Setting goals and setting
yourself up for success

German Freiwald, Google Grants Strategist




What’s Grants all about?

Google Grants provides select nonprofits with free
advertising on Google.com, via the Google AdWords
program.
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Important details

* Afew important Google Grants restrictions:
e Budget: $10,000 per month, restricted on a daily basis
* Bids: Capped at USDS$1.00
* Types of ads: Keyword Targeted ads
* Ads displayed: Google.com

Reminder: You are using the same interface as a paying
AdWords advertiser. Therefore, many features or sections of
the account are irrelevant to you (ie, Billing Summary,
Content Network, other ad formats, etc)




Active Account Management

oooooooooooooooooooooooooooooooooooooooooooooooooo

v’ Login at least once a month s vt G s i
/ Email:

Analyze performance regularly s
v’ Make changes as needed L o

(almost always needed!)

| cannet access my account

.
oooooooooooooooooooooooooooooooooooooooooooooooooo

v'Be responsive to email requests from our team

Tips for active account management:

* Set up biweekly account performance reports to be
emailed to you

* Make sure that more than one person at your
organization is invited access to your AdWords account




First, the bad news

What is the biggest challenge in marketing
online?



First, the bad news

What is the biggest challenge in marketing
online?

* It's complicated.

* It's time consuming.

Please know that we are working to make it less complicated
and time consuming while also making it more sophisticated
every day.




The last of the bad news

What are the two biggest challenges you will
face with Google Grants specifically?



The last of the bad news

What are the two biggest challenges you will
face with Google Grants specifically?

* It can be difficult to recover from a poor quality score
(if you get one).

* It's an entirely self-managed program.



Now, the good news

We have created a lot of online resources to
help you.

Google Grants has it’'s own online help center:
e www.google.com/support/grants

We are creating PDF guides for you to download and print
*The Google Grants Account Creation Guide
*The Google Grants Ongoing Management Guide



Steps to success

|dentify goals :: Brainstorm :: Structure




How can a little text ad help
you"?

If | ask:
"What do you want to achieve with your advertising?”

- the answer is often money.

If | ask:
"What is your organization trying to achieve?”
- the answer is never money.

(That is a major disconnect.)



Map your account to your goals

* What do you want to get out of your account?
— Think beyond additional traffic to your site.
— Think beyond donations.

* What do you want users to do once they get to your
site?
* Make a donation?
 Sign-up as a volunteer?
* Register for an event?
 Sign up for your mailing list?
* Enroll in your programming?
* Download or read specific content on your site?



Brainstorm

* Focus on one organizational goal at a time

— Consider how grants can contribute to everything
your organization is trying to accomplish.

* Breakdown your goals into specific themes

— Use the structure of your website for guidance

 List out all keyword searches for each theme



Structure

* Let your major goals become your Campaigns

 Each theme supporting your goal will be your
Ad Groups

* The searches will be your keyword lists for
each Ad Group



SF Kids Club

Goal

Theme Theme Theme

After School After School After School
Football Soccer Basketball

User’s query User’s query User’s query

*Youth football Afterschool *Youth basketball
*Afterschool football coccer *Basketball Leagues

*Football leagues . *Afterschool
basketball




SF Kids Club

Sports Recruitment

After School
Basketball

After School After School
Football Soccer

*YOUTh soccer
*Afterschool
soccer

*Youth football *Youth basketball
eAfterschool football

*Football leagues

*Basketball Leagues
*Afterschool

basketball




Can’t think of many keywords?

* Enlist the help of others!

— Try asking a group of co-workers or clients how
they would search to find the offering you are
trying to market.

— This can even be turned into a game to see who
can come up with the most search terms within
60 seconds.

— Look for overlap within the keywords that are
submitted, these might be strong candidates.



Avoid the most common pitfalls

* Avoid lumping multi-themed keywords under
one general ad.

* Avoid keywords that are marginally or
tangentially related.

* Avoid using single term, general keywords.



Why it’s so important to be specific

Imagine you have an organization that offers:
*Soccer after school programs
*Football after school programs

-Basketball after school programs



Why it’s so important to be specific

Results 1 - 10 of about 188,000,000 for soccer [defintion]. {0.22 seconds)

Tom wants to play soccer.
What does Tom search for?

Off the Wall Soccer

Arena Soccer Center
Recreational Sports Activities
wers offthesalisoccar. com

00 Mathow St, Santa Clara, CA,

Which ad does he choose? Youth Suarte
Why? Activities That Educate & Suppont

Youth Development In The City

i F i ¥ e T
ke A e G

San Francisco-Oakland-San Jose, CA

How can you make sure your ad
gets chosen?

(Hint: It starts with a good account structure.)



Setting Yourself Up for Success
Manage Your Account




Account Management = Ongoing process

* Avoid “set it and forget it” model
* Launch and iterate

-
your I'IESUHIS

campaligns




Maintain your Quality Score

In general, a high Quality Score means that your
keyword will trigger ads in a higher position and at a
lower cost-per-click (CPC).

On the other hand, a poor Quality Score can prevent
your keywords from showing your ads even if there is still
budget left within your account.



Enabling the Quality Score column

How:

1.Select the Campaigns tab at the top of the page
2.Within the Campaigns tab, select the Keywords tab
(located directly above the main graph)

3.Click on the ‘Filter and views’ drop down menu at the
far right of the page

4.Select ‘Customize columns’ from the drop down
menu

5.Select ‘Quality score’ from the drop-down menu
6.Click ‘Save’ to hide the drop-down menu again



Schedule Recurring Reports

To schedule a Keyword Performance report, click on the
Reports tab, and select ‘Placement/Keyword Performance.’

1. Report Typa

Choose a report from the following options: Learn more about regor tvpes

&  Placement [ Keyword Performance fiaw parformance data for keywords or placement

Ad Performance aw parformance de sach ¢ U @

URL Performance Aew parformancs dats for esch of vour Destination LR
Ad Group Performance View ad group performance data f

Campaign Performance fiew parlormance dala for your campaigns

Account Palformancs ¥ TR S

Demographic Performanca i a8 &

Geographic Performance fiaw oarfonmance data by oeoaran!

Search Query Performance

Placement Perfomance Jiaw performance dala for content nebwork sites whemn yo

Reach and Frequency Perlormance Jiaw reach and fregu



Schedule Recurring Reports

Select “Summary” for the unit of time. Select “Last Month” for
the date range. Select all campaigns.

1. Sattings
View (Unit of Time) Summary 1)
Date Range far Last manth T‘

Campaigns and Ad Groups Lo Al campaigng and all their ad groups

Manually setect from a list

In the ‘Advanced Settings - Filter Your Results’ section, you'll

want to click the check box to ‘Include keywords with zero
impressions’.

3. Advanced Settings (Optional)
b Add or Bemove Columng

w Filter Your Results

Show only keywords that match all of the following criteria:
Placement | Keyword H8] Is one of

finmove

Asd gnniar reainelion

¥ include placemants | keywords with zero impressions



Schedule Recurring Reports

In the “Templates, Scheduling, and Email’ section, make sure
to click the check box for ‘Save this as a new report template’
and then schedule the report to run automatically. Also,
remember to enter your email address!

4_Templates, Scheduling. and Emall

Mame Your Raport

Coogks Crants Keymond Bapon

Tamplate -_}‘ Save this as & new report lemplale
Bchaduling & Schedule Shis tepar o fun sutcmabcalty: | firer day of ey Smoaeh -:1
Ernail e

Wihsnewer T report runs, send email o

yerarEml lPyoundcrmain ong

Far molis eopeals, senacale aral sdoresses with comimas
h_j wirth ropon alteched as: | _euv dor Exdeli ?I

Creake Repori



Steps to success

Explore Your Account




AdWords

Google Home Tab

Campaigns Reporting ~

Tools ~  Billing ~ My account ~

Account Snapshot

Alerts =

Alert Preferences »

Account Status T

¢ Total budget: $10,000.00 0.0%

Budget spent:
View budget details

Announcements =

@ Get Your Work Done Faster Dismizs

Try out the great features in the new AdWords interface, and
save time managing your campaigns. Click the link in the top
comer of your account to start exploring today. You can continue
to switch between the two interfaces for at least 30 days.

Learn More

MNew AdWords Features - 1 since last viewed

Watch List 2 -

Today (May 13, 2009) [F] change dates

Active Campaigns =

(| Online: 1 Television: 0

| Create online campaign ¥ | Create television campaign

Campaign Performance (2 =

All Online Campaigns v  Summar »

|ExactDateRange:  v| Jul7,2006 - Jul13,2006 | [_Applyrange

Impressions ¥
—

719/06 T110/06 7111106 1113106

~i
=1
=1
{=r]
-
o0

=
o

Compare to another metric

Jul 7, 2006 - Jul 13, 2006
Clicks 4
Impressions 726
CTR  0.55%



Campaigns Tab
GO(‘nge Pdl5

AdWords

Campaigns [EGELLTT Tools Billing My account

b All online campaigns =

7 Campaign: Breast Cancer Center

All online campaigns

B Breast Cancer Center

Hranded @ Enabled Budget: $333.33/day edit Targeting: English edit  United States Edit
Donations

Events

Support Centers

Ad groups Settings Ads  Keywords  Networks

4 New ad group Edit Change status... = || More actions... *
Hel = [1 ® Adgroup Status 4 Search Max. Content Clicks Impr. CTR iz Avg.
elp CPC  Auto Max. CPC (2
What's an ad group? CPC 2
Hﬂﬂ‘#’ o el [] ® Donatons  Eligible auto: $1.00 auto 1 1965 0.05% $0.97
seftings?
- o )
How do | edit my bids? F Events Eligible auto: §1.00 auto 1 1317 0.08% $0.49
How do | pause, enable, or delete [] ® Branded Eligible auto: §1.00 auto ] 5 0.00% $0.00
el Dl e [] ® Support Eligible auto: §1.00 auto 0 676 0.00% $0.00
How do | choose a maximum Centers
CPC bid? Total - search 2 3,963 0.05% $0.73
ELLE Ll Total - content 0 0 0.00% $0.00
Help Center
Search hElp center H Go ] Total - all ad groups 2 3,963 0.05% $0.73




Tools Tab

AdWords

Google
Home Campaigns Reporting ~ JREl 08

Tools

Optimize Your Ads

* Campaign Optimizer

Looking for ways to boost the performance of your ads?

The Campaign Optimizer automatically creates a
customized proposal for your campaign.

» Keyword Tool

Build a master list of new keywords for your ad groups
and review detailed keyword performance statistics like

advertiser competition and search volume.

» Search-based Kevword Tool New!

Get new keyword ideas based on actual Google search
queries and matched to specific pages of your website.

» Edit Campaign Negative Keywords

Mow you can manage your negative keywords—which
help you reduce wasted clicks--at the campaign level.

My account -

Analyze Your Ad Performance

* Ads Diagnostic Tool
Are your ads showing for a particular search? Find
out here.

» Ads Preview Tool
See your ad on Google without accruing extra
impressions, and preview your ad as it appears to
users in other geographic locations.

* Disapproved Ads
Find out which ads have been disapproved and why.

» Conversion Tracking
It's time to make your campaign more efficient and
improve your ROI. Learn which ads are the best at
helping you reach your goals.




Billing Tab
Google

AdWords

Home @ Campaigns Reporting Tools Billing ~ LEET=EI

Billing Summary

Last Payment 71 Primary Payment Method #) Current Balance

None None USD $58.23
Backup: None

O [All time |

® |Apr1,2009  |-|May31,2000 |[Go]

Transaction type: 7' | All Transactions v |

Hide all months



My Account Tab
Google

AdWords

Home  Campaigns Reporting - Tools -  Billing - U

Invite Others to Access this Account

Specify recipients = Personalize your invitation *= Review and send = Await a response

First, send invitations to people to access this AdWords account.

Mext, your invitee accepts your invitation and creates a personal login to AdWords. Finally, we'll notify
you when your invitee responds. If they accept, you must confirm and grant the invitee access to your
account through the Access page.

Who would you like to invite?

Email address: Choose the access level for your invited user:

| | ) Administrative Access
. i An administrative access user can invite or disable user access, and modify
MName (optional): all azpectz of an AdWordzs account including billing =ettings and keywords.

(» Standard Access
One access level below adminiztrative, a standard access user can modify
keywords, ad groups, campaignz, CPC=, and daily budget, but cant invite or
dizable a user's access to the account.

» Reports Access

A reportz access user only has the ability to create and run reportz.

Cancel ] [ Invite an additional user ] [ Generate invitation URL(s) ]




A closer look at Tools

Analyze Your Ad Relevance
Performance

Ads Diagnostic Tool Very relevant Find out if your ads are
showing & troubleshoot.

Ads Preview Tool Very relevant See your ad without
accruing impressions.

Disapproved Ads Very relevant Find out why ads are
disapproved.

Conversion Tracking Potentially relevant Learn which ads and
keywords are working and
save money.

My Change History Potentially relevant Browse the changes you’ve

made.



A closer look at Tools

Website Optimizer Potentially relevant Experiment with different
versions of a page on your
website to discover the best
content for boosting your
business. (tech intensive)

Manage Your Account Relevance
Offline

AdWords Editor Potentially relevant Our campaign management
application enables you to
make changes offline, then
upload your revised
campaigns.



A closer look at Tools

Campaign Optimizer Not applicable This tool can disrupt Google
Grants accounts.

Keyword Tool Use with caution Get more keyword ideas.

Search-based Keyword Tool  Use with caution Get keyword ideas based on
actual Google search
qgueries.

Edit Campaign Negative Potentially relevant Add negative keywords and

Keywords save money.

Site and Category Exclusion  Not applicable This tool can disrupt Google

Grants accounts.



A closer look at Tools

IP Exclusion Marginally relevant Prevent specific IP
addresses from seeing your
ads.

Traffic Estimator Marginally relevant See an estimate of how a

keyword might perform.

Ad Creation Marketplace Not applicable This tool can disrupt Google
Grants accounts.

Insights for Search Marginally relevant See search volume for
keywords in specific
geographic areas.



Takeaways

Schedule reports

Expand upon your goals

Enable the quality score column

Use your tools

- an® t'[.. ':'l
_,..'j:." ;ﬁ’ ' r!% ..1
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Thank you & good luck!




Search-based Keyword Tool




So you want to make use of
more of your budget???

Search-based Keyword Tool



Agenda

. What does the tool do?
. How does the tool work??
‘ How to use the tool

‘ Other useful options/tips



Agenda

‘ What does the tool do?
. How does the tool work??
‘ How to use the tool

‘ Other useful options/tips



Product Overview

a tool that reviews the content of your
generates a list of relevant historical
search queries for which the site in

IS not currently advertising

-

is short for
Search-Based
KeywordTool

ords SbKT outputs a list of relevant
opportunity” terms for your site.



Product Overview

ffic

By entering
your site int
the SbKT, it
instantly
provide

pages for all queries Missed

opportunities
ed bids PP

lon for each query

n share



Agenda

. What does the tool do?
‘ How does the tool work?
‘ How to use the tool

‘ Other useful options/tips



How does the tool work?

. Looks at Google search queries over the past year

Matches historical queries to web content
Removes bad and irrelevant ideas

Classifies good ideas into categories

Surfaces highly recommended matches as ideas for you




Agenda

. What does the tool do?
. How does the tool work??
‘ How to use the tool

‘ Other useful options/tips



How to begin ...

@ Type www.google.com/sktool into your browser & sign-in with
your AdWords account login

@ Enter your site and let SbKT do the work

Send us feedback! | Help | Signin

G()ng‘ Search-based Keyword Tool

Draft keywords (130)

Help “  The Search-based Keyword Tool provides keyword ideas:
! + Based on actual Google search queries
= Matched to specific pages of your website with your share of voice (7
» New to your AdWords account (excluding keywords matching those already in your account)
Learn more

* Required field

Go Keyword ideas for website®  example.com v

With words or phrases
Manage settings

Results tailored to: English/US edit
Exclude keywords edit settings

More options

Find keywords

SbKT will find brand new keyword ideas for this
entire domain and organize them into categories



Refining the results

eyword suggestions

Juery traffic and competition
SbKT

gives you pression share

eyword-specific landing page

Id suggestion

You can, however, refine the results by searching,
filtering, and sorting



Refining the results

*The first step of refining your results is to target them to your
language and country

your campaigns are targeting using the “Language”

On Settings page, select the language and country
@ How?
and “Country” dropdowns

« Back to kaywords

Hulp

Understanding data SEE rCh SEﬂanS

Fiterng keywords These paramelers wil be applied as your default sellings; you can change them at any time.
Exporting )

.Eiawr.g h?y..'.'aldg Liﬂﬂuﬂ.ﬂE l El"'ﬂ"-'rh E!

Country | Uniled States I-O-]

Save settings | Cancel




Searching keywords and landing pages

Use the search box to search for keywords and landing
Search box : .

pages that contain a particular word or group of words
Actual/frequent Google.com queries that our system
Keyword has identified as highly relevant to the site entered, but
for which they have no ads appearing (missed

suggestions opportunity!)

page given domain

Landing I Best possible keyword/landing page match within the
column




More Options — partial matches

*By selecting “include partial matches” the tool will also display suggested
keywords are not in your account, but may have ads displaying via Broad

Match or Expanded Match

Check the “Include partial matches” button to
see which queries are partially matching

Word or phrase in keyword and page title
pots, pans, -ul In keywom@d page title
In keyword only
In page title only

More %ons Find keywords | Or browse all 12,548 keywords

Include [v" Synonyms for my search words and phrases

Show I I+ Partial matches I

Monthly searches | Al least |
Competition  Low [+ Medium [+ High
Average bid to

URL contains 7

Selecting “partial
matches” gives you

far greater number
of potential queries




Saving keyword suggestions

e You can search for certain group of suggestions and

You can save them for future reference
save specific

e To save a keyword, check the box next to the
keywords ’
keyword and hit save to draft

Keywords Draft keywords (130)

Website Word or phrase in keyword and page title v
googlestore.com | | shirts, apparel More options Find keywords @ Or browse all 23 468 keywords
Categories for this search Keyword ideas About this data (2
All categories (250,000)
) s Export v Showrows 20~ | 1-200f250,000 < | »
Electronics (8,667)
Furniture (4 687) [T Keyword ) Monthly searches Competition Avg.bid Ad/Search share Extracted from webpag

Once you have saved your keywords, they can

be found in the draft keywords tab




Exporting

*Once you have your desired list of suggestions, export it as CSV via the
button at the top of the page. You can export either all of the suggestions
or just the ones that you have selected

Categories for this search Keyword ideas About this data (2
All categories (250,000) £ savetodrat] Expot~ Showrows | 20 v  1-200250,000 [ « [ »

Electronics (8,667) AI(100) |

Furniture (4.687) [_ 4 SEILI:IG; 20) Monthly searches Competition Avg. bid Ad/Search share Extracted from webpage

Kids (15,084) [T v Sortby hi Bt.com (15) Keywords not already in your account

Kitchen (14,546) Sort by lowest relevance q 103 $125  0%/0% Google Store - Wearables | Ladies

Appliances (134) SortA-Z
[ Sort Z-A & 243 $2.25 1%/ 2% Google Store - Eco-ltems, T-Shirts

Coffee, Tea, and Esgresso“.

Filtering results within the
SbKT Ul may be faster and

Note: When exported the csv

more efficient, but feel free to will included suggested ad

use Excel if it makes it easier
for you

groups for your new keyword
ideas in addition to categories




Agenda

. What does the tool do?
. How does the tool work??
‘ How to use the tool

* Other useful features/tips



More Options — Filtering by Bids

You can also choose to filter by bid using the More Options
functionality. This allows you to only show queries with bids that fall
within a $1 USD range.

Bid The average bid of all ads showing on the query
' over the last year

@ How? To filter by bid, open More Options and input your
OW* B chosen bid values

Word or phrase in keyword and page title »
pots, pans, -ul In kefword{g?ﬁd page title More oﬁons Find keywords | Or browse all 12 549 keywords
In keyword only

In page title only Include [v" Synonyms for my search words and phrases
Show ¥ Partial matches
Monthly searches Wj

Competition [+ Low [ Medium [+ High

Average bid to

URL contains



