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Benefits of monitoring your accounts

Spot seasonal trends

Understand your audience

Make the most of your marketing budget
Conduct effective tests

Make strategic improvements to your website and marketing
campaigns

Share marketing successes effectively
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Monitor your accounts

A few ideas...

AdWords Analytics

* Account snapshot « (Goal conversion report
* Account monitoring « Keywords report

« Keyword performance report <+ AdWords performance report
« Search query report

« Ad performance report

Google AdWords
DU Campaigns | Opportunities | Reporting - | Billing - | My account - |
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Monitor your accounts

What’s going with my account?
Get a high level view of your account’s performance and status

Account Snapshot

Alerts - Active Campaigns

Online: 22

Alert Preferences »

Accomt Status Campaign Performance 2

All Online Campaigns v  Summar/»

Announcements [ Quick Date Range: M [Today \7'

There are no announcements $209.4¢ Cost ¥

Watch List 2

Today (Jan 5 2010’)1E change dates

(%] online (0) . ) T isi0 510
o e © fome. Add arms hare Compare to another metric
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Monitor your AdWords account

Is my account performing well?

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

All online campaigns

[J Donations

[ Events

3 Programs

<«

m

=

All online campaigns Last month
Dec 1, 2009 - Dec 31, 2009

v

Ad groups  Settings Ads Keywords Networks Fiter and views v
(& Change Graph Options View Change History
173,
W Clicks
0
Dec 1, 2009 Dec 31, 2009
4 New campaign Change status... v | | More actions... v Search Show : All | All enabled | All but deleted
O ® Campaign Budget Status (2) Clicks Impr. CTR (2 Avg. Cost  Avg. Conv. (1-per- Cost/conv. (1-per- Conv. rate (1-per- View-through
CPC 2 Pos. click) (2 click) 2 click) (2 Conv. (2
[0 @ Danations $30.00/day Eligible 638 42376 151% $0.89 $569.71 42 0 $0.00 0.00% 0
[0 e Events $15.00/day Eligible 423 15883 266% $0.68 $286.65 39 0 $0.00 0.00% 0
O © Programs $1500/day Eligible 401 9353 420%  $0.50 $199.13 25 0 50.00 0.00% 0
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Monitor your AdWords account

How do I identify problem areas?

Campaign Statistics

*Sort data by Quality Score, Clickthrough Rate (CTR) and Cost
*Enable the Quality Score (QS) column in your account

1-4 is poor
5-7 is okay
8-10 is great!

All online campaigns

Campaigns Adgroups Setlings Ads EUNIGEE Networks

+ Add keywocds See scarch Ems. scions Seasch

m Keyword Campaign Ad growp Status Max CPC Qual Score CiR 2 Cost
Total - 28l keywords - 155% $1.71433

O 7 Elgibie S W10 0.00% $000

1 (3 Below first pag= 710 000% S000

- Fa=t page bid esimae

o D 7r10 2.00% $000
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Monitor your AdWords account

How do I identify problem areas?

Campaign Statistics

|dentify problem areas:
‘Poor’ Quality Scores

CTRs below 1%

High-cost with poor Quality Score or low CTR

Ad group

Donations

Events

Programs

Status 7 Max. CPC

G Eligible
(J Below first page bid
First page bid estimate: $1.25

(J Below first page bid
First page bid estimate: $1.50

CTR <1% & Poor
QS means
optimize!

Qual. Score Cost

3% $1,714.33

10/10 0% $0.00
o0 0.00% $0.00
710 0.00% $0.00
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Monitor your AdWords account

Google AdWords

Home  Campaigns Opportunities EREWGLGIRGE Billing ~ My account ~

1. Report Type
Choose a report from the following options: Learn more about report types

& Placement / Keyword Performance View performance data for keywords or placements you've specifically targeted.

Keyword Performance report

What it tells you
How each of your keywords is performing throughout your account

What you can do with this information
Remove or improve keywords with low quality scores, build out new keywords based on existing
keywords with high CTRs, delete terms that generate few impressions.

Why it's important

Maintaining a healthy list of keywords with high CTRs (over 1%), high quality scores (over 5) and
frequent impressions (as compared to your highest performing terms) will ensure the relevancy and
effectiveness of your account overall.
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Monitor your AdWords account

Google AdWords

Home  Campaigns Opportunities EGELLGGIRAE Billing ~ My account ~

1. Report Type
Choose a report from the following options: Learn more about report types

@ Search Query Performance View performance data for search queries which triggered your ad and received
clicks.

Search Query Report

What it tells you
Which search queries triggered your ads

What you can do with this information

Get ideas for new keywords from search queries that received a lot of clicks, create new ad groups
with themes inspired by these new search queries if they're not already represented in your account,
refine your account to add any irrelevant search queries as negatives.

Why it's important

Make sure that your account is set up to serve users regardless of what queries they use to find you
and direct them to the most relevant information on your site. Don't waste your budget serving ads to
irrelevant audiences.
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Monitor your AdWords account

Google AdWords

Home  Campaigns Opportunities EREWLLGLIRGE Billing ~ My account ~

1. Report Type

Choose a report from the following options: Learn more about report types

¢ Ad Performance View performance data for each of your ads.

Ad Performance Report

What it tells you
How each of your ads is performing and their status

What you can do with this information

Spot trends in your campaign by looking for similarities between your high performing ads, isolate ads
with low CTRs and apply trends from your high performers, test new ads based on trends you found
amongst your high performers, hone your ads' landing pages to make sure users clicking on those ads
are being taken to the most specific landing page on your website.

Why it's important

Your ads may be the first experience users have with your organization. Make sure you're effectively
representing what your org has to offer and then delivering on your ad's promises to ensure the
highest return on your efforts.
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Monitor your Analytics account

Free, hosted web analytics tool that helps improve sites and
maximize marketing investments

Google Analytics

Analytics Settings | View Reports: ||| NC My Analytics Accounts:

‘ Export v ‘[Z Email ‘ Advanced Segments:| All Visits v |
L Intelligence

8 Visitors Dashboard Jan 9, 2010 - Feb 8, 2010 -
<2, Traffic Sources

[J Content R : =

Goal A Visits ~ | aon oy: [E] EI[E
P oals 300 3(
o.
[# Custom Reporting ‘/ \'No—.\ D PR P /.\o§._.__

Benefits for Non-Profits

*Understand how visitors engage with your site

*Compare performance of all marketing efforts from emails to keywords
Integrated with AdWords but also tracks non-Google campaigns
ldentify areas for site improvement

*Track user actions on your site
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Monitor your Analytics account

B8 Dashboard

Goal conversion report S::rs
=, Iraffic sources
[J Content
What it tells you
. . Overview
How well each of your goals is converting _Tm,mm
Conversion Rate
What you can do with this information il
Compare conversion rates over time to spot seasonal trends, Goal Value
drastic changes in conversions or activity relative to other OB AR

Funnel Visualization

marketing activities. Refine pages in your funnel process that
have high abandonment rates.

Why it's important

You want to have the most efficient and highest converting goals possible, and by
recognizing abandonment rates and knowing how to gauge trends, you can make
changes to your marketing activities based on your audience's activities.
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Monitor your Analytics account

8 Dashboard

AdWords campaign performance 8 Viitors
What it tells you i
How your AdWords campaigns are performing against your Search Engines
analytics goals g
What you can do with this information Keylg»ompos_mons
Compare goal conversions from AdWords to your site average i
to gauge success of your AdWords campaigns. Prioritize your Keywards
AdWords campaigns based on their profitability in the ROl and Canpeia

Ad Versions
[J Content
2 Goals

Margin columns of the Clicks tab of this report.

Why it's important

This report lets you validate and quantify the value of your AdWords campaigns against
the goals and success metrics you've set for your organization and provides a useful roll-
up for stakeholders of your various marketing initiatives.
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Monitor your Analytics account

&8 Dashboard

Keywords report 8 visors
What |t te"S you DiredTrafﬁc

The trends for each keyword that leads a searcher to your site i

What you can do with this information —'0
You can compare paid vs non-paid terms to find new high F—

performing terms to add to your AdWords campaigns and Ad Versions

[] Content

identify keywords that result in high goal conversions to =

prioritize in your AdWords account by directing more budget
to ad groups that contain those terms.

Why it's important

While the keyword performance report in AdWords will tell you how the keywords in your
account are performing with regard to your AdWords account, this report will tell you how
they're converting against your overall goals. You can also see if words from the Search
Query report are already performing well against your goals by comparing these two
reports.
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Reporting
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Dashboard

Google Analytics
ansytes sottings | isw Roports: KRN €22

2% Dashboard

Iu Intelligence ===
8 visitors

‘2, Traffic Sources
C Content

2 Goals

[ Custom Reporting

My Customizations.
[ Custom Reports
AaEoza Segments
I eligence Se

1 Emall

Help Resources
(7) About tnis Report

(?) Comersion Unkersty
(7) Common Questions

Customizable

]
[Eson + |[Em | Adoed Segments | AllVISES v
Dashboard Jan 9, 2010 - Feb 8, 2010 ~
frm— e - B
200 .

./.\.~.—.

150 -
o—" Jan 11 Jan 18
Site Usage

e 4,391 visits

SN 6,476 Pageviews

A 1,47 PagesiVisit

Visitors Overview

00 Ogmon, o= 2

) o, O
_.u.-.-...g.\.- .,0-...4 ..... / .-0-.-...-
1

0
are” e ° %
2,093 visttors

Visw rsport

Traffic Sources Overview

W Referring Sitss
1.777.00 (4047%)

™ Dirsct Traffic
139800 (31.34%)

W ssarch Engines
1.137.00 (25.89%)

7 (130%)

Drag and drop reports to edit layout

Export data to PDF and XML

]
\._. ’.—.——.s./.\.__./.—.\.——.\.s.~. / \.—.—.—.‘. —

Jan 25 Feb 1

80.87% Bounce Rate
o\ 00:01:35 Avg. Time on Site

YA 39.19% % New Visits

5 N
-

visw raport
Pages. Pageviews % Pageviews
3038 4765%
1200808 2 417%
201001 23 352%
1201002 37 22™%
/201000172010 128 188%

Email individual reports or schedule regular updates
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Key Metrics

Visits Mo~ 4391 visits

Number of visits to your site
y M~ 2,093 Absolute Unique Visitors

Absolute Unique Visitors /AN 6,476 Pageviews
Number of people to your site “N=A 147 Average Pageviews

] o\ 00:01:35 Time on Site
Pageviews

Total number of pages viewed on your site 80.87% Bounce Rate

A~ 39.19% New Visits

Average Pageviews
Average number of pages viewers visit

Time on Site
Amount of time the visitors spend on your site

Bounce Rate
Number of visitors that land on your site and take off immediately (click nothing else on
your site)

New Visits
% of visits to your site from people that have never been there before
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Report Structure

Dashboard

. . . . oo
A customizable collection of your favorite report summaries =~ ©° Pashboard

- Ssta
JsIntelligence ==

Intelligence (beta) & Visitors

. . . . -»>-
A list of custom automatic alerts for daily metrics
Overview
A Direct Traffic
V!S.ItO r.s . ) Referring Sites
Visitor information such as loyalty, language, and location Search Engines
All Traffic Sources
Traffic Sources > AdWords
Natural and paid sources of traffic, includes AdWords Keywords
reportS Campaigns
Ad Versions
Content [J Content
Information about pageviews H Goals
Goals

Conversion rates and goal paths
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Geography & Location

Map Overlay Report

» See which countries, regions and cities are driving traffic to your site
» Compare visitors from different areas

 Learn how they differ by conversion and value

Google Analytics

Analytics Settings | View Reports: [

&5 Dashboard
L Intelligence ==
Overview
Benchmarking
New vs. Returning
Languages
» Visitor Trending
» Visitor Loyalty
» Browser Capabilties
» Network Properties
» Mobile
User Defined
Custom Variables
2, Traffic Sources
[J Content
P Goals

[J Custom Reporting

My Customizations
[# Custom Reports
Advanced Segments
. Intelligence Beta

C3 Email

| Export ~ || =2 Email || B8 Add to Dashboard |

Overview

»

Map Overlay

| visits ~ |

Visits
1

AN 22

Canada

o Visits: 343

Wy

My Analytics Accounts: [ |

Advanced Segmer\ts.‘ All Visits v |

Jan 9, 2010 - Feb 8, 2010 ~
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Site Design

Browser Capabilities & Mobile

* Understand how your users are accessing the internet
* Leverage this knowledge to optimize your site and content

| Export v |[ =1 Email |[ B Add to Dashboard || ) Visuaice | Advanced Segments:[ All Visits ~ |

Mobile Devices Jan 9, 2010 - Feb 8, 2010 ~

A visits | 5 |= EIE]
.,
5 5

o\.

N \~ N /\./ \.\! /S .

These mobile devices sent 36 visits via 5 operating systems

Site Usage [Rruiong] . = =

[Expont ~ [ Emai || 83 Add to Dashbosrd | ] Visuak avanced Segments:| Al Vists ~ |
Visits Pages/Vist Avg. Time on Stte % New Visits [(Expont - |[ = Emai %o 2 ualze Advanced Ssgments:| Al Visits
36 1.39 00:01:00 66.67% o

% of Site Total: 0.82% Site Avg: 1.47 (-5.83%) Sit 00:01:35 (-36.87%) Site Avg: 39.19% (70.09%) Browsers
Jan 9, 2010 - Feb 8, 2010
Operating System ¥ None ¥ |Vists v & Visits | Operating System contrbution to total [Visits [ w]
1. WiPhone 5 20.00% [vass] - B==
2. W Andoid " 8% 30.56% 300 200
3 mFo 4 % A~ °
O e @, o,  —, —
o e @ e O, '~ 0" / L LT S—
4w BlackBery 2 5280 w - \._./. o - \.-—0/ o ‘-\05. O o ®
5. W Windous 1 278%

4,391 visits used 13 browsers

o s

Visits PagesiVisit Avg. Time on Site % New Visits Bounce Rate
4391 1.47 :01:35 39.22% 80.87%

% of Site Total: 100.00% Site Avg: 1.47 (0.00%) g 00:01:35 (0.00%) Site Avg: 39.19% (0.06%) Site Avg: 80.87% (0.00%)

Brouser None ¥ ‘mz].y Visits | Browser contribution to total: [Vists [,

1. W Interet Explorer 1858 2%

2 mFietox 142 26m%

3 Wt 05 281%

4. Chrome 148 EEEA

5 mopn 2 o84

€. M Wozila Compatibie Agent s 0.14%

7w eaits s 011%

8 BlsckBemyss 2 0.05%

9. | M Opera Mini 2 0054

10. 1 Camino 1 002%
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Site Content

Top Content

* Learn where users are going on your site and how long they are staying there

* View trends for every page
» See which content is most popular

Export_~ |[ =1 Email | 83 Add to Dashboard || ) Visualze

Top Content

A/ Pageviews ~ |

400

Advanced Segments:[ Al Visits_~

Jan 9, 2010 - Feb 8, 2010

Pageviews: 312 \ —, .
s @ e " / / O
200 g™ i O gm0 OO0 \.’O \0—’.50—"\. > OO gm0,
@
Jan 11 Jan 18 Jan 25 Feb 1
429 pages were viewed a total of 6,476 times
- = =

Pageviews
6,476

% of Site Total: 100.00%

Unique Pageviews

5,571

% of Site Total: 100.00%

Avg. Time on Page
00:03:21

Site Avg: 00:03:21 (0.00%)

Page None ¥ +
. m@ 3,088
2. W 2008108 270
3. m@ 201001 228
4. m @ 201002 7
5. m @ /2010001 2
6. m P 2007/08 12
7. M@ jsearch 9%
8 | (3 12008002 78
8. | m (P 12009001/ 62
10. | m (@ 12008/11) 57

Bounce Rate

80.87%

Site Avg: 80.87% (0.00%)

% Exit
67.80%
Site Avg: 67.80% (0.00%)

Pageviews | Page contribution to total: Pagevidv

47.68%

$ Index
$0.00

Site Avg: $0.00 (0.00%)

34.13%

4.17%

3.52%

227%

1.98%

1.73%

1.48%

0.88%
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Goals & Navigation
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Track All Goals/Conversions

Qverview »
All Traffic Sources Jun 8, 2007 - Jul 8, 2007
Export v Email || B8 Add to Dashboard
Visits v
o,
800 o 800
L) Sl T T /.§.—.—.\ /._./ * Oe—p==O—=p
— e @ e @ ) -— o,
\.\. \ /. \.——. .\.—./ o \.
400 e 400
[June 11, 2007 [June 18, 2007 [June 25, 2007 [July 2, 2007
All traffic sources sent 17,545 visits via 440 sources and mediums
Show:  Source Medium ¥
Site Usage JLEINSG VIGGLIE Ecommerce Views: ‘gli]i‘
Visits () Goall: Completed (2) anl2: Create @ Goal3: View Software Coald: ¥iew Sale (D Conversion Rate(?) Pl it Goal @
Order ccount Downloads Promo o Yalue
17,545 o 0.16% ) 0.00% 3.73% $0.00
% of Site Total: 0.00% Sit.e g 0.16% 3.57% Sit.P Ay 0.00% Site Avg: 3.73% b ‘ﬁ\ra‘ t000
100.00% Site Avg: 0.00% (0.00%) (0.00%) Site Avg: 3.57% (0.00%) (0.00%) (0.00%) (0.00%)
- - - Completed Create View Software  View Sale Conversion Per Visit
S VisiteRy Order Account Downloads Promo Rate  Goal Yalue
1.  google.com /referral 4,831 0.00% 0.14% 497% 0.00% 511% $0.00
2. google f organic 3117 0.00% 0.35% 5.04% 0.00% 5.39% $0.00
3. (direct) / (none) 2,921 0.00% 0.21% 3.08% 0.00% 3.29% $0.00

Potential Goals

* Donations

* Volunteer Sign-ups

* |nformation downloads

* Registrations
Content views
 |Information requests

Google Confidential and Proprietary
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Goal Reporting

Goals overview _ _
Analyze conversion data over time on macro or micro levels

Overview »
Goal Detail
Dec 1, 2006 - Feb 28, 2007

Export v || £ Email || B8 Add to Dashboard

Goall Completions v

f7 Dashboard
JIntelligence =**
A Visitors

2, Traffic Sources

"] Content
January 1/ January 8| January 1! January 2/ January 2| February !| February | February
™ Goals

— Goal 1: "Completed Order" had 653 conversions

Total Conversions

Conversion Rate A

slect Goal: | Goal 1: Completed Order ¥
Goal Verification

Ml 653 total conversions Analyze this goal
Reversze Goal Path -
Goal Value WMW 0 50%) conversion rate ” Visitors Profile: languages, network locations,
Goal Abandoned Funnels - user defined,
Funnel Visualization 99.25% abandonment rate

E] Browser Profile: hrowsers, operating systems,
browser and operating systems, screen colors,
screen resolutions, java support, Flash

@) Map Overlay

Geolocation visualization

¥ Goal Funnel

Goal funnel visualization

Google Confidential and Proprietary
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Optimizing Marketing Campaigns
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Analyze All Marketing Campaigns

Search Marketing

Google

’ .
Social Networking YAHOO! msnv Email Marketing

g

43 Myspace.com } | Dgte_rmine whi(?h. marketing {
a piace for friends- initiatives are driving the best

visitors to your site
Cwitter
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Understand AdWords Performance

MICAIEELEE  Goal Conversion Ecommerce  Clicks e 0»5 A'-t'_béTTTA.--'-v
Visits Pages/Visit Avg. Time on Site % New Visits Bounce Rate
6,743 3.53 00:01:12 91.99% 54.71%
% of Site Total: Site Avg: 2.17 Site Avg: 00:00:42 Site Avg: 92.66% (- Site Avg: 74.69% (-
3.42% (62.64%) (73.46%) 0.72%) 26.76%)

Campaign ¥ None ¥ Visits J Pages/Visit Avg. TlrneS;: % New Visits = Bounce Rate
1. Google Store: English - Americas 5,631 3.93 00:01:19 91.76% 49.30%
2. Google Store: English - Americas - Content ... 1,097 1.51 00:00:37 93.07% 82.41%
3. Newbie Campaign 13 1.46 00:00:09 100.00% 69.23%
4. Google Store: English - Americas - Syndicat... 1 5.00 00:10:21 100.00% 0.00%
5. googlegear 1 8.00 00:00:40 100.00% 0.00%

AdWords Campaigns

* View campaigns and analyze multiple metrics

» Look for campaigns with a high number of pages/visit and avg. time on site. This
means that they are directing visitors that are more engaged with your site.

« Campaigns with a high bounce rate (generally 50%+) could use tweaking. Drill into
them to see which ad groups/keywords are the culprit.

Google Confidential and Proprietary
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Leverage Organic Search

58 Dashboard

Export v || 4 Email || B8 Add to Dashboard || [* Visualize Beta Advanced Segments:| All Visits v
A Visitors
Overview »
-
p—— Keywords May 10, 2009 - Jun 9, 2009
Direct Traffic
Referring Sites A Visits aph EE] ‘ =
Search Engines
900 ) 900
@, @™
All Traffic Sources / \.~. ’.—.—., \.—0’.-.~0 " /0’.
°. ® -~ —~
» AdWords o """o-._.—o’ ~e ~g
Campaigns
Ad Versions [May 11, 2009 May 18, 2009 [ May 25, 2009 [June 1, 2009 I
[J Content N .. .
Search sent 20,150 non-paid visits via 2,781 keywords
Goals
F] Show: total | paid | non-paid
‘% Ecommerce
SICYIEENN  Goal Conversion  Ecommerce WS OA:_ | R [T
{ Custom Visits Pages/Visit Avg. Time on Site % New Visits Bounce Rate
Reporting =<t 20,150 3.45 00:01:22 90.59% 60.17%
% of Site Total: Site Avg: 2.17 Site Avg: 00:00:42 Site Avg: 92.66% (- Site Avg: 74.69% (-
10.21% (58.80%) (97.55%) 2.23%) 19.45%)
My Customizations
[F Custom Reports 2=t= Keyword ¥ None ¥ Visits J,  Pages/Visit e ﬁnlest;: % New Visits ~ Bounce Rate
Advanced Segments 2¢t2
4 Email 1. google store 3,871 533 00:02:01 82.72% 46.68%
2. google software 2,069 253 00:01:12 93.38% 58.29%
Help Resources 3. google shop 1,429 278 00:00:55 89.01% 66.06%

Non-paid keywords

» Discover what users search for to reach your site
* |dentify organic keywords that convert but are not included in your current marketing

campaigns

Google Confidential and Proprietary
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Integration
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Google Website Optimizer (Beta)

Free site content optimization tool that helps organizations test and
compare effectiveness of content on their web pages

Benefits for Organizations

 Learn which landing pages and
page components drive the highest
conversion rates

» A/B and Multivariate testing

« Test alternative text, images,

buttons, layouts, and more! — up to
10,000 combinations

u' Timbuktu Bike Zone ~ swaow ¥ | oo

P ul Timbuktu Bike Zone ~ sormeos & | cesxon

— 2006

put The best bikes, the best deal Ho

e sevn 2006 Bik lﬁ Timbuktu Bike Zone  swriccwr ¥ | ciecon
» 2006 Bikes Take 20% 1o pest b, ne vostcess_ETTTRN WTTITN ETTLIYT]
» 2006 Reviews e e ol 2006 Bikes are now in stock!

» Order History » 2006 Bikos Take 20% off all old models

» Reglster Bike » 2006 Reviews Clo e gt

ot N

Looking for the best
terrain bike at the
lowest cost?

» Trails/Maps » Order History
» 2006 Bikes
» Parts/Gear » Registor Bike

» 2006 Reviews

» Tralis/Maps
» Order History
» Parts/Gear
» Register Bike

» Trails/Maps

» Parts/Gear

W Add to Shapping Cart

Reports - Timbuktu Bikes
Running Pause | Stop | Seftings | Copy

Combinations

Analysis for: Aug 21 2006 - Aug 21 2006

Page Sections

View:  Best 23 Combinations ¢ ‘Worst 23 Combinations Download: (2] 2) | & Prnt | @ Preview
Chance to Chance to  Observed Conversions /

Combination  Estimated Conversion Rate Range [?] Beat Orig. [2] BeatAll [2] Improvement [2] Impressions [2]

Qriginal 31.2%+30% } { -_ 0.41% - 1257401
Combination 11 38.9%+31% g 99.0% 85.4% 24.9% 160 /41
Combinationd 33.6%+30% = 76.8% 4.12% 7.74% 1337396
Combination 23 33.4%+238% = 75.9% 282% 717% 153 /458
Combination 16 32.7%+23% * = 1 67.8% 1.56% 4.75% 144 / 441
52! mlglngllp'
Combinatii  What type of experiment would you like to create?
Gacabaaly Not sure which type of experiment is right for you? Learn more about Website Optimizer experiments
Combinatil

mbinati{ A/B Experiment "=" - The simplest way to start testing fast
Combinati © — This method compares the performance of entirely different versions of a page. Use it if the points
Combinatil ? ‘E;;‘ below describe your desired experiment.

] + Your page receives fewer 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

|| — This method compares the performance of content variations in multiple locations on a page. Use
C_JIS = it if the points below describe your desired experiment.

="« Your page receives more than ~1,000 views a week

+ You want to try multiple content changes in different parts of the page simultaneously

Google Confidential and Proprietary
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Tools for Each Step in the Marketing Process

1. Drive

Google AdWords

oy

Google ™0 o can™ ten e s

Web. Results 110 of sbout 27,400,000 for Call Center. (0.19 seconds)

Cat ranear

| Volunteer in SF

Google Search

2. Measure

Google

trends

Dews resuts for Call Center -
S naseare calsmes lege fom s tinda - & hours ago

auc 5 CBNNews - Jan 3 2008
Gl lo s o 52 el U o e 0t 3 e Ehiand e A Jand

“Call Center Leaming Center”

& campranenive efcerencefr call cntar operaions, call cnser manegement.
customarsendce.bestpractces, raning, utsourcg, call cnter some .

. Call-center net/- 14k - Jan 2, 2005 arp

CIP Media
Heslt -.... Call Center Demo: \What ToAukTia Ept..
v callcentermagazine com/-

Call Conter Software - CRM Software CTI Predictive Dialer Call ..,

v dstabazesystemscorp.com - 23k - Cached - Simils pages

Center for Ay Lessons Leamed - Publc Web Page
The Center for Amy

ore

callarmy.mil'- 27k - Jan 2. 2006 - Cached - Simia pagss
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Traffic from variety of marketing

campaigns

Monitor macro-level trends

Google Analytics
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Test different creative to
improve on-site conversions
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Integration Points

Connect with your users in innovative ways

» Measure the impact of offline marketing and PR efforts
« Test product messaging and visuals in real time
 Build psychographic profiles for your audience base

+ |dentify weak areas and improve site infrastructure

Dashboard May 20, 2007 - Jun 19, 2007
Export v |[ =3 Email Search Email

Campaign Radio ygits -

Print Ad Launch i PR Menti Spot
800 .~‘~. ! - /0\ PR— o\ ention .~zoo
/‘/ \. - .\.__./ ‘\ O e @ e O e ./
e \.’. .N. \./
400

400

[ May 21, 2007 [ May 28, 2007 [ June 4, 2007 [ June 11, 2007 |
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Best practices from grantees

AdWords

» Continually revise and refocus your keyword list to avoid spending budget on irrelevant
traffic

* Link ads to unique content so that users are more likely to stay and look around
« Compare important keyword performance over date ranges to uncover trends

» Link your AdWords and Analytics accounts so you can correlate your Grant dollars to your
org's strategic goals

Analytics

» Set goals specific to your org's success rather than using a one-goal-fits-all model
« Track keyword searches to know what terms are most common and strategic to your
account to help optimize your campaigns

« Test new initiatives with small ad groups in AdWords and track the response in Analytics to
know what initiatives are successful

LOOKING
ST[R
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Additional resources

AdWords Learning Center
www.google.com/adwords/learningcenter/

Google Analytics Help Center
www.google.com/support/googleanalytics

Google Analytics Conversion University
www.google.com/analytics/conversionuniversity.html

Google Grants Help Center
www.google.com/support/grants/

Google Grants Discussion Forum
www.google.com/support/forum/p/grants

Google Grants Blog
googelgrants.blogspot.com

Google grants Google Analytics

Google AdWords
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Homework

Adwords

*Enable the Quality Score (QS) column in your account

*Sort by Quality Score to see what’s performing best and optimize what is not performing well
*Run a Search Query Report and add irrelevant terms as negatives to your account

Analytics

*Set up a conversion goal

*Start watching trends and set a benchmark for performance

*Review the keyword report and integrate new themes into your online marketing campaigns

Google grants Google Analytics Google AdWords
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