Setting up your Google AdWords account

Contents

1. PRE VOUCHER REQUEST INFO

apop

0]

Why advertise online ?

What is Google AdWords?

Why should you use Google AdWords?

| want to start advertising with this free coupon offer — what do |
do next? (link to section 2)

| now have the coupon code. How do | open an account?

How much will AdWords cost me once | have used the voucher?

2. SIGN-UP PROCESS

3. THE BASICS — what you need to know

S@~ooo0oTy

AdWords Standard Edition Account Structure
How do | navigate my account?

The importance of quality score

Targeting your ads

Tips to help you write an effective ad
Keyword Tips

Cost control

Billing Options

4. GOT TO GRIPS WITH THE BASICS? Tips for managing your
AdWords account

5. MORE ADVANCED TOOLS

a.
b.
C.

Google Analytics
Placement targeting
Other Google Products for your business

6. RESOURCES



Setting up your Google AdWords account

Pre voucher request info

Why advertise online?

1. The UK online audience has increased to nearly 30 million individuals , 87% of which use
search to find websites (Source: MediaTel Insight, Online Media Executive Report, April
2007)

2. 70% of broadband-enabled adults have bought products or services online (Source:
OfCom, The Communications Market: Broadband, Digital Progress Report, April 2007)

3. Consumers spend as much as 164 minutes each day online compared to 148 minutes
watching television (Source: Weblog by Heather Hopkins, Hitwise UK Director of Research,
Online Advertising Can Drive Brand Awareness and Brand Association, October 2006)

4. On a per capita basis, UK consumer e-commerce is higher than in any other major market
and is still growing strongly (Source: Enders Analysis, European Internet Advertising Trends,
June 2007)

Online advertising is a great medium to drive this online traffic to your website. It can be used
to achieve many different goals, from generating sales or sign-ups to brand awareness, no
matter what size of company you are — online advertising provides a solution.

What is Google AdWords?
Google AdWords is an effective way to reach prospective customers online, regardless of

your budget. AdWords ads are displayed along with search results on Google, as well as on
search and content sites in the growing Google Network.

Your ads appear beside People click ...And connect
related search results... your ads... to your business

Your ad here
See your ad on Google
and our partner sites,
WALy U - S0 M pany-site. co

You can watch a short video explaining Google AdWords aswell here.
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| want to start advertising with this free coupon o ffer —what do | do
next?

After purchasing one of our web hosting packages promoting the Google AdWords offer you
will receive a voucher code via the ‘my account’ section of the LCN website. This code may
take up to 3 days after purchase to appear. Once you have your code head on over to goodle
and create a new AdWords account (See the Sign-up Process section of this document).

Please note that your promotional voucher code is only available to accounts younger than 14
days old. If you want to use a promotional voucher code but haven’t yet received it, you may
want to wait until you do before creating your account. A £5 account activation fee or
equivalent credit deduction required depending on your preferred billing options. Terms and
conditions can be found in your LCN account under the Google Adwords Voucher section.

| now have the coupon code. How do | open an accoun  t?

When you are ready to begin advertising with Google AdWords please visit
http://adwords.google.co.uk and click Sign up now.

You will then be directed to sign up through the sign-up wizard. For a step-by-step guide
through the sign-up process and tips for setting up your account just click here.

How much will AdWords cost me once | have used the voucher?

The amount Google AdWords costs you all depends on how much you want to spend,
because you set your own budget. There are no monthly charges, no minimum spending
commitment, and no requirement to continue spending once your promotional credit has been
spent.

You choose the maximum amount you wish to spend per day on each advertising campaign.
You also set limits on your maximum cost-per-click (CPC), the most you are willing to pay
each time a user clicks on your ads. Or, you can choose CPM pricing and pay for the number
of times your ad is shown on the content network.
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Sign-up Process

Step 1

Sign up at http://adwords.google.co.uk

CIO L)gle | English (UK) 9

AdWords

Advertise your business on Google

No matter what your budget, you can display your ads on Google and our Sign up now »
advertising network_ Pay only if people click your ads.

Your ads are People click ...And connect Sign in to Google AdWords with your
displayed beside related on your ads... to your business >
search results... 2 : Go JS[L Account

n
Googl See your ad on Google IF: 2
il and our partner sites. F'assword:l:l
M GO M p A ny-site. co.uk

Forgot vour passwaord?

Step 2

Choose the version of Google AdWords either AdWords Starter Edition (for those who are
new to online advertising) or the full-featured AdWords Standard Edition (recommended for
more experienced internet users and small- to medium-sized businesses.) Here we will focus
upon the process for the standard edition account. The standard edition offers you the
greatest range of features, at no extra cost!

lt's All About Results™

Google

AdWords

First, select a version of AdWords:

(» Starter Edition
Advertize a single product or service with simplified options. Recommended for

those who are new to Intemet advertising. Mowve up to the Standard Edition at any
tirne.

| have a webpage.
| don't have a webpage. Help me create one.

(%) Standard Edition
Use our full range of AdWords features and functionality: advanced bidding
options, multiple campaigns, conversion tracking, and more. Recommended for
experienced Internet advertisers and mediom- or large-sized businesses. ™

* & website iz required to sign up. Don't have one? Choose Starter Edition.

Mot sure? Compare options in greater detail.
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Step 3

Target your customers Click  here to find out more about where you should be
targeting your ads.
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Step 4
Create a relevant ad for your product or service.

Click here for tips to help you write an effective ad.

Step 5
Choose keywords that are relevant for your ad. Clic  k here for tips to help you choose
effective keywords.
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Step 6
Choose your currency and control your daily costs b y setting a daily budget and a
maximum cost-per-click. Click  here to learn more about cost control.

Step 7
Review your selections and finalise the account cre ation process.

Step 8

Once you have created your campaign you will be sen  t an email inviting you to verify
your account and enter your promotional voucher cod e and billing information. To
learn more about your billing options click here. Your new AdWords ads begin
running shortly thereafter.
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THE BASICS — what you need to
Know

AdWords Standard Edition Account Structure

Account
At the account level, you set your email address, password, billing information, and user
preferences. These settings remain the same for everything in your AdWords account.

Campaigns

Under the account level, you have one or more different campaigns. For each campaign, you
set your daily budget, language and geographic targeting, the types of sites you want to
advertise on, and start and end dates.

Ad groups
In each campaign, you can have a number of ad groups. At the ad group level, you write your
ads, pick your keywords and determine the cost per click you want to pay.

How do | navigate my account?
Your AdWords account is organised into different sections called ‘tabs.’

Campaign Management tab

This tab is where you control all your costs, as well as your account, campaign, Ad Group,
and keyword activity. The top level shows your performance data for different campaigns.
Clicking on a campaign shows Ad Group performance information, while clicking on an ad
group shows keyword performance information.

Reports tab

Use this tab to control all your personal customized and detailed reports by keyword, ad text,
account, and other variables. Experiment by running different reports. We’'ll store up to five
reports at once or you can have them automatically emailed to you.

Analytics tab
This tab provides you with advanced tools to track your campaign results and other data. See
the Google Analvtics section for more information.
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My Account tab
This tab allows you to review and edit information, such as your login information and user
preferences. You'll also find all your billing information here.

The Importance of Quality Score

What is quality score?

Quality Score is a dynamic variable assigned to each of your keywords. It is calculated using
a variety of factors and measures how relevant your keyword is to your ad group and to a
user's search query.

Quality Score influences your ads' position on Google. It also partly determines your
keywords' minimum bids. In general, the higher your Quality Score, the better your ad position
and the lower your minimum bids.

Quality Score helps ensure that only the most relevant ads appear to users on Google. The
AdWords system works best for everybody—advertisers, users, publishers and Google too—
when the ads we display match our users' needs as closely as possible. Relevant ads tend to
earn more clicks, appear in a higher position and bring you the most success.

If you follow the tips within this section, making your ads as relevant as possible to users you
can ensure your quality score is at the optimal level and your ads are effective.
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Targeting your ads

For each campaign, you can choose to target your ads to particular languages and locations.
Make sure to target only the languages and locations that are relevant for your business. For
example, if you ship your products to locations within a certain distance of your business,
target the country, territory, region or city related to the area, instead of to 'All Countries'.

It's important to understand what's right for you. Here are general guidelines to follow:

Choose country or territory targeting if you want to reach a wide audience across one
or more countries.

Choose region and city targeting if your business serves specific geographic areas or
if you want different advertising messages in different regions.

Choose customized targeting if you want to reach specific geographic areas which
may not be available in region and city targeting, or if you want to define specific
geographic areas.

For locally targeted campaigns (region- and city-targeted or customized), include geo-
specific ad text (like London) in your ad groups. This helps ensure that users
searching for your business find you.
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Tips to help you write an effective ad
The content of your ads should capture users' attention and set your business apart.

Include keywords in your ad text.

Include your keywords in your ad text (especially the title) to show users that your ad relates
to their search. If your ad shows when a user searches on a keyword in your ad group, the
keyword will appear in bold in your ad text. In addition, users tend to search for products and
services, so avoid using your company name in the ad title unless your goal is
brand/company name recognition.

Create simple, enticing ads.

What makes your product or service stand out from your competitors? Highlight these key
differentiating points in your ad. Be sure to describe any unique features or promotions you
offer.

Use a strong call-to-action.

Your ad should convey a call-to-action along with the benefits of your product or service. A
call-to-action encourages users to click on your ad and ensures they understand exactly what
you expect them to do when they reach your landing page. Some call-to-action phrases are
Buy, Sell, Order, Browse, Sign up and Get a Quote.

Here are two sample ads promoting the AdWords program: The first ad is vague, redundant,
and doesn't offer any benefits or contain a call to action. The second ad contains clear ad
text, a specific benefit to the user, and a call to action.
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Keyword Tips

The more relevant your keywords are to your goals, the more easily you can reach your
potential customers.

Choose your keywords carefully.

Include specific keywords that directly relate to the specific theme of your Ad Group and
landing page. For optimal ad visibility, include relevant keyword variations, along with singular
and plural versions. If applicable, consider using colloquial terms, alternate spellings,
synonyms and product or serial numbers. Remember that keywords that are too broad or
general will not reach users as effectively as keywords that are highly targeted.

Try experimenting with keyword matching options.

Each keyword matching option specifies a different way for a keyword to interact with search
gueries. There are four different keyword matching options: broad, phrase, exact and

negative match. By applying the appropriate matching options to your keywords, you can best
meet your ROI goals.

Below is a description of each matching option and how to apply these matching options to
your keyword list:

|. Broad Match

Broad match is the default setting for all keywords. You do not have to use any kind of
punctuation to specify that a keyword is broad-matched.

If you add a broad-matched keyword to your ad group, your ads may be triggered for
searches that include your keyword phrase in any order and possibly along with other terms.
Keyword variations such as synonyms, singular/plural forms and relevant variants of your
keywords may also trigger your ads.

For example, if your keyword is 'roasted coffee beans' your ad may appear for 'buy roasted
coffee beans' or 'gourmet coffee beans', but probably not 'coffee plantations'. The search
gueries allowed to trigger your ad will change over time as the AdWords system continually
monitors your keyword quality and performance factors. Your ads will only continue showing
on the highest-performing and most relevant keyword variations.

Il. Phrase Match

Phrase match narrows your target audience. To specify a keyword as phrase-matched,
surround it in quotation marks ("keyword").

If you add a phrase-matched keyword to your ad group, your ad will only show if the entire
keyword appears intact within a user's search query. For example, the keyword "roasted
coffee beans" (entered with quotation marks) could show your ad for searches that contain
'roasted coffee beans' with words on either end, such as 'buy roasted coffee beans' and
'roasted coffee beans from Italy'. It would not show for ‘roasted coffee bean', 'gourmet coffee
beans' or 'roasted Italian coffee beans'.

Ill. Exact Match

Exact match further narrows your target audience. To specify a keyword as exact-matched,
surround it in brackets ([keyword]).

If you add an exact-matched keyword to your ad group, your ad will only show for search
queries that are identical to that keyword. If your keyword is [roasted coffee beans], for

Setting up your Google AdWords account
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example, your ad will only show for the search query 'roasted coffee beans'. It will not show
for 'roasted coffee bean', 'roasted coffee' or 'roasted Italian coffee beans'.

Using exact match may help your keywords maintain higher click-through rates (CTRs) than
they would if they were broad-matched. For example, if you sell only coffee beans, you might
add the exact-matched [coffee beans] to your ad group to avoid user searches for ‘coffee
bean grinder'. You will receive fewer irrelevant impressions for these searches, allowing you
to focus your campaign on users looking for exactly what you offer.

IV. Negative Keywords

Use negative keywords to stop your ads from showing on irrelevant search queries. To
specify a negative keyword, place a negative sign before the keyword (-keyword).

If your ad group contains the broad-matched keyword 'coffee beans', for example, and you
did not want your ads showing on searches for 'coffee bean grinders’, you would add '-grinder’
and '-grinders' as negative keywords.

Keyword Tool can help find new and expand your curr ent keyword list

Google AdWords offers a Keyword Tool to help advertisers refine their keywords. Effective
keyword targeting can greatly improve your ad's performance on Google. The more closely
your ad relates to the keyword search terms that you target, the more likely a Google user is
to click on your ad.

Simply submit a keyword or URL* and choose relevant words from the results. Combine
these relevant results with each other or with your current keywords to make them more
specific.

To access the tool, click 'Keyword Tool' above the keyword table for the ad group you wish to
edit. You can also access our stand-alone tool from the 'Tools' link on the Campaign
Summary. (This version does not include your account performance history.)

It is important to note that all keywords you add to your keyword lists are subject to review
according to both our editorial discretion and policies, which are applied outside any data the
Keyword Tool may return on a given search. The alternatives you may receive for your
submitted keywords are not edited to ensure that we provide the most accurate
representation of Google search behaviours and of what keywords may trigger your ads.
Also, the Keyword Tool does not take the individual performance or content of your existing
ad(s) into account when returning keyword alternatives.
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Cost control
Daily Budget

The daily budget is the primary way to control your overall costs. It determines the most
you're willing to spend per day per campaign. There is no commitment to a minimum
spending level and everything you spend is controlled by you. We're confident however, that if
you use our tips and create an effective AdWords account, you will see a great return on your
AdWords investment.

The daily budget determines how often your ads show throughout the day. You can set your
daily budget to be as high or as little as you want, and you can change it at any time,

Google may "overdeliver" your ad up to 20% more than your specified daily budget on a given
day to provide your ad extra exposure on heavy-traffic days and to make up for days when
traffic is low. If your monthly budget (daily budget X 30 days) is exceeded, you will be issued
with overdelivery credits to your bill.

Maximum Cost Per Click

Your maximum CPC bid represents the highest amount that you're willing to pay per click on
your ad. You set your CPC bid for ad groups or for individual keywords. The maximum CPC
you set when you are setting up your first campaign will be the default CPC initially, but this
can be changed at any time. You can also set a maximum CPC for individual keywords once
from the ad group page within your account.

When setting your CPC bid, consider the following:
The value of a click . How much is it worth for someone to visit your website? How
likely is it that a click will turn into a conversion (sale, signup, etc.)? If high, then you
might want to set a high bid. If low, lower the bid. You can get conversion statistics by
setting up conversion tracking or Google Analytics.
Your daily budget. Be sure that your daily budget is higher than your CPC bid.
Otherwise, your ad won't show.
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Billing Options

Available payment options depend on your location and currency, see the Google AdWords
site for options available to you. Google accepts payment by credit card, debit card, direct
debit and bank transfer payment methods. Depending on the payment methods available to
you, you might have the option to pay for your advertising after accruing costs (post-pay) or
prior to accruing costs (prepay). Please note it is not possible to switch between post-pay and
pre-pay so think carefully before you choose a payment method. Google charges you a one-
time activation fee for both prepay and post-pay accounts.

I. Post-pay
Post-pay allows you to pay only after you accrue costs for advertising activity.

If you choose to pay by credit or debit card, your ads begin running almost immediately after
you submit your billing information.

Once you activate your account, Google sets an initial £50 account credit limit. You will be
charged after 30 days or when you reach your initial credit limit of £50, whichever comes first.

The amount invoiced or billed may be slightly in excess of the credit limit if an account
accrues costs very quickly. However, you will never be charged more than the clicks you
accrue.

Il. Prepay
Prepay allows you to pay in advance of receiving costs for advertising activity. As you receive
charges, the charges are deducted from your prepaid balance. Your ads run almost

immediately after we receive your payment.

Your ads continue to run as long as there are adequate funds in your account. If your account
runs out of funds, your ads will stop running until you make another payment.

Therefore, you should regularly check your account balance to ensure that you have
adequate funds. To help you keep your account balance up-to-date, Google will email you
when your funds run low and when your balance draws down to zero.

Google offer two methods of prepay: Credit Card or Bank Transfer.
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Got to Grips with the Basics? Tips
for managing your account

Organising your account

As we've seen from the Basics section Google AdWords gives you a basic structure to work
within. From here, it's essentially up to you to organise your own campaigns, ad groups, and
keywords in a way that makes the most sense. Organisation is a key component to starting
off strong and to helping you determine what works and what doesn't.

Campaign Strategy

Every account starts with a single campaign. Each campaign — whether you have one or
multiple — should reflect a single, overarching goal. When building a campaign, ask yourself
"What do | want to achieve with this campaign?"

Some effective ways to organize your campaigns are by:

Theme or product line (coffee products, tea products, gift baskets)

Your website's structure, such as by categories (purchase, learn, signup)
Different brands (X, Y, and 2)

Geography or Language (UK - English, Spain - Spanish, Germany - German)
Budgets (different budgets per product line)

Map your structure on paper first to provide a template for the real thing.

Ad Group Strategy

Just like your campaigns, your ad groups should be organised by common theme, product, or
goal. Often, picking keywords can lay the groundwork for your ad group strategy. Think hard
about your keywords. What words would someone search for on Google to find your product?
Try writing down every keyword that comes to mind. You can refine them later.

Next, group similar keywords together — such as by a common theme. Each grouping
reflects an ad group. For example, if your campaign goal is to sell more coffee beans, logical
ad groups might include:

Shade-grown and organic

French roast beans
coffee beans

Gourmet coffee beans

Keywords:
Keywords: Keywords:
Decaf French roast
Specialty coffee - Organic coffee beans coffee
Gourmet coffee - Shade-grown coffee - French roast coffee
beans beans

Gourmet coffee
beans - Natural coffee - French coffee
beans
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If you find that the keywords in one ad group become unwieldy, split the ad group into two to
make them easier to manage.

Finally, give your campaigns and ad groups descriptive names. This helps you manage your
account without memorising what each of your ad groups contains.

Review, Test and Refine

Your AdWords account needs constant checkups. You can continue to reorganise your
account as you learn more. The key is to check your progress and continue to refine your
account. As you add more products or more keywords, you may need to reorganise your
account.



More Advanced Tools

...after using AdWords for a number of weeks/months y ou may want to
look at other more advanced features and products

Google Analytics

Google Analytics helps you find out answers to difficult questions such as:
Is your website design driving people away?
Which marketing initiatives are the most effective for your site?
Where are your site visitors coming from?
What do people do while visiting your site?
What keywords do people use to find your site?
Why and at what points are visitors abandoning your shopping cart?

Google Analytics tracks the performance of all of your web traffic, and is not only confined to
AdWords. By using Analytics reports to guide future advertising and website decisions you
can ensure your website is driving as much business as possible.

Why should you use Google Analytics?
It's Free.

Spend on marketing, not on web analytics.

It's Sophisticated.

Google Analytics has all the features you'd expect from a high-end analytics offering. It also
provides tightly integrated AdWords support.

It's Easy to use.

Google Analytics is easy to use for novice marketers, while delivering all of the capabilities
that experienced web analytics professionals expect.

It's Scalable for any size site.

Google Analytics is a hosted service that runs on the same servers that power Google. From
large, high-traffic corporate sites to small sites, Google Analytics delivers consistent service.

It's Integrated with AdWords.

You can use Google Analytics directly from the AdWords interface. Google Analytics also
calculates return-on-investment (ROI) metrics from automatically imported cost and keyword
tracking data, saving you time.

It Tracks all campaigns.

Google Analytics tracks all online campaigns, from emails to keywords, regardless of search
engine or referral source.

Setting up your Google AdWords account
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It's Safe.

Google takes the trust people place in them very seriously, and is pledged to safeguard the
privacy of your corporate data. Google understand that web analytics data is sensitive
information, so they accord it the ironclad protection it deserves. Read their industry leading

privacy policy.
How do you sign-up?

When you're ready to create a Google Analytics account simply click on the Analytics tab
within your Google AdWords account where you will be guided through the stages of setting
up an Analytics account.

During this process you will receive a small block of code, the Google Analytics Tracking
Code (GATC) which you will need to paste anywhere in to your page's HTML code, but make
sure this code is pasted on every page of your website. Once this code has been placed on
your site you will see the status within your Analytics account to be ‘Receiving data’. Clicking
on ‘View Reports’ will take you to the reports section to view all of the available reports and
analyse your website’s effectiveness.

Reports

With Google Analytics reports, you can determine which marketing efforts are driving the
most valuable traffic to your site and see how visitors navigate through your site. Track the
marketing initiative performance for your AdWords campaigns, email campaigns, search
engine referrals, and even offline advertising.

There are five report categories

Visitors

Traffic Sources
Content

Goals
Ecommerce

Visitors Section
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The reports in the Visitors section focus on how many visits your site received from different
segments of visitors. For example, you can see how many visits you received from each
country (Map Overlay). You can see how many visits you received from people whose
previous visit to your site was 3 days ago (Recency, under Visitor Loyalty).

The Visitors section is the only section in Google Analytics where you can find the number of
people who came to your site. (See Absolute Unique Visitors in the Overview report or in the
Absolute Unique Visitors report, under Visitor Trending.) Visits tells you the total number of
visits your site received. So, if four people visited your site 10 times each during the active
time period, Google Analytics will show that your site received 40 Visits from four Absolute
Unique Visitors.

The Visitors section also contains four Visitor Loyalty reports: Loyalty , Recency, Length of
Visit, and Depth of Visit . Instead of simply stating averages, these reports show the range of
visitor interaction on your site. For example, the Visitor Loyalty report shows how many 1st-
time, 2nd-time, 3rd-time, etc. visits your site received.

Many of the reports in the Visitors section allow you to compare the overall quality of traffic
from different segments of visitors. For example, you can compare visitors from different
geographic areas based on their site usage, conversion behavior, and ecommerce profitability
(Map Overlay). The following reports in the Visitors section allow you to make these kinds of
comparisons: Map Overlay , New vs. Returning, Languages , the Browser Capabilities
reports, the Network Properties reports, and User Defined .

Traffic Sources Section

The reports in the Traffic Sources section focus on comparing the quality of traffic you
receive from different referrals, search engines, keywords, ads, and marketing campaigns.
Most of the reports in this section have site usage , conversion behaviour , and ecommerce
profitability metrics to compare traffic from different sources.

Direct Traffic focuses specifically on visits from people who clicked a bookmark to come to
your site or typed your site URL into their browser. The Referring Sites and Search Engines
reports allow you to compare traffic from sites and search engines respectively and drill down
on each site and search engine to compare URLs or keywords from that site or search
engine.

The All Traffic Sources report allows you to compare all traffic across all the sources that
send traffic to your site. For example, you can see how paid traffic compares to unpaid traffic
or how traffic from Google compares to traffic from another web site.

The Keywords report allows you to compare the effectiveness of keywords across all search
engines either with or without regard to whether they are paid or organic (unpaid) keywords.
The AdWords reports focus exclusively on AdWords traffic.

To compare the effectiveness of AdWords campaigns and ads, use the Campaigns and Ad
Versions reports. These reports will also include any non-AdWords campaigns and ads that
you have tagged with campaign variables.

Content Section

Content reports can help you understand how effectively your site engages visitors. The Top
Content , Content by Title , and Content Drilldown reports allow you to see which pages on
your site were most popular (and therefore, most important), how much time people spent on
each page, how frequently people exited your site from each page, and how valuable each
page was to your business.
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The Navigation Analysis reports (accessible from the Content Overview report) allow you
to see how visitors navigate through your site. You can use this information to determine
whether visitors are easily able to find what they are looking for or if they are getting confused
and leaving your site. You can also use the Site Overlay to view click, conversion, and
ecommerce information overlaid on each link on your site.

The Landing Page Optimization reports (also accessible from the Content Overview report)
can help you tailor landing pages for your ads and referrals. If visitors don't see information on
landing pages that addresses their reasons for visiting your site, they will simply leave without
purchasing anything or converting to your goals. You can also use the Top Landing Pages
report to monitor the overall effectiveness of your landing pages, while the Top Exit Pages
report displays the pages from which visitors left your site. If there are pages on this report
that you don't consider to be logical exit points, you might try to understand why visitors leave
from these pages. Consider how you might change the pages or redesign portions of the site
so that fewer visitors leave unexpectedly.

Goals Section

The information in the Goals reports can help you understand how visitors arrive, or don't
arrive at your goals. For example, the Funnel Visualization report shows you the points at
which visitors progress through or abandon the conversion steps (for example, shopping cart
checkout process) you have defined.

Tracking these pages reveals how efficiently your site directs visitors to your goal. If any of
the funnel pages are overly complicated or hard to navigate, they'll show signs of significant
visitor drop-off and lower conversion rates. This information helps you concentrate on
improving the pages with the poorest performance for funnelling users toward your site goal.

In addition to tracking the funnels you have defined, you can also use the Reverse Goal Path
to see if visitors are converting via other click paths.

Ecommerce Section

In addition to the Ecommerce metrics (available wherever you see the Ecommerce tab on
reports), there is also an Ecommerce section that focuses exclusively on ecommerce
activity. Please note that no data will appear in these reports (or on the Ecommerce tab in the
reports in other sections) unless you have enabled ecommerce reporting.

These reports show revenue (the value of purchases), conversion rate (the percentage of
visits that resulted in a purchase), transactions (the number of purchase orders) and Average
Order Value (the average revenue from each purchase).

The Product Performance reports (Product Overview, Product SKUs, Categories) show you
how many different products generate your revenue and you can click on any product name,
SKU, or category to view detailed information for that item.

The Transactions report lists of all transactions on your site and is useful for seeing all the
ecommerce transactions that are being used to calculate ecommerce metrics.

The Visits to Purchase and Time to Purchase reports help you understand your sales cycle
by showing you how long it takes for visitors to purchase.
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Placement targeting

What are placement-targeted ads?

Placement targeting is an alternative to traditional AdWords keyword targeting, as discussed
in the rest of this site. Placement targeting lets advertisers choose individual sites in the
Google content network where they'd like their ads to appear. Placement targeting gives
advertisers the ability to:

Advertise on a favourite site or sites

Reach customers early in the advertising cycle, with ads designed to increase
awareness or to promote a brand

Bid using either cost-per-click (CPC) pricing or using an alternative cost-per-thousand
impressions (CPM) pricing model.

Is placement targeting for me?

Placement-targeted campaigns are primarily a good choice for advertisers who want to
promote a brand or a new product to a specific audience. However, if you're not sure if
placement targeting is for you, you can create both a keyword-targeted and a placement-
targeted campaign, and see what works.

Compare the features of a placement-targeted and keyword-targeted campaign below:

NETIE S TR Placement-Targeted Campaign

Campaign
Targeting By keywords By websites
Ad Distribution Across the Google Network  Sites in the content network only
Pricing Cost-per-click (CPC) Either Cost-per-click (CPC) or Cost-per-
thousand impressions (CPM)
Ad Formats Text ads and rich ad formats Expanded text ads and rich ad formats
Supported (like image and video ads)

Creating a placement-targeted campaign

You create ads for placement-targeted campaigns in the same manner as keyword-targeted
campaigns — via your Campaign Summary page (Sign in > click the Campaign
Management tab > Click the placement-targeted link beside '‘Create a new campaign’).

However, there are a few key differences in building placement-targeted campaigns:

Placements: Instead of creating a list of keywords to trigger your ad, you create a list
of websites or related placements where you'd like your ad to appear.

Placement Tool: Instead of using the Keyword Tool to find potential keywords to
advertise on, you use a Placement Tool to find potential placements where you'd like
your ad to appear. You can either list exact URLS or use other criteria to generate a
list of available placements. This is explained in more detail below.

How do you choose placements?
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The Placement Tool appears when you create a new campaign or ad group, or edit existing
sites and related placements you have already chosen. The Placement Tool helps you select
sites in the content network where you'd like your ad to appear.

You have four options for choosing placements:

Browse categories : Shows sites and related placements that match categories (like
Entertainment) or subcategories (like Music) that you select. For best results, narrow
the topic by picking subcategories that most precisely match your ad.

Describe topics : Shows sites relating to words or phrases you enter. For instance,
type topics relating to your ads or website like organic coffee beans, coffee, or coffee
products. We'll display a list of sites and related placements relating to the topics
entered.

List URLs : Shows placements that exactly match or are related to URLSs that you
enter. For example, if you are advertising tennis equipment, you might enter the
URLSs of your favourite tennis or sports websites. If the sites that you enter are part of
the Google content network, we will display those sites as available for targeting. If
not, we will display a list of related sites that may have a similar audience. You can
then choose the placements where you would like your ad to appear.

Select demographics : Shows sites and related placements popular with the
audience demographics that you select. For example, choose an audience age range
or income level. We will display placements likely to target that audience.

For each of the above methods, you can generate up to 100 content placements that match
your criteria. Each placement includes an estimate of the Max. Impressions/Day — the
number of impressions available to all advertisers on the URL in an average day.

Click Add next to placements where you'd like your ad to appear, or choose to add all sites.
Placements you select move to the Selected Placements list on the right-side of the page.
Click the Add Selected Placements button to save them to your ad group.

To match your ad to the most relevant sites, we recommend that you use all four methods
above.

CPM Pricing

Placement targeting lets you bid for ad space in either of two ways: with the classic CPC
pricing used for keyword-targeted ads or with cost-per-thousand impressions (CPC) pricing.

With CPM pricing, you set the maximum price that you are willing to pay for every 1000
impressions or views that your ad receives on a given site. This means that you are charged
whenever your ad appears, whether a user clicks it or not.

As it does with keyword-targeted ads, AdWords automatically lowers the actual CPM to the
minimum price needed to place a site-targeted ad in a given position. In many cases,
advertisers pay a price lower than their CPM bid.
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Other Google solutions for your business

Google Checkout

Get more sales and lower costs with Google Checkout.

Google Checkout runs in parallel to your existing online payment solution, it offers shoppers
the ability to pay for their goods quickly and securely online as they can pay with just one log-
in at any of the thousands of stores that already accept Google Checkout.

For merchants Google Checkout offers lower processing costs with free transaction
processing for AdWords customers and free fraud protection and Chargeback Guarantee on
transactions through Checkout. There are also no set-up or gateway fees and no fund
acquisition charges. AdWords advertisers who integrate with Checkout may also benefit from
increased click-through-rates on their AdWords Ads when they display the Google Checkout
badge, as shoppers know that shopping will be convenient, quick and safe.

Visit www.google.co.uk/checkout for more information

Google Maps

Add your business to Google Maps

Millions of people search Google Maps every day. A free listing on Google Maps makes it
easy for them to find you.

Use the Local Business Centre to create your free listing. When potential customers search
Maps for local information, they will find your business: your address, hours of operation,
even photos of your shop front or products. It's easy, free and you don't need a website of
your own.

Visit www.google.co.uk/localbusinesscentre for more information.

Google AdSense
Earn revenue with AdSense

Earn more revenue from your website, while providing visitors with a more rewarding online
experience. Google AdSense delivers ads that are precisely targeted to your site.

Visit www.google.co.uk/adsense for more information.
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Resources

Google AdWords Help Centre

If you at any point have a question about Google AdWords the Help link that appears in the
top right hand corner of your account can help you. Also, there are frequently asked
guestions on the right hand side next to all sections of your AdWords account. In addition you
can access the help centre here https://adwords.google.com/support/

Google AdWords University

If you want to watch an AdWords tutorial please visit
https://adwords.google.com/select/library/index.htmI?hl=en_GB. Here you will find Google
University presentations, either beginners or advanced sessions are available. These
presentations will walk you through the various features of AdWords and how you can make
the most of your advertising with Google.




