Visits & Fagesrvist | wa. Tme on Ste

e Yists  Bounce Rate

56,145 241 000109 B6.05% B277%
1559 207 ooon2s F2a1% sera
11570 300 oot 45 FanTn s823%
11,190 1.8 00028 s3.00% 77 80%
10,472 131 000020 a300% Taa1%
s.020 208 oot14 018% sesr
2688 247 oo.00:59 s253% s873%
1632 208 000031 @250 7a519%
740 1.8 00050 o7.64% 5514%
720 250 000 44 012 70645
= Sowene [0 |1 -10er2623 [4][]
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Leverage Organic Search Go gle

: Jan 1, 2008 - Jan 31, 2008
Search Englnes Comparing to” Site ()

| Export v || EA Email || 8 Add to Dashboard

== Visits

et O,
S -’._’._.""ﬁ. /.\. L ]
Ll \.-‘.

.’. — .\"'." ""'.—l,

google sent 4,233 non-paid visits via 658 keywords

Shiowe total | paid | non-paid — Segment | Keyword ¥

[January 7, 2008 [January 14, 2008
' LICHICELTS  Goal Conversion | Ecolmmerce Views: \E‘E‘

Search sent 16,139 non-paid visits via 13 sources Visits @) Pagesivisit @  Awg. Time an Site (@ % Mew Wisits (@ Bounce Rate @
Show: totall paid | non-paid ~ Segment | Source 3 4,233 3.37 00:01:20 7274% 5663%
% of Site Total: 20.30% Site Avi: 2.86 (17.78%) Site Avi: 00:01:06 (21.21%) Site Ava: 76.32% (-4.69%) Site Avg: 58.87% (-3.80%)
m Goal Conversion Ecommerce Keyword Visits 4 Pagesivisit Ay, Time on Site % Mew Visits Bounce Rate
Visits (@) Pages/Visit @  Avg. Time on Site (@) %| coodlestore 1,242 .60 00:02:47 56.52% 40.42%
- - L
16!1 39 3'58 00'01'05 g oogle shopping catt 815 1.29 on:00:1s 91.04% TB16%
% of Site Total: 9.73% Site Avg: 2.47 (44.73%) Site Avg: 00:00:43 (53.34%) Sit
oooale shop 217 5.01 oo:01:18 T32T% 40.55%
Source Visits - Pages/\isit
store 155 3.60 oo:o1:17 82.58% 53.55%
1. google 14,083 377
oooale shirt 90 3.36 00:01:49 A7.78% 45.56%
2 aol G556 1.63
gooale merchandise 87 4.38 00:02:26 45.98% 39.08%
3. yahoo 532 3.20
cooale cart 80 13 o0:00:10 95.00% 80.00%
4 ask 224 135
google 65 4.43 00:01:00 93.85% 44 B2%
5 138 31z
e gooale tshis 48 2.00 00:02:35 54.17% B2.50%
6 men 114 285 doogle games 45 1.76 00:01:07 75.56% £8.99%
Find Keyword: | cortaining [ | | Show raws: 1-100t658 (4] ]

» Discover what users search for to reach your site
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How Can | Use Organic Search to Optimize My Account? Google

 |dentify organic keywords that convert but are not included in your
current marketing campaigns

o Start bidding on new keywords!

google sent 4.233 non-paid visits via 658 keywords

Show: total | paid | non-paid Segment. | Keyword =

Goal Conversion Ecommerce Views: @E'
Wisits (@) Pages/Visit (@) Awg. Time on Site (@) % Mew Visits (?) Bounce Rate
4,233 3.37 00:01:20 72.74% 56.63%
% of Site Total: 20.30% Site Avi: 2.86 (17.78%) Site Avi: 00:01:06 (21.21%) Site Avd: 76.32% (-4.69%) Site Avd: 58.87% (-3.80%)
Keyward Visits J Pagesivisit Avy. Titme on Site % Mew Visits Bounce Rate
google store 1,242 5.60 00:02:17 56.52% 40.42%
google shopping cart 815 1.29 00:00:148 91.04% 78.16%
goodgle shop 217 5.01 oo:01:18 T327% 40.55%
stare 155 3.60 o007 82.88% 53.85%
goodle shirt 90 3.368 00:01:49 57.78% 45.56%
google merchandise a7 438 00:02:26 45.98% 39.08%
goodle cart 80 1.31 oo:00:10 95.00% 80.00%
foodle 65 443 00:01:00 93.85% 44 62%
fgoogle tshirts 48 2.00 00:02:35 54.17% 62.50%
google games 45 1.76 00:01:.07 75.56% 65.89%
Find Keyword: | containing [ | | Show raws: 1-100f658 [ <[
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Internal Site Search Go gle

Site Search Overview Sep 24, 2007 - Oct 24, 2007 ~
| Export w || 5 Email || BB Add to Dashboard |
EE DaShbﬂard Visits with Search v
& Visitors 2,000 2,000

= Traffi i

. Traffic Sources i L o ,,.—\’ /. " o
st Sy L ' ._./

B Content e .""—"“‘.‘h‘.‘—'/ 2 "'"--'--...-o/ - o ‘*-..\./. - 1,000

Overview

| September 24, 2007 [ Dctober 1, 2007 | October 8, 2007 | October 15, 2007
Top Content
Content by Title 1.54% visits used site search
coen fron Ve 28,4413 visits with Search Visits: Who searched and when?
Top Landing Pages E —_— b '
Top Exit Pages AN 33,023 Total Unigie Searches When did visitors use site search?

How do visitors who searched compare to those who didn't?

Site D\.‘crl_zn,I [Erra—

1.43 Results Pageviews/Search

\ AT —— Visits: Who searched and when?

"E”m ~Mntn 12.08% Search Refinements When did visitors use site search?
s:?:h S LA 0023701 Time aftor Search How do visitors who searched compare to those who didn't?
Start Pages At 44,32 search Depth - - -
Destination Pages Search: What did visitors search for?
Categories .
Trending Site Search Details Which search terms did visitors use?
\ j Which categories did visitors search?
Top Site Searches Searches % S¢
wedding 4,469 - . w
- .. | Content: Where did visitors search?
= h_ira = Where did visitors start their searches?
wedding bands 543

Which pages did visitors find?

« Understand how your users are searching on your site
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How Can | Use Site Search to Optimize My Account? Google

« Add internal search terms as keywords to your account

« Add/edit/test landing pages based on site search

Visits: Who searched and when?

When did visitors use site search?
How do visitors who searched compare to those who didn't?

Search: What did visitors search for?

Which seafch terms did visitors use?
Which categories did visitors search?

Content: Where did visitors search?

Where did visitors start their searches?
Which pages did visitors find?
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Google

Conversion Tracking
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What is Conversion Tracking? Go gle

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 Google

2D 2

&

» 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.

e 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.

e 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

e 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 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!

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
your organization

» Select non-profits receive the premium Education Edition at
Nno 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!

e August 4™ and 5™ 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

e Event is free, but travel is on your own

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

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



Questions?



Thank You!



